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1. Market Research  
Our initial work on this deliverable was focused on understanding the different market 

segments relevant to off-season experiential tourism i.e. people who will travel at this 

time of year and are seeking experiences.  We undertook market research which helped 

us establish key demographics, attributes and preferences of these audiences.  

Our target audiences: 

▪ Young and child-free travellers  

▪ Over 55s 

▪ Cyclists and walkers 

▪ Members of ethnically diverse communities and LGBTQ+ communities 

▪ People with additional physical, sensory and cognitive requirements  

 

Market research reports were produced for the above target audiences by the Norfolk 

EXPERIENCE team (with the exception of the report around ethnically diverse 

communities). This data informed tourism product development (T2), ensuring it meets 

needs and demands of these markets, and directed our marketing strategy. The reports 

also provided key data on audiences in a post Covid-19 travel market as staycations 

became extremely popular as a result of the pandemic. 

1.1 Market Research on ethnically diverse communities  

Ethnically diverse communities were identified as a key target audience, underpinning 

the inclusivity and accessibility aspects of the EXPERIENCE project. Ethnically diverse 

communities have not been traditionally targeted in the marketing and promotion of 

UK domestic tourism, even for the usual peak holiday seasons. There was limited data 

available about this target audience so we commissioned researchers from the 

University of Northampton who were specialists in this field to help us with this. They 

interviewed pioneers from leading travel and tour operators who specialise in ethnically 

diverse travel, ran focus groups with participants from ethnically diverse groups and 

reviewed the literature available to produce a comprehensive report on the ethnic 

domestic tourism market.  The purpose of this research was to fill the gap in 

information regarding the travel motivations and preferences of ethnically diverse 

groups in the UK, to clarify the reasons for their low levels of participation and to 

identify enabling factors that could encourage higher levels of engagement. 

The findings were used to develop an inclusive marketing strategy to attract ethnically 

diverse visitors to Norfolk year-round. This represents one of the key aims of the 
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EXPERIENCE project, to diversify Norfolk market appeal and product offerings, in an 

effort to extend the holiday season and enhance the sustainability of the tourism sector 

in the county. In addition, this study has wider application for the entire UK domestic 

tourism sector and there were organisations outside Norfolk that have expressed an 

interest to do something similar in their area.  

As an example, one of the key findings was that ethnically diverse communities were 

rarely represented on traditional promotional material. This helped us identify the need 

for more inclusive photography, making sure that this was a requirement of our 

photography brief. Inclusive photos were used across all project promotional material 

in Norfolk, including ‘Be Norfolk’ leaflet, social media and digital marketing.  

The full report (‘Norfolk Ethnic Minority Tourism Report’) can be found here (or see 

Appendix 1). 

 

 

 

 

 

 

 

 

 

 

 

 

Figures 1 & 2: A social media post and an online Display Ad featuring members of 

ethnically diverse communities. The photographs were taken by the project’s 

photographer.  

https://www.tourismexperience.org/resources-hub/benefits-of-experiential-tourism/library
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Figure 3: The Be Norfolk Leaflet featuring members of ethnically diverse communities. The 

photographs were taken by the project’s photographer. 

 

1.2 EXPERIENCE Norfolk Access Group  

We established the EXPERIENCE Norfolk Access Group to direct project focus and 

delivery on accessibility and inclusivity. Members included Norwich & Norfolk 

Association for the Blind, an electric wheelchair user, the Norwich Access Group, 

Reprezent (ethnically diverse group) and a Hindu Temple. This group was consulted on 

the Norwich Christmas Light Projections (WPT2) and the Norfolk Way Art Trail (WPT3). 

Via this early B2C consultation we ensured access & inclusivity needs were embedded in 

all Work Packages and strengthened the bottom-up approach.  
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2. Consumer Testing 
Market research and identification of our target audiences helped us to plan and 

organise more effective consumer testing of the new experiential tourism offer 

developed in Norfolk.  Despite the fact that the pandemic caused delays and restricted 

initial work on this deliverable, collaboration with colleagues and external local tourism 

stakeholders allowed us to identify some early opportunities for consumer testing.  

These included the Norwich Castle Lights Christmas Projections and the Norfolk Way Art 

Trail Survey.  

As COVID-19 restrictions began to ease, we were able to organise a second phase of 

consumer testing. This included undertaking audience research for the Norwich Love 

Light Festival 2022 (an event supported by EXPERIENCE), organising consumer testing 

trips with members of ethnically diverse groups and wheelchair users as well as running 

focus groups to test the Norfolk’s new experiential offer with our key target audiences.  

2.1 Norwich Castle Lights Christmas Projections 

In December 2020, we worked with Norwich Business Improvement District to use the 

Norwich Castle Lights Christmas Projections to promote experimental tourism in 

Norfolk as well as the Interreg EXPERIENCE project with scene-setting images of 

experiential tourism. As a result, EXPERIENCE received its earliest visitor feedback 

indicating average visitor spend, travel to the event, visitor satisfaction and accessibility.  

The outdoor event took place during a period of COVID-19 national lockdowns when 

there was no certainty about when the country would return to ’normality’. It was a time 

of turmoil for the tourism industry as well as the public, who were adapting their social 

behaviours in the face of the pandemic. The Castle Light projections gave EXPERIENCE 

some initial indications as to what type of visitor engagement the project could expect 

in such uncertain times and how to accommodate evolving social distancing measures 

into the experiential tourism approach by creating an offer that was possibly closer to 

home than we had anticipated and would appeal to more local visitors. 
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Figure 4: The EXPERIENCE slide at Norwich Castle Lights Christmas Projections 

2.2 Art Trail Surveys & Focus Groups 

Public consultation through surveys and focus groups was held on the type of artwork 

Norfolk residents would like to see as part of the Norfolk Way Art Trail. Members of the 

EXPERIENCE Norfolk Access Group participated in this consultation exercise. Feedback 

was incorporated to the artwork brief, ensuring local buy-in through a bottom-up 

approach and recognising that access and inclusivity needs were important to 

residents/visitors.  

2.3 Norwich Love Light Festival 

An audience research report examining the performance of the Norwich Love Light 

Festival (WPT2), an EXPERIENCE supported event, gave insights on attendee 

demographics, travel choices, reasons for visiting and perceptions on how the event 

could be made more inclusive and accessible. 
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2.4 Consumer testing with ethnically diverse groups 

As a result of the University of Northampton’s market research report, Norfolk held a 

consumer testing trip in April 2022 inviting six members from various ethnically diverse 

groups (Chinese, Black African/Caribbean) across England to the region to test and 

provide feedback on some of the new products. They experienced a selection of 

activities including cheese tasting, a boat trip on the Broads, a brewery tour, and a Black 

History tour.  

A range of questions for Business to Consumers (B2C) surveys had been developed and 

were used to capture the group’s feedback on both the inclusivity/accessibility aspects 

of the experiences tested as well as what they perceived as the strengths and 

weaknesses of those experiences.  Their feedback was shared with participating 

businesses, giving a unique opportunity to refine their off-season offer to make it more 

attractive to the ethnically diverse visitor segment, a key target audience for 

EXPERIENCE.  
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Figures 5-11: Photographs from the consumer testing trip to Norfolk with members from 

various ethnically diverse groups (April 2022) 

Additional consumer testing took place with an ethnically diverse group testing an apple 

orchard experience in North Norfolk. Again, the group provided feedback on the 

elements of the experience they particularly enjoyed, recommended improvements and 

reported on how included they felt during the experience. Feedback was shared with 

the participating business.  
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2.5 Consumer testing with wheelchair users 

Consumer testing was held with wheelchair users in April 2022. The group was asked to 

test and provide feedback for an accessibility-friendly boat trip experience being run by 

a Trust on the Norfolk Broads. 

The Trust does not usually undertake B2C testing with its visitors, so the subsequent 

feedback was useful to the trustees in that it provided constructive criticism of the 

facilities, boat trip and accompanying facilities. For example, one of the points raised 

was that some disembarkation points were not wheelchair friendly. The trust therefore 

plans to raise this issue with the Broads Authority who manage the landscape. 

Feedback also offered suggestions as to what other activities on the Broads would 

interest the target audience. These will be considered for the next season.  

 

Figures 12-15: Photographs taken during consumer testing with wheelchair users in April 

2022 
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2.6 Focus Groups testing with key target audiences  

To widen the reach of our consumer testing, we commissioned an external agency to 

deliver six focus group workshops in autumn 2022 to test new Norfolk tourism 

products. Those groups reflected project target audiences (millennials, the over 55’s, the 

LGBTQ+ community, cyclists, and walkers) to inform decision making on increasing 

domestic tourism to Norfolk and refining our experiential offer. The results for this 

focus group testing were captured in a detailed report which helped us make 

improvements to the Norfolk experiential off-season offer. 

Some extracts from the report can be found below. The full report will be uploaded as 

appendix 2. 
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Figures 15-19: Screenshots from the final focus groups testing report 
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EXECUTIVE SUMMARY 

Baseline data provided by VisitBritain indicate that only 0.1% of people in the ethnic 

community in the UK participate in domestic tourism. The reasons for the low participation 

rate of people of colour in domestic tourism is under-researched. This report contributes to 

filling this gap in information by conducting a qualitative study across diverse ethnic 

communities on their perceptions, to account for the comparatively small numbers of ethnic 

minority domestic tourists. While the context for this research is the EXPERIENCE Interreg 

France (Channel) England project for the county of Norfolk, yet the findings of the study have 

wider application for the entire UK domestic tourism sector. 

There was an overwhelming sentiment among the ethnic minority participants in the 

interview and focus groups for the opportunity to be more involved in outdoor leisure and 

tourism experiences in the UK. However, most participants reported systemic barriers that 

hindered their wider participation in domestic tourism. The foremost barrier was the risk of 

racism which was a deterrent to visiting local attractions and destinations, and restricted 

return visits to locations where there were negative racialised encounters.  

Participants also observed other deterrents such as wintry weather, poor value for money for 

domestic tourism and leisure experiences, and an overall lack of provision of suitable food, 

amenities, and accommodation. The limited targeting and representation of people of colour 

in the marketing communications by DMOs and private leisure and tourism providers were 

also associated with the lack of inclusivity and hence, participation in domestic tourism.  

Emerging from the findings, a typology of the diverse types of ethnic minorities domestic 

tourists has been proposed to reflect differences in travel behaviour. These are Ethnic 

Centric tourists whose travel choices and behaviour are influenced by their perceptions of 

their race, and how this will affect their leisure, travel, and overall holiday experience. By 

contrast, are Place-Centric tourists who do not regard racism as a major deterrent to travel 

as their valorisation of the destination is the main determinant for their leisure and holiday 

choices.  

Five distinct sub-groups among the main categories of Ethnic-Centric and Place-Centric and 

ethnic minority tourists were identified. These represent varying psychographic profiles in 

terms of their values and preferences for the domestic travel experience.  

These sub-categories are: -    

1. Occasional Excursionists who seek out opportunities for day trips and are likely go on 

off-peak trips when lower prices are available. In their travel orientation they are 

Ethnic-centric in outlook and prefer the safety of their own people group.  
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2. Warm Weather Wishers who are unwavering in their choices of destinations and time 

of travel that facilitate their desire for warm weather. Warm Weather Wishers may be 

both Ethnic-centric and Place-centric in their attitudes to travel. 

 

3. Cultural Prospectors who desire meaningful cultural encounters in their holiday 

experiences. They value opportunities for learning and are interested in spiritual and 

mental enlightenment during travel. Historic and heritage attributes at a destination 

are major pull factors for this segment who are willing to pay more for fulfilling their 

cultural travel needs.  

 

 

4. Outdoor Leisure and Tourism Enthusiasts represent the largest segment of the ethnic 

domestic tourism market and are mostly Ethnic-Centric in their travel behaviour. This 

category spans both younger and older travellers who have a desire to participate in 

a wide range of leisure activities, and to see more of the natural and countryside 

landscapes in the UK. They prefer moderately active holiday experiences that offer 

them health benefits and a sense of wellbeing. 

 

5. Outdoor Leisure and Tourism Challengers are comprised of younger people who are 

seeking for adventure, novelty and to explore non-traditional leisure and tourism 

activities usually practised by their ethnic group. Their mindset is to transcend the 

spatial and societal barriers to travel. They challenge the notion that race is a barrier 

to participating in holidays, particularly activities such as snow and winter-based 

sporting, leisure, and tourism activities.  

 

In the quest to lengthen the holiday season, Norfolk as a premier tourist destination in the UK 

is well-placed to increase the numbers of ethnic minority domestic tourists to the county. This 

is as the county boasts a wide variety of cultural attractions and physical attributes that 

appeal to the travel motivations of ethnic minority communities. This report recommends that 

the value proposition for the ethnic minority market is promoting Norfolk as an all-year-round 

destination, with unique and value-added experiences to enjoy in off-peak months. Above 

all, the success of a marketing strategy to widen participation and increase the number of 

ethnic minorities to the Norfolk, rests with providing the assurance of a welcoming 

community committed to sharing the destination’s leisured landscapes, attractions, and local 

culture with all visitors. 
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INTRODUCTION  

This report presents the findings of research commissioned by EXPERIENCE which is an 

Interreg France (Channel) England project delivered in Norfolk by the Norfolk County 

Council. The aim of this initiative is to expand the holiday season in the county by attracting 

new markets, namely the demographic segment of ethnic minorities during the off-peak 

months.   

The proposition is that as ethnic minorities represent a smaller numerical market size as a 

visitor sub-group, they will enable business continuity when overall demand and visitation to 

Norfolk is much lower. This is expected to enhance the general environmental and economic 

sustainability of the visitor economy of the county in fostering an all-year round tourism 

sector. By lengthening the tourist season to include the low occupancy winter months 

between October to March, the aim is to develop new, alternative experiential holiday 

products that feature and incorporate more of the natural and heritage products of the county 

that may be appealing to diverse ethnic holidaymakers in the UK. 

Nevertheless, this strategic plan to target the domestic ethnic tourist market is challenging 

due to the paucity of information on the size and travel behaviour of this segment in the UK1. 

There is a lack of data to determine whether ethnic minorities2 as a sub-group represents a 

viable option for filling the gap in demand during the off-season months of the holiday 

season. Furthermore, there is a lack of empirical evidence to support the assumption that off-

peak travel during the colder months with less hospitable weather, is sufficiently appealing to 

attract ethnic minorities to local holiday destinations, particularly when this market segment 

is traditionally associated with travel to warmer, long-haul destinations.  

An added challenge is that in practice, ethnic minorities have not been traditionally targeted 

in the marketing and promotions of UK domestic tourism even for the usual peak holiday 

seasons. At the national level, ethnic minorities seem to not be demarcated as a distinctive 

segment in domestic tourism in the planning and marketing strategies of VisitBritain. In a 

report on ‘Domestic Leisure Tourism Trends for the Next Decade’ produced by VisitEngland 

in 2013, it was acknowledged that more focused research was needed to be conducted to 

understand the travel behaviour of the sub-groups of the domestic ethnic market. This was 

proposed to reflect the increase of the numbers of Black and minority ethnic people rising 

 
1 Lu, Hui; Phillips, William; Francombe, Joe'; Dunkerley, Fay, Rohr, Charlene (2021) Factors influencing 
domestic tourism in the UK and abroad and the role of publicly funded domestic tourism marketing. 
2 The UK Government uses the term ‘ethnic minorities’ to refer to all ethnic groups except the White British 
group. ONS 2021 Census. 
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from 6% of the total population of England and Wales in 1991, to 14% in 20113. Since that 

publication, this mandate to conduct research on the specific travel habits and trends among 

the ethnic domestic markets seemed to have not been fulfilled.  

However, for the overseas market, research on the inbound Chinese market was published 

by VisitBritain in 2021, which may be attributable to this segment representing the ‘13th 

largest inbound source market for the UK in 2019, and the second for spending’ with 

projections for full recovery of visitor arrivals by post COVID-19 by 2026. But related 

research on the domestic or inbound market potential of Black, Asian, or other ethnic groups 

have not been made available by VisitBritain which is the designated national Destination 

Management Organisation (DMO) for the UK.  

The purpose of this research, therefore, is to fill the gap in information regarding the travel 

motivations and preferences of local, diverse ethnic groups in the UK. The focus is on 

determining their perceptions of the leisure and tourism experience within the UK, and to 

clarify the reasons for the low levels of participation by ethnic minorities in the UK domestic 

tourism market. This research specifically examines the perceptual barriers to participation 

by ethnic groups to domestic leisure and tourism activities, as well as to identify enabling 

factors that will encourage higher levels of engagement. These findings have been applied to 

assess the potential of developing a marketing strategy to attract ethnic minority visitors to 

Norfolk in the off-peak period. This represents one of the key components of the 

EXPERIENCE project to diversify market appeal and product offerings of Norfolk, in a bid to 

extend the holiday season and to enhance the sustainability of the tourism sector in the 

county. 

Terms of Reference of Research and Consultancy  

This commissioned research specified the following parameters for conducting the study as 

well as the outputs for the report: - 

• Data for the study is to be gathered through the direct engagement with ethnic 

minority groups based in the UK. The participants were to be drawn from the areas of 

Norfolk, Greater London, and Essex. Other areas to be targeted for the study, though 

not compulsory, were Cambridge, Peterborough, and Leicester.  

• Identify the range of barriers to participation in domestic tourism and clarify the 

reasons that may account for the low visitation patterns by ethnic minorities to various 

areas of the UK for leisure and recreational activities. 

 
3 VisitEngland (2013) Domestic Leisure Tourism Trends for the Next Decade. 
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• The main target group for the study should be the experiential traveller market 

identified as adults between 20 to over 55 years and should exclude families with 

school aged children. 

• Assess the strengths, weaknesses and gaps in Norfolk off-peak season, experiential 

tourism product. 

• Recommend opportunities for future tourism development in Norfolk which are 

attractive to ethnically diverse communities. 

In addressing the terms of reference for this report, the following objectives have been 

proposed to achieve the aims of the research: - 

Objectives: 

1. To gather disaggregated data on the volume and scope of the ethnic minority 

domestic visitor market segment in the UK 

2. To assess both the extrinsic, (structural, systemic barriers) as well as intrinsic 

(attitudinal, perceptual, cultural) barriers of ethnic minorities to domestic leisure tourism in 

general, and Norfolk as a destination 

3. To identify the different market segments and their holiday preferences within ethnic 

communities in the UK that may be targeted for off season visitation to Norfolk.  

4. To determine the views of the local ethnic community in Norfolk on their sense of 

belonging, and how this relates to their place identity  

There are four parts to this report: - 

Part 1 presents an in-depth analysis of the baseline data for ethnic minority domestic travel 

The main findings on the perceptual and structural barriers to the participation of ethnic 

minorities in domestic tourism in the UK are discussed in this section. 

Part 2 discusses the profile of market segments of the UK ethnic domestic tourism market 

and outlines recommendations for market development. 

Part 3 describes the Methodology and reviews the tourism indicators for Norfolk which is the 

case study for this research  

Part 4 presents the findings of the secondary data desk research and the primary data 

interviews and focus groups results are explained. 
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The UK Domestic Tourism Market 

Domestic tourism plays a vital role in the visitor economy of the United Kingdom.  According 

to The Great British Tourism Report, in 2019 residents of Great Britain accounted for 122.8 

million overnight tourism trips to destinations in England, Scotland, or Wales with an overall 

spend of £24.7 billion4. This stable performance of the domestic holiday market was curtailed 

with the outbreak of the COVID-19 pandemic and lockdown measures that commenced on 

23rd March 2020. The subsequent staggered easing of lockdown resulted in some upsurge in 

domestic demand as international travel remain restricted. Forecasts by the consumer 

marketing intelligence agency Mintel, point to an increase in domestic holidays of 1% in 2022 

compared to 2019 with an added contribution to the UK economy of 6%5.  

Mintel reports that 53% of UK adults ‘planned to take a holiday in the UK in the 12 months 

following August 2021’. This was a marginal drop in holiday bookings compared to 2019 

when 56% of residents took a domestic holiday.6  The 25-34 and 35 to 44-year groups were 

more willing to take a trip in the summer, but the over 55s were less likely to take a domestic 

trip with a significant drop of 32%.  It is likely that there is a greater feeling of vulnerability 

among the older demographic, and this sentiment may persist as the pandemic evolves.   

The increased demand since the pandemic outbreak for rural and coastal holiday rental 

properties reflected the concerns of holiday makers in keeping themselves and family safe.  

These factors favour destinations such as Norfolk that has the range of accommodation 

stock, rural landscape and outdoor activities that have now overtaken city destinations for 

popularity with many market segments in the wake of the Covid-19 pandemic. 

Risks of inflation and decline in household incomes due to rising energy prices, exacerbated 

by the Russia’s invasion of Ukraine threaten a swift recovery of the travel industry from the 

 
4 VisitBritain (2019) GB Tourism Survey (domestic overnight tourism): Latest results. 
https://www.visitbritain.org/great-britain-tourism-survey-latest-monthly-overnight-data. This data excludes 
domestic tourism statistics for Northern Ireland.  
5 Mintel (2021) Domestic Tourism – UK. 
6 Mintel (2021) Executive Summary - Domestic Tourism – UK. 

Domestic Tourism is taken to be any journey away 

from home lasting one or more nights to any 

destination within GB, by any mode of transport, for 

any purpose, and staying in any type of 

accommodation. (Visit Britain) 

https://www.visitbritain.org/great-britain-tourism-survey-latest-monthly-overnight-data
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pandemic. Yet, domestic tourism is a major driver of tourism in the regions outside of the 

capital of London, and it is central to the government’s plan for the recovery of the sector. 

This involves the intention to invest over £10 million in consumer promotion and to include a 

‘new e-commerce platform for domestic tourism that will sell attractions and travel products 

to support holidays and trips throughout the UK’.7 

The table below shows the different activities that comprise domestic tourism as well as their 

value contribution to the economy in England in 2015: - 

Table 1: Top tourism and leisure activities of Domestic Tourists in England (2015) 

 

Source: VisitEngland, England Visitor Activities8 

This 2015 baseline data shows that the category of outdoor leisure activities has the largest 

levels of participation by domestic tourists at 35% and contributes the highest levels of 

earnings to the economy at £8.1 billion. History & Heritage visits is next, while Arts, Culture & 

Entertainment and Visiting a Beach record similar levels of participation of between 12% to 

15% and earnings ranging from £3-£4 billion. Comparatively, event tourists spend less than 

the other categories and represent around 9% of the domestic tourism market in England. As 

a destination, Norfolk offers has a rich provision of supply of these activities and places the 

destination at an advantage in the domestic tourism market in England. 

1.2  Ethnicity in the UK  

As the most diverse country in Europe, people of ethnic backgrounds comprise 

approximately 13% of the UK population. As seen in the chart below, 87.1% of the UK 

population identify as being from a White background and 12.9% identify from a non-White 

background. 9   The 2011 census shows that the diverse populations in the UK are Asian / 

British Asian (6.9%), White Other (4.2%) and Black / Black British (3.0%. It is projected that 

 
7 DCMS (2021) The Tourism Recovery Plan. London.  
8 VisitEngland, Visitor Activities in England. https://www.visitbritain.org/england-visitor-activities 
9 Simon. Shibli; Gumber, Anil; Ramchandani, Girish (2021) Provision of tackling racism and racial inequality in 
sport - data gathering and analysis services. Sport Industry Research Centre Sheffield Hallam University 
commissioned by UK Sport. 

https://www.visitbritain.org/england-visitor-activities
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by 2031, ethnically diverse communities will comprise 29.9% of the population in England 

and 39.2% of the population by 2051.10 

Table 2:  Ethnicity in the UK (2011 Census) 

Ethnic Group England Scotland Wales N. Ireland UK Overall 

Base n= 53,012,456 5,295,403 3,063,456 1,810,863 63,182,178 

      

White British 79.8 7.9 93.2 
 

72.1 

White Irish 1.0 1.0 0.5 
 

0.9 

White Other 4.6 3.1 1.9 0.1 4.2 

White Scottish 
 

84.0 
  

7.0 

White 
   

98.1 2.8 

Sub Total (1) 85.4 96.0 95.6 98.2 87.1 

      

Asian / British 

Asian 

7.8 2.7 2.3 1.1 6.9 

Black / Black 

British 

3.5 0.7 0.6 0.2 3.0 

British Mixed 2.3 0.4 1.0 0.3 2.0 

Other 1.0 0.2 0.5 0.2 0.9 

Sub Total (2) 14.6 4.0 4.4 1.8 12.9 

      

Overall Totals 100.0 100.0 100.0 100.0 100.0 

Source:  2011 Census (adapted from ONS survey)11 

 

1.3  The UK ethnic domestic tourism market baseline data (2018) 

There is limited disaggregated data by ethnicity available on the domestic tourist market 

segment in the UK. On request, Visit Britain provided statistics on the volume, value and 

ethnicity of overnight visits taken across Great Britain in 2018 which is the baseline data 

 
10 Sport England, Sport for all? Why ethnicity and culture matter in sport and physical activity. January 2020. 
11 Simon. Shibli; Gumber, Anil; Ramchandani, Girish (2021) Provision of tackling racism and racial inequality in 
sport - data gathering and analysis services. Sport Industry Research Centre Sheffield Hallam University 
commissioned by UK Sport. 
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used for this study. The data indicate that the ethnic minority segment represent 0.1% of the 

total domestic tourism market in the UK.  

In 2018, there were 2.8 million overnight holiday trips taken by ethnic minorities in the UK. 

This compared to nearly 55 million by the White population.  As Table 6 below shows, ethnic 

minority groups show a similar pattern of increased holiday visits as the white majority 

population during the peak seasons of late spring to summer months. 

Table 3: - GBTS 2018: Volume of domestic overnight Holiday trips taken across GB by 
Ethnicity x Month 
      

  
Ethnic group 

Total White Minority 
ethnic 

  
Volume (Millions) 

Month trip End  
Base 57.894 54.714 2.844 

Jan 2.515 2.406 0.092 
Feb 3.167 2.924 0.205 

Mar 3.797 3.674 0.086 

Apr 4.647 4.396 0.247 

May 6.282 6.053 0.212 

Jun 5.95 5.599 0.278 

Jul 7.769 7.315 0.407 

Aug 8.852 8.002 0.816 

Sep 4.194 4.069 0.115 

Oct 4.597 4.424 0.158 

Nov 3.136 3.017 0.089 

Dec 2.987 2.834 0.141 

Source: Visit Britain, 2018.  
 

As Figure 1 below shows, ethnic minority tourists are less likely to visit small towns and 

countryside villages and towns as seaside cities and large towns are preferred destinations.  
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Figure 1 

 

 

The implications of this travel trend are that while Norfolk has the seaside that will attract 

ethnic minorities, yet ethnic tourists choosing a beach holiday in the destination are unlikely 

to visit during the off-peak season.  

Table 4: - English regions visited by Ethnicity            

 

Base 45.231 42.538 2.473 

England 45.231 42.538 2.473 

England (Exclude London) 41.482 39.161 2.11 

West Midlands 2.521 2.326 0.176 

East of England 3.686 3.324 0.31 

East Midlands 3.393 3.181 0.194 

London 3.793 3.421 0.363 

North West England 7.036 6.695 0.324 

North East England 1.792 1.72 0.045 

South East England 6.773 6.354 0.39 

South West England 11.723 11.122 0.552 

Yorkshire and The Humber 5.11 5.009 0.102 

None 0.15 0.124 0.026 
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Table 4 shows that the East of England where Norfolk is located, is among the lowest 

destination areas visited by ethnic minority holidaymakers.12 This suggests that although 

beach holidays are among the most popular taken by the ethnic market, yet Norfolk is not a 

top destination of choice.  

Table 4 : GBTS 2018: Value of domestic overnight Holiday trips taken across GB by 
Ethnicity x Month     

 
Ethnic group 

  
Total White Minority 

ethnic 

  
Volume (£Millions) 

Month trip End 
 

Base         
14,292  

        
13,529  

           
689  

Jan 536 514 21 

Feb 665 623 39 

Mar 896 867 21 

Apr 1163 1095 66 

May 1438 1393 42 

Jun 1468 1388 58 

Jul 2051 1942 98 

Aug 2394 2188 198 

Sep 1181 1146 34 
Oct 1009 963 39 

Nov 703 669 27 

Dec 788 741 45 

 

Tourist spending by ethnic minorities 

The pattern of spending shows similar peaks in the summer months for both White and 

ethnic domestic visitors. This reflects a correlation with the visitor numbers across the year. 

Overall, ethnic minority spending represents some 33.2% of the total earnings for domestic 

tourism in Great Britain. As Figure 2 below shows, most of this spending is concentrated in 

the seaside and big city destinations.  

 

 

 

 

 
12VisitBritain, GBTS 2018 - It is important to note that this table also shows that multiple destinations may be 
visited during a single trip accounting for the sum of trips exceeding the base value in the table. 
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Figure 2 

 

As seen in Figure 3, the biggest spenders were from London, the South-West, and the 

South-East.  

 

 

 

Figure 3 

 

 

The breakdown of the volume of ethnic travellers is presented in Table 5 below: - 
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Table 5 – Percentage of participation in domestic tourism by ethnicity 

Which of these best describes your ethnic group? 
 

Base 57558 54714 2844 

White British 88% 93% - 

White Irish 1% 1% - 

Any other white background 7% 7% - 

White & Black Caribbean - - 6% 

White & Black African - - 1% 

White & Asian - - 4% 

Any other mixed background - - 4% 

Indian 1% - 25% 

Pakistani - - 8% 

Bangladeshi - - 3% 

Any other Asian background 1% - 15% 

Caribbean 1% - 14% 

African 1% - 14% 

Any other Black background - - 1% 

Chinese - - 5% 

Any other - - - 

I would prefer not to say - - - 

 

The data shows that the Indian community represents the highest category of domestic 

tourists at 25%, which is followed by Other Asian backgrounds at 15% and the Pakistani 

group at 8%. The Caribbean and African groups each represent 14% of the domestic market 

segment, while mixed White & Black Caribbean is at 6%. The Chinese group of domestic 

tourists is at 5% of the overall ethnic domestic tourism market in the UK. An important 

observation here is that this data on the relative levels of participation in domestic tourism 

are indicative of the population size of the various ethnic groups. It may not clearly indicate 

the differences in the travel propensity that is, the willingness to travel of each of the ethnic 

groups. 

A study on the trend of outdoor engagement is the People and Nature Survey for England, 

produced by Natural England and is one of the main sources of data on the frequency of 

residents going outdoors and experiencing nature13. Table 6 below shows that of all the 

ethnic groups, the Chinese community was more likely to go outdoors at 27.6% ahead of 

both the Black and Asian ethnic groups which were 26.2% and 25.7% respectively. This is of 

 
13 Natural England, Official Statistics of The People and Nature Survey for England: Adult Data Y1Q1 (April - 
June 2020) (Experimental Statistics). Updated 24 September 2021. 
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the overall 41.9% of all adults in England who had made at least one visit to the natural 

environment14.  

Table 6 

 

The combined data of the overnight holiday trips and the ethnicity of frequency of visits 

outdoors provide some insights on the volume, relative performance, and travel propensity 

across the ethnic groups. In summary, the Indian community represents the largest group of 

UK domestic tourists followed by the African and Caribbean categories who were at the 

same level in their representation in the ethnic market. But in terms of an indicator of travel 

propensity, the Chinese community showed the highest levels of visits to the outdoor 

environment. These are useful distinctions across the ethnic groups in the design of 

marketing strategies targeting the ethnic market segment for domestic tourism.  

This data suggests that the Indian community represents a viable market for UK destinations 

aiming for large numbers of domestic visitors. Attracting more visitors from this group will 

however require investment in the provision of services and amenities in food and 

accommodation that match their needs. The African and Caribbean segment are viable 

markets as well for volume sales. Comparatively, the Chinese market is less in terms of size, 

 
14 Natural England, Visits to the Natural Environment, Last updated 4 March 2021.  https://www.ethnicity-
facts-figures.service.gov.uk/culture-and-community/culture-and-heritage/visits-to-the-natural-
environment/latest 
 

https://www.ethnicity-facts-figures.service.gov.uk/culture-and-community/culture-and-heritage/visits-to-the-natural-environment/latest
https://www.ethnicity-facts-figures.service.gov.uk/culture-and-community/culture-and-heritage/visits-to-the-natural-environment/latest
https://www.ethnicity-facts-figures.service.gov.uk/culture-and-community/culture-and-heritage/visits-to-the-natural-environment/latest
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but overall have a comparable higher travel propensity and willingness to go outdoors as an 

ethnic group.  

Another factor in the Chinese segment for domestic tourism is the significant numbers of 

Chinese students who now account for up to 23.2% of all international students in UK 

universities which is now higher than the number in the whole of the EU combined.’ 15 Even 

though data on Chinese student expenditure on accommodation, or wider consumer 

spending in the UK is not available, yet it seems that they are highly mobile, and 

demonstrate willingness and readiness to visit a wide variety of destinations, in urban, peri-

urban and rural locations for overnight stays.16 17 It is notable, that the inbound Chinese 

tourist market to the UK in 2019 was up to 883,000 with a revenue of some £1.7 billion with 

an average spend of £1,940.18 

This baseline data for 2018 from VisitBritain, is a snapshot of the UK ethnic domestic market. 

This is a useful measurement of the performance of this market segment particularly with the 

drastic fall in tourism in 2020 and 2021 due to COVID-19. Even though the volume and value 

of the ethnic tourism are low relative to White holidaymakers, yet the continuation of the 

gathering of disaggregated data of the ethnic domestic travel market is vital in the context of 

the growing population of people of colour in the UK.  

 

 

 

 

 

 

 

 

 
15 Allen, B et al (2020) China and the United Kingdom: Economic Relationships. London: National Institute of 
Economic and Social Research.  
16 Ibid 
17 Selby, Martin (2021) ‘Mobile student experience: The place of tourism’. Annals of Tourism Research, Vol 90, 
September 2021. 
18 Allen, B et al (2020) China and the United Kingdom: Economic Relationships. London: National Institute of 
Economic and Social Research.   
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Focal points on disaggregated data on ethnicity of domestic leisure tourists 
in the UK  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 Ethnic minority groups show a similar pattern of seasonality in their travel behaviour as the 

white majority population 

 The numbers of ethnic domestic leisure tourists peaked in the months of July -August. 

 For the type of places visited, the seaside is the most popular destination for all ethnic groups. 

Among ethnic minorities the city/large towns perform well which translates regionally with the 

highest numbers visiting the Southwest and the Southeast. 

 Domestic tourism spending shows a similar pattern as visitation rates. The four spring/summer 

months of May through August account for 51% of the total spend, which is an average of 12.8% 

a month. By contrast, the eight 'off peak' months make up 49% of the total spend which is a 

monthly average of 6.1 %. The means that the earnings accrued from domestic tourism in the 

four months of the high season surpasses the total earned in the other eight months combined! 

 South-west England is the biggest draw for domestic tourists and enjoys 29% of the total spend. 

Second is Northwest England at 15% of total earnings. 

 The UK domestic tourism market is dominated by the British white population that represents 

88% of all visitors. 

 Ethnic whites seem to take more trips (e.g. three trips to every one taken by a non-white) and 

more diverse trips (venturing into locales where non-whites may fear to tread).  Moreover, 

there is an apparent higher proportion of whites vs non-whites who take trips than their 

proportion is represented in the overall population of the UK. 

 Arguably, this baseline data could reflect the position that ethnic minorities are largely 

assimilated in mainstream society and share similar travel motivations which means there is 

no requirement to differentiate them in the domestic tourism market. Conversely, this data 

may be highlighting capacity for this sector to grow, if there is targeted marketing to increase 

their awareness of domestic tourism and if the holiday provision caters more to their specific 

needs. 

 

 

https://www.visitnorfolk.co.uk/ 
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Barriers to Domestic Ethnic Tourism 

A summary of the main barriers to the participation of ethnic minorities in domestic tourism in 

the UK are discussed in the section of the report.  These represent both structural and 

sytemic barriers, as well as intrinsic or cultural factors that hinder ethnic groups from taking 

part in greater numbers in domestic tourism. 

1.4 The invisible tourist segment - ethnic minorities in the UK visitor economy 

Invisible. Insignificant. Ignored. Under-represented. Under-rated. Un-heard and 

undervalued.19 

These are some of the words that have been used to describe the ethnic minority segment or 

niche market in the visitor economy in the UK and the wider tourism sector.  The dearth of 

information on the travel behaviour of ethnic minorities is recorded both at the level of 

industry based reports and similarly in the wider academic literature. 20 21  A search of the 

literature that was conducted for this report was only able to locate three articles that 

specifically examined marketing to the British ethnic community and how to target them for 

the visitor economy. This may be consequent to traditionally held views that the ethnic 

market is rather small, and not at the income levels to sustain targeted marketing investment 

in tourism.  While it is the case that ethnic minorities comprise a large percentage in the 

lower income class categories, this does explain why there is still the under-representation of 

targeted marketing to more affluent domestic tourists of colour. 

Additionally, the lack of visible presence of people of colour at popular attractions and mass 

tourist market destinations seem to affirm stereotypical assumptions that they are not 

motivated to travel. Ethnic minorities have often been viewed as not having the required 

social capital or knowledge of countryside codes, mores and the ‘habitus’ to meaningfully 

appreciate and navigate various outdoor landscapes. 22 Furthermore, it is widely held that 

ethnic, diasporic groups in white majority countries usually prefer to return to their home 

nations for holidays.  This is supported by the availability of more competitive prices for 

 
19 Kimbu, Albert, Sumeetra Ramakrishnan, Yoo Ri Kim, Prosanjit Saha (2021). Engaging New Travel Audiences: 
Understanding the UK BAME Travellers’ Decision-Making Process. School of Hospitality and Tourism 
Management, University of Surrey in association with Women in Travel CIC. 
20 Ibid 
21 Klemm, Mary S. & Kelsey, Sarah J.(2007). Ethnic groups and the British travel industry: servicing a minority?                           
The Service Industries Journal, 24:4, 115-128. 
22 Stephenson, Marcus L.  (2006) Travel and the ‘Freedom of Movement’: Racialised Encounters and 
Experiences Amongst Ethnic Minority Tourists in the EU, Mobilities, 1 (2) 285-306.  
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overseas holidays at these destinations, with the promise of more gracious welcome and 

higher levels of service quality, with due attention to their dietary and lifestyle preferences. 23  

1.5 Marketing representation and the British ethnic traveller 

As the lead agency and national Destination Management Organisation (DMO) for marketing 

and promoting tourism in the UK, VisitBritain is responsible for the strategic direction for the 

growth and development of the UK’s tourism sector.  This remit spans the domestic and 

international markets with regional and local tourism DMOs relying on VisitBritain for 

strategic marketing intelligence and guidance on the key visitor target markets.  The de Bois 

review on DMOs reported that 81% of DMOs in England stated that their major role was 

domestic marketing, while 66% were also engaged in international marketing24.    

Based on an extensive desk research conducted on the websites and marketing reports from 

VisitBritain, there is limited evidence on a specific marketing strategy to increase the volume 

and level of participation of ethnic minorities as a distinct market segment.  This suggests a 

‘colour blind’ marketing approach that is ‘racially neutral’ and downplays the importance of 

diversified marketing, perhaps reflecting the perspective of a multi-cultural society where 

various ethnic groups have been ‘assimilated’.  Another rationale for not embarking on a 

diversified strategy maybe economic, the belief that the relative small ethnic market segment 

is not likely to yield substantial increases in earnings to support the added financial 

investment.   

However, in the past VisitBritain has launched the Love is Great campaign targeting LGBTQi 

communities in a marketing strategy where there has been specific identification of their 

needs as domestic travellers.25.  Furthermore, there has been marketing intelligence 

provided on the value of the ‘Purple Pound’ and the national DMO has supported initiatives 

by the disability rights advocacy group, Tourism for All to improve access to leisure and 

tourism opportunities for people with disabilities.  In January 2022, VisitBritain announced 

the appointment of a Head of Business Support as Disability and Access Ambassador for the 

tourism sector who has the responsibility to drive improvements in the accessibility and 

quality of services and facilities in the sector for people with disabilities.26 

 
23 Klemm, Mary S. (2002) Tourism and Ethnic Minorities in Bradford: The Invisible Segment. Journal of Travel 
Research. Vol 41 (1) 85-91. 
24 de Bois, Nick (2021) The de Bois Review: an independent review of Destination Management Organisations 
in England. Department for Digital, Culture, Media & Sport. London. 
25 Visit Britain,  VisitBritain continues to spread the love with its ‘Love is Great’ Campaign. 
https://www.visitbritain.org/visitbritain-continues-spread-love-its-love-great-campaign 
26 VisitBritain, Disability and Access Ambassador appointed for tourism. https://www.visitbritain.org/disability-
and-access-ambassador-appointed-tourism 

https://www.visitbritain.org/visitbritain-continues-spread-love-its-love-great-campaign
https://www.visitbritain.org/disability-and-access-ambassador-appointed-tourism
https://www.visitbritain.org/disability-and-access-ambassador-appointed-tourism
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Still, there has been some attempt by VisitBritain to increase the representation of ethnic 

minorities in the marketing images of domestic tourism and various marketing research 

reports produced by the agency. Increasingly, there are photos of people of colour 

representing different races in leisure and tourism settings on DMO websites. Various 

festivals and events associated with specific ethnic groups such as the Chinese New Year 

and the Caribbean Notting Hill festival have been highlighted on the DMOs websites in the 

run up to these events. Nonetheless, in terms of a focused marketing strategy to increase 

the volume and value of this market segment, there is a lack of evidence that this is a current 

priority for VisitBritain.   

In the section on ‘Inclusivity’ in the Tourism Recovery Plan issued by the DCMS in June 

2021, there is specific mention that VisitEngland hosts the England’s Inclusive Tourism 

Action Group and that VisitBritain continues to market the Love is GREAT website ‘which 

provides advice and itineraries to LGBTQ+ travellers’.  Although other minoritised groups in 

the UK have been targeted, there is no reference to ethnic minorities as a market segment in 

the Tourism Recovery Plan despite a photo on the cover of the report of a smiling Black 

female in sunglasses who seems to be celebrating her engagement outside Clevedon House 

in Berkshire 27  (See Photo 1 below).  This suggests that while there is some presence of 

ethnic minorities being included in the photographic images and communications of 

VisitBritain, there are yet there are still gaps in a focused marketing strategy to increase the 

UK ethnic domestic tourism segment.  In contrast to the other leisure based agencies, the 

national DMO has not publicised a diversified marketing strategy inclusive of ethnic groups 

that to some extent, reinforces descriptions of this market segment as ‘invisible’ and ‘under-

valued’.  

Photo 1: Cover of DCMS Tourism Recovery Plan 

 
Source: DCMS: London 

 
27 DCMS (2021) The Tourism Recovery Plan. London.  
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The spend of Black travellers has been evidenced in studies that that indicate they are 

growing in significance and impact in the travel market.  A 2019 study conducted by MMGY 

Travel Intelligence on behalf of Black travel advocacy organisations, indicate that Black 

travellers to the UK accounted for spent US$9 billion on domestic and international leisure 

travel.28 Similarly, the Black Pound Report 2022 revealed that consumer spending of people 

of colour is rising in the UK with an overall annual disposable income of £4.5 billion, with the 

African Caribbean group accounting for £1.1 billion of that total amount.  

According to Ursula Petula Barzey,Digital Marketing Consultant & Founder of Moxee 

Marketing and Caribbean & Co and who was a contributor to the MMGY Travel Intelligence 

study on ethnic travellers,  it surprising that the actual and potential spending of ethnic 

minority groups is not reflected in their targeted marketing by DMOs. 

Spending by ethnic minorities – the lack of marketing you know, amount of dollars. I 
mean you know money is being spent on leisure tourism, but whether it's conscious 
or unconscious bias, destination management organisations simply do not cater to 
the ethnic market. I suppose you could call these niche audiences, or you know niche 
cultures. They perhaps don't know that these audiences exist, or just don't care to 
cater to these audiences even looking at all the millions of people who come into the 
UK each year. But you go on the visit London website and it's like really, where is the 
diversity of the city truly reflected? What some of the other cities across the U it is the 
same,it is that there's very little effort paid to diverse groups. 
 

Importantly, while they comprise around 14% of the population, there are different levels of 

socioeconomic outcomes within Britain’s ethnic minority groups to the extent that these gaps 

are larger when compared with the White population. For example, socio economic data 

shows that there are greater differences in socio-economic attainment between Asian and 

Black groups and also between Black African and Black Caribbean, than with some social 

groups in the White population.   These indicators suggest that the profile of ethnic groups is 

changing with more disposable income, and spending power to exert more impact and 

influence on the UK’s consumer market.  

Accompanying their increased spending is a greater advocacy and call to action for major 

corporate brands and companies in the UK to address issues of racial social justice29  In 

terms of diversity in advertising, the Black Pound Report also found that 93% of ethnic 

minorities believe that companies should pursue Equality Diversity and Inclusion (EDI) 

policies compared to 74% of white British residents.30  The importance of diversity marketing 

is gaining momentum with advertisers paying more attention in reflecting the racial diversity 

 
28 MMGY Travel Intelligence (2021) New International Study Shows US Black Travelers are more influenced by 
concerns about safety and representation than European Black Travelers. Kansas City. 
29 Voice Online, ‘Black consumers flexing economic muscles.’ https://www.voice-
online.co.uk/news/business/2022/04/03/black-consumers-flexing-economic-muscles/ 
30 Ibid. 

https://www.voice-online.co.uk/news/business/2022/04/03/black-consumers-flexing-economic-muscles/
https://www.voice-online.co.uk/news/business/2022/04/03/black-consumers-flexing-economic-muscles/
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of their consumers.  This goes beyond a social justice or corporate social responsibility 

mandate, toward a recognition that ethnic minorities are becoming even more discriminating 

in choosing to spend their money with companies that represent them and their needs in 

corporate marketing communications.31 

This has extended now to the call for more representation of diverse cultures in Britain’s 

destination branding. In an article in the travel section of The Independent in November 

2021, a travel journalist challenged the lack of diversity in representations of Britain’s 

destination image:- 

Photo 2: Headline article on UK’s international image  

 

Source: The Guardian Online, 19 November, 2021 

The writer contended that the stereotypical images of the UK were ‘monocultural’. 

VisitBritain, which has been in existence for 52 years, is tasked with raising Britain’s 
profile worldwide, increasing the volume and value of tourism exports and developing 
our so-called “visitor economy”. Go to the tourist board’s website, and you’ll see only 
a handful of black or brown faces in a local context – and only one non-white face on 
the Board. You’d be hard pressed to recognise this as Britain in 2021. 

Last month was Black History Month – but you wouldn’t have known from the content 
online. Type “Black history” into VisitBritain’s search box and very little comes up 
(though, to be fair, there is one half-hearted article about Black History Month 
events). 

The journalist further questioned why there were hardly any references made to the 

contribution of people of colour to national development:- 

Where are the dynamic contributions made to the fabric of this country by hundreds 
of years of immigration and ethnic minority communities? Not to mention Black and 
Asian historical figures, and Black-influenced or built landmarks and venues. 
Georgian London, for example, had a thriving black population. Surely many 
international tourists would be interested in knowing more about that? 

 
31 Austin, Bridgette,’ Importance of Diversity in Marketing’ CHRON. https://smallbusiness.chron.com/turbotax-
taxes-13771756.html. 
 

https://smallbusiness.chron.com/turbotax-taxes-13771756.html
https://smallbusiness.chron.com/turbotax-taxes-13771756.html
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He added that he challenged the DMO on the the lack of inclusion of racial diversity in the 

UK’s tourism destination branding:- 

When we approached VisitBritain, deputy CEO Patricia Yates said their portrayal of 
Britain’s diversity was a “key consideration” and they had plans to develop it – 
although she felt they had made “good initial steps”….Yates also said they were 
planning a new international marketing campaign next year, which would showcase a 
“modern, diverse, accessible and inclusive Britain”. 

Indications are the clamour for change will continue with the prospect for even more scrutiny 

of the racial composition of the management and board membership responsible for decision 

making across national, regional and local DMOs. An initial step will be a commitment by 

VisitBritain to collect and make accessible disaggregated data on the ethnic minority 

participation in the UK’s visitor economy.    

1.6 Socio-economic status as a barrier 

The concept of marginality which refers to the lower economic position of ethnic minorities 

has been applied to explain why they tend to participate less in leisure and tourism 

compared to the white population.  Historically, lower incomes and poorer life chances were 

identified as the main hindering factors that impeded them affording leisure, recreational and 

tourism services.  The seminal study on ethnic minorities and travel conducted in England in 

2002 by Klemm disproved the marginality thesis as the main factor to account for lower 

levels of participation.32  In this study that was conducted with the Pakistani community in 

Bradford, the findings show that participants were going on holiday trips outside of the UK.  

They also expressed their desire to engage in traditional mass tourism holidays and would 

participate more if they were presented in ‘culturally appropriate ways and the promotional 

methods at the local level were designed to reach this community’.33 

This finding was further supported by another study in the USA that compared white and 

ethnic domestic tourists of similar socio-economic status who visited New Orleans.  Here, 

the findings pointed to Afro Americans highlighting shopping as a major activity compared to 

white visitors, suggesting that income was not hindering factor. The author concluded that 

Afro American visitors were more likley visiting friends and family thereby accounting for their 

lower levels of participation in activities such as sightseeing, visiting attractions, and eating 

out in restaurants.34  

 
32 Ibid 
33 Ibid 
34 Williams, Kim H &Chacko, Harsha E. (2008) ‘The Effect of Ethnic Differences on Travel Characteristics: An 
Exploration of Marginality and Ethnicity in Urban Tourism’ . International Journal of Hospitality & Tourism 
Administration. 9(2) 147-163. 
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Value for money 

Recent data has shown increasing improvements in the socio-economic indicators among 

ethnic minority communities in the UK.  This suggests that ethnic minorities have 

discretionary income for short breaks and holidays.  Most of the participants in the focus 

groups stated that they had engaged in domestic tourism and would welcome the opportunity 

to participate more frequently.  But the higher costs of holidaying in Britain was viewed as a 

deterrent particularly as international destinations offered better value for money.  The travel 

behaviour of most of the participants showed a pattern of international holiday travel over 

domestic breaks.  This suggests that the discretionary spending of ethnic minorities for short 

breaks and travel were mainly for overseas trips rather than for domestic tourism.  The was 

expressed by the male participant below:- 

Well, price to be honest is one of the things that is one of the main factors, especially 
in the UK, because I believe it's a very expensive country. I mean, if I want to go and 
spend a few days in let's say Cornwall, it would cost me much more than going to 
Spain and spend the whole week; flight tickets and everything. So the price is always 
an issue. 

However for this female Afro-Caribbean participant, the higher cost of a British holiday was 

not a major factor in the making the travel decision:- 

When I think about the cost of going on holidays, if it's somewhere where I want to 
go, I will pay. Like for example. I mean, I've been to the Lake District at Christmas 
time and that's not cheap. You pay a bit more, but it was so lovely and the people 
there was so welcoming. It was a mixed group and it was gorgeous. 

The quote below summarises the views of most of the participants, that although cost was a 

major factor in choosing the holiday, even more important was the overall experience on 

offer along with the assurance that there would be a warm welcome at the destination:- 

I think cost as well as much as I have a bucket list and I want to go everywhere. I 
want to go to Scotland, Ireland and I do think in the back of my mind about where am 
I going to go. Am I going to be well- received? The more touristy it is the better 
because then you don't think about it. And I think when you go abroad you go to an 
airport, it's international, everybody's got that buzz. No one's looking at each other. 
They're going. it's a different buzz, but if you do go into areas that are unknown in this 
country and we know the issues with this country, they're ongoing. We've seen it 
happen even with the Brexit thing all over again. I do second guess to make sure 
whom I’m traveling with and I want to be able to be comfortable and relaxed and I 
have to think about that. So I think definitely about the cost of things but to a lesser 
extent. 

 

Targeting ethnic minorities for off-peak visits 

Despite some interest in winter holidays by a niche segment, there are yet challenges in 

building a viable market for ethnic minorities in the off-peak season.  There were questions of 

parity in specifically targeting people of colour in off-peaks months.  For some participants, 
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this seemed as if they would only be accepted at the destination when there were not many 

white British domestic tourists or that for ethnic minorities, the belief was that the destination 

would be more attractive because the prices were cheaper. These concerns on an off-peak 

marketing strategy were raised by these participants quoted below who were over 50s, 

empty nesters who had a travel behaviour of all year-round domestic holidays. 

For me, I don't want people to be targeting me because they think I'm looking for a 
cheap holiday. I'm not necessarily looking for a cheap holiday, but I am looking for 
value for money, but also looking for relaxing interesting things to do during that 
experience. The message for me mustn't so much be ‘come, we're cheap’ because 
for me, if it's too cheap, I'll be wondering what kind of rat-infested room I'm going to 
be in. I would more want a city, town, a destination to reach out to me from an 
experiential perspective. You know what I'm going to learn something of interest or 
taste something or do something, whether I'm going to walk, whether I'm going to be 
visiting something, whether I'm going to be experiencing something. What's going to 
really attract me, what is the experiential side of it? What am I going to do? What am I 
going to experience? 

But looking to go somewhere in the UK, I'm not looking for like an off peak. I'm 
looking to go whenever it suits me to go also and when I'm looking at the places 
where I'm looking to see what they actually have to offer, you know things that are 
there, so you can experience new things. 

In echoing these sentiments, Pammy Johal, Founder & Operations Director of backbone 

which is a Charity Interest Company (CIC), felt that that off peak targeting of ethnic minorities 

ostensibly was not inclusive: - 

From our experience, our programs run year- round and that's because that's how we 
design it. But I would say that. Ethnic Diverse communities, just like anybody else 
don't like bad weather? Why should we be any different? Why should we be given the 
off season for heaven's sake!  I don't even like the sound of that. 

Ursula Petula Barzey, Digital Marketing Consultant and Founder of Moxee Marketing and 

Caribbean & Co explains a niche marketing perspective that clarifies the rationale for an off-

peak marketing strategy for domestic tourism that could be operational principally within the 

context of an all-year round strategy: -  

The destinations are not paying attention, and in terms of making tourism be a year-
round product instead of seasonal. It kind of would make sense to focus on some of 
these niche markets, because if you do that then OK, yes in the summer it's going to 
be the international folks coming in, but then during your quieter months over winter, 
yes you will still have some international, but you know domestic tourism as a real 
opportunity because people would be willing to take weekend breaks or just even go 
for the day if they knew more about what was in their own backyards, the rich cultural 
experience are what people are looking for. And from the MMGY study I mean you 
know it said that like 68% were interested in cultural heritage experiences, and going 
to the tourist sightseeing, museums and the Black sites. 

It’s an imperative that messaging on off-peak targeting of ethnic minorities for domestic 

tourism must be sensitive to miss-understandings that may emerge regarding disparities in 

valuing the importance of this market segment.  Specifically, for the Norfolk EXPERIENCE 
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project, it seems advisable to situate this approach very distinctly as an integral component 

of an all year-round welcoming of ethnic minorities to the county.  

1.7 The barrier of accessibility – poor transport infrastructure 

Predominantly, the high costs and poor connectivity provided by public transportation, mainly 

the trains were named as barriers to taking more domestic shorts breaks and overnight 

stays.  Some participants stated that the preferred taking public transportation and did not 

always wish to drive to the destination:- 

Because sometimes you can see some great places, but they're not necessarily 
always accessible by public transport together. You know you've got to go through 
hurdles to get there. If you've got a car and you're comfortable to drive a car for a 
long period, then it's accessible. 

I don't want to be driving, you know, for hours and hours and hours you know. I want 
to be able to get there in good time. I want to feel like I'm going on holiday and it's not 
a mission to get there. 

I generally don't drive or haven't I think for more than say 3 hours. Yeah that would be 
my biggest obstacle really. 

Apart from the limitations of public transportation, there was the length of time it takes to get 

to preferred destination locations in the UK:- 

So for me the most, the biggest turnoff is the travel time. Yeah, and it's just nothing 
more than geography. I think the shape of the island of Britain, you know everything 
is quite ‘longitude’ from top to bottom, and it takes forever to get anywhere. For that 
reason, it's just a big turnoff to go on short breaks here.  It’s 8 hours on a flight to 
Barbados and the same time to get to some places in Britain. If there was door to 
door service to go somewhere, for example, if I'm going to Cornwall and I'll get picked 
up at the door, my service starts straight away. This gets us into the party mode to 
start all the way until dropping me right back to my door. That would be perfect. 

These challenges in the provision of public transportation that hinder accessibility to 

destinations in the UK, is a wider structural problem that will require government intervention 

to resolve. Local DMOs may play a key role in highlighting the benefits to the visitor economy 

of improvement in train connections between urban city centres and regional destinations. It 

is important that they take the lead in lobbying for cheaper costs for public transportation 

across Britain, that could increase the overall level of participation in domestic tourism. 

1.8 Winter weather barrier 

There were some participants who never considered, and who would never readily go on a 

domestic holiday due to the cold and uncertainty of wintry weather.  This was particularly the 

case in the winter months that for them were not traditionally associated with a holiday or 

short break except perhaps for an occasional celebratory event. This view is captured 

below:- 
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I don’t go anywhere in the winter, only for my partner's birthday on the 11th of 
January. There are a lot of offers at that time, but we only stay one night because it is 
just too cold we can't do anything. We're just stuck in a hotel. Because if it is cold 
then you know what other things are there to attract you? Or you know in terms of 
entertainment and enjoyment, what are they doing to actually make it so fun? Could 
you feel really comfortable that you're going to have a good time regardless if the 
weather is really bad, because we know this is what usually happens. 

But there were those participants who didn’t mind going out in the winter months:- 

I have to say cold is not always that bad.  I quite like it sometimes. 

I don't mind going on cold holidays. I’d go, but it's just the rest of the family that would 
whinge. 

Nevertheless, participation in the novelty of winter sports such as skiing and snowboarding 

were not generally preferred by most respondents, except among some younger participants 

as these were novel experiences to pursue. According to Wenona Barnieh, Co-Founder of 

Mount Noir, a London based winter sport travel company targeting ethnic minorities, the lack 

of familiarity with winter sports has been a major barrier to wider participation:- 

I'll talk from my own sort of personal experience. I think it's a matter of knowing about 
it, if you've not heard much about a particular destination, or a particular sport, you 
probably not go. Many people will be more inclined to just go out of their comfort zone 
knowing about it. So that's where our company comes in and making sure that people 
know that black people do go skiing. If you know, something that you can do, it is in 
your remit. And of course, if there are some people who do have the economic 
problems, because skiing isn't cheap. But there are ways to get around it, and there 
are ways to sort of make sure you get that opportunity, as such sometimes again 
going back to lack of visibility. If you don't know about it in school, or you don't have 
friends who know about it, you don't have family members that know about it, then 
you're unlikely to want to explore these areas. And so your world view is much 
smaller; because you don't know these opportunities are available to you or know 
how to quite get into it, which is obviously where we come in because we tried to be 
that stepping stone, we try to connect you to these spaces35. 

 This focus on winter sport mean that even though they are off-peak, these activities are 

seasonal activities that usually occur at overseas destinations mainly in Europe.  As Wenona 

explained, there are cheaper ski destinations in Europe who are more willing to offer retail 

tour packages.  But the pre-trip planning for the ski holidays is mostly done in the UK, and 

there are plans to widen this offer to customers in the future:- 

 And even as we start to look at ski tourism within the UK, there are a lot of different 
indoor centres that allow you to practice your skills and build up your talent before 
you start looking at going to Europe and even in Scotland as well. People do also 
good skiing there as well, so we'd love to be able in the future, partner with not just 
snow centres within London, but within the South-East for instance. But also look at 
other areas of England where they have indoor centres and perhaps we can start to 
grow the market to the community outside of just London and then globally as well. 

 
35 Interview with Wenona Barnieh, 9th August, 2021. 
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This statement points to the prospect of a growing market of ethnic minorities mainly among 

younger professionals who have the disposable income to pursue leisure and tourism winter 

sport tourism holidays. They are challenging the stereotype that non-whites do not enjoy 

winter activities and providing the support for individuals who are interested in these holiday 

activities. 

1.9 Racism as major barrier to ethnic minority travellers 

Both industry and academic research have been unequivocal in reporting empirical evidence 

of the systemic reality of racism as a major barrier to ethnic travellers. This is primarily the 

case for those who live in white majority destinations.  In the United States, studies on the 

travel behaviour of Black Americans have shown that the legacy of slavery and racial 

segregation still haunts the spatial landscape.  A study conducted in the US in 2017 found 

four salient themes influencing the travel behaviour of Afro-Americans. These were (1) racial 

discrimination during travel, (2) fear of racism, (3) storytelling and safety instructions: social 

reproduction of the fear of racism, and (4) race-related travel choices.36   

 

Source: Ethnicity, Race and Inequality in the UK. State of the Nation 37 

A case study of South Carolina conducted by Hudson et al in 2020 observed that the state’s 

history of slavery was a deterrent in attracting African American visitors as this organic image 

of the state invoked the fear of discrimination among ethnic domestic tourists.38 These 

studies confirm the prevalence and prominence of racism as the main factor influencing the 

decision-making and travel behaviour of African Americans.  It was shown to not only limit 

participation, but contributing to the choices of multi-cultural destinations that were perceived 

 
36 Lee, Kang Jae Jerry & Scott, David (2021). ‘Racial Discrimination and African Americans’ Travel Behavior: The 
Utility of Habitus and Vignette Technique’. Journal of Travel Research, Vol 56 (3) 381-392.  
37 Byrne, Bridget; Claire Alexander, Omar Khan, James Nazroo and William Shankley (2020) ‘Ethnicity, Race and 
Inequality in the UK. State of the Nation’. Bristol, Policy Press. 
38 Hudson, Simon; So; Kevin Kam Fung; Meng, Fang; Cárdenas, David; Li, Jing (2020) ‘Racial discrimination in 
tourism: the case of African American travellers in South Carolina’. Current Issues in Tourism, Vol 23 (4) 438-
451. 

Racism refers to both (1) the ideology that races are 

populations of people whose physical differences are linked 

to significant cultural and social differences and that these 

innate hierarchical differences can be measured and 

judged and (2) the micro- and macro- level practices that 

subordinate those races believed to be inferior. 
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to be safer.  The fear of racism also accounted for specific, observable travel behaviour such 

as:- 

• Avoiding unfamiliar places with rural areas and wildlands being “off limit.”  

• Travelling in large groups and choosing established accommodations 

• Visiting places where family or friends live39 

• Sharing and reproducing travel stories of incidents and experiences of discrimination 

While the legacy of slavery is different in the UK, there is the historical context of 

longstanding racism restricting the spatial movement of ethnic peoples in both urban and 

rural spaces that persists even today.  Consequently, there is a mirroring of the travel 

behaviour of African Americans in the UK that extends to all ethnic minority groups.  This is 

particularly the case in rural spaces that are dominated by a ‘prevailing ideology that views 

rural England as a predominantly ‘white landscape’ and excludes minority ethnic groups from 

rural imagery.40   

In the UK, instances of race crimes are much higher in rural areas than urban settings, even 

with extensive under-reporting of such incidents.  Therefore, the sense of personal risk is 

heightened in rural environments where racial boundaries exist between the host community 

and visitors.  In a study of tourism experiences and travel encounters of ethnic minority 

citizens living in member-states of the European Union (EU) in 2006, Stephenson(2006) 

found that their risk perceptions were aligned to the need for safety and security in pursuing 

the leisure and tourism experience.41   But emerging from this study he observed that there 

were also those in the ethnic community whose desire and aspiration to travel, to visit and 

explore new places, superseded the fear of discrimination or racism.  He explained that 

these tourists tended to be independent travellers, who accepted risk as an integral part of 

the travel experience:-  

People’s increasing desire to independently explore isolated destinations and new 
territories may only be a priority for those individuals, namely ‘post-(mass) tourists’ 
(Feifer, 1985), who do not necessarily feel socially uncomfortable or personally 
disempowered during their travel ventures and tourism encounters. These tourists 
travel with an aura of self-confidence and with the intent of experiencing 
environments beyond those experienced by the tourist masses – a direct response of 

 
39 Lee, Kang Jae Jerry & Scott, David (2021). ‘Racial Discrimination and African Americans’ Travel Behavior: The 
Utility of Habitus and Vignette Technique.’ Journal of Travel Research, Vol 56 (3) 381-392. 
40 Chakraborti, Neil & Garland, Jon (2006) ‘England's green and pleasant land? examining racist prejudice in a 
rural context’. Patterns of Prejudice, 38:4, 383-398. 
41 Stephenson, Marcus (2006)’ Travel and the ‘Freedom of Movement’: Racialised Encounters and Experiences 
Amongst Ethnic Minority Tourists in the EU.’ Mobilities. Vol. 1, No. 2, 285–306. 
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living in a (post-industrial) risk society where the endeavour to indulge in chance 
encounters and experimental experiences is an important social objective. 

Based on these differing mindsets in travel behaviour, it is possible to distinguish between 

ethnic tourists who take racism into consideration in the travel decision making process 

when visiting white majority destinations, as opposed to those who are focused on pursing 

the novelty and excitement of visiting places away from home.  

Differing attitudes to travel have also been noted between younger ethnic minorities who 

were born in the UK compared with their parents who were immigrants. In her study on the 

Pakistani community in Bradford, Klemm (2002) observed that younger people saw trips to 

the homeland as ‘duty visits and important for the family’. However, they expressed a desire 

for other vacation experiences such short breaks, visits to attractions like Disneyland and 

even beach holidays which that was regarded as ‘attractive or acceptable’ among some of 

the younger respondents.42   

Ethnic minority young people are demonstrating confidence in their British identity while 

embracing their religious and cultural values.  This is an empowering factor in their 

confidence in confronting racism, and the related restrictions on their movement and 

participation in a wider range of leisure and tourism experience.  Increasingly, the younger 

ethnic population in the UK are mobilising themselves in different demographic collectives 

under the banner of their ethnic identity and are challenging traditional ‘white spaces’ of 

leisure and tourism. 

The rising improvement in the socio-economic performance of ethnic minorities has been 

ascribed to a decline in racist practice and attitudes in western societies.  The Sewell Report 

on Race and Ethnic Disparities in 2021 highlighted data that showed improvement in socio-

economic indicators of people of colour in Britain and inferred that the living standards and 

conditions of these communities in Britain meant that racism was declining.43  The report 

concluded that ethnic groups in the UK were materially better off than other white majority 

countries.  But the lived experiences expressed in the reviews of ethnic travellers in the 

various travel forums countered this ‘positivity bias’ of the Sewell Report.   

A study on racism-related reviews conducted in 2020 on tourism travel forum websites found 

that occurrences of racism remain a serious issue when travelling’.  This study revealed that 

the numbers of race hate reports were at the same levels, and did not decline compared to a 

similar study conducted in 2014. Furthermore, the findings exposed that racist incidents were 

 
42 Klemm, Mary S. (2002) Tourism and Ethnic Minorities in Bradford: The Invisible Segment. Journal of Travel 
Research. Vol 41 (1) 85-91 
43 Sewell, Tony (2021) Commission on Race and Ethnic Disparities: The Report. London. 
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global with the highest frequencies recorded in the ‘United States, South Africa and 

European countries, such as the United Kingdom, France, Germany, Italy and Spain.’44   

Accounts of the lived experiences of racism in tourism in the UK 

The myth of the countryside as a ‘white space’ is still pervasive.  This belief stems from 

historic social constructions of rural areas as the patrimony of the white British population. 

Consequently, there is a legacy of non-representation and exclusion that is a major 

hindrance to widening participation.  According Maxwell Ayamba who pioneered the Black 

Men Walking CIC, people of colour have not been traditonally encourged to go out and 

explore the natural countryside:-  

You find out that the environmental sector is more like a Green Insiders club which 
has historically led to the perception that the natural world belongs to white people, 
these perceptions and narratives continue. It’s a gatekeeping philosophy that 
perpetuates white supremacy. Then obviously people of colour don't see those 
spaces as belonging and wouldn't want to go there. They want to go abroad where 
they can feel comfortable. You know, they feel they are respected and treated with 
dignity and respect and can enjoy their time. Why should they take their money and 
go to holidays in Britain here where they are treated like second class citizens, even 
though they are British?  These are some of the problems or the barriers that really 
impact on tourism for minority groups. 

The comments of the participants in the focus groups of their lived experiences going 

outdoors to the countryside and holidaying in Britain confirm an overwhelming sense of 

racism as a risk across all ethnic minority communities. Some of the accounts of racism 

while travelling the UK  were harrowing, yet these memories capture the basis for 

reservations in choosing domestic holidays, and illustrate the reasons for low repeat visits to 

destinations where these encounters occurred. The following accounts are some examples 

of racist encounters from participants: - 

Myself and my partner when we went camping in Wales and the first thing that 
happened is my partner was pulled over by the police who said that he was speeding. 
And he said that he wasn't and there was a big debate and he said look, you know 
I've got this sat NAV built into my car. It tells me the speed limit. It automatically slows 
down. And you know they didn't want to listen to him at all anyway, so he got fined for 
that and then when we got to the campsite, the people who owned the campsite were 
fine and so were a lot of the people who were also staying there with their families. 
But we were very mindful of the Saint George's cross flags that people clearly put up 
around their tent to almost, and, you know, I'm not saying that that means that they 
are particularly racially biased or anything, but whenever I see that flag, I do. 

 

There were two places in Hampshire. A friend of mine was visiting in Hampshire, so 
and I went the few girlfriends to spend the weekend, and we again we were the only 
blacks in the village. And in that they I had an awful experience while we're at the 

 
44 Li, Shu; Li, Gang; Law, Rob; Paradies, Yin (2020) ‘Racism in tourism reviews.’ Tourism Management (80) 
104100. 
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pub, and a group of white people were sitting across in another table in the beer 
garden. And they were talking and laughing. And then they came to me because I 
had my hair in an Afro. And it was quite a large Afro. Then I got the question, oohh, 
can I touch your hair? Can I take a picture with you?  I wasn't frightened but you 
know, because I suppose I expected it, but I was just annoyed. So, for me I wouldn't 
automatically go to certain places. I have to be with people who are I'd say maybe 
brave enough or kind of just don't care and feel they have as much of a right to be in 
those spaces, because sometimes I do feel I I don't want to start a fight. I just want 
some peace and quiet. 

The racist encounters in service settings were even more uncomfortable as there was the 

expectation of courtesy and parity of treatment.  As seen in this story below, even at popular 

tourist seaside resorts, there was still no escape from such negative racialised encounters: - 

Just for an example we just went to Bournemouth, so we went to go on this boat and 
this guy the way he was kind of looking at the floor, wasn't a lot of eye contact. There 
was no smile on his face and the way he was so sharp, he was like he didn't want us 
on the boat. But in the back of my mind, thinking we are not getting on that boat, I'm 
going to have to make an excuse now not to get on the boat.  We're not going to let 
them ruin it for us. So it's just this kind of the tone, the tension, the look, there's no 
smiling face, there's no welcoming. It's like we don't want to, but I won't call you the 
‘N’ word but it's almost like you're not welcome here and I thought well. Yes, we can 
go to Bournemouth, and we can sit on the beach. But then there are certain places 
that I'm not quite as ready for that. 

The extension of the everyday trauma of racism into the leisure and holiday experience in 

Britain, means that more time is spent in gathering pre-trip information, with the travel 

decision being highly involved with a search for safer, secure spaces for vacations. This 

young male Afro Caribbean participant explains the reasons for his pre-purchase travel 

behaviour: - 

You know I know growing up, the school that I used to go to it was in an area that was 
predominantly kind of represented by the National Front. So you have to, you know, 
going into school and coming away from the school you had to be thinking who you 
were traveling with and what times. So, I think that there are places that that exist in 
the UK. You're thinking well if I do go there, you know what is, what is it going to be 
like? Are there any people that look like me or culturally represent me? Are they 
going to be there as well?  It's not something that I would say that bothers me and 
would stop me from going anywhere. You know, I go to a lot of places for walking and 
traveling in the UK. But I think there is some aspects of it that we have to think about 
that when we travel. 

 This Afro Caribbean participant noted that travel habits are changing, with the younger 

generation being less anxious about racism and more willing to take domestic holidays: - 

I'm not sure what it is. I think perhaps it's that comfort thing, I remember when I was 
growing up. I mean, you know. I remember it always used to be seen that White 
people went on holiday and black people stayed at home. It was really quite a 
strange thing and when we used to break up from school, there's six weeks holiday. 
We didn't necessarily go away and what used to happen is members within the family 
would be going back to say the Caribbean and that that was the big thing.  But you 
never really went on holiday. You went on trips, the occasional day trips, but you 
never really went on holiday. That was a white person thing. The generation now 
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don't really care that they're everywhere, but I think, especially with the older 
generation, they're perhaps still that little bit of uncomfortableness feeling. 

But for most middle-aged participants, group travel was preferred particularly with people of 

their own ethnic group as a respite from the everyday racist microaggressions. These group 

trips created safe spaces to enjoy domestic tourism in the secure environment of the 

community of shared interests and understandings of their lived experiences.  While for 

participants this safe space was essential for their holiday activities, for others it depended 

on the type of experience sought for on the trip. As this Chinese participant explained, the 

companionship of friends from the same ethnic group could make the travel experience more 

meaningful: - 

For me it depends on who's available, but at the same time, if I feel I need more from 
it, if I want to have a more relaxed experience, a knowing experience, then I will 
contact my Chinese friend. 

Overall, there are a range of factors that seem to pose barriers to participation differently 

across the ethnic groups. Critically, it is their combination that pose the main obstacles for 

greater involvement in domestic tourism.  This is clearly expressed by this statement below 

from a female Afro Caribbean participant: - 

So I'm trying to think. I think honestly, a lot of people when they think about going on 
holiday or travelling, the big part of it, is the feeling of relaxing or like release. And I 
think a lot of people are looking for sunshine which doesn't happen here. And when 
you pile all these kind of cons against the UK, so it's not going to be sunny, it's 
potentially going to be expensive. And you might be discriminated against, or you 
might stick out like a sore thumb. It just and traveling to places like Spain or 
whatever. Those kinds of lads abroad holidays are so cheap. And you do get the 
sunshine, and you do get the food because also food is quite expensive in the UK, 
like in terms of like that nice food, that people like to have that fresh food.  

It was generally observed from the responses that the perception of the risk of racism on 

domestic leisure and tourism experiences is a barrier for some participants.  But there were 

others where the destination was paramount in the travel decision making process.  For 

them, while there are aware that racism exists, it has never been a deterrent as their desire 

to visit places are more important than perceived threats of racial discriminatin.    

I don't think when I'm organising a trip or anything like that, I've never thought about I 
might be the only black person, or they might not be a lot of black people there. I 
haven't personally thought about it I've just booked it and gone. I hope I don't 
experience that as I like my breaks and I hope that I don't have to stop. Don't get me 
wrong I'm sure it's there (racism) but yeah, personally I haven't from what I can 
remember. I haven't experienced it and I hope I don’t! 

These findings suggest that the ethnic domestic leisure and tourism market may be 

segmented into different risk perceptions of racism in the travel decision making process.  

This spans those who actively seek for safe spaces at destinations or in group travel to 

minimise the risk of racism, to those who are likely to actively resist and challenge these 
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barriers, and others whose desire to see new places supersedes apprehensions of negative 

racialised encounters. 
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PART 2 
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Segmenting the UK ethnic domestic tourist market   

 A key aim of this research is to identify whether thay are different orientations towards travel 

among ethnic minorities and if they varied in their preferences for domestic leisure and 

holiday experiences.  These different types of ethnic minority domestic tourists could be 

used to determine varying visitor segments.  Based on the individual interviews with ethnic 

leisure and travel intermediaries as well as the focus group sessions, a pattern of varying 

psychographic profiles emerged from the qualitative data.  These distinct groups spanned 

the different ethnic groups and seemed to be consistent across gender and their location of 

residency in England.   

2.1 Developing a typology for ethnic minority domestic travellers 

One of the most popular segmentation models used in tourism is Plog’s typology of tourists 

that was devised to differentiate travellers based their perceived risk of the overall travel 

experience.  On this basis, Plog proposed that tourists may be segmented in terms of how 

risky they perceive the travel experience and the extent to which this determined their 

destination choices.  According to Plog, tourists may categorised in a typology of  Allocentric, 

Mid-centric and Allocentric45.  

The descriptions of these three types of tourists as follows:46- 

• Allocentrics are self-confident, adventuresome and prefer novel experiences. They 

travel more frequently and take longer trips.  They avoid touristy places and attracted 

to risky destinations  

• Psychocentrics are risk-averse and conservative by nature, preferring the familiar. 

They can be expected to select “safe” destinations and “prefer highly developed 

‘touristy’ spots.” 

• Midcentrics fall between the two extremes for each of these characteristics. 

Although this model has been criticised for being dated as it was developed in 1974, it has 

stood the test of time and is still currently adapted and applied for tourist segmentation 

research47.  In the context of the study, the basic principle of Plog’s typology has been 

applied to categorise the different psychographic profiles of ethnic travellers that have 

emerged from the interviews.  It has been adapted by differentiating ethnic travellers in 

 
45 Plog, S. C. 2002. “The Power of Psychographics and the Concept of Venturesomeness.” Journal of Travel 
Research 40 (3): 244–51 
46 Litvin, Stephen W. Guttentag, Daniel, Smith, Wayne (2021) ‘Who Should You Market to in a Crisis? Examining 
Plog’s Model during the COVID-19 Pandemic?’ Journal of Travel Research, Volume 61 (5) 981-989. 
47 Ibid. 
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relation to their perceptions of the risk of being exposed to racist encounters, and negative 

treatment as people of colour while on holiday or a short break.  

2.2 Centrality of racism for psychographic segmentation of ethnic minorities 

As the findings indicate that racism is a major factor influencing destination choice and the 

type of holiday experience that are selected by respondents, it is the key factor to establish 

the main differences in psychographic profiles for the ethnic market.  It was noted by some of 

the focus group participants, that a prior negative experience of racial discrimination was a 

deterrent to repeat visits.  Some expressed the view that they would not visit areas or 

destinations that they considered to be unwelcoming to ethnic minorities.  This was 

regardless of the physical attributes of the destination, and even if there were incentives and 

benefits to go there.   

The fear of racism or of racial discrimination influenced extensive searching for information 

regarding safety, and whether negative racialised encounters would be likely during the 

holiday experience.  Ethnic travellers who match this profile usually preferred to go to visit 

friends and relatives in destination areas they do not know, as this gave them the support 

and assurance that they’d be able to negotiate the local environment in the company of 

people from their own ethnic group that know the area.   

Furthermore, some relied on the secure bubble of a package tour or group trip that could 

signify to the host community that they were visitors and providing economic value to the 

local visitor economy.  This means that for this category, racism is a major determinant in the 

travel decision process for selecting the destination, and the choice of leisure activities for 

participation. However, they may be swayed by marketing messages from destinations that 

include representations of ethnic minorities advertising and brand communications.  

Based on these characteristics, this group of domestic tourists maybe described as Ethnic-

centric in that their travel choices and behaviour are influenced by their perceptions of their 

race, and how this will affect their leisure, travel and overall holiday experience.  

At the other end of the continuum in relation to the risk perception of racism in travel, is the 

traveller whose desire and interest in places are paramount in the decision-making process. 

The possibility of experiencing racist aggression does not factor in the mindset or influence 

the choice of destination and leisure experience.  Although there is awareness that racism 

may occur and detract from the holiday experience, it is not a hindrance or barrier to the 

choice of the destination as it is the novelty or the attributes of the place that determines the 

selection.   

This category of ethnic traveller as noted by Stephenson (2006) are confident, and they do 

not usually feel uncomfortable or ‘personally disempowered during their ventures and 
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tourism encounters’48.  They are usually independent travellers and do not believe that their 

ethnic background will be a major factor in restricting their movement.  Essentially, racism is 

ranked as another of the usual inconveniences of travel that may be negotiated to achieve 

the benefits of the visiting the destination.  Ethnic travellers in this grouping may be referred 

to as Place-centric as their valorisation of the destination is the main determinant for their 

leisure and holiday choices.  

In the mid-point of this continuum is the Duo-centric ethnic minority traveller.  These ethnic 

travellers may demonstrate varying attitudes ranging from Ethnic-centric to Place-centric 

depending on the benefits to be derived from the holiday experience.  They attempt to 

balance the likely risks of experiencing racism alongside the benefits of going to the 

destination.  Ethnic travellers in this grouping may not readily demonstrate destination brand 

loyalty, as they seek for destinations that are able to fulfil their specific travel and tourism 

needs in a relatively safe environment. Compared to the Ethnic-centric traveller, it is likely 

that they will re-visit a destination where they experienced racism, if sufficient incentives and 

benefits are gained by returning to the destination. 

An important caveat for this market segmentation, is that this model of psychographic 

profiles has been developed from the findings of this study to determine the different 

attitudes of domestic ethnic travellers in Britain.  Accordingly, it is applicable in guiding and 

informing the further development of marketing strategies aimed at targeting ethnic minority 

domestic tourists in a regional destination such as Norfolk, that do not currently attract large 

numbers of visitors from these communities.  

2.3 Sub-categories of ethnic minority travellers  

Within the main categories of Ethnic-Centric, Place-Centric and Duo-Centric ethnic 

travellers, other sub groupings were observed from the focus group interviews. The following 

five distinct sub-groups represent varying psychographic profiles in terms of their values and 

preferences for the domestic travel experience.  

 

 

 

 

 
48 Stephenson, Marcus (2006) ’ Travel and the ‘Freedom of Movement’: Racialised Encounters and Experiences 
Amongst Ethnic Minority Tourists in the EU’. Mobilities. Vol. 1, No. 2, 285–306. 
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Occasional Excursionists:- This category is comprised of ethnic minority travellers who are 

not widely travelled within the UK.  Although they may have lived and worked in the UK for 

many years, they have not been to many places away from home.  Generally, they may lead 

more sedentary lifestyles, but do not have the income and information about holiday 

destinations to engage in varied leisure and tourism activities.   

Occasional excursionists mainly represent older, semi-retired or retired people who have 

more time to engage in leisure activities and who are seeking further opportunities for 

outdoor activities to improve their health and wellbeing. They are the focus of social tourism 

initiatives that aim to widen participation among marginalised ethnic groups. Occasional 

excursionists may also include refugees, asylum seekers and a cross section of people of 

colour in the lower socio-economic status. For these persons, the opportunities for day trips 

may be available mainly in the off-peak season when lower prices may be readily negotiated.  

In their travel orientation they are mainly Ethnic-centric and prefer the safety of their own 

people group. Yet they value the opportunity to get away from home for a diversionary 

outdoor experience from the everyday routine.  The priority for them is simply the occasion to 

go elsewhere away from home, more than the attributes of the places that they may be 

visiting.  

 

Warm Weather Wishers:- This category of ethnic travellers are resolute in their choices of 

destinations and time of travel that facilitates their desire for warm weather.  For this group, 

leisure, the outdoors and holiday making are associated with warm weather.  This group is 

the least likely to go for short breaks or for a holiday experience in the winter months in the 

UK.  Exceptions may be to celebrate birthdays, weddings or other special events.  Usually, 

they will not respond to incentives of lower prices or subsided costs for even a luxury 

experience if it is offered in the colder, off-peak season.   

Warm Weather Wishers may be both Ethnic-centric and Place-centric in their attitudes to 

travel.  They are also flexible to travel independently, in families or in mixed groups with 

friends.  This segment is perhaps the least likely to go on domestic short break or holiday in 

the UK.  Travellers in this group tend to prefer to go overseas to the traditional cultural 

‘homeland’ destinations that have warm weather, and are perceived to offer better value for a 

holiday than in the UK. 

 

Cultural Prospectors:- This category of ethnic visitors seeks meaningful cultural encounters 

during their holiday experiences.  They value opportunities for learning and are interested in 

spiritual and mental enlightenment during travel.  Historic and heritage attributes at a 
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destination are major pull factors for this segment who are willing to pay more for fulfilling 

their cultural travel desires. They will go on day-trips to attractions but will also choose 

overnight stays, particularly if it is combined with other leisure activities.  Some Cultural 

Prospectors are Ethnic-centric as they are primarily motivated by opportunities to find out 

more about the history of their people groups, but there are others whose interests are more 

generic, and are open to a wide range of activities and attractions that they consider to 

cultural or of special interest.  

Cultural Prospectors may choose group trips as an introduction to new places, but will return 

as independent travellers to the location to pursue deeper immersive cultural experiences if 

there is a rich offering at the destination.  They require more interactive and information rich 

tours that assist them to make their visits meaningful.  Generally, they span age ranges older 

than the 18-30s, and are represented across gender, and middle to higher socio-economic 

categories.  

 

Outdoor Leisure and Tourism Enthusiasts:- this category represents the largest segment of 

the ethnic domestic tourism market. It spans both younger and older travellers who have a 

desire to participate in a wide range of leisure activities, and to see more of the natural and 

countryside landscapes in the UK.  There was an overwhelming sense of pent up demand 

among this group that was expressed in the focus group sessions.  Most noted that there 

were not aware of the varied opportunities for outdoor leisure experiences in the UK, and 

would welcome the opportunity to participate.  While some focus group participants observed 

that they would evaluate the relative costs of domestic trips compared to overseas holidays, 

yet they still expressed the longing for more opportunities to vacation in the UK.   

Generally, Outdoor Leisure and Tourism Enthusiasts desire moderate but active holiday 

experiences that offer them health benefits and a sense of wellbeing.  They will choose short 

breaks in groups, packaged holidays or family trips, but are also independent travellers.  

They have an eye for value for money, but consider that going outdoors and travel are 

essential for their lifestyle, and will undertake more than one short break and overseas trip 

on an annual basis. They are willing to travel during off-peak seasons and are not deterred 

by venturing out even in the colder, winter months. Ethnic-centric travellers are highly 

represented in this category.  Comprised of professional, middle to high income earners with 

extensive experience of international travel, this group is very discriminating in their service 

expectations.  They display low tolerance for microaggressions or disparities in treatment 

while travelling, and are unlikely to repeat visits to destinations where they have experienced 

racist encounters.  
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Outdoor Leisure and Tourism Challengers:- this category of ethnic minority travellers are 

mainly comprised of younger people who are seeking for adventure, novelty and to explore 

non-traditional leisure and tourism activities usually practised by their ethnic group. Their 

mindset is to transcend the spatial and societal barriers to travel.  They challenge the notion 

that race is a barrier to participating in holidays, particularly activities such as snow and 

winter based sporting, leisure and tourism activities.  Consequently, they are not Ethnic-

centric in their approach to travel, but are Place-centric as they seek for destinations that will 

offer them the attributes to fulfil their desire to participate in sports that have traditionally 

been associated with the white population.  To some extent this means that they are more 

seasonal in their travel habits, particularly for those who mainly engage in snow based 

leisure activities such as skiing and snowboarding.  

Compared with the Leisure and Tourism Enthusiasts segment, this group represents a niche 

market of younger, professionals with high disposable incomes.  While they share similar 

travel features such as travelling in groups, and have a high travel propensity, the 

Challengers differ from the Enthusiasts in that they are more willing to go to ‘white spaces’ 

and are conspicuous in showcasing their social and cultural capital in their behaviour.  This 

is seen for example in the social media marketing and advertising by the Mount Noir travel 

agency that feature photos of young black women wearing top branded designer ware.   
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Table 2.1:  Target segments for off-peak experiential visits to Norfolk 

SEGMENT DESCRIPTION SUB-GROUP CHARACTERISTICS 

Occasional 
Excursionists  

This market segment is a possibility for off peak visits to Norfolk.  But targeting this group 
will require extensive outreach to the main ethnic communities located in urban city 
centres.  There will be the need to work closely with ethnic travel intermediaries who 
have traditionally worked closely with national parks and natural environmental charities 
rather than DMOs.  This segment maybe targeted for social tourism initiatives and 
projects by social enterprise CICs, and charities aimed at widening participation of 
marginalised groups.  

Mainly Ethnic-Centric travellers who may be socio-
economically marginalised 
 
Lower income group and their travel is usually subsided 
 
Expectations for lower rates for off-peak overnight stays 

Warm 
Weather 
Wishers 

This is not a prospective segment for off-peak visits to Norfolk. Yet, the county could be 
attractive to this segment in beach and coastal areas such as Great Yarmouth and 
Cromer during the peak summer period.  This profile of ethnic traveller is not likely to 
respond to incentives of cheaper prices or experiential visits in the low volume winter 
months. 

Mostly Ethnic-centric  

Cultural 
Prospectors 

Norfolk has a rich stock of historic and heritage assets that will be of interest to this 
market segment.  There are also arts and cultural events staged in the city of Norwich 
and at the seaside towns.  The county also has a variety of restaurants featuring 
international cuisines. There is the potential to attract Cultural Prospectors with 
attractions such as historic tours and themed museum and art exhibitions. The ecology, 
wildlife habitats of the Broads and conservation areas are also pull factors for this 
segment.  

Mainly Duo-centric - Possibility of repeat visits. 
Middle income to high income earners who are also looking 
for value plus experiences. Although they prefer urban 
landscapes, yet they are some who desire the rural 
environment to purchase fresh farm products, artisan 
souvenirs and handicraft and viewing gardens. 

Outdoor 
Leisure & 
Tourism 
Enthusiasts 

This is perhaps the most viable market for Norfolk as the destination offers a wide variety 
of outdoor experiences for active leisure in the countryside, along the coast and on the 
Broads. This segment would be attracted to the range of accommodation stock from 
modern to boutique hotels and camping/glamping.  Rural cottages offer the possibility for 
rest and relaxation as well as access to long, leisure walks and green, natural landscape 
that are premium attributes sought after by this segment. The main challenge will be in 
raising awareness among this market segment about Norfolk so that it is a preferred 
choice for short breaks and overnight stays.  Furthermore, there will have to be in-depth 
information provided that the area is welcoming to ethnic minority tourists, and that the 
risk of negative racial encounters is unlikely.  Representations of ethnic minorities in 
marketing communications are critical for this segment.  

Mainly Ethnic-Centric 
These ethnic travellers are keen on value for money and their 
buying decision will be based on expectations for high quality 
products and services that are comparable to overseas 
holidays. 
 
Possibility to build loyal, repeat customer base on this 
segment, if host community is generally welcoming and 
service and holiday experience are fulfilling. 

Outdoor 
Leisure & 
Tourism 
Challengers 

This segment is usually associated with skiing and snowboarding winter holidays.  As 
such Norfolk is not a premier destination for this category during the off-peak season. 
However, there’s the possibility in stimulating interest in sailing which is popular activity 
on the Boards that is adventurous and provides the opportunity to learn new outdoor 
skills. Sailing is not widely pursued by ethnic minorities and may provide the novelty 
factor to attract this segment.  

Mainly Place-centric 
 
Younger age groups of middle to higher income earners.  
 
Interested more in novel and adventurous travel experiences. 
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Figure 4: Profile of ethnic minority travellers for all year round and off-peak holidays 
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This psychographic profile model maybe applied as a segmentation tool to assist in targeting 

and matching categories of the ethnic minority travellers to Norfolk. It illustrates the types of 

ethnic tourists that are likely to be attracted to the destination during the off-peak periods.  It 

also indicates those who are not viable market segments to achieve the goals of extending 

the holiday season in the county.  
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SWOT Analysis of Norfolk’s Ethnic Domestic Tourism Market 

An assessment of the internal and external factors that determines Norfolk’s position in 

developing an off-peak experiential product to attract ethnic minority domestic tourists is 

presented in Table 2.2 below.  This provides the basic framework to develop a value 

proposition for Norfolk among the ethnic minority domestic tourism market.  

Table 2.2 Assessment of the internal factors for targeting ethnic minority tourists 

 
 
 
 
 
 
 
 
 
 
 
 
INTERNAL 

STRENGTHS 
 

• Current positioning of Norfolk as a 
pristine, rural countryside with a 
wide variety of off-peak 
opportunities for short-break and 
overnight leisure and tourism 
activities.  

• Norfolk has the physical and 
symbolic attributes to attract most of 
the ethnic minority travel segments 
of Outdoor Enthusiasts, Outdoor 
Challengers, Cultural Prospectors 
and Occasional Exercursionists.    

• Seaside holiday product is a pull 
factor in attracting and introducing 
the range of holiday experiences 
available in Norfolk 

• Potential to develop community 
based tourism cultural attraction with 
the ethnically diverse communities 
Great Yarmouth 

• A mix of budget, self-catering, 
traditional, business and luxury 
accommodations are available at 
the destination. 

• Direct links from the major source 
markets of large urban cities such as 
London, Birmingham to Norfolk 

 
 

WEAKNESSES 
 

• The persistence of policing of 

the countryside by locals that 

exclude the wider 

participation of non-white 

groups in domestic tourism 

 

• Low numbers of ethnic 
minorities in the county limits 
the capacity to build VFR non-
white market segment for the 
destination 

• Lack of targetted marketing to 
ethnic minorities on the range 
of the leisure and tourism 
opportunities available at the 
destination 

• Poor and costly public 
transportation links 
connecting the various towns 
of the county and to 
neighbouring counties. 

• Lack of strong cultural 
association with non-white 
communities and the under-
representation of ethnic 
minorities in the tourism 
marketing communications of 
the county  
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Table 2.3 Assessment of the external factors for targeting ethnic minority tourists 

 

   
 
 
 
 
 
 
 
 
 
 
EXTERNAL 

OPPORTUNITIES  
 

• Strong, aspirational demand among 
non-white domestic tourists to 
experience more outdoor recreational 
leisure and tourism short-breaks and 
extended holidays in the UK 

• Increasing popularity and membership 
in hiking and walking groups and CICs 
such as BGH and Muslim walkers that 
are mobilising ethnic minorities in 
venturing out more into traditionally 
‘white’ countryside locations 

• Impact of the COVID-19 pandemic in 
stimulating pent-up desire for the 
outdoors and building awareness and 
knowledge of ‘hidden gems’ of leisure 
experiences available in the British 
countryside and towns 

• Strong advocacy, and some success 
recorded in widening the participation of 
ethnic minorities in outdoor leisure visits 
by agencies responsible for the 
environment, national parks and in the 
heritage, historic and cultural industries 

 
 
 
 
 
 
 
 
 
 
 
 
 
 

THREATS 
 

• Perceptions of Norfolk by 
ethnic minorities as the least 
diverse county in England 
that may hinder ethnic 
minorities from visiting the 
destination 

• Ongoing perception that the 
UK offers less value for 
money for short breaks and 
holidays compared to other 
international destinations 

• Expensive and inconvenient 
transportation links that 
restrict access to the counties 
that offer varied opportunities 
for domestic, recreational 
leisure and tourism 

• Stereotypical assumptions 
that ethnic minorities are not 
an economically viable 
market segment or that they 
are not interested in outdoor 
leisure and tourism  

• Lack of evidence of inclusion 
policies targeting non-white 
domestic tourists by local, 
regional and national DMOs 
as well as the DCMS 

• Limited representation of 
ethnic minorities in the 
governance and top-tiered 
ranks organisations and 
agences affiliated with the 
leisure and tourism sectors 
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RECOMMENDATIONS 

It is proposed that the following recommendations are incorporated into the overall marketing 

strategy as priority action items for implementation in the short term and long term. 

 

Recommendation 1: Target ethnic minority groups for all year-round visits rather than only 
for off-peak 

Emerging from the individual interviews and focus group discussions, it is advisable to re-

position the aim of targeting ethnic minority travellers for off-peak visits to all year-round 

visits. As the findings show, the participants felt that were being relegated to only the off-

peak season and wondered if they were not considered to be important enough to be 

targeted all year round. While the intent of the off-peak targeting was to reduce seasonality 

and by extension enhance the sustainability of tourism in the destination, this proposition 

was not perceived or accepted by the participants. Some saw this strategy as devaluing their 

worth and felt that were being segregated from white visitors.   

On a practical level, it is more likely for Norfolk to be initially attract ethnic minorities during 

the high season for a seaside holiday. This could be the basis to introduce the off-peak 

experiences to encourage return visits during the off-peak season. Based on the 

psychographic profiles, it is proposed that Outdoor Leisure and Tourism Enthusiasts and 

Cultural Prospectors are specifically targeted with messages on the all year- round holiday 

provision of short-breaks and longer holiday stays in Norfolk. This could be linked to a 

targeted off-peak promotional campaign to encourage return visits at cheaper prices in the 

winter months. Concessionary package rates could be offered to groups such as BGH for 

overnight stays with added incentives for combining a variety of active and cultural 

experiences during the visit.  

Recommendation 2: Target urban areas with large ethnic populations rather than 

neighbouring counties  

The data statistics show the 50% of ethnic minorities live in the larger urban city centres in 

London, the West Midlands, Luton, Leicester, Bradford, Oldham, and Blackburn. While the 

largest numbers of ethnic visitors to Norfolk are from neighbouring counties, yet it is likely 

that the big cities will yield more prospects for ethnic minority visitors. The main constraint 

may be the lack of direct public transportation such as train links to Norfolk, but the ethnic 

minorities from these areas seem to be more willing to leave their urban residential areas to 

explore the rural countryside than those living in proximate counties that also have green 

countryside attributes.  
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Recommendation 3:  Ensure stakeholder buy-in and consensus for marketing strategy 

It is an imperative to engage stakeholders who are directly involved in the tourism sector at 

the initial stages of the marketing planning process. This is important to create a welcoming 

environment for ethnic minority tourists. Ethnic travellers are uncomfortable at being stared 

at by local hosts. This is viewed as microaggression and is associated with being policed, 

and as a negative racial encounter that could deter repeat visits. It is important for ethnic 

travellers to feel free to move about without a sense of trespassing into white exclusionary 

spaces or being questioned as to whether they are genuine holidaymakers, or if they have 

the knowledge and skills to maintain countryside codes and the environmental integrity of 

natural conservation areas.  Forging multi-sectoral networks and partnerships across 

hospitality and tourism organisations, as well as secondary service providers in 

transportation, retail, and the creative industries, will serve to establish the consensus to 

increase overall awareness, and a shared vision for attracting ethnic domestic tourists to the 

destination.  

Recommendation 4: Employ tourism community relations officers to engage with travel 
intermediaries in facilitating visits  

The role of charities and the social enterprise sector working on the ground with ethnic 

community groups to encourage more outdoor leisure activities is integral to reaching these 

communities. They are the main agents that have been at the forefront of connecting ethnic 

communities to the outdoor and countryside agencies. They have a wealth of experience 

mobilising and training ethnic minority groups for outdoor experiences and are proficient in 

arranging excursions and overnight stays. But as charities, they rely on grants and are 

constrained by not having committed funding streams. Consequently, they need staffing 

support to expand their services and facilitation with community groups. The employment of 

full-time staff by NCC or VisitNorfolk to liaise with these charities will be a forward step in 

reaching target markets such as Occasional Excursionists. These community outreach 

positions will be beneficial to facilitate two-way communication and cooperation. These staff 

members will also be the front-line contacts for community groups and the local tourism 

suppliers to help to monitor and manage the visitor experience at the destination. 

Recommendation 5: Development of community-based tourism product involving local, 

grassroot groups. 

There is the potential to develop community-based tourism products to be focal cultural 

attractions for the destination. Interviews with local informants in Norfolk indicate that there is 

a dynamic artistic community of more recent immigrants based in Great Yarmouth that could 

be a base for building a cultural tourism experience. This would provide the platform for the 

community to highlight the work of musicians, dance troupes and various artists and artisans 
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who reside in the area. The foundations for this community-based tourism product have been 

established with previous social investment funding for example from past EU regeneration 

projects. There is scope for community tourism projects to diversify the focus on seaside 

holidays to alternative tourism experiences in the area. However, this will require a bottom-

up approach that provides capacity building support for the local community to take the lead 

in developing and managing the community-based tourism product.  

A closer working relationship between the local Great Yarmouth council and the EDI 

administrators at the NCC’s Communities & Environmental Services Department will be 

critical in providing the institutional support for community-based tourism projects. In the 

longer term, there are potential added spinoffs for community tourism to promote more 

opportunities for the interaction, integration, improvement in social cohesion and relations as 

different ethnic cultural traditions are recognised and celebrated in the community and by 

visitors to the area. In Norwich there is a core of community activists who form the Black 

History Month association who have led on the development of a walking tour based on the 

history of people of colour who have lived in the county. There is the potential to develop and 

scale-up this Black History Month tour as an all-year-round quality attraction that would be a 

pull factor for Cultural Prospectors as well as the VFR segment as an interesting activity to 

do while visiting the city.  

 

Recommendation 6: Lobby the local, regional, and national DMO for the integration of 
diversity policies for greater representation of ethnic minorities on boards  

The overall success of the marketing strategy to attract ethnic minority tourist will require the 

support of national and regional DMOs in the UK. It is therefore important to lobby the 

various DMOs to adopt a policy framework to widen participation in domestic tourism by 

focused targeting of ethnic minority groups. There is also the imperative of having more 

people from diverse ethnic background on the boards at the local, regional, and national 

levels of governance and decision-making. To maintain the position of an ethnically 

homogenous tourist marketplace is limiting the potential to increase the numbers and level of 

participation among the diverse groups of the population. It is timely for the national DMOs to 

maintain a programme of collecting data on domestic tourism disaggregated by ethnicity. 

This will send a signal to the wider tourism sector of the capacity to increase the volume and 

value of the ethnic domestic market. There should be local data gathered on ethnic groups 

by VisitNorfolk that are monitored to determine the performance of this segment of the 

domestic tourism market. 
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Recommendation 7: Continue to research and disseminate market intelligence on the ethnic 
minority domestic market 

Norfolk may be in the position of gaining first mover advantage with the development of a 

marketing strategy targeting the domestic ethnic tourism market segment. This could 

position the county as an exemplar for other regional destinations. Beyond that, the durability 

and sustainability of this position will rely on cataloguing what works, and what does not. 

There should be an active research culture within tourism organisations, so the lessons 

learnt are applied on how to be more efficient and strategic in attracting the niche market of 

ethnic minorities to the destination. It is also important in setting up the framework for long-

term continuity after the project ends. The dissemination of information to stakeholder at 

industry workshops and trade events will also provide the mechanism to sustain targeted 

marketing campaigns. 
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PART 3  
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Methodology 

3.1 Research Design  

This qualitative research was commissioned in March 2021, which was during the period 

when there was the gradual easing of lockdown measures due to the COVID-91 pandemic 

across the UK. However, a considerable proportion of the population was continuing to work 

from home, and there were still social contact rules being applied in all settings with 

restrictions on indoor mixing. With these constraints on the limitations of movement, the 

research design for the study was based primarily on desk research followed by structured 

individual and focus group interviews that were conducted online. The desk research and 

analysis were conducted in phase 1 between March to May 2021. Phase 2 took place 

between June 2021 to January 2022 with online interviews of ethnic minority leisure and 

travel representatives and focus group interviews with ethnic minority participants living in 

the UK.  

Phase 1 – Desk Research and Secondary Data analysis 

Desk research was conducted to gather secondary data information relating to ethnic travel, 

leisure, and tourism.  This involved searching for information on the Internet, academic 

databases and the wider grey literature using key word and terms namely, ‘ethnic minority 

tourism’, ‘ethnic travel’, ‘UK domestic ethnic tourism’, ‘Black travel’ and ‘racism and travel’.  

The terms BAME (Black, Asian and minority ethnic) and BME were also used to identify 

relevant articles and reports. However, the usage of these descriptors has been widely 

discouraged more recently in the UK, and it is the current policy of the British government not 

to now refer to ethnic minorities using the umbrella terms BAME or BME on the basis that 

they do not adequately convey the disparities that may exist between different ethnic groups 

in the UK.49  Consequently, the descriptors BAME or BME are not used in this report.  

The inclusion criteria for selection of information were topics and themes focusing on ethnic 

minority travel across various leisure and tourism experiences. Reports, publications and 

websites from public and private sector trade organisations and companies were identified 

as secondary data for this study. The popular social media platforms, Twitter and Instagram 

were selected for this research to identify topical and trending issues on ethnic travel. Both 

texts and images were gathered as data for this study from these sites. The terms ‘racism’ 

and ‘racism UK’ were used to track consumers’ concerns, opinions, and overall sentiment on 

 
49 GOV.UK ‘Writing about Ethnicity’ - https://www.ethnicity-facts-figures.service.gov.uk/style-guide/writing-
about-ethnicity. 
 

https://www.ethnicity-facts-figures.service.gov.uk/style-guide/writing-about-ethnicity
https://www.ethnicity-facts-figures.service.gov.uk/style-guide/writing-about-ethnicity
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the ethnic minority travel within the context of the UK. Articles from the UK national press 

that covered a range of related topics on ethnic minority leisure and travel activities were 

also selected and analysed for this research.  

As the study area for this research, information on Norfolk were gleaned from a variety of 

sources spanning the public and private sectors. Data on the county’s socio-economic, 

demographic and tourism indicators were examined to inform the findings and 

recommendations for marketing off-season leisure and tourism experiences. 

 

Phase 2 – Primary Data Collection 

 Structured Interviews 

The collection of primary data was required to gather up-to-date and relevant data on the 

barriers and perceptions of ethnic minorities to domestic leisure and tourism in the UK. In 

achieving this goal, the views of travel intermediaries of who were at the forefront of 

facilitating, organising, and promoting travel experiences specifically targeting diverse ethnic 

communities were gathered in individual interviews. The list of interviewees were all people 

of colour except for one White male, Paul Dickson who operated his tour guide company in 

Norfolk that featured a Black History Month tour in the city of Norwich. Each individual 

interview averaged around 60 minutes in duration.  

Table 5 below presents the list of interviewees and companies who participated in the study. 
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                                                Table 5 –Schedule of individual interviews 

Interviewee Name of affiliated organisation Date of 

interview 

Maxwell Ayamba, 
Founder 100 Black 
Men Walk for Health  

Walk4Health is a monthly walking group targeting 
people of colour based in Sheffield.   

18/06/2021 

Pammy Johal, 
Founder & Operations 
Director of backbone 
which is a Charity 
Interest Company 
(CIC). 

As a CIC, backbone celebrates ‘diversity through 
adventure. It is a leading Black, Asian & Minority 
Ethnic outdoor environmental education organisation 
with the mission to widen participation among ethnic 
minorities in the UK in outdoor leisure.  

05/07/21 

Mohammed Dhalech, 
Founder & CEO of 
Mosaic Outdoors 
(CIC) 

This is a CIC that facilitates BAME communities to 
engage with the outdoors and to develop links 
between various urban audiences and key 
countryside and environment organisations and rural 
communities. 

07/07/21 

Wenona Barnieh, Co-
Founder of Mount Noir  

This is a privately-run travel agency that specialises 
in providing winter sports to the Afro Caribbean 
market.  

09/08/21 

Dr Sarah Njeri, 
Volunteer Yorkshire 
Coordinator for Black 
Girls Hike (CIC) 

Black Girls Hike was founded in 2019 and has gained 
national acclaim and popularity as a group that 
provides a safe space for Black women to explore the 
outdoors. BGH seeks to increase the participation 
and development of Black women in the outdoors.  

09/09/21 

Paul Dickson, 
Founder/Operator of 
Paul Dickson Tours 

Paul Dickson Tours is a Norwich based independent 
tour guide company. Since 2019 it has been running 
a guided walking tour during Black History Month that 
celebrates the diverse contribution of black people to 
the history of Norwich and Norfolk. 

13/01/22 

 

Ursula Petula Barzey, 
Digital Marketing 
Consultant 

Caribbean & Co. is a digital platform and blog to 
promote Caribbean travel and luxury lifestyle. 

19/01/2022 

Ana Moreira, 
Community Youth 
Worker & Founder of 
Afroluso Dance Group 

Th Afroluso Dance Group is based in Great Yarmouth 
and performs in various cultural shows and events 
across Norfolk.  

27/01/22 

Danny Keen, Former 
Chair of the Norfolk 
Black History Month 
Committee 

The Norfolk BHM is a group of volunteers and 
associate members who lead on the observation of 
Black History Month in the county. The aim is to raise 
awareness of the experience of Black, Asian and 
Minority Ethnic history and the achievements of the 
community.  

28/01/22 

Dr. Eshetu 
Wondimagegne, 
Project Coordinator of 
the Norfolk African 
Community 
Association (NACA) 

The Norfolk African Community Association (NACA) 
is a community based multicultural group, with an 
emphasis on promoting cooperative gardening and 
community allotments 

28/01/22 
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3.2 Focus Group Interviews 

Ten focus group sessions were conducted with participants from mixed ethnic groups 

between June to August 2021. The ethnic groups were selected based on the various 

categories used by the Office for National Statistics (ONS) and were adapted for the 

purposes of this research50 .  Purposive sampling was applied to include different ethnic 

groups participating in each focus group session. Participants were recruited by contacting 

local national group associations and ethnic community networks. Additionally, a focus group 

flyer invitation was posted on Twitter and Instagram to contact other participants through 

snowball sampling, to obtain a minimum of three to four participants for each session.  

Demographics of focus group participants 

The Afro Caribbean category was the largest ethnic group represented in the study followed 

by Indian and Pakistani participants (See Figure 6 below). There was one participant from 

the Arab community and four who self-identified as Other. One respondent in the Other 

category self-identified as South American.  While participants of Black African, Caribbean, 

and mixed descent were most likely to take part in the focus group session, the Chinese, 

Asian Other and White Other groups were the least represented.  

The heightened sense of awareness of social justice in the aftermath of the murder of 

George Floyd in the United States, as well as the widespread media reports of the racial 

disparities of health outcomes from COVID-19; may account for the higher level of 

participation rates among the Afro Caribbean community.   

 
50 GOV.UK – Ethnicity Fact and Figures – List of ethnic groups.  
https://www.ethnicity-facts-figures.service.gov.uk/style-guide/ethnic-groups 
 

https://www.ethnicity-facts-figures.service.gov.uk/style-guide/ethnic-groups
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Figure 7 below shows that the number of women participating the focus group session 

doubled that of men, with only one participant not indicating gender.  
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Figure 6 - Ethnic Categories of Participants 

Figure 7 – Gender of participants 
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As seen in Figure 8, the highest group participating the sessions was the 50-59 age range. 

Next was the 60-69 age group, followed by the 18-28 range that was comprised of university 

students and young working adults. These higher numbers of participants in the age range of 

the over fifties and the young adults covered the main demographic groups being targeted by 

the EXPERIENCE project. 

 

 

 

As indicated in Table 6, participants in the focus group were mainly drawn from London and 

the South-East of London.  The participants in these regions were more active in sending 

referrals to other members in their communities and in spreading the word about the focus 

group sessions. Furthermore, these regions feature large urban communities where most the 

ethnic communities reside, and this factor seemed to have facilitated higher levels of 

Figure 8 - Age Range of Participants  

Table 6 – Region of residence of the participants  
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engagement, than from communities in areas outside of London. As the 2011 census 

indicates, most ethnic minorities in England live in the major urban cities of the West 

Midlands and London.51  There was a reluctance in participation in the focus groups shown 

by some ethnic minorities living in rural counties where their numbers are extremely low 

relative to the White community. During the recruitment process there were participants who 

would express their discomfort in openly discussing issues on race and their lived 

experiences in the UK. This was particularly noted by some ethnic groups based in Norfolk, 

who even with prior agreement to participate in the focus groups sessions, did not attend on 

the scheduled dates. This is despite the presence of a core group of active citizens in 

Norwich who have been initiating and delivering with the support of the Norfolk County 

Council a series of community-based events including the observation of Black History 

Month. 52 

3.3 Research Method 

The questions for the individual structured interviews and focus group sessions were 

designed to determine the key barriers to the wider engagement of ethnic communities in 

domestic leisure and tourism. Questions also solicited perspectives on the proposition of 

targeting ethnic communities for off peak visits to Norfolk. For the focus groups, the photo 

elicitation method was applied to assess participants’ attitudes, and perceptions of the image 

of Brand Norfolk. This visual method of interviewing is particularly effective in producing rich, 

in-depth data in cross-cultural settings.53  

The photos selected for the focus groups were commissioned specifically for the marketing 

of the off-peak EXPERIENCE project. These images covered the main attributes of the 

Landscape featuring varying natural attractions and locations; People – this is, both Norfolk 

residents and visitors; and Activities that displayed various activities that visitors may do on 

an excursion or extended holiday in the county.  

 

 

 

 

 
51 GOV.UK (2018)   Regional ethnic diversity. https://www.ethnicity-facts-figures.service.gov.uk/uk-population-
by-ethnicity/national-and-regional-populations/regional-ethnic-diversity/latest 
52 Norfolk County Council - Progress on the Council’s Equality, Diversity & report title: Inclusion Objectives 
2020-2023. 
53 Matteucci, Xavier (2013)’Photo elicitation: Exploring tourist experiences with researcher-found images.’ 
Tourism Management. 35, 190–197. 

https://www.ethnicity-facts-figures.service.gov.uk/uk-population-by-ethnicity/national-and-regional-populations/regional-ethnic-diversity/latest
https://www.ethnicity-facts-figures.service.gov.uk/uk-population-by-ethnicity/national-and-regional-populations/regional-ethnic-diversity/latest


 
 

59 

 

3.4 The Study Area – Tourism in Norfolk 

As a tourist destination, Norfolk invokes images of an unspoilt, idyllic rural landscape that 

offers a retreat and escape from the frenetic, urban lifestyle of city dwellers. It is most 

popularly known for the Norfolk Broads and the traditional seaside resorts of Great Yarmouth 

and Cromer. VisitNorfolk which is the DMO for the county, promotes a destination for visitors 

to experience authentic seaside, outdoor and countryside experiences. Though the terrain of 

the county is flat, yet there are a wide variety of activities available for active holiday makers 

ranging from walking, cycling, and boating.  

The county boasts a rich stock of natural reserves and wetlands, and the Northern coast is 

renowned as a quintessential location for birdwatchers in the UK. The organic image of 

Norfolk as a pristine natural environment has been sustained in the public imagination with 

numerous features on BBC TV series such as Countryfile, Ramblings as well as on BBC 

Wildlife and Nature Documentaries. These programmes have been attractors for domestic 

tourists and have complemented the destination marketing image promoted by Visit Norfolk. 

Alongside the pristine natural environment, Visit Norfolk has positioned the county as a 

premier representation of the British ideal of ‘quaint villages and market towns, stunning 

gardens, country parks and stately homes.’  The county also features impressive cultural 

assets of ‘family-friendly visitor attractions, museums and exhibition spaces.’54  Overall, the 

Norfolk tourism sector is diversified and does not rely only on the seaside to attract holiday 

makers. This is an advantage in attracting a variety of market segments to the destination 

and spreading the economic multiplier benefits of tourism across various areas of the county. 

Tourism indicators for Norfolk 

Tourism is a core economic engine of growth to the Norfolk economy. It has been a 

longstanding income earner and has increased in value by more than more than £500 million 

since 2012. In 2017, the sector contributed £3.25 billion on an annual basis to the local 

economy and supported 65,000 jobs. By 2019, tourism employment grew by 3% to 69,266 

jobs and represented 19.5% of all employment in Norfolk, making the sector the fifth largest 

employer in the county.55 

 
54 Visit Norfolk, https://www.visitnorfolk.co.uk/ 
55 Visit East of England, NORFOLK AND SUFFOLK VISITOR ECONOMY HIT NEW RECORDS IN 2019 – 
HIGHLIGHTING POTENTIAL IMPACT OF CORONAVIRUS. https://www.visiteastofengland.com/business-
trade/press-media/norfolk-and-suffolk-visitor-economy-hit-new-records-in-2019-highlighting-potential-
impact-of-coronavirus 
 

https://www.visitnorfolk.co.uk/
https://www.visiteastofengland.com/business-trade/press-media/norfolk-and-suffolk-visitor-economy-hit-new-records-in-2019-highlighting-potential-impact-of-coronavirus
https://www.visiteastofengland.com/business-trade/press-media/norfolk-and-suffolk-visitor-economy-hit-new-records-in-2019-highlighting-potential-impact-of-coronavirus
https://www.visiteastofengland.com/business-trade/press-media/norfolk-and-suffolk-visitor-economy-hit-new-records-in-2019-highlighting-potential-impact-of-coronavirus
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Norfolk visitor arrivals have been performing well with year-on-year growth of 2% in day trips 

and 1% in overnight stays from 2018 and 2019. There was an added value increase in 

earnings of 3% from day trips and 1% increase in overnight stays for the same period.  

Currently the county earns more income from day trips than overnight stays. This indicates 

that for sustainable growth, the focus should be on converting excursionists into overnight 

stay tourists, to maximise income earnings from the visitor economy.  

 

Table 7: Economic Impact of Tourism in Norfolk 

 

Source: Destination Research, Economic Impact of Tourism 2019 Results. 

The structure of Norfolk’s tourism sector is seasonal with visitation rates peaking in the 

summer months of July to August, with some increase in the winter holiday season in 

December. The months with the lowest levels of visitor arrivals are October, November, and 

January through to March.  

Data on domestic tourism for the East of England region indicate a steady increase in of 11% 

in overnight trips in 2019, with a 12% increase in bed-nights56. The average expenditure by 

visitors in 2019 was £52.8 which was slightly less than the previous year of £55.9.57 It is 

apparent that Norfolk has a robust performance in the domestic tourism market in the UK. 

Yet, there are clear benefits to be gained in reducing seasonality, as the data shows a drop 

of around 4% in overnight stays, and a decrease in earnings of some 9% in the off-peak 

 
56 Disaggregated data on domestic tourism in Norfolk was not available. Related data on Norfolk are only 
available in tourism statistics combining the county of Suffolk and the East of England. 
57 Destination Research, Economic Impact of Tourism, 2019.  
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months. Norfolk may be well placed to employ strategies to lengthen the season by targeting 

domestic tourists as the overall pattern indicates a relative consistent inflow of visitors 

throughout the year.  

Data from Visit Britain shows that the East of England is surpassed only by the South East 

and South West in attracting domestic tourists to participate in all year- round leisure 

activities such as ‘sightseeing on foot, short walk/stroll up to 2 miles, long walk, hike or 

ramble or to simply just relax’.58  The physical attributes of scenic landscapes for outdoor 

leisure activities seem to be  the main destination pull factors for domestic tourists seeking 

opportunities to maintain their fitness particularly in the winter months.  

3.5 Brand Norfolk – Challenges and Prospects 

Prior to the outbreak of the COVID-19 pandemic and the national lockdown that resulted in 

the cessation of commercial tourism and hospitality services, visitor arrivals to Norfolk was 

increasing. An examination of queries and reviews of visitor experiences of Norfolk’s tourism 

product on travel forums such as TripAdvisor indicates that the tourism offering is generally 

highly rated by visitors.59 The projected image of the county by Visit Norfolk of a rural, 

countryside and coastal beach experience associated with active leisure experiences seems 

to have predominantly defined the brand in the minds of consumers. 60  

The association with these leisure activities is an advantage in placing Norfolk on the 

preferred list of destinations in England that offer these similar leisure experiences. However, 

the main constraint is that the awareness of these physical attributes in Norfolk may not 

necessarily offer a superior proposition to visitors when compared with other competitor 

destinations in the UK. Consumers will need more, that is, a differentiated bonus on what is 

usually offered to be able to incentivise overnight or extended stays in the destination. This 

means that to increase the number of domestic overnight stays and visitor expenditure on a 

whole, the distinctiveness of the destination must be credibly enhanced so that visitors feel 

that have much more to gain from the extra money and time with an extended stay. This may 

involve creatively packaging holiday experiences that combine a bundle of different 

experiences. It is possible that a themed walking tour across various locations in the county, 

along with a spa and wellness package, may be the type of holiday experiences to 

encourage stayovers.  

 

 
58 Visit Britain, Domestic Tourism Activities. https://www.visitbritain.org/england-visitor-activities 
59   Tripadvisor, Explore Norfolk. https://www.tripadvisor.co.uk/Tourism-g186269-
Norfolk_East_Anglia_England-Vacations.html 
60 Tripadvisor, Explore Norfolk. https://www.tripadvisor.co.uk/Tourism-g186269-
Norfolk_East_Anglia_England-Vacations.html 

https://www.visitbritain.org/england-visitor-activities
https://www.tripadvisor.co.uk/Tourism-g186269-Norfolk_East_Anglia_England-Vacations.html
https://www.tripadvisor.co.uk/Tourism-g186269-Norfolk_East_Anglia_England-Vacations.html
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Ethnic minorities in Norfolk 

It is a bold strategy for Norfolk to be pioneering a domestic tourism strategy targeting ethnic 

minorities as a county that was designated as having the ‘the last white city in England.’ 61  

The 2011 census indicates that Norfolk that is ranked among the top three counties with the 

least diverse population in England. According to the Norfolk Insights report produced by the 

Norfolk County Council, ethnic minorities represent 7.3% of the population62 

Table 8 below highlights the comparatively small numbers of people of colour living in the 

country.  

Table 8: Comparative ethnic groups in England and Norfolk 

 

Source: Census, 2011-Norfolk Insights, Norfolk County Council 

https://www.norfolkinsight.org.uk/population 

As the capital of the county, Norwich is by contrast to the rest of the county, has the most 

ethnically diverse population. But as Figure 4 shows, there is still a White majority population 

residing in the city at 84.7% of the population. 

It is understandable that as the most diverse ethnic city in Norfolk, Norwich recorded the 

highest number of race crimes reported to the Police in Norfolk in 2020 of 204 incidents 

which was double the total in Great Yarmouth, and North Norfolk recording the lowest 

 
61 Derbyshire, Helen (1994) Not in Norfolk: Tackling the Invisibility of Racism. Norwich: Norwich & Norfolk 
Racial Equality Council. 
62 Norfolk County Council, Norfolk Insights. https://www.norfolkinsight.org.uk/population/#/view-report/ 

https://www.norfolkinsight.org.uk/population
https://www.norfolkinsight.org.uk/population/#/view-report/
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numbers63. Across the county, in the aftermath of the George Floyd protests in the UK, race 

crimes in Norfolk peaked to 594 offences in 2020, up from 497 in 2019. According to the 

local police this may be directly due to ethnic minorities gaining in confidence to report 

incidents of race crimes, but they also acknowledge that race crimes in the country were still 

under-reported64. 

 

Source: Norwich City Council, 202065  

The Norfolk County Council (NCC) has been collaborating with local community groups to 

promote community cohesion with the Together, for Norfolk campaign aimed to engage 

diverse voices. In a partnership with the independent national Black History Month charity, 

several initiatives have been funded to improve communications and to address the socio-

economic needs and interests of ethnic minorities in the county66. The Black History Month 

charity has been at the forefront in raising awareness of the achievements of people of 

colour in the county leading the development and launch of a Black History Month tour in 

partnership with a local tour guide Paul Dickson67.  

This two-hour tour in the city of Norwich is offered once a month from March to September, 

and then once weekly during the observation of Black History Month in October. It highlights 

 
63 Johnson, Sabrina, ‘Almost 600 racial and religious hate crimes in a year in Norfolk’. North Norfolk News. July 
16, 2021. 
64 Parkin, Simon, ‘Racist attacks and transphobia behind ‘distressing’ increase in hate crimes’. Eastern Daily 
Press. October 16, 2021.  
65 Norwich City Council, 2020 - THE STATE OF NORWICH People, Place, Economy, Wellbeing.  
66 Norfolk County Council, 2020 - Progress on the Council’s Equality, Diversity & report title: Inclusion 
Objectives 2020-2023.  
67 Paul Dickson Tours, https://www.pauldicksontours.co.uk/norwich-a-black-history/ 

https://www.pauldicksontours.co.uk/norwich-a-black-history/
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and celebrates the contribution of Black people in Norfolk spanning periods before, during 

and after the ending of the slave trade and slavery in the British colonies. Notable historical 

figures such as Pablo Fanque, the UK’s first black circus impresario, the 19th century Norfolk 

boxing hero Jem Mace and Indian philanthropist, Frederick Duleep Singh and his sister 

Sophia Duleep Singh, who was a leading suffragette have all been featured in the walking 

tour.   

Tour guide Paul Dickson reported that that during the Black History month in 2021 there was 

a steady demand for the tour by ethnic minorities and White British residents in Norfolk. He 

noted that on one occasion a woman came from London on a day trip for the tour in Norwich, 

after seeing it advertised on social media68. This suggests that there is potential to widen the 

appeal of Norwich at a national level among ethnic minority visitors who have a keen interest 

in learning about the history of places from the perspectives of the people of colour. 

The former Chair of the Black History Month charity, Danny Keen, a Jamaican immigrant, 

and celebrated artist, inspired the Black History Month tour and has been living in Norfolk for 

over 30 years. He asserts that the Black presence in Norfolk thought to be ‘invisible’ over the 

years is incorrect, and that his research has uncovered links between Norfolk and his own 

lineage in Jamaica.69 He contends that most people in the county and in the wider UK are not 

aware that the first Black Mayor in England was Dr Allen Glayser Minns, who made history in 

1904 when he was elected mayor of Thetford.  According to Danny Keen, the deployment of 

African American servicemen who were stationed in Norfolk during World War 2 introduced a 

dynamic cultural scene around jazz and blues as well as leaving a community of mixed-race 

children.  

There were descendants of these African American servicemen who did not stay in 
Norfolk as they were not accepted because of their mixed heritage. Their fathers 
were not allowed to take them back to the USA where racial segregation was still 
taking place.  Most of these descendants have left to live in the big cities of London, 
Birmingham and Manchester that were more multi-cultural and where they felt more 
accepted.  But these soldiers have left an imprint on the county that have not been 
erased with how they changed the music scene with the introduction of jazz and 
blues. 

The NCC seems keen to continue to support the efforts of the Black History Month charity 

and points to its success in the engagement of about 30,000 people who live, work, and visit 

Norfolk during the observation of the month.70   

 
68 Individual interview with Paul Dickson online – 13 January 2021. 
69 Interview with Danny Keen online – 28 January 2021. 
70 Norfolk County Council, 2020 - Progress on the Council’s Equality, Diversity & Report title: Inclusion 
Objectives 2020-2023. 



 
 

65 

Funding from the Arts Council UK has supported similar cultural programmes in Sheringham, 

located in the north of the county to redress rural racism and promote community cohesion. 

The Sheringham Little Theatre and Festival Bridge recently delivered the Rewriting Rural 

Racism project in 2021. It was aimed to increase awareness and change negative attitudes 

towards people of colour and migrants living in Norfolk. This project targeted school aged 

children and youth groups and featured interactive drama, dance workshops, short films and 

animations. According to the organisers, this project as a teaching resource has left a legacy 

in the community on the value of diversifying the countryside.71  The work of this theatre 

collective was highlighted at the Light Festival in Norwich in 2022. 

The Norfolk African Community Association was also contacted for this research project. 

Project Coordinator, Dr. Eshetu Wondimagegne indicated that this was now a multicultural 

group that have united people of colour as well as members of the white British community in 

the common interests of gardening and growing vegetables on allotments in the city. Dr 

Wondimagegne noted that although the name of the group suggested that it was comprised 

of Africans, in recent years there were significant numbers of Indians and other Asian 

nationalities who joined the association. He stated further that the group was providing some 

social support for unemployed youths in offering them an opportunity to gain experience in 

horticultural and agricultural skills: - 

We have quite a number of youths who are coming along.  I teach them how to grow 
various vegetables and how to care for the garden. This is my skill and life’s work that 
I now teach to the youth.  It is important that WACA is connected to the young people, 
mainly the young men who come to the allotment –this is good for our community.  

With the aging of some of the founding members of WACA, there has been a need to renew 

the membership and vision, to preserve such intergenerational practices of farming by ethnic 

communities on allotments, particularly in the more urban areas. Substantial funding from 

the NCC and other charitable agencies is critical to support the activities of the group. This 

support along with the recruitment of a next generation of leadership is required to sustain 

and expand the range of activities to retain and attract new members.  

Second to Norwich in the number of non-white residents, the coastal town of Great Yarmouth 

also features a vibrant, diverse ethnic community. The ethnic population there has grown 

from 1.4% in 2001, to 3.2% in 2011, but is insignificant compared to the 92.8% of White 

British residents72. As the second largest town in the county, which is located twenty miles 

away from Norwich, Great Yarmouth has been home for Portuguese immigrants who came 

there to work there over twenty years ago in the Bernard Matthew Turkey factories. Today 

 
71 Sheringham Little Theatre, https://sheringhamlittletheatre.com/rewriting-rural-racism/ 
 
72 ONS, 2011 census. https://www.ons.gov.uk/census/2011census. 

https://sheringhamlittletheatre.com/rewriting-rural-racism/
https://www.ons.gov.uk/census/2011census
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their numbers and impact on the cultural landscape of the town has increased to the extent 

that it is commonly referred to as ‘Little Portugal.’  

In the last ten years, there have been a steady rise in young Black migrants from Cape 

Verde, Angola, Mozambique that have exacerbated racial tensions as the local White 

majority residents have expressed resentment with their growing numbers.  Higher levels of 

unemployment and persistent economic deprivation have been often attributed to the influx 

of immigrants to the town by white residents. This anti-immigrant sentiment spilled over 

during the Brexit campaign with Great Yarmouth recording the fifth highest leave vote in the 

UK of 71.5% of residents voting to leave the EU and 28.5% to Remain.73 Nonetheless, the 

town has benefitted from EU funding focused on regeneration while promoting and 

celebrating the economic contribution and cultural diversity of the area’s ethnic 

communities74.  

The Great Yarmouth Trust has also invested in the restoration of the historic ‘King Street’ 

area and some £35m in government funding from the Future High Streets Fund and the 

Town Deal have been secured to support recovery from the Covid-19 pandemic.75  There 

has been some renewed optimism for the economic prospects of the town with an influx of 

domestic tourists last summer into the town seeking a seaside holiday break.  As seen in the 

photo and extract from the article in The Guardian below, this increase in domestic tourism is 

fuelling hopes of economic revitalisation for the town.  

 

 
73 BBC News,’ Great Yarmouth: A town that wants a no-deal Brexit’. 15 January 2019. 
74 European Heritage Days, 'Little Portugal' Street Party - Celebrating Great Yarmouth's Migrant History. 
https://www.europeanheritagedays.com/story/35d72/Little-Portugal-Street-Party-Celebrating-Great-
Yarmouths-Migrant-History 
75 Partridge, Joanna, ‘With tourism booming, Great Yarmouth dreams of turning the tide’. The Guardian,  Fri 24 
Sep 2021. 

https://www.europeanheritagedays.com/story/35d72/Little-Portugal-Street-Party-Celebrating-Great-Yarmouths-Migrant-History
https://www.europeanheritagedays.com/story/35d72/Little-Portugal-Street-Party-Celebrating-Great-Yarmouths-Migrant-History
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The Trust’s most recent project, on King Street in the town centre, is the only local 
surviving example of a 17th-century timber-framed building. The site had lain empty 
for years, ignored by an owner based overseas. It has now been turned into an 
upper-storey flat, while the ground floor will become a Jamaican restaurant which will 
run cooking classes for young people. 

Source: The Guardian,  Fri 24 Sep 2021 – Available at:- 
https://www.theguardian.com/business/2021/sep/24/with-tourism-booming-great-yarmouth-
dreams-of-turning-the-tide 

 

Race Relations in Norfolk 

In 1994 an in-depth and comprehensive report, entitled ‘Not in Norfolk: Tackling the 

Invisibility of Racism’ was published by the Norfolk and Norwich Racial Equality Council76. 

This study was conducted in the aftermath of the outrage of a Black journalist that was 

sentenced to a two-year prison sentence for defending himself after he and his friends were 

attacked by a white gang in Norwich city centre.  Concerns were raised about this verdict as 

the journalist was tried by a White judge, White barristers, and a White jury. It was after 

serving five months in prison that the Black journalist was freed by the Court of Appeal. This 

report by the Norwich Racial Equality Council stands out a seminal investigation on the 

socio-economic context of ethnic minorities in Norfolk, and to date remains a notable record 

of their lived experiences in the county.  

 
76 Derbyshire, Helen (1994) Not in Norfolk: Tackling the Invisibility of Racism. Norwich: Norwich & Norfolk 
Racial Equality Council. 

https://www.theguardian.com/business/2021/sep/24/with-tourism-booming-great-yarmouth-dreams-of-turning-the-tide
https://www.theguardian.com/business/2021/sep/24/with-tourism-booming-great-yarmouth-dreams-of-turning-the-tide
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Overall, there is evidence of pockets of community activism, advocacy and support for racial 

equity and social justice in Norfolk. Most rely on funding from the department of Communities 

& Environmental Services at the NCC which has responsibility for policies on Equality, 

Diversity, and Inclusion. It is staffed with community engagement officers who consult with 

the various ethnic community groups in the city.  

Thriving ethnic communities will provide the foundation for the welcome and assurance to 

support the plan to attract this segment of domestic holiday makers to the county. Not only 

do they form the basis for a strong Visiting Friends and Relatives (VFR) market in introducing 

and promoting the local tourism products among ethnic groups outside the county, but they 

also shape the image of the county for outsiders. A climate of strong social cohesion and the 

means to showcase and celebrate the various cultural traditions, will begin to build the 

groundwork of an ecosystem to appeal to, and sustain a market of ethnic domestic visitors to 

the county.  

Sense of belonging and place identity of ethnic minorities in Norfolk 

A key focus of enquiry of this report is to determine the overall sense of belonging and place 

attachment across ethnic community groups in Norfolk. In conducting the research for this 

study, several community support charities and agencies targeting ethnic communities were 

contacted to participate in the study. Most of the invitations were declined due to constraints 

of resources that resulted in understaffing, coupled with staff absences in the wake of the 

pandemic. Two focus group sessions that were arranged to be held with mixed ethnic groups 

in Norfolk did not take place due to no shows for the sessions. Further queries indicated that 

they were reluctant to take part as they did not wish to discuss the topic of their lived 

experiences in the county.  

While there were local leaders who were willing to express their views, it was challenging to 

engage the wider membership to garner their opinions in focus group interviews. However, 

secondary data from past studies with individuals from ethnic communities in Great 

Yarmouth supported the individual interviews that were conducted specifically for this 

project. Specifically, the views of some members of the local ethnic communities in the town 

on the rise in racial tension from Brexit was captured in a study conducted in by researchers 

at East Anglia University in 202177. Ana Moreira, a Black Portuguese of Cape Verdean 

heritage who is a community activist and youth worker was cited in this study as contesting 

the spatial segregation and negative stereotypical perceptions of people of colour that 

alienate ethnic communities in the town:  

 
77 Abranches, Maria & Theuerkauf, Ulrike G.(2021) ‘Visual and Oral Narratives of Place and Belonging during 
Brexit’. Visual Anthropology, 34: 423–453. 



 
 

69 

I saw that British and foreign people didn’t go to the same places, and I thought I 
needed to do something about it. King Street, where all the cafés are, is an area 
where very few British people will walk past. It’s the foreigners’ area. People say they 
are afraid. Not that someone will attack them, but of feeling intimidated, because we 
like to stand outside, smoke a cigarette, chat with friends… they think that’s 
intimidating, but it’s only cultural. (Pg 438) 

Overall, this research found that even with the disillusionment of the attacks against 

‘foreigners’ there was a sense of hope and belonging among the participants in the research.  

The authors reported that this was a common theme in relation to their approach that 

reflected a shared community orientation and attitude: - 

Based on a combination of visual and oral data, our findings show that, irrespective of 
their nationality, gender, age, occupation or political orientation, there is a pattern in 
our research participants’ narratives, in which they chose to capture images of hope 
and connectedness in photography, while disclosing experiences of intercommunity 
tensions in their interviews and informal conversations (Pg 447). 

This research sheds some light on the sense of belonging of some ethnic minority groups 

and their relationship with Great Yarmouth as the place where they live. There is awareness 

of anti-immigrant and anti-Black sentiments, but there is also expectation and ‘future hope’ 

that there will be significant changes to community cohesion and forge community 

connectedness. This hope is expressed in dynamic and rich cultural productions of theatre 

and the arts, ethnic restaurants and small artisan businesses in the town that have been 

described as vibrant, exciting, and providing opportunities for community solidarity.78  

In her interview for this project, Ana Moreira reported that her youth work in the area that was 

funded through the EU’s Erasmus programme was curtailed with Brexit. This was a 

significant loss for the community and coupled with the pandemic posed significant financial 

challenges for her personally, as well as among the young people in these communities. 

Currently, there is a dearth of funding sources to support the continuation of this work, but 

she noted that there were small grants available to ethnic minority communities from the 

NCC. Her expectation was that post pandemic, she would be able to continue to take her 

dance company on tours around Norfolk. But she expressed some discouragement in not 

being able to be more integrated into the programme of summer beach festivals in the town.  

I wish they would consider involving us more, contracting more ethnic minorities as 
performers and artistes in these events. We have a lot to offer as people who live in 
the community.79 

 
78 European Heritage Days, 'Little Portugal' Street Party - Celebrating Great Yarmouth's Migrant History. 
https://www.europeanheritagedays.com/story/35d72/Little-Portugal-Street-Party-Celebrating-Great-
Yarmouths-Migrant-History. 
79 Telephone interview with Ana Moreira – 27 January, 2021. 

https://www.europeanheritagedays.com/story/35d72/Little-Portugal-Street-Party-Celebrating-Great-Yarmouths-Migrant-History
https://www.europeanheritagedays.com/story/35d72/Little-Portugal-Street-Party-Celebrating-Great-Yarmouths-Migrant-History
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In reflecting further on the involvement of ethnic communities in the visitor economy in the 

area, Ana observed that they were not directly benefiting from the opportunities for 

diversifying the product offerings to holidaymakers.  

Here most tourism activities and events take place along the beach. But our 
communities also have something to offer. Yes, we have our restaurants, but more 
could be made of our culture, our music and art.  

This statement expressed Ana’s desire for opportunities for local ethnic communities to be 

more involved in the visitor economy. There was desire for increased participation in the 

local tourism provision in Great Yarmouth, but she acknowledged that support was needed 

to build human capacity and to integrate the ethnic communities into the tourism offering in 

the town.  

The hopes and aspirations of Ana who represents so many of the young African and South 

American immigrants exemplify the potential to create new spaces that could be harnessed 

for the development of a community-based tourism product. This could be a pull factor for 

the ethnic domestic, as well as inbound tourism market particularly in the off-peak season. 

This will however necessitate a willingness to re-imagine and diversify the traditional beach 

holiday experience in the long term.  

Both public and private sector investment will be essential to build local infrastructure and to 

provide the training to equip these communities to offer quality cultural experiences to 

visitors. In this context, ethnic community groups may be empowered to perform the role of 

cultural ambassadors for the town, and to serve a civic function in building community 

cohesion. Beyond that, there is the prospect for the development of a social enterprise 

ecosystem based on the cultural capital of these communities that will add value to the 

existing visitor economy. But this will require focused engagement and bottom-up community 

initiatives to redress marginalisation and to foster the development of the nascent, yet vibrant 

creative, cultural sector emerging among the ethnic neighbourhoods in the town.  
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PART 4 
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DISCUSSION OF FINDINGS 

In Part 4 of this report, the secondary data findings of the desk research is presented, 

followed by the primary data results of the individual interviews and focus groups.  The 

section commences with an analysis of findings from reports on ethnic minority participation 

in various leisure, sporting, and outdoor activities. An examination of the social media posts 

related to the leisure and tourism experiences of people of colour living in the UK is also 

conducted, with the discussion on the primary data gathered from the interviews and focus 

groups. 

4.1 Barriers to racial inclusion in outdoor leisure and tourism 

Disaggregated data evidence on the participation levels in outdoor recreational and sport 

published in related agencies in these sectors have exposed the reality and extent of 

disparities across the racial divide.80  These sectors intersect with tourism as the backbone 

of the domestic holiday experience, as the range of activities they offer are pull factors that 

attract both day trippers and overnight stay visitors to destinations.  Many domestic tourists 

engage in outdoor activities and a range of sporting activities such as golf, cycling and 

sailing among others as a part of their holiday package. As such, data from surveys and 

studies conducted by agencies and organisations who steward the natural environment and 

the national sport governing body discussed below, are useful sources of information to 

glean an understanding of the differing levels of ethnic participation in leisure activities that 

occur on day trips and overnight holidays.  

The historic under-representation and engagement of ethnic minorities in outdoor 

recreational leisure activities have been a pressing concern of agencies mandated with 

stewardship of the natural environment. In March 2005, the Countryside Agency, now 

Natural England, published the Diversity Review: Options for Implementation which 

represented a focal, comprehensive study on the scope of racial marginalisation that was 

captured from interviews of the lived experiences of ethnic minority groups. The main 

findings indicated that ethnic minorities were hindered from visiting the countryside due to 

factors such as  

• the cost of visiting the countryside 

• transport problems 

• a lack of knowledge of the English countryside  

• lack of ‘cultural habit’ of visiting the countryside.  

 
80 Natural England, Diversity Review. http://publications.naturalengland.org.uk/category/5249371155202048 

http://publications.naturalengland.org.uk/category/5249371155202048
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• fear of discrimination 

• Lack of culturally appropriate provisions81  

This list features structural and systemic barriers that require top-down interventions to 

support widening participation among people of colour. However, barriers such as the lack of 

‘cultural habit’ to visit the countryside and fear of discrimination suggest that these are 

perceptual issues that are more to be addressed within the mindset, practices, and beliefs of 

ethnic communities rather than external factors.  

But in this report, ethnic minorities also expressed keen awareness and appreciation of 

outdoor leisure in providing the extensive benefits for their wellbeing. Among these were: 

• Physical health (breathing fresh air and taking light exercise) 

• Psychological health and emotional well-being (getting away from the stresses and 
strains 

• of everyday urban life 

• Reconnecting with nature, finding inner peace 

• recreating with family or friends 

• personal identity  

• social inclusion and civic participation  

• learning about English society, and feeling integrated, respected and empowered as 
ethnic minorities 

This expression of the positive physical and social cultural gains from outdoor leisure 

suggests there is an inherent demand for these activities across ethnic minority groups. More 

importantly, it challenges the assumption of the findings of this report of the lack of the 

‘cultural habit’ of visiting the countryside as an intrinsic or innate characteristic that 

differentiates ethnic communities from the White population. Notions of a racial/cultural 

attribute, as a reason for limited participation, reflects a ‘deficit model’ approach that posits 

cultural limitations as the basis for the differences in behaviour or outcomes of ethnic 

minority groups.82 

 
81 Ibid. 
82 Samuel Y. Song & Shirley Mary Pyon, Cultural Deficit Model, Encyclopedia of Educational Psychology. SAGE 
reference online. https://sk.sagepub.com/reference/educationalpsychology/n60.xml 

https://sk.sagepub.com/reference/educationalpsychology/n60.xml
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Diversity and the Glover Landscape Review 

More recently, the Glover Landscape Review that was commissioned by the Department of 

Environment, Food & Rural Affairs (DEFRA) and published in 2019, identified governance of 

parks and Areas of Outstanding Natural Beauty (AONB) as a major obstacle to widening 

participation among ethnic groups. In proposing a management role to redress racial 

disparities, the report noted that ‘Black, Asian and minority ethnic board members are 

extremely rare’ and that there are only 0.8% Black, Asian or other ethnic minorities 

represented all the boards National Parks and AONBs.83 

Based on findings of ethnographic research that was conducted for the review, a powerful 

video footage was filmed that evidenced the unfriendliness experienced by people of colour 

who ventured out into the countryside for recreation, while highlighting their intense desire 

for more opportunities to experience leisure activities in the outdoors.84  The response to 

ethnic minority presence in the countryside seemed to be a novelty for local residents as 

noted in the quote from the Glover report:- 

One person told how they got inquisitive looks and comments when in the 
countryside: “look, an Asian person in the woods”. And the team directly experienced 
this when visiting with black and minority ethnic families, having to stop filming to 
minimise stares from passers-by.  

According to Glover, evidence of a lack of welcome presents another barrier which he 

describes as a feature of ’the Club’ that is not inclusive of ethnic minorities. Hence the 

conclusion of the Glover review is that the both the white and ethnic minority groups share 

the perspective that the countryside is primarily a ‘white environment.’  Proposal 9 of the 

report directly addresses this issue with the recommendation for ‘new long-term programmes 

to increase the ethnic diversity of visitors. 

As a case study of a winning approach to increase the numbers of ethnic visitors, the Glover 

Report highlighted a pilot project, ‘Water, Mills and Marshes’ delivered by a charity based in 

Norwich known as English+, in partnership with Natural England and the Broads Authority 

 
83 Glover, J. (2019) The Landscape Review. DEFRA, Derbyshire.   
84 A summary of this video footage may be viewed at https://youtu.be/FTKMY-_TjHA 

The cultural deficit model is the perspective 

that minority group members are different 

because their culture is deficient in important 

ways from the dominant majority group  

https://youtu.be/FTKMY-_TjHA
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that work to integrate recent migrants, refugees and asylum seekers into the local community 

by introducing them to the natural landscape of the area. It is a social tourism enterprise 

project that aims to support the families who cannot afford to have a holiday experience to 

enjoy the beauty of the Broads, while also raising awareness of the conservation and 

preservation of the ecological attributes of the Broads. This initiative has been featured in the 

report as an exemplar of good practice in widening participation among marginalised sub-

groups in the ethnic communities.  

Sports for all? Adult participation in sports by ethnic minority communities 

The mandate to increase the level of ethnic diverse participation in sport is also echoed by 

Sport England. Based on the findings of an in-depth report on comparative levels of 

participation in sport across ethnic groups, there was a call a call to action to redress long 

term inequalities within sport and physical activity85. The data shows that across the country, 

people of ethnic backgrounds are less likely to walk or cycle for leisure, or go swimming 

compared to the national average. However, when compared with the national average, 

adults from ‘Other’ ethnic backgrounds are over-represented in sports such as basketball 

and boxing.86 87 The significance of these findings is that ethnic minorities are less likely to 

be participating in the main sport activities associated with active lifestyles such as walking 

for leisure, cycling and swimming that intersect with recreational holidays and short breaks.  

These are key activities associated with domestic tourism and may be a factor that 

contributes to the lower participation rates of ethnic minorities.  

Role of the cultural industries and heritage sectors 

Across a range of agencies established to promote the arts, heritage, cultural industries, 

there have been several initiatives aimed at widening participation among ethnic groups. The 

designation of funding for projects that include the values of Equality, Inclusion and Diversity 

(EDI) as key criteria for grants, has been a stimulus for change. Agencies such as the Arts 

Council England, Historic England and The Heritage Trust among others, are sometimes 

referred to as Arm’s Length Bodies (ALB) and, as with outdoor agencies intersect with 

tourism in the product provision and marketing of tourism.88  These agencies are taking a 

lead role in the development of policies and in facilitating the delivery of targeted 

interventions promoting inclusion of ethnic communities. It is apparent that there is limited 

 
85 Sport England, Sport for all? Why ethnicity and culture matter in sport and physical activity. January 2020.  
86 Ibid. 
87 Simon. Shibli; Gumber, Anil; Ramchandani, Girish (2021) Provision of tackling racism and racial inequality in 
sport - data gathering and analysis services. Sport Industry Research Centre Sheffield Hallam University 
commissioned by UK Sport. 
88 Institute for Government, Public bodies Improving the quality and effectiveness of their governance. 
https://www.instituteforgovernment.org.uk/our-work/public-services/public-bodies 

https://www.instituteforgovernment.org.uk/our-work/public-services/public-bodies
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coordination between the cultural industries and lead tourism agencies such as DMOs that 

are also ALBs89. This may account for the stark gaps in commitment to ethnic diversity and 

inclusion policies between the ALBs in the heritage and cultural industries, and those that 

are lead marketing and management tourism agencies where this has not been a focal policy 

area.  

 

4.2  Comparisons of travel behaviour across ethnic groups  
 

There is a general mixture of fact and fiction in accounting for racial disparities in travel 

behaviour. This demonstrates that the lack of sufficient market research is a major barrier in 

understanding the overall motivations and attitudes to travel by people of colour in the UK. 

VisitBritain’s baseline data shows comparatively low levels of ethnic minority participation in 

domestic travel. and this attests to some level of marginalisation. But this does not mean that 

there is a lack of motivation or an ethnic, cultural disinclination to travel.  

Several studies on ethnic minority travellers indicate similarities in motivations and desire to 

see unfamiliar places and cultures, for rest and relaxation, health, and wellbeing as the white 

traveller90 91.  They also report similar constraints of time, resources, and transportation in 

restricting their desire to go on holiday. There are no apparent major differences in their 

propensity to travel, in the prioritisation of holiday making, going outdoors and on short 

breaks in in their travel choices. This means that ethnic minorities encounter more extrinsic 

and structural barriers that impede their effective demand to travel. However, there are 

 
89 de Bois, Nick (2021) The de Bois Review: an independent review of Destination Management Organisations 
in England. Department for Digital, Culture, Media & Sport. London.  
90 Kimbu, Albert, Sumeetra Ramakrishnan, Yoo Ri Kim, Prosanjit Saha (2021). Engaging New Travel Audiences: 
Understanding the UK BAME Travellers’ Decision-Making Process. School of Hospitality and Tourism 
Management, University of Surrey in association with Women in Travel CIC. 
91 MMGY Global (2021) New International study shows US Black Travelers are more influenced by concerns 
about safety and representation in marketing than European Black Travelers. 
https://www.mmgyglobal.com/news/new-international-study-shows-u-s-black-travelers-are-more-influenced-
by-concerns-about-safety-and-representation-in-marketing-than-european-black-travelers/ 

'Arm's-length body' is a general term, used to cover 
at least 11 types of organisation which operate at 
varying, and often contested, degrees of 
independence from government. They range from 
big organisations employing thousands of public 
servants and administering billions of pounds of 
public money, to small advisory committees with 
no independent budget. They regulate some of the 
most sensitive areas of public and private activity. 
(Institute for Government) 

https://www.mmgyglobal.com/news/new-international-study-shows-u-s-black-travelers-are-more-influenced-by-concerns-about-safety-and-representation-in-marketing-than-european-black-travelers/
https://www.mmgyglobal.com/news/new-international-study-shows-u-s-black-travelers-are-more-influenced-by-concerns-about-safety-and-representation-in-marketing-than-european-black-travelers/


 
 

77 

certain cultural factors such as religion, tradition and the observance of holidays and styles 

of celebration that are associated with differing travel behaviour within ethnic groups and 

when compared with the white majority population. 

Despite limited research, there is some evidence that there are differentiated patterns of 

travel behaviour between the British white population and ethnic groups. The following 

represents several key empirical findings on the differences that relate to the proposition of 

targeting ethnic minorities for off-peak travel experiences: 

• People of colour tend to travel in groups for holiday and recreational purposes more 

than the white population. This may be immediate or intergenerational families 

travelling on holiday together, or with those of their same or mixed ethnic group. 

Group travel provides security in perceived hostile ‘white spaces’ and is a buffer 

against social isolation when away from home. 

• Ethnic groups demonstrate a preference to undertake specific activities at designated 

locations to distinguish themselves from other groups and to preserve their ethnic 

identity and heritage.92  

• Ethnic minorities are likely to book with travel agents that are from their own cultural 

group as there are more aware of their needs and provide specialist services for 

arrangements for ‘onward travel arrangements at the destination, food, religious 

requirements, and a comfortable social setting.’93 

• Ethnic minorities spend longer periods away from the UK on international holidays.94  

But they go on less short breaks in the UK than white domestic tourists. 

• There is more thoughtful consideration in selecting holiday destinations among British 

ethnic travellers who are more ‘adaptive, pragmatic and less impulsive’ than white 

British tourists95. 

 
92  Silm, Siiri & Ahas, Rein (2014)  Ethnic Differences in Activity Spaces: A Study of Out-of-Home 
Nonemployment Activities with Mobile Phone Data. Annals of the Association of American Geographers. Vol 
104 (3) 542-559. 
93 Klemm, Mary S. (2002) Tourism and Ethnic Minorities in Bradford: The Invisible Segment. Journal of Travel 
Research. Vol 41 (1) 85-91 
94 Kimbu, Albert, Sumeetra Ramakrishnan, Yoo Ri Kim, Prosanjit Saha (2021). Engaging New Travel Audiences: 
Understanding the UK BAME Travellers’ Decision-Making Process. School of Hospitality and Tourism 
Management, University of Surrey in association with Women in Travel CIC. 
95 Ibid. 
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• It is more likely for Black tourists to choose destinations where they are depicted in 

the tourism advertisements and marketing communications96 

The main limitation of these studies on the travel behaviour of the ethnic segment are that 

they portray the ethnic travel market as homogenous. There is need for further research to 

be conducted to provide more detail of variances across different ethnic groups and 

nationalities, as well as other demographic characteristics such as gender, age, income, and 

educational levels, as these have been associated with different patterns in the travel buying 

behaviour of tourists.  

4.3 Employment of British ethnic minorities in the leisure, tourism, and hospitality sectors 

There is consensus among practitioners and policy makers that a remedy to encourage 

wider participation in tourism is to increase the number of the ethnic peoples working in the 

leisure sectors both at the customer service level and in managerial positions. It has been 

noted in both the Glover Landscape and the de Bois DMO reviews that there is concern 

regarding the limited representation of ethnic minorities on the boards or in management 

positions in key tourism ALBs. De Bois stated that in the written consultation of the review on 

DMOs, some 10% of respondents raised concerns on the lack of racial diversity on boards, 

and that the interests of ethnic minorities were unrepresented: 

Gender and ethnic diversity were raised, but I think diversity was referred to more 
broadly than that. There was a sense that Boards across the visitor economy were 
composed of the ‘usual suspects,’ drawn from a narrow pool, and did not take on a 
broader set of perspectives, including potentially new consumers. This may be why 
the groups to whom I spoke that are working to increase audience diversity and 
access for minority groups like Tourism for All, and MOSAIC Outdoors could cite only 
limited examples of working with DMOs. 

This statement confirms that there is an apparent lag in addressing racial diversity in the 

context of the domestic visitor economy at the national level. It is apparent that stakeholder 

groups are noting this and there is a growing awareness of this gap with increasing calls for 

these disparities in employment and governance to be addressed.  

In his report, de Bois further observed that although patchy, there was some evidence of 

greater participation of ethnic minorities in domestic tourism and he concluded that: - 

I think there is a clear opportunity for DMOs to become more diverse and inclusive, 
which would in turn help building welcoming destinations that cater for all visitor 
needs. 

At the staffing level, a report published in 2020 on ethnic minorities in the hospitality sector in 

the UK found that even though were greater in number in the hospitality workforce, they were 

 
96 MMGY Travel Intelligence (2021) New International Study Shows US Black Travelers are more influenced by 
concerns about safety and representation  than European Black Travelers. Kansas City.  
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recording lower average incomes than their British white counterparts. This disparity is within 

the context of some 8% of ethnic employees in the hospitality sector compared to 5% of 

white British workers.97     

The need for more ethnically diverse role models in the environmental and wildlife 

conservation services, was highlighted by BBC Wildlife Magazine noting that the ‘media 

mainly shows white people ‘pond-dipping, joining minibeast safaris, leaning on five-bar gates 

in the countryside.’ It also reported that Natural England only had 1.81 per cent of its staff 

with an ethnic background and that the agency had revamped its ‘recruitment and selection 

processes and had appointed an Ethnicity Champion to provide help and support to BAME 

staff’.98   The recommendation of a 2020 report on the experiences of the employees of 

ethnic background in the environmental sector proposed that a key action point to improve 

the ethnic employment deficit, is to re-examine the skills set for the range of jobs to widen 

the diversity of candidates applying for positions in the tourism sector.  This should also 

include closer analysis of ethnicity data to determine the barriers to ethnic minorities success 

in their applications.99 

From the review of the academic and grey literature it is possible to summarise the following 

regarding the travel behaviour of ethnic groups that pertains to targeting them for off-peak 

domestic tourism: - 

• Ethnic travellers share similar motivational push factors for leisure and holiday 

experiences as the white British population 

• Ethnic travellers prefer to travel in groups to locations and accommodation facilities 

that they consider to be safe from negative racialised encounters 

• Ethnic travellers are more likely to book destinations and holiday experiences where 

they are represented in the marketing communications 

• Ethnic travellers are likely to visit destinations where they have friends and family 

• Marginality does not account for lower participation in domestic tourism for all 

categories of ethnic minorities 

• Racism is the most single dominant barrier to domestic travel 

 
97 Cominetti, Sharon & Nye Cominetti (2020) Ethnic minorities in the hospitality sector. Resolution Foundation. 
London.  
98 Hoare, Ben. Diverse nature: does nature conservation represent society? Discover Wildlife, From the team at 
BBC Wildlife Magazine. https://www.discoverwildlife.com/people/diverse-nature/ 
99 Institution of Environmental Sciences (IES)(2021). Experiences of ethnic minority environmental 
Professionals. London.  

https://www.discoverwildlife.com/people/diverse-nature/
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• Ethnic travellers may be differentiated by varying attitudes to travelling to white 

majority destinations, namely, those who will consider the risk of experiencing racism 

as opposed to those for whom the novelty of destination experience determines the 

travel choice. 

• Younger ethnic minorities are increasingly challenging traditionally white only spaces 

in the leisure, sport, and tourism environment. 

4.4 Analysis of social media sites – Twitter and Instagram 

As a component of the desk research undertaken for this study, the social media sites of 

Twitter and Instagram were examined to determine dominant themes related to the barriers 

to UK ethnic domestic travel. These sites were also examined to assess the attitudes of 

ethnic groups to off peak leisure and tourism holiday experiences.  

The main themes that emerged from the content analysis of the social media sites are 

discussed below: 

Theme 1: - Creating safe spaces for leisure and tourism 

In the aftermath of the murder of George Floyd on May 25, 2020, coupled with the lockdown 

measures, there was a ferment of social unrest that spurred collective action mainly among 

black ethnic minorities for the creation of safe spaces to discuss the impacts on their physical 

and mental wellbeing.  Significantly the group Black Girls Hike, which was formed in 2019 by 

Rhiane Fatinikun gained extensive media attention and on social media sites when an 

episode of BBC’s Countryfile featured the group that led to subsequent complaints to the 

corporation.   

 

Although the BBC did not detail the nature of the complaints, the following response was 

issued: - 

‘For a variety of reasons, as the presenter explained, it has been the case that 
historically some groups have felt less able than others to take part in outdoor 
activities such as hiking or mountain walking, so any initiative which seeks to redress 
that balance is to be welcomed.100 

 
100 BBC, Countryfile, BBC One, 14 January 2021. 
https://www.bbc.co.uk/contact/complaint/countryfilewalkinggroup 

https://www.bbc.co.uk/contact/complaint/countryfilewalkinggroup
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Rhiane’s Black Girls Hike has also 

been inspirational in encouraging 

black women to engage in more active 

lifestyles and to venture more into the 

outdoors for leisure. 

 

 

Participants in these activities have been fulsome in their praise on social media of the 

benefits in their participation in these walking groups.  

 
 

“SAFE SPACE IS REALLY IMPORTANT FOR 

COMMUNITIES THAT ARE HISTORICALLY 

MARGINALISED BECAUSE THEY REPRESENT 

SAFETY AND COMMUNITY, AND THEY ARE 

GOOD FOR BUILDING CONFIDENCE AND 

MENTAL HEALTH. TO HAVE THAT RELIEF, I 

THINK IT’S IMPORTANT EVERYONE GETS 

THAT CHANCE TO RESET.”  
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BGH has encouraged the formation of other black women collectives that have been formed 

to primarily provide a space for leisure, health, and mental wellbeing.  The group Sistas by 

Sea started in Brighton in 2020 with the same theme of creating safe space for women. 

Significantly, for the women involved, it also exposed some longstanding feelings of 

alienation from participating in leisure experiences at the seaside. 
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A sub-theme that has emerged from these women’s collectives is that of resistance to 

traditional spaces where they had felt excluded in the countryside as well as at the seaside 

as well. There is an underlying quest for recognition of their lived experience of racism, and 

an acknowledgement of the microaggressions that they go through in everyday life. In these 

safe spaces they are free to share their stories of racism and be understood and affirmed in 
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their racial identity, while reaping the benefits of gaining the skills to navigate the outdoors 

and leading more active, healthy lifestyles. 

 

Theme 2: Policing of the traditional ‘white outdoors’ and shattering stereotypes 

Following on the complaints to the BBC Countryfile episode featuring BGH, there have been 

several postings on social media highlighting responses to the presence of people of colour 

in the natural environment. A Muslim walking group based in Coventry; West Midlands have 

been subjected to online abuse questioning whether they were indeed committed ‘walkers’.  

Below are examples of these comments with responses from the Muslim Hikers group. 
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For BGH such abuse is par for the course, but like Muslim Hikers, they have been bold in 

challenging those who express disbelief and disdain that they are genuine in their walking 

activities, or that they are ignorant of, or breaking the countryside codes on their walks.  

 

After a vitriolic post on Twitter attacking their physical appearance and suggesting that their 

hiking trip was a guise to attract male attention, BGH responded with the post below: - 

 

 

The involvement of ethnic minority celebrities such as media personality, Trisha Goddard is 

shattering stereotypes that people of colour are not interested in outdoor leisure. Her posting 

has been noticeable on Instagram where she has a large following. This is serving an 

advocacy role in confronting the policing of white spaces in the outdoor leisure environment.  
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Public awareness is buttressed by media outputs that undermine discourses that position the 

notion that it is ‘strange’ for people of colour to engage in leisure activities in the countryside 

and natural environment. The work of social enterprises such as backbone, MOSAIC 

Outdoors and Black Men Walking, now known as the Sheffield Environmental Movement 

have been pioneers in facilitating and training community leaders to engage greater 

participation in outdoor recreation and leisure among ethnic minorities in the UK.  
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Allyship and endorsements from outdoor leisure and tourism brands on Instagram have been 

also visible on social media. Berghaus for example, has recognised the value of tapping into 

the ethnic market and has demonstrated their support for Rhiane Fatinikun of BGH by having 

her modelling their sport clothing, and mentioning her on the brand’s Twitter account: - 
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Clearly, some global brands are recognising the worth of diversifying their target groups to 

include the growing number of people of colour who are ready, willing, and able to invest in 

their active lifestyles.  

Regarding tourism experiences, the postings of travel influencers of colour on social media 

from various vacation locations globally are also challenging the marginalisation concept of 

ethnic minorities and travel. This is another sub-theme that counters the notion of exclusion 

of Black bodies in traditionally ‘white space’. 
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Social media postings have been portraying contested views of the participation of ethnic 

peoples in the outdoor leisure and the holiday experience. They have shown that there are 

opportunities for commercial brands to increase the overall spend by people of colour by 

demonstrating allyship against the policing of white spaces that exclude them from wider 

participation.  

Shattering stereotypes purporting that people of colour do not engage in winter leisure sports 

or holidays is the commercial travel agency Mount Noir, which was established by a group of 

Black British professional women who are avid skiers. They have been running a London 

based travel company since December 2019 with the aim to increasing inclusivity in winter 

sports through curating trips and experiences in the winter, and to add “add a little colour to 

the mountains.” 

 

 

 

These representations are targeting at the younger, professional ethnic Black demographic 

with the disposable to income to go on skiing holidays. Although this may be seen a niche 

market of ethnic consumers, their activities are raising awareness in their communities, and 

across the wider population in positioning people of colour having enjoyable, full-filled 

experiences in snowy, winter, leisure and holiday settings.  
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Theme 3 – Promoting all year-round leisure and tourism 

This theme is focal to this research project that seeks to promote off-peak tourism in Norfolk. 

In reviewing the social media posts, there was evidence of all year engagement in outdoor 

leisure activities by various groups. The Muslim Hikers posted pictures of their Christmas 

Day walk on in 2021. There have been postings by various Black collective groups showing 

their members out in the cold weather. Some of these have directly encouraged walkers to 

brave the wintry weather and join the outdoor activities. Pre-trip meetings and advice are 

offered to support those who have never been in the outdoors in the colder months of the 

year. Of importance is the narrative that normalises the varying weather conditions as a part 

of everyday life, that may be accommodated in terms of the value-added benefits of going 

outdoors: - 

 

Trisha Goddard’s posts of being outdoor in winter evoked comments from followers that 

suggests that a walk in the cold was enjoyable for some people of colour.  
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These selected social media examples represent the pattern of exposure to wider audiences 

in the ethnic minority community on the possibilities of off-peak outdoor leisure experiences 

that will keep them active, and as well as providing some enjoyment in the winter season. 

For the tourism sector, BGH has also been introducing their members to overnight stays. As 

seen in the example below, they are offering walking plus packages inclusive of spas, and 

other fun activities for members to enjoy a short break. 
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This discussion provides a snapshot of the various themes on social media sites that 

evidences that a market segment could be targeted for overnight domestic tourism. 

However, it is likely that it will require collaborating closely with specialist travel intermediary 

groups such as BGH, and with social media influencers and content creators, celebrity 

influencers and role models to encourage and inspire wider participation.   

 

 

 

 

 

 

 

 

 

 

 



 
 

95 

4.4 The role of ethnic travel intermediaries and social tourism 

There are social enterprises and charities that have been playing a key facilitating increased 

participation among marginalised ethnic minorities groups. In Sheffield, Maxwell Ayamba 

pioneered the Black Men Walking CIC with the intent to encourage men in the local 

community to go out more into the countryside to experience the natural environment while 

also improving their health and fitness. A leading advocate in widening participation of 

people of colour in the outdoors is Pammy Johal, founder of the CIC, backbone. Mohammed 

Dhalech, Founder of Mosaic Outdoors have also been working with local communities 

focusing on social tourism initiatives that provide subsidised trips and tours for marginalised 

ethnic minority groups to experience the countryside.  Based on their training and facilitation 

of trips with local community leaders, they have been able to target groups for one-day 

excursions, walking trips, hikes and tours mostly at the national parks, conservation areas 

and in the countryside. 

The work of these intermediary groups may be defined as a form of social tourism defined as 

initiatives that aim to include groups into tourism that would otherwise be excluded from it.101   

In this regard, by specifically targeting marginalised ethnic groups, these charities are 

encouraging participation in leisure and tourism by low-income groups, because of the 

perceived social and economic benefits of holiday-making.102  As Maxwell Ayamba 

described, apart from his Black Men Walking group, he also arranged occasional trips for 

people in ethnic minority community groups for new experiences in the countryside:- 

I mean I took the African Caribbean women to their first Royal Agricultural Show at 
Harrogate. Most of these women came from rural farming backgrounds back home in 
the Caribbean, but they been living in Sheffield for over 50 to 60 years. They've never 
had that opportunity to visit the outdoor show live, so that just tells you the degree of 
the problem. 

For this segment their preference is for occasional trips by coach, to areas that interest them 

but they do not usually choose overnight stays at destinations.  Maxwell Ayamba noted that 

they also preferred to travel in groups as this reduced the uncertainty of going to unfamiliar 

places and provided a protected barrier from racism: - 

We know that there are Black and Asian professionals who are wealthy. They could 
go just by themselves and their families for a holiday. But that’s not so for others like 
these women, they generally go in groups.  They go to collectively, as a collective, 
and I think in that way there's that kind of companionship and the comradeship a 
sense of belonging. The whole issue of racism is minimized because they are in a 
group. 

 
101 Minnaert, Lynn (2014) Social tourism participation: The role of tourism inexperience and uncertainty. 
Tourism Management, 40, 282-289. 
102 Ibid 
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Pammy Johal contends however that the landscape for social tourism market is changing 

and this means that more research is required in targeting the marginalised: - 

There's a fine line between social tourism, social opportunities and dependency. That 
would become dependent and taking advantage of really. There is a choice of how 
we spend our money and we are choosing not to spend it here (in tourism). But we 
are choosing to spend it on designer trainers. It's like what are we doing by providing 
people with free opportunities. If they are doctors, lawyers, teachers, professionals 
and have money in the bank, that's an eye opener for us. There are groups don't get 
me wrong that do not have the money. Let’s have social tourism for folks that do not 
have it. But we need to do our research first and offer those that really don’t have it. 

While there is an opportunity for putting in place social tourism initiatives for off-peak tourism 

it is also important for destination marketers to work closely with charities as those 

mentioned in this report, to provide guidance and support in targeting beneficiaries for such 

programmes.  

As Pammy Johal explained further, there are specific requirements across the different 

ethnic groups:-  

And you know, for example, we work quite a lot with the Chinese community. But a lot 
of the Chinese communities that we work with, we're talking grassroot communities, 
they have restaurants and therefore they're really busy. And the only times that we 
can take groups out is for a couple of hours in an afternoon because of their 
commitments at lunchtime and in the evenings. Then with some Asian, Indian, 
Pakistani, Bangladeshi communities, family weddings at weekends. There are 
commitments, so there're all kinds of different traits. At backbone (travel charity) we 
never generalise. What we do is we go to community groups, we sit down with them 
and say when best suits you? Therefore, we work with communities where they are, 
and each community is different and unique, so we don't clump people together.  

Mohammed Dhalech, Founder Mosaic Outdoors noted that a major part of the outdoor 

experience was the opportunity to share food and fellowship: - 

We do see quite a number of Chinese families, and I saw this last Sunday, three cars 
with children and families that must have been at least sort of 10 to 15 people. All go 
for a walk, come back and then they were eating. They're looking for food. They don't 
want sandwiches, so they all bought their own food. They're all sharing their food. 
Having their food because again for those communities, food is really important as 
part of that sort of mixing and working together and meeting together so. And I think I 
think in a lot of those places, food becomes quite central. 

We did some work with Syrian refugees and again, even though we said we're 
bringing food, they all bought food with them. And they all made lots of different food 
and brought in with their bruschetta. And everybody shared lots of different foods that 
the different families made. That's how they see themselves interacting with each 
other. Sometimes mainstream organizations fail they don't think about those sorts of 
aspects because for the communities, it’s a very big part of that experience. Food, 
and that mixing together and working together is a big part of that experience 
alongside the visit. 

He further suggests that the provision of diverse ethnic food will be pivotal in converting 

occasional day trippers or excursionists into overnight stays: - 
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I think there is work to do around, sort of how we how we engage with communities in 
terms of what food is available and where it's available. if you have shops open, if you 
have diverse food being sold in the cafes, you’ll go and do things. But somebody 
selling you a holiday for £1500 to go and spend a week doing lots of things, but then 
the only food they give you is vegetarian food because they can't give you halal food. 
Then you're going to think twice, then why I should pay for £1500 and you can't even 
get me my diet. So, there are a lot who will question why pay that if the facilities are 
not there, and the environment is not there? But there’s a business case in terms of 
different audiences because you're taking for those different markets. Some will hire 
self- catering cottages or B & Bs and that way then book individual activities. 
Because that way they can bring all their food in a big cool box, freeze it all up. They 
can have their own food eat together and do the activities. They don't have to worry 
about trying to fit in with somebody else… 

But he also pointed out that some Muslim travellers were also making adjustments to be able 

to enjoy more opportunities to enjoy the outdoors and to engage in a variety of leisure 

experiences: - 

I think the notion is we're making these adjustments, what will it really mean for us in 
gaining any significant benefit in making these accommodations.  A lot of people 
accommodate and self-manage their need for prayer. I was again at the Lakes last 
year volunteering, and there's a group that came out and it was again. raining. They’d 
gone for a walk, they'd come back and they said, ’is there anywhere we can pray? I 
said look, over there is a cover and you can pray there and they were happy with that. 
They didn't need anywhere inside as long as there was a bit of shelter.  They would 
have been even prayed out in the rain. ’But look, there's a bit of shelter there. You 
can eat there and you can pray there as well’. I think it's about sort of almost 
supporting them to make their decisions. 

Significantly, for this category of occasional excursionists their travel behaviour is not 

seasonal as there is demand for these outdoor activities all year round: - 

I think I think the market has changed a lot.  In the Lake District, there is no seasonal 
market anymore, the seasons is all through the year. I'm very well I can go to a car 
park there and see that it is full in the winter, autumn, spring, summer. There are 
different types of audiences who come and enjoy those outdoor spaces. Yes, in some 
areas there's still a bit of a seasonal market, maybe beaches and those sorts of 
areas, but even if it beaches, you can go out and do something anytime of the year. 
In some places, the high season almost doesn't exist anymore. Some ethnic 
minorities will sort of find I don't want to go out in the cold. But in the winter, I have a 
lot of people and who want to come out in the cold. There's snow and its cold and 
wet. But then others will do and it varies. For me it's about that experience. I can take 
people out in the cold, beautiful sunshine with snow and they really enjoy it. But 
again, it's those experiences whether those people had those experiences or not. 

The changing landscape of ethnic minority engagement in the outdoor leisure and tourism 

sector in terms of travel behaviour is opening new possibilities for widening participation and 

also tackling seasonality.  But this will require investment in catering to their specific needs 

for food, facilities and accommodation as well as building a close relationship with these 

communities to fully understand their needs.  
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PRIMARY DATA –INDIVIDUAL AND FOCUS GROUP INTERVIEWS 

 

4.5 Preferred locations for domestic tourism  

Ten focus groups sessions were conducted online between the months of June to August, 

2021.  The sessions were mostly comprised of a mix of participants from the main ethnic 

minority groups in the UK. Each session commenced with an ice-breaker question for 

individual participants to state what their favourite location for a short break or holiday in the 

UK was, and to explain the reasons for their choices.  

This question was also an indicator of their experience as domestic tourists and to assess 

their preferences for vacation locations within Britain. In keeping with the baseline data 

trends, participants selected large cities and urban locations, followed by seaside 

destinations as their favourite locations.  Other areas mentioned were rural locations such as 

South Wales and national park attractions such as the Lake District that were named as the 

popular ‘sweet spots’ among participants.  

Larger cities such as London, Liverpool and Edinburgh were preferred by several 

participants as they offered a wide range of cultural activities to do, and entertainment to 

enjoy in an individual location in an environment where they were not too concerned about 

standing out as tourists.   

I would say London to be honest, I do love the city. I do love, you know the all the 
attractions there, particularly the Natural History Museum because I really like you 
know, history and so on. You know I really love that I can't get enough of London to 
be honest. 

Edinburgh is my place because some of that Gothic feel of Edinburgh and the 
atmosphere is always, really lovely. 

Liverpool for me, I've been several times and I just like the glossiness of it. You've got 
the histories, you've got the Beatles.  You've got so much to see, and it's just I just 
think, well, large city and there's night life. There's so much to see, so it's one of my 
favourite cities. 

Cities were perceived by some participants as offering a security bubble by their showcasing 

of their multiracial image that seems to be more welcoming.  

There are many things that you can do there. Certain cities have done things with 
showing that they are multicultural. With this they've really tried to open the doors a 
bit, and I think that you kind of get that, then that helps you to make decisions about 
going as that's what actually is in my mind, and then say to myself that I think I'll try 
that. It seems to be OK and welcoming. 

Yet, even cities such as London with the largest population of diasporic, multi-ethnic, migrant 

communities, there are still instances of negative racial encounters as this young male 
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African participant reported of his experience when dining at a high-end restaurant in 

London:  

Especially being from Africa, and you know, coming to places as nice restaurants, 
especially  in London, and they're looking at you like what is this guy doing here? But 
what they don't get is some of us were quite exposed to things like this…I went to a 
restaurant in London last month, I was probably the only black guy there, and I was 
feeling it to be weird. But I was like nah, I'm human as well. It's just, colour difference 
and I'm here to pay for the services being rendered. I'm not there to steal, so I just 
decided to feel at home and you know I enjoyed myself. Yeah, you get that feeling 
sometimes where you go to places where you probably see the majority of white 
people, but you just be yourself about this. 

Therefore, it’s likely that even within more open, cosmopolitan cities, ethnic minorities may 

still have to contend with negative racial stereotypes such as not being able to afford more 

expensive leisure and tourism activities.  Significantly, this treatment was not expected by 

this participant, as it was in the bubble of a hospitality service setting where customers 

expect to be treated equally. But his response was to resist and challenge his exclusion from 

this setting. This represents a mindset of some ethnic minority travellers, mainly younger 

people, in affirming their freedom to be in various leisure environments regardless of the lack 

of welcome or disparities in service being offered.  

4.6 Perceptions of rural, countryside and seaside holidays 

Most of the participants expressed their delight with going to locations that offered them 

opportunities to see beautiful landscapes, and to engage in moderate exercise in the 

outdoors. This combination was highly valued and elicited enjoyable memories of holiday 

experiences in the UK.  

It’s the Lake District for me... And I've been there many times and what I like about it 
is that I just love the naturalness of the environment around there and I feel peace, 
tranquillity. I like the exercise, the walking, it's just a lovely place. 

I've been to Oxford and some other places, you know, other places like Cambridge 
and of the places I've been to I think I prefer like Lake District best.   It's beautiful, 
beautiful. I'm a lover of bodies of water. Yeah, and I can go walking. It's so tranquil it's 
just so picturesque. The mountains, the views are so lovely. 

My favourite place is the Lake District. Yeah, mainly a little town called Bowness and 
just the entire Lake District. It's just takes you back in time. I've only recently 
discovered it in the last five years, and I've been there a few times. 

I do spend a lot of time in London to be honest, but I also I actually do like Oxford and 
Oxfordshire, and there's lots of open spaces. Also I like Cambridge as well. It's very 
difficult to go to more places not having a lot of time to spend. I like Cambridgeshire 
too. So yeah, I like the open spaces, I always like going for walks and looking at the 
scenery. 

From this last quote, it was noted that apart from national parks and designated Areas of 

Outstanding Natural Beauty (AONB), other rural locations featuring pristine, green natural 
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landscapes were associated with health, wellbeing and desirable attributes for the holiday 

experience.   

There was also mention of the thenjoyment of the simply going on the road and the 

adventure of discovering new places:- 

Particularly for people of colour seeing the beauty of different landscapes drives a lot 
of people to kind of go road trips.  The only thing think of is like of sightseeing. I 
thought ohh maybe I could go on a road trip in England because I saw all of the pretty 
landscapes in Ireland, and I thought OK so you could kind of do a road trip. I would 
see all of these beautiful, rich nature. I would love to do a road trip because I guess I 
didn't realise just how beautiful parts of the UK were. You know scenery wise the 
waters or the valleys, and things like that, and I'm just thinking I'd love to do that. I 
love the beautiful scenery I’ve seen on TV. 

Seaside locations also evoked notes of enthusiasm among some respondents who had 

positive experiences at these locations as demonstrated in the statements below:- 

It was a sandy beach in Dorset and it was a hot day. And it was like I was in Europe, 
felt like I was in a different country. It was beautiful. I think I've I just have very good 
memories of being there for weekends with friends, and the town centre, and go into 
the river for a picnic. I have no idea which river it was, but I loved it, and it was very 
welcoming and great. 

I’ve selected Cornwall, and I think for me the last time I was there a while back, but 
there was a lovely traditional Victorian hotel which was on a bit of a hill that overlooks 
the sea, and the views in the evening and the night was fantastic. In the day it was 
lovely as well and just watching the surfing. I liked our traditional hotel, there was just 
something about it. But the area, the sea, the surfing, just sitting and being able to 
just look down and watch all of that I think is lovely. 

The number one place for me - it's an area near Norfolk called Cromer. It's got a 
great beach, much better than Bournemouth. And yeah, I'd definitely recommend it. 

I'll have to say Eastbourne, as my family is down there and we've had many good 
times with the clubs. There’s an excellent beach and they've got a nice Marina down 
there as well so you can go and look at the boats. 

As highlighted in the last quote above, many ethnic minorities are introduced to these 

countryside areas by visiting family and friends in these locations.   

I’d say Bournemouth Beach; I've got some family that live in Poole, so just next door 
to Bournemouth.  So every time I go to visit them I also have to visit the beach and 
obviously the beach is a beautiful looking place. 

It's Llandudno in North Wales, so Llandudno is a town in North Wales. I must confess 
one of the reasons why it is my favourite, sweet spot for me is because my parents 
lived there for a while.  We were living in this country too, so I would sort of go and 
visit them, and I'll go and spend some time there. Maybe after Christmas and so I 
would go during winter as well as in sort of spring, summer time and experiencing 
that town. It’s a lovely town in North Wales and I would go sometimes climb up sort of 
the hills, you know they call them hills, but they were like mountains to me, and we 
would explore by the beach. So, it just was very lovely, but reminiscent as well I 
suppose of certain parts of my home country, Zimbabwe. 
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Evidently, the VFR market is a key segment of the ethnic domestic tourism market.  It is 

central in providing a sense of security for visitors going into unfamiliar destinations. 

Importantly, the pattern of visitation among VFR market is less seasonal than the leisure 

visitor. This suggests that the VFR is a key market for off-season domestic tourism, but this 

will be mainly lucrative for destinations with large numbers of ethnic minority residents living 

there.  

4.7 Outdoor leisure and tourism and Norfolk’s destination image 

For most of the participants who were mainly middle-aged adults, there was the recurring 

theme of the desire for more outdoor activities.  These were moderate activities such as 

walking, yoga, hiking as well as for other more sporting activities requiring skills, such as 

golfing, tennis and cycling.  These were regarded as essential components for the short 

break or overnight holiday. While there was some desire to escape the routine of the 

everyday work, yet it was not just about rest and relaxation, even though that was also some 

desire for such opportunities, More importantly, there was the quest for things to do, and also 

learn, as part of the leisure and tourism experience.  This is clearly summed up by this 

participant below: 

This is my preference for going on holidays here. You know there's acres and acres 
of lands for me to explore. And it's our activities for us to do, to participate, such as 
cycling and sporting, yoga, maybe golf as well for my partner. As like I said, you know 
trails, walking trails. And yeah, maybe cooking courses as well. I don't like to just go 
and sit around, I like to be able to explore the area, or see you know the sights, and 
see the area that I'm staying in. Yeah, even like I say go sailing, if there was sailing 
nearby. I'd like to do something like that as well. 

The motivations of this segment of ethnic tourists constitute an appropriate match for 

destinations such as Norfolk, that has the natural physical attributes to attract and fulfil the 

needs of those who are actively seeking outdoor leisure and tourism experiences.  But some 

participants were not convinced that Norfolk would be interested in attracting ethnic 

minorities to the country as expressed in the following remark:- 

You know it's very tongue in cheek to be honest. You know that's not gonna happen. 
They're (Norfolk) not gonna have us in droves in the countryside messing up their 
landscape and with us having parties and making all that noise. 

Yet this view of Norfolk as a county that would not readily welcome ethnic minorities was 

countered by another Afro Caribbean participant who stated that she had a close friend who 

regularly visited Norfolk to stay at a relative’s second home there:- 

Actually, I've got my best friend who actually travels to Norfolk on a regular basis. Her 
and her husband, in fact her husband's cousin who's has bought a hand a house. 
They've lots of land. She's got like an orchid farm down there. And yeah, lots of lands 
and she has actually been like every bank holiday, August bank holiday. They have 
lots of family that come down and camp on the land and that they all actually have 
these sort of, how could I say it? A tent, like everyone has a snappy tent basically, it's 
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glamping is a bit more glamorous, I think. But you know they  have different size tents 
and the stuff that they have inside is all very luxurious. But you know, they sort of 
compete with each other in that sense (laughter). But yeah, Norfolk isn't strange to 
this family and there's quite a big family, because they go down all the time because 
they they've got a cousin that lives down there. My friend does explore the area on 
regular basis and because she goes down there maybe 4-5 times a year. So just to 
let Norfolk know that black people do travel there. 

There were also positive memories of Norfolk by an Indian female participant who 

reminisced of enjoyable holiday experiences with her family, Even though she acknowledged 

that the destination was not ethnically diverse, yet this did not detract from her holiday 

experience: -  

I've been to Norwich, I’ve been there for a few holidays, you know with my boys when 
they were younger, but there is not much diversity there. I mean, it's a little while 
since I've been there because my boys are growing up.  I mean I love Norwich, and 
the north the whole of Norfolk area. The coastal parts are just so beautiful. 

For most of the participants in the focus groups, there was a lack of awareness of most of the 

physical attributes of the destination. The most popular organic image was that of the coast 

with some noting the rural countryside. Not many mentioned the Broads or the wildlife 

conservation areas located in the county.  But for those who had either visited the country or 

had friends who had vacationed there, they universally expressed positive experiences and 

perceptions of the image of the destination.  

4.8 The role of culture and heritage in the domestic tourism experience 

But there were also participants for whom the major motivation was cultural, that is, to 

discover heritage, historic and environmental attributes of the places they visit. For some 

ethnic minorities there was a focus on the traditions and living history of their own people 

group, but for others, their interests were more generic, spanning all cultures, peoples, and 

traditions. Those in this category desired a deeper encounter with other diverse cultures as 

this provided a more meaningful experience of the place. As noted by the male participant of 

middle eastern background: - 

What definitely motivates me, and I believe my group, if I see people similar to my 
culture that would that make me feel comfortable. But I would also add it’s good that I 
see other cultures as well. If I go to a place and see diversity of people, this would 
make me feel more sort of that I would enjoy the place better, because this would 
mean that this place is it's not just only people from my culture, but it's a diverse 
place that everybody is going there. 

For this female, Indian participant, experiencing the authentic culture of a place is a priority 

for her leisure experience.  

I don't want the sort of holiday somewhere being Asianized or anything like that 
because it is the British white experience is what I’m looking for…So I want to know 
how the other half lives. So when I go to a restaurant, I don't want them to be fussing 
about anything Asian. I want the same thing the locals want. I want to experience the 
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same white culture, that's how I feel. If I go to a, say for instance to a French Michelin 
star restaurant, I don't want to have the Asian things. But I know they use Asian food 
these days at those restaurants, but not because of inclusiveness, because they 
know they taste better. But I I'm not bothered about that, I want it to be different as 
this is about the authenticity. 

Nevertheless, there are different expectations on whether there should be more 

accommodation of the needs and tastes of different ethnic consumers. This female Asian 

participant did not share the same view on adjusting for ethnic tastes as contended by the 

previous Indian female participant: - 

I mean one thing that I thought of was to make the destination more inviting for 
different you know, for mixed ethnic groups is that they have these, I don't know what 
they call it, something like Chamber of Commerce and stuff like that…Perhaps they 
should be laying on courses for free, you know, like half a day or one day whoever for 
their shops and hotels, and make them more about this maybe. I know this sounds 
terrible, but maybe to enlighten them a little bit more about different ethnic diversity 
groups, to do with food and culture and different types of things, so that they can 
make things a little bit more inviting. I think there has to be some groundwork in order 
before you can really begin to attract people of colour, and different ethnic groups into 
community when it's sold and predominantly geared for the white market, and what 
seems to be very popular with lots of white people. 

However, this Afro Caribbean female observed that some past attempts of including ethnic 

cultures have not been genuine representations of diverse cultures, and seemed to be 

marketing and advertising tactics that did not reflect an authentic welcome by the host 

community: - 

I think what would be insulting, it would be if they did try for the experience, just give 
them some hip hop or something urban. Or just you know, put some jerk chicken on 
the menu and everything will be fine. So those sort of tokenistic promotional, 
activities would be more insulting and would do more damage. And where I think of it, 
because I would love to go any place, for me it actually should be the citizens. It's the 
communities welcoming, and that they show (ethnic visitors) they are welcome. Then 
my confidence, then my willingness to explore is there. But I think sometimes there's 
a very, very fine line between being condescending and tokenistic which ends up 
being more insulting. 

The desire for cultural encounters and experiences on holiday was a recurring theme among 

participants. However, they displayed different orientations, with some preferring to see 

references of their own culture or diverse cultures as part of the experience at destinations. 

In contrast, some desired an immersive, authentic experiences of the lifestyles and traditions 

of the host community even it was different from their own. This suggests that there are 

diverse cultural segments within the ethnic minority domestic market. Nonetheless, the key 

objective should be towards presenting authentic marketing representations that genuinely 

reference the diversity of ethnic minority cultures and peoples. 
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4.9 Photo-Elicitation Findings 

In this section, the responses of the participants to the focus groups sessions are presented. 

The photo-elicitation method was used to determine the preferred images of Norfolk that 

were represented in the photos. Photo-elicitation has been defined as the “the simple idea of 

inserting a photograph into a research interview”.103   In the focus group sessions, in the first 

part of the photo-elicitation, participants were asked to share their comments on the holiday 

experience depicted and whether they would be interested in pursuing that experience at the 

destination.  They were not informed directly what the destination was until all the pictures 

were shown, and they had given their comments. This was done so not to influence their 

views about the pictures based on their own organic image of Norfolk as a tourist destination. 

The photos representing images of Norfolk were taken to promote the experiential leisure 

and tourism product that is being developed. The selected photos were chosen to depict the 

Landscape, Activities and People of the destination.  

The second part of the photo-elicitation highlighted photos representing ethnic minorities in 

various leisure and tourism settings. These pictures were gleaned from the websites of the 

companies featured in this research who provide travel services to ethnic minorities in the 

UK.  

  

Discussion of photos of Norfolk 

PHOTO 1:  

 

 
103 Matteucci, X. (2013). Photo elicitation: Exploring tourist experiences with researcher-found images. Tourism 
Management, 35, 190–197. 
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For this photo, there were mixed positive and negative responses to the landscape 

presented. Several participants suggested that it was Holland due the wind turbine/windmills 

in the photo.  Only one participant correctly stated that this picture was taken in Norfolk 

having visited the county.: - 

Of course, the water is something that I love, and this could be Holland or Norfolk. 
I've been to Norfolk Broads so it is fabulous place as well.  

Most of the positive observations were of the rurality of the landscape and the backdrop of 

the sea that was seen as attractive. But others were disturbed by the wind turbines which 

they described as off-putting. Some felt that this photo did not them enough information of 

the destination to motivate them to visit the destination: - 

No, it doesn't look inviting enough. It's not green enough around there, if that's the 
hotel in the background. It doesn't seem green enough, around the surrounding area, 
it doesn't seem as inviting enough for me. 

It's just I think I'm not seeing enough. I mean even though there is a beach, I can see 
that the landscape at the end of the you know in the distance and I can see. But it 
seems very far so and it's a bit too built up looking for me. You know there's not 
enough space. 

PHOTO 2  

 

 

Photo 2 also evoked mostly positive comments from those participants expressing interest in 

the heritage attributes of the site, with some noting the beauty of the natural flowers and 

green landscape in the foreground: - 

I like the look of that. I love flowers again. There's open space, there's a bit of history 
there. And the architectural history, It's obviously something fascinating about the 
area and something very historical about that area. It has a history so there's lots of 
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things to find out about this area, and plus it's very picturesque in terms of the floral 
leading up to this building. 

It's a sort of place I would want to explore and hopefully there might be a plaque there 
to tell you what the building was, historical stuff like that… 

 

But for those not interested in culture and heritage, this was not an appealing image.  

So if it's not just for walks, it would be looking a bit boring to me.  

It's good for exploring, isn’t it so? Some sort of heritage kind of area, peaceful, 
peaceful thing. But I think on its own I probably wouldn't go for just one isolated thing, 
there’s no pull for me. 

PHOTO 3  

But the image below garnered almost unanimous appreciation by all respondents across all 

ethnic groups and ages. The colourful autumnal scenery along with the activity of walking 

were the key attributes that were highlighted by participants as attractive. While those who 

did not favour walking or hiking, this image was not appealing, but walkers and hikers readily 

identified with this image even though the couple were not of their ethnic group.  

 

Some of the positive statements of the scene are presented below: - 

It’s nice image you can respond to, for me as a person that likes the outdoors, and I 
see that she's got walking boots on, so I’d feel good walking trails there. For me 
because I'm an outdoor person that like that kind of activity. That picture does speak 
to me to sort of say, yeah come, you can walk. 

I mean the couple in the front is lovely, but I could just see myself in the autumn. 
Yeah, that's not by myself, but walking because I just I love the leaves when you're 
walking in the woods in the autumn time so yeah that would be great. 
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I go for walks every day and go for walks in the country and at the weekend, so it is 

something that I will do. And I have a dog, so I would do that. 

 

PHOTO 4 

This photo of a cityscape view of the built environment also drew mixed responses. This 

image was attractive to those who saw the street names presenting the promise of exploring 

the history and culture of the place. But for some participants this was just another picture of 

a high street and was nondescript.  

 

.  

PHOTO 5 

 

 

As with the previous photo, this street scene at Frank’s Bar also had similar mixed 

responses. For most of the younger respondents, this was mainly an activity that they would 
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enjoy in terms of sharing a night out with friends.  But other participants commented that this 

outdoor image seemed too cold to be an enjoyable experience. 

 

PHOTO 6 

 

 

PHOTO 7  

 

Photos 6 and 7 featured off peak winter holiday experiences in Norfolk. There was a clear 

demarcation between participants who were not interested in going outdoors in the winter at 

all, and those who didn’t mind a leisure and tourism holiday in the wintry months.  Photo 6 
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was more popular because of the glimpses of sunlight on water that many participants felt 

was pleasing and made up for the cold temperature and offered the prospect for an 

enjoyable winter outdoor experience.  For this Afro-Caribbean female participant, the photo 

evoked positive memories of a holiday in the Lake District: - 

I can remember there was snow on the ground, and we've gone for a walk and I've 
got my backpack and my woolly hat and looking across the water and it was 
beautiful. Although it was crispy cold, the sun was shining and this picture has just 
brought back memories because if you look at the branches, they're kind of naked. 
They have no leaves and yeah, and it's just gorgeous. I love that. 

Both photos 8 and 9 were pictures of people vacationing in Norfolk. In Photo 8 there were 

comments that this was at a farmer’s market which for some was an opportunity to purchase 

fresh fruits and vegetables. Attending and buying produce in the countryside was considered 

as a value- added benefit of going to the countryside.  

PHOTO 8 

 

 

PHOTO 9  

Not many respondents responded favourably to this image, even though they recognised 

and appreciated that the women were meditating by a river. But the comments were that 

they wanted to see more of the setting and the natural environment of the location to fully 

appreciate this photo.  
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Overall, there were favourable responses to the images, with some drawing distinct 

differences of perspectives across the participants. These were mainly between those who 

did not like the images depicting cold weather or wintry conditions, and those who valued the 

beauty of the natural landscape and were willing to choose to visit these locations in the off- 

peak seasons.  The countryside images were rated more highly than the more urban, 

cityscapes while there was strong appreciation of scenes featuring heritage and culture.   

DO REPRESENTATIONS MATTER? 

The second part of the photo elicitation interviews focused on representations of ethnic 

minorities in tourism and leisure settings. The comments on these photos are useful in 

identifying how ethnic minorities prefer to see themselves in the outdoor leisure environment. 

These observations capture their perspectives on off-peak leisure and holiday experiences 

and the key characteristics of the trips that they highly value.  
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 PHOTO 10 
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PHOTO 11

 

Photos 10 & 11 were selected from the websites of Mount Noir which the travel company that 

specialises in winter ski and holiday packages for ethnic minorities.  The responses of 

participants to these photos provided insights on their perspectives on winter holidays.   

Generally, participants felt that Photo 10 was not primarily depicting the holiday experience 

but instead showcasing the designer fashion ware and sunglasses.  Some expressed the 

view that the picture was not an authentic representation of a leisure experience and that it 

was more a display of affluence.   This was mainly the viewpoint of the older participants and 

examples of their responses are presented below: 

It's probably more about the fashion than anything else, I think It would be good to 
see someone going down the slopes. 

Are they just posing? Or are they advertising sunglasses? 

But for this young Afro-Caribbean male in his 20s, there was some appeal in exploring the 

novelty of a ski holiday experience: -  

It's a great picture, you know, and it's something I'd like to do. You know, considering 
most black people don't do this, or most brown and black people are into this type of 
adventure? Yeah, this is something that would really be up for regardless. 

The sentiment expressed in this quote, was repeated by most respondents in the younger 

age groups that suggests that the photo was resonating with the target group it was intended 

for in the advertising of the ski holiday packages.  By contrast, Photo 11 of the ‘snow angel’ 

solicited more general approval across all age ranges who felt that it was a fun activity even 

though it was not within their usual comfort zone. This is demonstrated in the statement from 

this Asian female: 
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This is more realistic. I would probably go more, and I think OK, I'm not doing that. I'm 
just gonna stay inside by the fire. But seeing that, I would go. 

 

Photos 12 to 15 were selected from the outdoor intermediary groups that target ethnic 

minorities.  This are all group photos which was typical of the images that were presented on 

the websites advertising the leisure experiences. Photo 12 of the popular Black Girls Hike 

group was the unanimously favoured by all participants across age and ethnic groups.  The 

more appealing attributes of this photo were that the ladies were all smiling, that they were 

wearing ‘regular’ clothes and that the setting looked real. Many of the responses from the 

women were that they would like to join them or to do something like that in the outdoors.  

PHOTO 12  

 

This comment from an Afro-Caribbean female participant reflected the perceptions of most 

the participants: - 

I just think it's nice, I think it is. It's difficult to say why, it looks really happy and I think 
it looks like they're having fun. It's genuine happiness and they're comfortable. It 
make me think about going on holidays is in just being yourself. You don't need to 
wear so many clothes and being wrapped up just let go. Just feel free and enjoy the 
weather as well. 

There were similar emotions of enjoyment and freedom in the group hikes in the natural 

environment shown in Photo 13 of the Black Men Walking group. Even though it was cold, 

some participants felt that this did not detract from the experience as they were some 

enjoyment and health benefits to be gained from the experience.  One young Afro-Caribbean 

participant stated that he wished he could get his father to go on one of those trips.  
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PHOTO 13 

 

 

PHOTO 14 

 

 

PHOTO 15 
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Photos 15 and 16 were of mixed male and female groups that were also favourably viewed 

by the participants.  There did not seem to be distinct preferences for either single sex or for 

mixed groups, or of having to be of the same ethnicity that were expressed across all the 

focus group sessions. There was also an appreciation of the different age ranges of that 

comprised the groups. But as this quote from a middle-aged Indian female also shows, there 

was some recognition that to participate in this these outdoor activities also required some 

financial commitment.   

There's a mixture of age groups, there's a mixture of male and female and yeah, 
happy. They've got the gear for the weather, and it shows that they’re into it.  They’re 
serious about hiking. I like the group, but one of the things I think is the hiking boots 
and stuff. Quite expensive. And that's something one has to think about when you're 
going to these places. You've got to make sure you have a lot of thermal bags and 
stuff because otherwise you won't be able to breathe 

PHOTO 16 

 

 

The last photo was again taken from the Mount Noir ski travel agency which featured the 

hashtag: #ChangingtheNarrative. This photo was selected to identify the extent to which 

there was some desire to challenge the stereotypes of traditional white spaces of leisure and 

tourism among the participants. This photo resonated more with the younger respondents 

who tended to express the view that travelling was a fun experience, but also an affirmation 

of their rights and freedom to access and participate in outdoor sport, leisure and tourism 

activities that are not typical for people of colour. By contrast, other informants felt that 

leisure and tourism is not the occasion for activism, but an opportunity to escape the 
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everyday overt racism and microaggressions that are usually experienced at work and in the 

wider society.  This underscores the demarcation of intrinsic motivations for the leisure and 

travel experience among ethnic minorities as a longing for escape, as opposed to an 

opportunity to challenge and confront systemic, spatial, and social barriers to taking holidays 

in traditionally defined white spaces.  

 

CONCLUSION 

4.10 COVID-19 and the prospects for domestic tourism  

Domestic tourism has led the way and seems to be continuing to stimulate the recovery and 

revitalisation of the regional and national leisure and tourism sector in the UK. This was 

acknowledged by the DCMS in the Tourism Recovery Plan that highlighted the invaluable 

role of domestic tourism in spreading the benefits of tourism across the regions of the 

country.  

Unquestionably, one of the positive, though unintended impacts of COVID-19 has been an 

increased demand for outdoor green spaces that positions regional countryside destinations 

in a better position now than before the pandemic, when cities and large towns and the 

urban, built environments were more popular for short breaks and overnight stays. The 

findings of this research indicate that this may also account for the motivation, enthusiasm 

and deep-seated desire expressed by the ethnic minority participants for outdoor leisure and 

tourism activities.  

In the wake of the pandemic, both internationally and in the domestic markets, tourism 

stakeholders have been responding to the opportunities to re-set the tourism industry, that is, 

to use the recovery as an opportunity to implement sustainable policies for the development 

of the sector that is greener and more responsible in addressing the ever-growing threat of 

climate change. Yet the UN Sustainable Development Goals (SDGs) extends the meaning of 

sustainability beyond the stewardship of the natural environment to the essential 

responsibility for social justice and equity.  

The findings of this report have indicated that there are disparities relating to access, 

marginalisation, recognition, and the persistence of racism as barriers to the inclusion of 

ethnic minorities in the UK fully participating in leisure and tourism. This report has presented 

the evidence for the basis of a call to action for the tourism sector’s plan to re-set and 

recover to include the recognition of the value of ethnic minority communities as an 

economically viable niche segment. It has also highlighted the value-added benefits of 

integrating the principles of race equality in fostering social cohesion, and a sense of 

belonging and well-being among ethnic minority communities in the UK.  
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Although the case study context for this report is in Norfolk, the findings have yielded insights 

on the different segments in the ethnic minority communities that may be applied nationally 

across regional destinations and businesses wishing to harness the increasing demand for 

domestic leisure and tourism among ethnic minority communities. 
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This research has been funded with support from EXPERIENCE, a €23.3 million project co-

financed by the European Regional Development Fund (€16 million) through the Interreg 

France (Channel) England Programme. It is led by Norfolk County Council and runs from 

September 2019 to June 2023.  Its aim is to support off season and more inclusive tourism in 

six pilot regions in England and France. 
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APPENDIX 1 - Advert for Focus Group   

 

 

 

 

 

Appendix 1 

You’re invited to participate in an online focus 
group session on  

UK Ethnic 
Domestic Tourism  
If you are over 18 years old and belong to an ethnic minority 
community in the UK, join us and share your views and 
experiences of leisure and tourism in Great Britain 

Where:Click on this link to register your email to attend the 
focus group 

https://northampton.onlinesurveys.ac.uk/uk-ethnic-
domestic-tourism-study 

When Choose ONE date and time that suits you 

Time: 1 pm to 2 pm or 6pm to 7 pm 

#UKEthnicDomesticTourism    
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APPENDIX 2 

Appendix 2 

Guide Questions for In-depth Interviews and Focus Groups 

 

 

The aim of this study is to understand the limitations and prospects of the UK 

ethnic domestic market.  Please note that the information you share with me 

today will be considered as your personal views and not those of the 

organisation that you represent. 

 

There are no right or wrong answers to the questions I will ask you. My aim is for 

this interview to feel like a conversation for you to share with me your honest 

feelings and experiences.  

 

You have already given me your informed consent for this online interview to be 

video recorded. If you do not feel comfortable at any point of the interview, 

please let me know and we can stop/pause the recording. But it is important for 

you to be aware that your identity and all information recorded from this 

interview will only be accessed by me. In all typed up documents, your identity 

will be anonymously coded, and nobody can identify you in any way. You will 

find more information on how the data will be stored and managed in the 

Information Sheet. If you have any questions, please feel free to ask me. 

 

You have the right to withdraw from the research within 14 days from the 

interview date. After analysing the data, I wish to present it to you to gain more 

information and opinions from you if needed, as a form of ‘member check’. 

Again, participation in this phase of the research is entirely voluntary.  

 

The interview should last for about 1 hour. If you are still happy to participate in 

the interview now, we will explore the below questions. If you do not wish to 

answer one or more of the below questions, please let me know during the 

interview and we will skip the relevant question(s). 
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Ice-breaker questions: 

 

1. Any plans for vacationing this summer even with the persistence of 

COVID-19 restrictions? 

2. Have your plans changed? 

3. Would you normally vacation locally or overseas? 

 

Motivation  

 

1. What motivated your interest in focusing on the ethnic domestic tourism 

market 

2. Why was this so important to commit your time to pursuing this venture? 

3. What are the factors that may hinder your current work/advocacy for 

ethnic minority domestic tourism? 

4. What are the enabling factors?  

5. Tell me, at this stage in your journey, any regrets? Or any triumphs? 

 

UK Environment – Policy Implications 

 

1. Statistics show that people of colour represent less than one percent of 

the UK domestic market, how far is this mainly a lack of targeted 

marketing by local travel and tourism providers or a policy deficit? 

2. In your opinion, what are the key barriers to various ethnic groups 

participating in local leisure and tourism activities? 

3. How far are these hindrances based on the external UK environment or 

more related to cultural beliefs and practices of various ethnic groups? 

4. What are the key actions required to boost domestic tourism market 

among people of colour in the UK? 

5. What is your view on the claim that if there were higher levels of 

representation of ethnic minority communities as leisure and tourism 

providers, then there would be higher levels of domestic tourists across 

ethnic diverse groups in the UK? 
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Ethnic and Cultural Characteristics  

 

1. How far would you agree with the notion that ethnic minority 

communities have a lower propensity to travel or vacation in white 

majority destinations? 

2. It is a widely held view that people of colour are not an actionable market, 

as they are mainly interested in vacationing in origin countries where they 

have family relations and may also access high quality vacation 

experiences at lower costs than in the UK.  What are your views on the 

economic viability of the UK ethnic minority domestic tourism market? 

3. Are there distinguishable differences in the leisure and tourism behaviour 

across ethnic minority groups in the UK? 

4. Explain the various demographic and psychographic profiles of the UK 

Ethnic-Minority Domestic Tourist 

 

 

Future Prospects 

 

1. What are the trends for the UK ethnic minority domestic travel market 

post Covid-19? 

2. What is the major barrier to the growth of this market? 

3. What would be the main enabling factor? 

4. How will both these barriers and enablers influence your plans and 

strategies? 

 

 

 

Before we conclude the interview, is there anything that I haven’t asked 

you, that you think is important or would like to discuss? 

 

Thanks so much for your participation!!! 
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1. Focus Group Questions: 

 

The aim of this study is to understand the barriers and prospects of the UK 

ethnic domestic market.  Please note that the information you share with me 

today will be considered as your personal views and not those of the 

organisation that you represent. 

 

There are no right or wrong answers to the questions I will ask you. My aim is for 

this focus group session to feel like a conversation where you will all be sharing 

your honest feelings and experiences with me and the other participants in this 

session.  

 

You have already given me your informed consent for this online focus group 

session to be video recorded.  If you do not feel comfortable at any point of the 

focus group, please let me know and we can stop/pause the recording. But it is 

important for you to be aware that your identity and all information recorded 

from this group interview will only be accessed by me. In all typed up 

documents, your identity will be anonymously coded, and nobody can identify 

you in any way. You will find more information on how the data will be stored 

and managed in the Information Sheet. If you have any questions, please feel 

free to ask me. 

 

You have the right to withdraw at any time during this focus group session.  But 

please note that your contribution will not be removed if you do not withdraw 

before the focus group session has ended.  

 

The group session should last for up to one hour. If you are still happy to 

participate in the group interview now, we will begin the interview. 

 

Just an important point to note as we are on this online platform that we should 

remember to observe all courtesies and respect for each other.  I’m requesting 

that at the start you turn on your camera and mic to confirm your first name and 

then turn off your camera if you wish to do so.  Please use raise your hand to let 

me know you wish to speak and when identified, unmute your mic. 

 

Please be advised of the Principles of Respectful Enquiry and Interaction which 

are listed below 
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1. Listen to understand  

2. Honour confidentiality 

3. Pay attention to each other as if we were together in person 

4. Welcome and respect the diversity of voices of all persons of various 

ethnic groups 

5. Be kind about the challenges of working online 

6. Be mindful of the impact of what we say 

7. Give and receive caring feedback 

8. Practice and respect self-care 

9. Be tolerant about emotional responses  

 

 

Ice-breaker - Introductions 

 

1. Let’s begin with personal introductions – introduce yourself using your 

first name and state where you are currently living in the UK.   

2. Share with us what is your most favourite location/area/spot in the UK 

and why is it special for you? 

 

Motivation  

 

1. Tell me the main reasons why you chose to go on your most recent 

excursion, short break, or vacation in the UK.  

2. Tell me to what extent were your expectations met?  

- Explain your response whether yes or no 

3. How far is it important for you to engage in local leisure and tourism 

activities with people from your own ethnic community? 

4. To what extent will you be more likely to engage in local leisure and 

tourism activities if the service providers were from your own ethnic 

group or another minority ethnic group?  

5. How far will you be more willing to visit locations that are typically 

marketed to the white majority population during the off-peak seasons? 
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Ethnic and Cultural Characteristics  

 

1. How far would you agree with the notion that ethnic minority 

communities have a lower desire to travel or vacation in white majority 

destinations? 

2. To what extent do you agree that ethnic minority groups are mainly 

interested in vacationing in origin countries where they have family 

relations and may also access high quality vacation experiences at lower 

costs than in the UK.   

3. How far do you agree with the view that people of colour are less likely to 

spend their discretionary income on leisure and tourism activities? 

4. Do you think that there are distinguishable differences in the leisure and 

tourism behaviour across ethnic groups in the UK? 

 

 

Future Prospects 

 

5. Do you think that you’re more likely to take a domestic leisure or tourism 

trip post Covid-19? 

6. What would be the major barrier to you taking more excursions, short 

breaks or vacations in the UK in the future? 

7. What would be the main enabling factors? 

8. What would incentivise you to visit or vacation in the UK during the off- 

peak seasons months September to March  

 

 

 

Before we conclude the interview, is there any point that you think is 

important or would like to discuss? 

 

Thanks so much for participating!!! 



1

Prepared by Insight Track Ltd.
T: +44 (0)1603 626800

E: Intouch@insighttrack.co.uk

Perceptions of proposed off-season 
experiential tourism proposition, 
themes and activities to 
inform development of the 
EXPERIENCE project.

Research report for Norfolk County Council

31st October 2022



2
Structure
(Slide numbers indicated below)

 Introduction
3. Background
4. Objectives 
5. Methodology
6. Group profiles/schedule

 Research findings
7. Section 1: Perceptions of Norfolk, off-season holidaying and ‘experiences’
13. Section 2: Overview of THEMES 
15. Section 3: Overview of ACTIVITIES
17. Section 4: THEMES and ACTIVITIES in detail
63. Section 5: Additional and incidental feedback

 Conclusion
72. Summary



3
Background

 EXPERIENCE is a €23.3 million 3-year project led by Norfolk County Council
(NCC) which aims to deliver innovative and sustainable growth via a new
tourism strategy. The project is intended to extend the tourism season by
attracting off-season visitors (October to March) and is delivered across six
pilot regions in the UK and France: Norfolk, Kent, Cornwall, Brittany, Pas-de-
Calais, and Compiegne.

 The EXPERIENCE project focuses on supporting and promoting experiential off-
season travel, noting this is a growing tourism trend driven by today’s
travellers looking for unusual, interactive experiences. Norfolk is believed to
be well-placed to meet this emerging demand, given its abundance of culture,
wildlife, unique natural and built heritage, tradition, history, and gastronomy
which form ideal ingredients for the development of world-class experiential
tourism products.

 Norfolk County Council has undertaken this research, comprising six concept-
test focus groups, to evaluate receptivity towards, appeal of, and resonance
of, proposed tourism products and activities that may be offered as part of
the EXPERIENCE project to support and promote off-season experiential travel
in Norfolk.

 This report provides the findings for this qualitative research programme
comprising six focus groups, undertaken in Hertfordshire during October 2022
with a cross-section of potential off-season experiential tourists to Norfolk.
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Objectives

 Overall objectives: To inform the planning and development of the EXPERIENCE off-season experiential tourism
proposition for Norfolk to generate the greatest impact and appeal across the proposed themes and activities that may
constitute the EXPERIENCE portfolio.

 Research scope: The research explores:
1. Perceptions of

1. Norfolk as tourism destination
2. Off-Season tourism
3. Appealing holidaying activities
4. Experiential tourism

2. Perceptions of themes (and selected activities relating to each)
1. Food & Drink (Cheesemaking at Fielding Cottage / Wise Old Owl Gin-Making Experience)
2. Cycling & Walking (Royalty & Remembrance Sandringham cycling route / Bircham cycling route / Seahenge

and its Sister Walk / Ancient Origins (Brancaster Staithe walk) / Martham Boatyard and Winter Walk /
Hemsby Cycle Hire/Walks

3. Change Of Pace (Cathedral of the Broads / Duration Brewery Yoga & Beer)
4. Get Creative (Class Bead Making / Winter Garland Making)
5. Go Green (Walsingham Snowdrop Walk / Regenerative Farm volunteering)
6. History & Heritage (For the Love of Butterflies Exhibition / Happisburgh Lighthouse)
7. Natural Norfolk (Beaver Enclosure / RSPB A Storm of Birds)
8. On The Water (Nancy Oldfield Canoeing / Coastal Exploration Traditional Smuggling)
9. Outdoor Adventure (Bircham Cycle Tour / Fire & Water at Thetford Forest)
10. Out Of The Ordinary (Norwich’s Hidden Street / Appleton Tower)

3. Incidental feedback on related themes including travel, propensity to visit, suggested enhancements
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Six focus groups were convened to engage with a cross-section of the
anticipated target audience for experiential off-season tourism in Norfolk

Participants were recruited by mixed methodologies; and screened to match
pre-agreed variables in relation to age, gender, interests, receptivity to visit
Norfolk and propensity towards off-season tourism (and clustered into
respective groups accordingly)

Findings are based on a total sample of 27 group participants. This is a
moderate qualitative sample size, providing findings indicative of market
sentiment, and sufficient for issues, opportunities and themes to emerge (but
cannot be guaranteed to be representative of the market, and by definition is
not statistically robust)

Fieldwork carried out during September/October 2022

Interpretative ‘traffic light’ colour
coding has been used to highlight findings
(illustrated) and verbatim quotes included
to illustrate points and enrich where appropriate:

Methodology 

Approach

Audience

Sample size

Fieldwork 
period

Notes

Verbatim quotes are included
to illustrate themes and key
points, with the appended
number in brackets given as an
identifier for the group as an
audit trail.
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Group profiles/schedule

 Six groups were convened, segmented as below, to represent the core target audience (with all
declaring an interest in experiential travel holidays/breaks in the UK, the freedom to holiday off-
season, and receptivity to consider Norfolk as a holiday destination):

Group 1 Group 2 Group 3 Group 4 Group 5 Group 6

Profile: Millennial Millennial Mature Mature Cyclist & 
Walkers LGBTQ+

Verbatim code:
As referenced with 

quotes
Mil1 Mil2 Mat3 Mat4 CW5 LG+6

No. 
participants: 4 5 5 5 5 3

Gender: Mix of male 
and female

Mix of male 
and female

Mix of male 
and female

Mix of male 
and female

Mix of male 
and female

Mix of male 
and female

Age: 25-40 25-40 55+ 55+ 18-65+ 18-65+

Socioeconomic 
profile: Natural fall-out Natural fall-out Natural fall-out Natural fall-out Natural fall-out Natural fall-out

Other: n/a n/a n/a n/a
Specific interest in 

cycling and/or 
walking

Self-declaring 
LGBTQ+

Date: 6pm Monday
26th September

8pm Monday
26th September

6pm Wed’day
28th September

8pm Wed’day
28th September

6pm Tuesday
4th October

8pm Tuesday
4th October
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RESEARCH FINDINGS: 
Section 1: Perceptions of Norfolk, 
off-season holidaying and ‘experiences’
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Introductory perspectives on off-season holidaying 
and familiarity with Norfolk
 When making introductions within the groups the most favoured 

destinations for off-season UK-breaks (unprompted) are generally 
South Western counties, and notably Devon, Cornwall, Dorset, 
Somerset and the New Forest; and also mention of city breaks 
(notably Brighton, Edinburgh and Manchester)

 The characteristics making these destinations desirable are some 
combination of the scenery/landscapes, there being “things to do”, 
cultural and heritage attractions to visit, the atmosphere 
experienced, being relatively easy to get to, previous positive 
experiences and/or knowing people there (family/friends)

 Prior experience of holidaying in Norfolk is relatively sparse, quite 
frequently distant in time (e.g. childhood), and quite likely to be 
related to the coast, the Broads, Great Yarmouth, Cromer, and/or 
holiday parks and caravans

 Perceptions of Norfolk tend to be indistinct and generic (“sandy 
beaches”, “windy”, “caravans”), and quite often associated with 
visiting as a child, or visiting family/friends (rather than 
independent adult travel); with a notable concentration on the 
coast/beaches, the Broads and Great Yarmouth (and negligible 
reference to other parts of the county)

I know it quite well, my Nan had a bungalow on the coastline, 
near the beach in Norfolk.  Round the corner is a Haven camp, 
but she lived right along the beach. The thing is with Norfolk, 

and it’s not Norfolk’s fault, it can get very windy, blowy. 
(Mat1)

Devon, it’s just a nice area.  A lot of everything.  We like 
doing a lot of the English Heritage and National Trust visits.  

I’ve got two brothers who live not far there.  The travelling is 
good if you pick the right time of day. (Mat2)

Devon. It’s warmer and we like a combination of coast and 
mountain areas, because we like walking and whatever as 

well, but we quite like to be near the beaches. (CW5)

I’m not too familiar with Norfolk, I’ve been there several 
times in my life.  If I was to go away for a weekend it would be 
Brighton, Manchester, Leeds.  I’m gay and I like the nightlife 
and bars.  So if I go away for a weekend, that’s where I’ll go. 

(LG+6)

Cornwall just because there’s so much open space, fields, 
fresh air, stuff like that.  Also, my Nan lived there when I was 

growing up, so we used to go there quite regularly.  (Mil1)

I’ve been to Great Yarmouth, it’s near Norfolk isn’t it? I’ve 
been to Great Yarmouth so many times when I was young, and 

obviously as I’ve got older I’ve been back there.  (Mil2)
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Current perceptions of Norfolk as tourist destination 

 Perceptions of Norfolk as a holiday destination (unprompted) tend to cluster around the following
associations, images and themes (with varying degrees of clarity, and a notable degree of presumption and
speculation if unfamiliar or not having visited); and in general are positively framed/expressed.

Places

Reference to specific 
places, notably:
• Great Yarmouth
• The Broads
• Cromer
• Holt
• Wells
• Norwich
• Holkham
• Downham Market

Cottages.  Going away.  
Beaches.  Holkham.  Caravans 

as well.  Downham Market, 
overcrowded.  But overall 
there’s such a variety…  a 

variety of things to do. (Mat3)

I’m not sure if it’s still Norfolk 
but there’s Cromer, there’s 

Holt, which is beautiful. That 
side of the country, for me, 

the beaches and weather are 
never as good.  But yeah, the 
Broads are beautiful. (Mil1)

Settings

Association with 
landscapes and 
settings, notably:
• countryside
• coastline
• beaches
• farmland
• villages
• cottages
• holiday parks

The Norfolk Broads.  
Straight away.  They say, 
don’t they, The Norfolk 

Broads. Farmland.  Little 
villages.

(Mil2)

I see empty beaches, sandy 
beaches.  Huge expanses of 

beach.  No sun, but huge 
expanses of beach… and 

freezing cold north sea.  You 
don’t see swimmers. (Mat3)

Activities

Speculation on likely 
activities to 
undertake:
• crabbing
• boating
• walking
• caravans
• sight-seeing

There’s lots going on.  
Lots of nice little villages 
and things like that. (Mil2)

I’ve never really been down 
there, but one of our work 

colleagues just recently came 
back from a weekend and they 

did a boat and the crabbing 
and all that.  They said they’d 

go back every year sort of 
thing. (Mil1)

Weather

Presumptions about 
the weather in 
Norfolk, notably that 
it will be inclement:
• windy
• cold
• wet
• or perhaps sunny!

Very long beaches and quite 
windy. I would often think of 
the summer.  Just because 

you think it’s very outdoorsy. 
(CW5)

My first thought would be the 
weather’s not going to be 

great.  You’re better off trying 
to go down south to Devon and 

Cornwall way to try and get 
better weather. (CW5)

Accessibility

Assumptions or 
experience of being 
hard to reach, access 
or get in/out in 
relation to:
• poor roads in/out
• lack of motorways

It’s relatively far away but 
rightly or wrongly, I get the 
impression that roads in and 
out are not that good.  If you 
go to Devon, the roads are 
excellent getting down to 

Devon. (Mat2)

The biggest problem is there is 
one road in and one road out. 
One lane going and one lane 

coming. (Mat3)

Ambience

Anticipation or 
expectation that it 
will generally be:
• quiet
• less-crowded
• less-touristy
• beautiful
• touristy (Gt. Y)
• under-rated

I think it’s quite under rated.  
You’ve got the Norfolk Broads, 
you’ve got a lot of coastline.  I 
think people judge by Great 

Yarmouth…but there’s so 
much more to it.  So it’s 

definitely underrated…There’s 
lots going on. (Mil2)

I’ve actually done the 
broads.  They do farm 
houses.  They’re not 
too touristy. (Mat5)
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Perceptions and participation in off-season tourism 
 There are some nuances to the understanding of the term ‘off-

season’, the majority take the reference point to be the school 
calendar and presume this phrase to refer to holidays taken outside 
of school term-time

 There is a widespread assumption that ‘off-season’ excludes the 
summer holiday period, but some difference of opinion as to 
whether this includes or excludes the half-term and Christmas 
holiday periods

 The majority seem to assume that half-term and Christmas are 
peak/on-season rather than off-season (attributable to expectations 
of higher prices at these school holiday periods outside the summer 
season)

 As such there is a risk of some confusion evident in the inter-
changeability of “off-peak” and “off-season”, noting these may 
sometimes be interpreted differently, and sometimes similarly

 The main reasons for choosing to holiday off-season are to access 
lower price holidays and to enjoy the benefits of fewer crowds, and 
perhaps to act rather more spontaneously/short-notice

 Many activities are mentioned as being enjoyed off-season, notably 
including walking, pubs / food / restaurants, “exploring”, museums 
/ houses / castles, and sightseeing in general

Exploring. Walking. Museums. I like historical sites, things like 
that. Houses. If you go in the off-season you’re more aware of 

what you’re doing because it’s going to be colder.  I’m 
probably not going to have a walk down the beach if it’s 

almost ‘three below’. (Mil2)

Outside of the half terms. Half terms are very very 
busy. And expensive.  It’s ridiculous.  (Mat4)

Walks.  If it’s not too cold and not too wet.  Put some 
clothes on and go for a wander.  Find a nice little pub 
somewhere, or a car boot or something.  That sort of 

thing.  (CW5)

I go in the off-peak, it’s cheaper.  (LG+6)

Out of term time.  So if you’ve got kids, summer 
holidays, half term, Easter, Christmas.  So off-season I 

guess is outside of the standard school time.  (Mil1)

On season it’s always twice as expensive as going away 
any other time of year. I dread going when it’s school 

holidays.  (Mil1)
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Components of appealing activities 
 The appeal/choice of off-season activities is, of course, very much 

influenced by personal preferences and expectations, but some common 
themes/influences are:
 Holiday companions – choices may be strongly influenced by the 

composition and purpose of the travelling unit (e.g. partner-only, 
friends, family, celebration, reunion etc.)

 Flexibility – the freedom to exercise flexibility is widely valued, 
notably in terms of making bookings and activity structure (e.g. 
size of groups or degree of organisation)

 Independence – the opportunity to act independently tends to be 
preferred to taking part in group activities

 Weather-proofing – there is a widespread expectation of inclement 
weather, and willingness to prepare and endure accordingly

 Affordability – price/cost is a widespread consideration, and 
activities need to be considered acceptable value for money as 
such (with significant price sensitivity evident)

 Uniqueness – the opportunity to participate in locally-distinctive 
and unique activities is appreciated

 ‘Edutainment’ – opportunity to learn skills and/or knowledge (e.g. 
historical guided tours) along with participating in an enjoyable 
experience / setting / activities

 Environmental and sustainability credentials did not feature significantly 
in the consideration and appeal of activities (indeed such considerations 
seem to be ‘set aside’ for holidaying purposes, even if diligent at home)

If you’re with your partner you don’t have to stop 
when they stop, you don’t have to start when they 

start [as opposed to being in a group].  (Mil2)

It can rain in the summer anyway so for me, the 
weather’s irrelevant.  (Mil1)

I think you treat yourself.  I’m happy to do activities, 
as long as it isn’t extortionate.  (Mil2)

I know I can’t afford the high end, but what I can 
afford, I want to enjoy it. And you want to make your 

money go as far as it can go.  (Mil1)

We’re members of The National Trust.  It’s nice to go off 
season because there aren’t the crowds, but all golden oldies 
like myself.  Which is fine.  That’s what we like.  And we like 

seeing the smaller places.  (Mat4)

We usually do organise ourselves.  I think it gives you more 
flexibility.  You’re not restricted by the people that you’re 
with… if you want to carry on or you want to stop and do 

something… and financially… it’s usually cheaper to organise 
yourself. (LG+6)
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Perceptions of ‘experiences’ and experiential tourism
 This is some spectrum of receptivity to embracing the notion 

of ‘experiential’ tourism/activities, with most but not all  
broadly interested, whilst some are more sceptical (and 
dependent upon interpretation of the terminology too)

 In general there is a relatively consistent and appropriate 
interpretation of the term “experiential”, although it tends 
to associated more readily with physical activities (e.g. 
paddleboarding) or high-value organised activities (e.g. hot 
air ballooning), than with more passive/cultural pursuits (e.g. 
crafts or gastronomy)

 There is also some expectation that experiences may either 
be associated with more exotic destinations (e.g. jungle 
adventures) or very locally focussed (e.g. unique local 
facilities)

 Resistances tend to be founded in an aversion to being overly 
organised and/or group participations on holiday

 There is also a hint of low key cynicism as to whether there is 
some implicit unwelcome salesmanship involved in promoting 
experiential holidays, suggesting such terminology should be 
used with appropriate care and context

Something where there are things to do. Like a Virgin Tours 
type of experience thing.  (Mil2)

No. I feel like, why? I’ve got to do all this stuff in someone 
else’s schedule rather than my own.  (Mil2)

And the right experience for me, could draw me to a place.  
So if somebody says to me there’s an amazing restaurant, you 
really have to try it… they do like a chef’s table or something 
like that, I’d be like, oh that would draw me to a place.  It’s 

the experience.  I think it’s local food as well. (CW5)

Experiences you might not want to have.  Racing cars or 
something…  organised stuff. Actually, when I go on holiday I 

can’t bear it.  (CW5)

You see I’m not a great fan of joining other people, like 
strangers, on my kind of holiday activity.  Friends or family is 

OK but…  (Mil1)

I think I’ve done a few abroad.  I’ve done like jungle 
experiences, I went to Borneo in May.  We climbed a 

mountain, we went into a jungle and did jungle survival and 
things like that.  So that was a real experience of learning 

about the land and everything else.  (Mil1)
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Section 2: THEMES OVERVIEW
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Themes: Appeal at first reveal

 Notwithstanding variances attributable to personal preferences, all the 
themes found some favour with some, and a discernible hierarchy of 
preference emerged for the proposed themes when initially introduced 
into the focus groups (and prior to reveal of activities within each 
theme), as illustrated in the ladder to the right here

 ‘Walking’ (as distinct from cycling), ‘Food & Drink’ are widely enjoyed 
and notably anticipated as appealing off-season activities, and indeed 
appear to be the most favoured themes (along with ‘Out Of The 
Ordinary’) prior to detailed consideration of the activities within each 
theme

 ‘Outdoor Adventure’ is the next most popular theme for off-season 
appeal, followed by the cluster of ‘Natural Norfolk’ and ‘Cycling’

 ‘On The Water’, ‘Change of Pace’ and ‘History and Heritage’ formed a 
third cluster of moderate appeal, though less than those shown above

 Whilst ‘Go Green’, and ‘Get Creative’ were least favoured at first sight, 
in part owing to uncertainty as to the nature of associated activities 
(although found favour with some based on strong personal preferences)

 It is as well to note that some themes were found to be more self-
explanatory and indicative of associated activities than others (e.g. 
‘Outdoor Adventure’ seeming more self-explanatory than ‘Go Green’)

Walking

Out of Ordinary Food & Drink

Outdoor 
Adventure

On The Water

History & 
Heritage

Go Green

Get Creative

Change of Pace

Natural NorfolkCycling

Relative overall appeal of the themes from least appealing (bottom) to most appealing (top)
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Section 3: ACTIVITIES OVERVIEW
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Activity Appeal Overview
 The matrix below illustrates the relative appeal of the ten over-arching themes and their respective activities (two per theme) that were tabled 

in the research. It should be noted that the appeal of a theme does not always correlate with appeal of the activities within (e.g. Food & Drink is 
strongly appealing, although Cheese-Making is not strongly appealing); and of course that this may mask strong individual preferences according 
to personal taste (e.g. Love of Butterflies not widely appealing, but very appealing to a few interested individuals)

Lower RELATIVE APPEAL OF ACTIVITY Higher

Martham Boatyard
[Walking]

Appleton Tower
[Out of Ordinary]

Winter Garland
[Get Creative]

Cheese-Making
[Food & Drink]

Gin-Making
[Food & Drink]

Flour Power Bircham
[Outdoor Adventure]

Smuggling
[On The Water]

Love of Butterflies
[History & Heritage]

W’ham Snowdrops
[Go Green]

A Storm of Birds
[Natural Norfolk]

Hidden Street
[Out of Ordinary]

Bushcraft  Thetford
[Outdoor Adventure]

Beavers
[Natural Norfolk]

Yoga & Beer
[Change of Pace]

Accessible canoeing
[On The Water]

Cathedral Broads
[Change of Pace]

Happisburgh L’house
[History & Heritage]

Farm volunteer
[Go Green]

Bircham Route
[Cycling]

Royalty & Remembrance
[Cycling]

Hemsby
[Cycling & Walking]

Seahenge
[Walking]

Ancient Origins
[Walking]

Lo
w

er
RE

LA
TI

V
E 

A
PP

EA
L 

O
F 

TH
EM

E
H

ig
he

r

Glass Bead-Making
[Get Creative]

Relative overall appeal of the themes/activities from least appealing (bottom/left) to most appealing (top/right)
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Section 4: THEMES & ACTIVITIES IN DETAIL
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Theme 1 – FOOD & DRINK
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Appeal:

Theme 1: Food & Drink 

 Food & Drink is a widely popular theme both before and after the 
associated activities are revealed, and appears to be a strongly 
appealing, and sought after, component of off-season experiential 
tourism

 Participants were readily able to imagine the nature of activities 
that might be associated with a Food & Drink theme (e.g. food 
preparation experiences and gastronomic indulgences) 

 Participants are most especially positive to the notion of enjoying 
pubs, restaurants and cafes whilst off-season holidaying 
(frequently mentioned unprompted), and widely expecting to 
make use of such facilities

 Participants were slightly less enthusiastic about the specific 
activities proposed (Cheese-making and Gin-making) owing to 
personal preferences, however the concept of undertaking similar 
locally-oriented food and drink related activities was generally 
appealing so long as compatible with personal preference and 
tastes

I’d score that high, because I love all local 
foods and finding new stuff. (Mil1)

That’ll be food tasting, wine tasting, 
cooking, restaurants.  Cooking the Norfolk 

way. (Mat3)

I like old pubs sort of thing.  Fire going.  
Music in the background. (Mil1)
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Appeal / Positives

Summary of positive feedback

Be aware / Negative 

Summary of negative/critical feedback

Suggestions / Enhancements

Summary of constructive suggestions

Activity Reference: Activity Title
 Analysis commentary

Verbatim quote to illustrate 
sentiment of responses

Verbatim quote to illustrate 
sentiment of responses

Verbatim quote to illustrate 
sentiment of responses

Indicator of overall appeal/sentiment:
Extract from explanatory text 

describing the activity as shown to 
group participants

Little
appeal 
overall

Limited 
appeal
overall

Some
appeal 
overall

Broad
appeal
overall

Strong 
appeal
overall

Colour highlight emoji indicates predominant sentiment
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Activity 1a: Cheese-Making at Fielding Cottage 

 This activity is somewhat polarising of 
appeal, with some expressing strong 
appeal (more so Millennials), and some 
lesser appeal (least amongst Mature)

 Overall this is of ‘middling’ appeal and 
inevitably personal preference plays a 
part in appeal (if liking/not liking 
cheese), although the underlying 
concept is generally appreciated

Appeal / Positives

Appeal is attributed to being:
• strongly appealing if liking cheese 

and/or artisan food-making
• favoured for the degree of novelty, 

uniqueness and sense of ‘local’

Be aware / Negative 
Appeal may be compromised by
• polarised appeal of cheese
• seeming too ‘organised’
• taking up too much of a day
• not meriting distant travel
• too ‘unfamiliar’ to be considered
• too expensive to justify

I think that sounds brilliant and will appeal to loads 
of people but I’m not a big fan of cheese myself. 

(Mil1)

I don’t like to be organised.  I’m going for a break, 
and in my head, I already know the sorts of things 

that I want to do.  Cheese making would not be 
one thing. (Mat1)

Suggestions / Enhancements

Appeal may be enhanced by 
extending the proposition to include:
• associated accommodation
• shorter sessions
• reducing price-point

It would be really good if they had little cottages 
and you could stay there too. (Mil1)

It sounds good. I love cheese, so…yeah…
(Mil1)

It wouldn’t attract me to go, but if I was with 
probably my dad, he would love that.  I would 

think it’s not the cheapest thing either, and it’s 
also quite long. (LG+6)

I love the idea, the only thing I don’t like is the 
length of day.  It would be nice if it was a couple 
of hours and a chance to try the produce.  That 

would be the best. (Mil1)

Appeal:Brief overview: Calling all cheesy lovers! 
Discover a new passion making delectable 
artisan goat’s cheese on a day course at a 
farm in the pretty Norfolk countryside. 
Fielding Cottage is home to award-winning 
goat’s cheeses sought by restaurants and 
delis across the UK. In 2009, founder Sam 
Steggles bought ten goats on a family 
holiday in Cumbria and started making 
cheese in the kitchen sink…
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Appeal / Positives

Appeal is attributed to:
• having strong sense of ‘local’
• pleasure of ‘creating’ something
• simply enjoying gin!

Be aware / Negative 

Appeal may be compromised by
• some avoiding/disliking alcohol 

(e.g. Muslim, teetotal)
• party composition (e.g. children)
• distance to travel from base
• drink/drive considerations

Suggestions / Enhancements

Appeal may be enhanced by:
• making provision to avoid drink-

drive risks
• further increasing included gin to 

“bottomless”

Activity 1b: ‘Wise Old Owl’ Gin Making Experience 
 This activity holds a relatively 

strong appeal (notwithstanding the 
overlay of individual attitudes to 
alcohol)

 It appears to check many holiday 
activity wish-list boxes for interest, 
novelty and engagement

I really really like the idea of that.  I do 
really like gin! (LG+6)

If I was just reading the experience, I’d say 
an 8 out of 10, but whether I would actually 
bother to go on it is more like a 6 out of 10. 

(Mat3)

They’d have to provide transport to and 
from; you’ve got to get home after four 

gin and tonics (Mat3)

I think it’s great.  You make something great 
and you get something out of it… like a small 
bottle, yes, you get something out of it (Mil1)

I’m a Muslim so it’s not really for me 
(Mil1)

Oh, make that unlimited… make it 
bottomless gin - you’d get more people 

in! (LG+6)

Appeal:Brief overview: 

Love gin? Then there’s nothing better 
than learning how to create your own 
at an award winning Norfolk distillery! 
And of course you get to take it home, 
made to your very own bespoke recipe 
dontcha know…
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Theme 2 – CYCLING & WALKING
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Appeal:

Theme 2: Cycling & Walking

 The theme of Cycling & Walking finds strong appeal overall, noting 
this appears to be more strongly attributable to the very wide 
appeal of walking, although cycling is also broadly appealing 
(albeit slightly less ubiquitously so)

 Walking would appear to be widely anticipated as an enjoyable 
off-season activity across all profiles, with some pragmatic degree 
of tolerance for inclement weather too

 In general there is a preference for independent walking, as 
opposed to participating in group or organised walking activities; 
although there is a relatively widespread welcome for suggested 
routes/itineraries to identify places of interest and suitable 
pubs/restaurants/cafes

 Cycling is, of course, similarly enjoyed by many; and likewise 
cycling is preferred independently rather than in group or 
organised activities; and again there is a relatively widespread 
welcome for suggested routes/itineraries to identify places of 
interest and suitable pubs/restaurants/cafes

We normally drive and go for walks or  
cycling. (CW5)

I can’t cycle, but I love walking. (CW5)

I wouldn’t call myself a hiker, but when the 
opportunity is there I do some walking. 

(CW5)

Cycling Walking
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Appeal / Positives

Appeal is attributed to:
• the opportunity to see and 

experience the Royal Sandringham 
estate

Be aware / Negative 

Appeal may be compromised:
• if presumed to be a guided or group 

tour
• if insufficient time or opportunity 

provided to enjoy the Sandringham 
estate itself

Suggestions / Enhancements

Appeal may be enhanced by:
• clear explanation of what is 

available to see and do with 
respect to the Sandringham estate

Activity 2a: ‘Royalty & Remembrance’ Cycle Route
 This itinerary has a strong appeal 

that is largely attributable to the 
opportunity to visit/see the 
Sandringham estate (in addition to 
the simple pleasure of cycling)

I like going down to London and walking 
[to see Royal sites].  It’s something I 

would do definitely. (CW5)

Would that be led by somebody? If it’s a  
tour [with others] that would probably 
put me off. I would be more interested 

if it was just route guidance. (CW5)

So if it’s good cycling, that’s one thing, 
but then I think ‘will I be going inside, 
how much time is there going to be to 
do that with a 15 mile ride?’. (CW5)

Appeal:Brief overview: 

Cycle through centuries of West 
Norfolk history on this relaxed 15 
mile route round Sandringham and 
its pretty surroundings. First stop, 
Castle Rising across the Babingley
River…
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Appeal / Positives

Appeal is attributed to the general 
appeal of the views and countryside 
that would be enjoyed en route

Be aware / Negative 

Appeal may be compromised by:
• being a little to ‘easy’ for the more 

enthusiastic cyclists
• not perhaps having as much intrinsic 

interest as provided by the 
Sandringham

Suggestions / Enhancements

Appeal may be enhanced by 
introducing some extra degree of 
challenge into the route

Activity 2b: Bircham ‘Flour Power’ Cycle Route
 This activity has a moderate 

appeal simply by virtue of being 
an attractive cycle route; however 
may be compromised for some by 
a lack of perceived challenge 
and/or a ‘go to’ attraction such as 
the Sandringham estate

it could be interesting just to see the 
views and countryside. (CW5)

That’s not as appealing as the other one 
[Sandringham]. (CW5)

I’d like a bit more of a challenging 
route, but that’s part of it for me. 

(CW5)

Appeal:Brief overview: 

Discover rural farming heritage and 
high society scandal amid the quiet                                       
country lanes around Bircham. This 
cycle route is an easy 6.5 miles 
beginning at Great Bircham
Windmill…
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Appeal / Positives

Appeal is attributed to the attributes 
of an attractive coastal walk with the 
promise of seeing a unique and 
intrinsically interesting site

Be aware / Negative 

Appeal may be compromised by:
• a lack of knowledge as to what 

Seahenge was/is; and where 
Seahenge can be seen

Suggestions / Enhancements

Appeal may be enhanced by 
managing expectations carefully with 
respect to what can and cannot be 
seen (i.e. Seahenge), and where; and 
as such avoiding any risks in assuming 
prior knowledge of Seahenge

Activity 2c: ‘Seahenge and its Sister’ walk
 Whilst this was initially felt 

appealing on the strength of an 
interesting walk with a headline 
historical highlight, there was 
considerable consternation (and 
disappointment) that the Seahenge 
site could/would not be visible on 
the walk itself (requiring separate 
museum visit)

Appeal:Brief overview:  
Walk across the marshlands of Holme and 
Thornham where the mystical land shivers 
with deep history. Then snuggle up, winter 
rain at the window, and tuck into Elly 
Griffiths’ addictive Ruth Galloway mystery 
novels. Start with The Crossing Places, 
featuring a Bronze Age henge discovered 
on a lonely Norfolk saltmarsh…

It’s still a lovely walk [even if Seahenge 
is not there] (CW5)

It’s very misleading because I thought it 
was still there. (CW5)

I’d enjoy the walk without seeing it… 
but, as in specifically to go and see 
that and there’s nothing, there’s no 

reason to do it. (CW5)
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Appeal / Positives

Appeal is attributed in part to 
appreciate the historical dimensions 
of the walk; but also and equally 
appealing because of the opportunity 
to enjoy the coast and hinterland

Be aware / Negative 

Appeal may be compromised by a 
degree of disinterest in the historical 
dimensions of the walk (and if over-
bearing the alternative appreciations 
of coast and landscape)

Suggestions / Enhancements

Appeal may be enhanced by 
balancing the blend of history and 
natural beauty in the pitch for the 
walk

Activity 2d: ‘Ancient Origins’ Walk
 The notion of the walk was 

generally appealing, although the 
degree of interest in the historical 
dimension varied and was not 
necessarily the motive for liking it 
(any more than the appeal of the 
coast alone)

Appeal:Brief overview: 
Walk the wind-scoured Norfolk coast when 
brooding winter skies break into breath-taking 
shafts of light. Buried deep beneath your feet 
are relics of an Empire in crisis. The 3rd 
century were dark days for Ancient Rome. 
Weakened by civil wars, Roman society was 
fracturing, riven by the violent deaths of short-
lived emperors. The barbarians were at the 
gates. And in Britannia (Britain) they attacked 
from the sea…

I think that would be interesting. (CW5) I don’t know…I’m not feeling it. (CW5)

I’d go because I’d want to do the walk 
on the coast, but the thing about the 
history there actually doesn’t really 

matter to me. (CW5)
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Appeal / Positives

Appeal is attributed to:
• the novelty of the boat trip
• the beauty of the setting
• the inclusion of a hot drink
• the relative brevity of the activity

Be aware / Negative 

There were no negatives expressed in 
relation to this particular concept

Suggestions / Enhancements

Appeal may be enhanced by relative 
brevity of the activity (under 2-
hours) allowing for other activities 
during the same day

Activity 2e: Martham Boatyard and Winter Walk
 This activity was very broadly 

appealing amongst those 
expressing an interest in walking 
and cycling; and notably so for the 
blending of the boat-trip within 
the activity

Appeal:Brief overview: 
Banish the winter blues with a good 
stomp outside in magical scenery. 
Grab your winter boots, pull on a 
jumper and head to the Broads for a 
mood-boosting walk on hidden 
footpaths accessible only by water… 

I really like the sound of it.  Like you get 
to get on the boat.  You get a hot drink.  
You get to see wildlife.  It sounds nice 

for winter or spring. (CW5)

No commentary relevant

And to be able to do other things 
during the day.  It’s different and it’s 

got the boat and everything.  You’d be 
able to do other things during the day. 

(CW5)
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Appeal / Positives

Appeal is attributed to the unique 
uncrowded appeal of beaches and the 
coast off-season (whether enjoyed on 
foot or bike); and the opportunity to 
enjoy a contrasting environment to 
that experienced at home

Be aware / Negative 

There were no negatives expressed in 
relation to this concept

Suggestions / Enhancements

There were no specific suggestions 
expressed as to how this activity 
concept could be enhanced

Activity 2f: Hemsby Cycle Hire and Walks
 The notion of cycle hire and/or a 

walk in the environs of Hemsby’s 
beach and landscape was widely 
appealing, and notably for the 
implied contrast with the home 
landscapes of visitors

Appeal:Brief overview: When summer’s kiss-me-quick 
seaside fun ebbs into winter, Hemsby’s famous golden 
sands transform into a wilder coastline revealing 
moods you might otherwise miss. Experience the local 
tranquillity on foot or by bike, immersed in the 
beauty of nature. Shy wildlife emerges and you might 
see creatures who hide themselves away at busier 
times of year. Diverse nature reserves surround you 
along this path, home to seals, otters and more. You’ll 
spot skeins of birds migrating on their autumnal flight 
paths, following the mysterious call of the season… 

I do like to find something I can’t get at home.  
And so for me, the beach and coastal walks, 

it’s the difference that I’m looking for. (CW5)

No commentary relevantNo commentary relevant

It’s nice that it plays on the time of year and 
the different things you could get. (CW5)
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Theme 3 – CHANGE OF PACE
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Appeal:

That’s the whole reason I’m on holiday for 
a ‘change of pace’. (LG+6)

Getting in touch with your inner self?  No 
idea what that means! (Mat3)

Spa, Massage, Bath. It could be golf because 
some men do find golf relaxing. (Mat3)

Theme 3: Change of Pace

 The ‘Change of Pace’ theme is quite strongly appealing across the 
board, whilst initially drawing some questions as to what this 
theme might mean or contain

 There is a widespread presumption that the phrase ‘Change of 
Pace’ implies a slowing down and element of deliberate 
relaxation, although the ‘well-being’ dimension was less apparent 
until explained as such

 Indeed there was some suggestion that a ‘Change of Pace’ could 
also be a quickening of pace, a greater level of activity or indeed 
more active socialising, should this be a personal holidaying 
preference

 The proposed activities of ‘Cathedral on the Broads’ and ‘Yoga and 
Beer Session’ seemed to find some favour, and rather more so 
‘Cathedral’, though may not have fully captured the presumed 
essence of the theme at the outset, leaving some opportunity for 
the crafting of activities to reflect the presumed indulgent, 
relaxing, well-being or ‘changed pace’ dimensions of the theme
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Appeal / Positives

Appeal is attributed to:
• the historic buildings
• the natural environment
• opportunity to learn (c/o guide)

Be aware / Negative 

Appeal may be compromised by:
• consideration of price/cost
• dislike of group activities
• dislike of ‘guided’ activities

Suggestions / Enhancements

Appeal may be enhanced by:
• accommodating preferences for 

non-group non-guided activities
• justifying cost/price value-add
• advising on the pace/time 

flexibility

Activity 3a: ‘Cathedral Of The Broads’ Walk
 This activity is reasonably 

appealing, particularly for those 
interested in history

 There is some resistance amongst 
some to the notion of joining a 
guided walk and/or a group (even 
if liking the itinerary) 

I like walking, and it sounds interesting, though not 
necessarily a guided tour, but the whole 

description, something to do together.  Yeah, it’s 
appealing. (Mat3)

No, I don’t like the idea of a guided tour.  I don’t 
like a group situation, and it’s not just my group, 

it’s other groups as well and you’re waiting around 
for people and that can be frustrating. (LG+6)

That would be lovely if the weather 
was good. (Mil1)

I think it’s good, having your guide as 
well to teach you things about the area.  

Yeah. (Mil1)

Going for a walk is not what I would call relaxing 
like a spa. From the description “change of pace” 

that is not my idea of it. (Mat3)

Again, it depend on the pace of it.  Because you 
want to go on your own pace.  Is it a slow guided 

or a brisk guided tour? (Mat3)

Appeal:Brief overview: 

This half day guided tour (about 4 
miles) explores the west side of 
Fairhaven Woodland and Water Garden, 
lovely village of Ranworth and 
magnificent St Helen’s Church, known 
as ‘the Cathedral of the Broads’…
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Appeal / Positives

Appeal is attributed to:
• the novelty of the concept
• a curiosity to try yoga

Be aware / Negative 

Appeal may be compromised by:
• being restricted to Saturday 

morning
• a rejection of beer/alcohol
• not ‘getting’ the yoga/beer combo

Suggestions / Enhancements

Appeal may be enhanced by:
• offering alternative drinks 

(spirits?)
• offering alternative time slots
• offering alternative yoga+ 

packages

Activity 3b: Yoga & beer Session at Duration Brewery
 This activity had some niche 

appeal owing to its novelty
 However it did not find a strong 

resonance - in part owing to a 
perceived intrinsic mismatch 
between the essence of yoga, and 
beer; and part owing to 
difficulties in envisaging the 
activity

That’s unusual isn’t it.  Yes.  It doesn’t 
mean to say that nobody else would try 

it. (Mat3)

I don’t drink much so I wouldn’t wake up 
and think I must do something with 

beer. (Mil1)

I do not understand how yoga and beer 
go together.  (Mat3)

I did yoga once, it wasn’t for me at all.  But, if it 
was yoga and beer, it’s different. I don’t really like 

yoga but I like beer, so I’d give it a go. (Mil1)

I love the two things separately, but together, for me, 
they’re not a good match.  Because, I think when I’m 

doing yoga or meditation, you think having a beer after 
puts me off a little bit. (Mil1)

Saturday morning, right off my menu, and I don’t 
drink beer.  I’m a ‘spirits’ boy.  The yoga part I 

would, but I don’t like the fact that you have to be 
there on a Saturday morning. (LG+6)

Appeal:Brief overview:
Dive into the weekend with Duration
Brewing’s Yoga and Beer! Sometimes
you need yoga. Sometimes you need
beer. Sometimes you need Yoga & Beer!
Lift your spirit, release your stress,
soothe your soul and brighten up
Saturday mornings with Yoga & Beer at
Duration Brewing…
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Theme 4 – GET CREATIVE
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Appeal:

I’d think I’ve never done that, so I’d try 
that. It actually appeals to me more in the 
off-season because the weather isn’t going 
to be as good, so I’d rather have something 

inside. (CW5)

Growing up we went to camp and did things 
like that.  Growing up yes, but not now.  

(Mat3)

I would try it, but it wouldn’t be something 
like those. I’m not crafty. I’m not 

particularly crafty. I’d do it if everyone else 
was doing it. I wouldn’t not join in.  (Mil1)

Theme 4: Get Creative

 There is a luke-warm reception to the thematic concept of ‘Get 
Creative’, with some spectrum from positive responses derived 
from curiosity and experimentation, through to rejection owing to 
disinterest or lack of resonance

 There is some reasonably accurate presumption as to what 
activities this might comprise (e.g. painting, flower-arranging, 
glass-blowing)

 Neither of the proposed activities of ‘Glass Bead-Making’ or 
‘Winter Garland making’ found significant widespread favour, with 
the Winter Garland concept notably the least so

 There are some evident hurdles to clear with respect to engaging 
with organised craft activities with respect to convenience 
(length, time of day), planning (ease of booking) and cost 
(generally quite price sensitive)
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Appeal / Positives

Appeal is attributed to:
• the intrinsic novelty
• the opportunity to learn
• the chance to take away results

Be aware / Negative 

Appeal may be compromised by:
• cost (perceived expensive)
• lack of understanding (and 

therefore what to expect)
• lack of consideration of 

participating in arts/crafts at all

Suggestions / Enhancements

Appeal may be enhanced by:
• combination with other craft 

activities in a common space 
and/or ‘taster’ sessions

• more value-add (e.g. lunch) to 
justify cost

Activity 4a: Glass Bead-Making Workshop
 Glass bead-making is moderately 

appealing, depending on personal 
inclinations towards craft 
activities

 A lack of understanding of what 
might be involved, lack of 
consideration and perceived high 
cost might all prove hurdles

Not necessarily something that I would look to do, 
but I think it would be interesting to learn how to 
do it.  I’m not crafty.  But the novelty, I think I’d 

enjoy. (Mil3)

It’s something I wouldn’t do probably, but, that 
sort of description, it might change my mind a 

little bit, it could be interesting.  (Mil1)

Beads wouldn’t have been my favourite, I’d rather 
make an actual glass or something you can use a 

bit more.  If I can drink out of it. (CW5)

I’d like to try it actually.  I’d give it a mid-rating.  It 
might be interesting and it’s only for three hours or 

so. (Mat3)

Really that’s like London prices.  We’re talking 
Norfolk.  You’d pay that in London. (Mat3)

Have lots of little things, so you can have glass bead 
making, jewellery making, and then you could just then 
walk round and see what you want to do for a set time, 

as opposed to very prescribed lasting three hours.  (Mat3)

Appeal:Brief overview: Inspired by Anglo Saxon beads 
found in East Anglia, this historic glass bead 
making experience uses modern equipment at 
the Blue Flame Glass Studio. Starting with the 
basics, it’s a fantastic gift for crafters, budding 
archaeologists and history lovers. Lasting about 3 
hours, you’ll have a fun time being creative in 
Claire’s relaxing company. She’ll teach you the 
secrets of glass lamp working and help you 
create your own beautiful designs for jewellery 
and meaningful gifts…
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Appeal / Positives

Appeal is attributed to its being free, 
although there was little wide 
attraction to this activity

Be aware / Negative 

Appeal may be compromised by:
• lack of motivation and/or intrinsic 

interest
• sense of isolation or lack of 

sociability 

Suggestions / Enhancements

Appeal may be enhanced by:
• targeting or including children or 

more family-oriented occasions
• undertaking in a group rather than 

on own (more sociable)

Activity 4b: Gathering and Making Winter Garland
 There was relatively little 

enthusiasm for this activity, 
seeming to have a lack of 
resonance, motivation or 
engagement in comparison to 
other activities discussed

It’s something I would do with the kids, 
so, I’d definitely do it, but I wouldn’t 

just go off and do that myself.  I feel like 
that would be something I’d do with the 

kids. (Mil1)

No, I’m too lazy, I wouldn’t go and buy all 
the bits.  That’s the truth of it.  If you had 
kids and you went and picked the bits up, 
like if there was woodlands around you or 
whatever, but for me, no.  I’m a bit lazy.  
I’d rather have all the bits and someone 
show me how to do it properly.  (Mil1)

I do also think, when you like the group 
things, you get talking to people and they 
say oh have you been here and they give 
you ideas for where else to visit in the 

area.  If you’re on holiday and it’s a holiday 
sort of thing, so you start picking up little 

hints and tips from people. (Mil2)

Appeal:Brief overview: 
Love festive crafts? Book a cosy Norfolk 
holiday cottage and turn it into a 
woodland wonderland with magical 
Yuletide touches. Keep it simple and 
celebrate the beauty of the Christmas 
season by making a winter garland of 
natural treasures gathered on a frosty 
walk…
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Theme 5 – GO GREEN
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Appeal:

You’d get quite a lot of people want to do 
that because everyone now is like we’ve 

got to save the planet.  (Mil1)

I understand the concept, but it doesn’t 
play enough of a part in all honesty.  I do 

think about going green, but I don’t act on 
going green as much as I should if that 

makes sense.   (LG+6)

That’s picking up rubbish.  Going chest 
deep into the sea and pulling out the 

shopping trolleys.  (Mat3)

Theme 5: Go Green

 The notion of ‘Go Green’ as a theme has significant resonance 
with people’s consciences’, and is generally recognised as being an 
important dimension of responsible citizen-ship

 However, the theme plays less strongly as a motivational 
ingredient or consideration in the choice of holidays or tourist 
activities

 Furthermore there was some suggestion that going on holiday is a 
chance to ease-up on the pressures and worries of environmental 
responsibility, and that whilst most would act responsibly as far as 
easily practicable (e.g. recycling), most would be unlikely to build 
this in as a pre-requisite of any holiday booking or activities

 The theme was generally interpreted as being premised on 
environmentally focussed activities, with ‘Walsingham Snowdrops’ 
sightly misfit as such (although relatively popular); whilst 
volunteering for farm conservation work was very much within 
expectation (although not actually widely favoured)
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Appeal / Positives

Appeal is attributed to:
• the natural beauty/splendour
• the opportunity to walk at leisure
• the historic dimension

Be aware / Negative 

Appeal may be compromised by:
• lack of direct relevance to the Go 

Green theme
• disconnect with the religious 

context

Suggestions / Enhancements

Appeal may be enhanced by:
• softening of religious references
• upweighting the relevance to the 

Go Green theme

Activity 5a: Walsingham Snowdrops
 This activity was not felt to fit with 

pre-conceptions of ‘Go Green’, and 
was felt more akin to ‘Natural 
Norfolk’

 The activity is, however moderately 
appealing owing to the combination 
of walk, nature and heritage 
(notwithstanding some reservations 
about religious dimension)

I think it would be nice.  I think it would be enjoyable.  
Maybe I shouldn’t be swayed by this but there are lot of 

religious undertones in that text and being gay also, there 
is an element of that that puts me off.  (LG+6)

It’s too religious for me.  It’s a turn off.  February, 
Valentine’s Day, it might be nice if you’re in a 

relationship.  Just the experience, the walk, the 
grounds… anything religious I’m turned off by that and I 

wouldn’t go there. (LG+6)

I can’t figure out how it goes under the 
category of Go Green - you’re just 

looking at the flowers.  (Mat3)

Yeah I think it’s quite a nice idea.  And if you get to like 
have a look around the little grounds and everything else.  
I think it would be a nice thing, if it was a dry day, have a 
little walk round.  Hopefully there’s a tea room so have a 

cake or something (Mil1)

No, it’s nice, but it’s not the sort of 
thing that I would do. (Mat3)

I don’t think they should put that much 
of the religious stuff into the marketing.  

(LG+6)

Appeal:Brief overview: 
Visit the grounds of Walsingham Abbey to 
enjoy the spectacular seasonal display of 
snowdrops in the Abbey grounds. 
Walsingham has a long history of religious 
pilgrimage, dating back to the 11th 
century. Today all visitors and pilgrims 
from all religious denominations, or none, 
are very welcome…
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Appeal / Positives

Appeal is attributed to:
• an interest in farming and/or 

environment (and related learning 
and appreciation)

• satisfying a conscience

Be aware / Negative 

Appeal may be compromised by
• not wishing to commit and/or plan 

ahead (prefer spontaneity)
• feeling ‘work’ incompatible with 

the idea of a holiday

Suggestions / Enhancements

Appeal may be enhanced by:
• enabling flexible timing/booking
• enabling taster sessions 

Activity 5b: Regenerative farm volunteering
 Whilst the principles behind this 

activity were appreciated and 
respected, there was a very muted 
receptivity to the idea, with few 
seeming inclined to participate in 
farm volunteering (often owing to 
the degree of commitment 
required and inference of 
organised ‘work’ whilst on holiday)

I think it’s a great idea.  I appreciate the 
idea.  Would I want to? [No]  (LG+6)

Don’t get me wrong, I have thought about going 
volunteering in Africa and all that when I was younger, 
but on a Wednesday in Norfolk in the winter? No thank 

you.  Jason is pushing his luck! (LG+6)

I’m not sure if I would do it, but maybe I 
would, I don’t know. (Mat3)

Yes I would be quite interested in the farming 
side and how they’re changing, crops change, 

and things like that; but…  (Mat3)
That’s not what I call a holiday. (Mil1)Like I wouldn’t want to have to do it.  Again the 

spontaneity of being spontaneous.  (Mil1)

Appeal:Brief overview: 
Enjoy participating in conservation work on 
a regenerative farm along the Norfolk coast; 
if you fancy doing something practical for 
nature why not book onto a Wild Wednesday 
Conservation Volunteering at Dalegate Farm 
on the beautiful Norfolk Coast. Spend time 
outdoors, get some exercise, meet people 
and make a difference for wildlife…
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Theme 6 – HISTORY & HERITAGE
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Appeal:

Wherever I go, I like know the history of 
the town…  (Mat4)

I like castles. I don’t think there are any 
castles in Norfolk though is there? (Mat4)

I like it, but I wouldn’t necessarily go for 
lots of different churches; but I like it when 
you’re in an area and it looks different to 

where you live. Really old pubs and things, I 
do like them.  (CW5)

Theme 6: History & Heritage

 The theme of History & Heritage is widely appealing, and broadly 
felt to be a welcome dimension of an off-season holiday, whilst 
with varying degrees of depth and engagement depending on 
individual preferences

 The ingredients of History & Heritage vary depending on individual 
interpretations, however castles, churches, cathedrals, country 
houses/estates, museums, traditional pubs and similar feature 
large in expectations

 There is some notable variation in knowledge and comprehension 
of the history and heritage within Norfolk as a county, but 
notwithstanding this there is an expectation to find much to enjoy

 The two activities presented under this theme were felt to be 
appropriate, although the Happisburgh Lighthouse found wider 
favour owing to scale and unique interest, and more so than 
‘Butterflies’ at Norwich Castle, which seemed to have a more 
niche appeal (only)
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Appeal / Positives

Appeal is attributed to:
• the opportunity to ‘pop’ in passing
• inspiration for artists
• opportunity to enjoy other 

elements of the museum at same 
time

Be aware / Negative 

Appeal may be compromised by:
• a lack of interest in natural history
• price barrier

Suggestions / Enhancements

Appeal may be enhanced by:
• promoting combining visit with 

other aspects of Castle Museum
• ensuring value for money

Activity 6a: ‘For the Love of Butterflies’
 Despite strong appeal for History 

& Heritage, this activity does not 
resonant very strongly with the 
majority of potential visitors

 There is some inclination to ‘pop 
in’ if convenient, passing and/or 
readily affordable, but does not 
seem to have a strong attraction 
to travel a distance for

I would go to it… I’d go to it because of the butterflies, 
forget all the history.  I’m quite arty. The patterns and the 
colours and that sort of thing. Again, if it was a free thing 
I’d go in there, get the book, maybe take some photos and 

I’d enjoy it. (CW5)

I’d be more excited to see what else is 
going on in the castle museum.  But 
then, I don’t like butterflies. (Mil2)

I would hope there would be other 
activities in the area other than looking 

at butterflies. (Mat4)

I was going past and if it was free or a 
tiny bit of money, I might visit. (CW5)

I’m not into natural history really to be 
honest. (Mat4)

I think if I was stuck in Norwich, if I didn’t have to pay 
for it, I might just have a quick browse through it.  But if 
that was one of the top ten to do in Norwich, I wouldn’t 

go to Norwich at all. (CW5)

Appeal:Brief overview: 
For the Love of Butterflies’ display 
at Castle Museum: See Margaret 
Fountaine’s extraordinary Victorian 
collection of butterflies at Norwich 
Castle Museum, and explore the life, 
loves and travels of a remarkable 
Victorian lady of Norfolk…
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Appeal / Positives

Appeal is attributed to :
• enjoyment of the landscape setting
• interest in history (generally)
• interest in lighthouses (specifically)
• Uniqueness/novelty of site

Be aware / Negative 

Appeal may be compromised by a lack 
of knowledge of how to get there and 
what to expect (and accessibility)

Suggestions / Enhancements

Appeal may be enhanced by:
• greater knowledge of what could 

be combined with the visit in the 
local area

• guidance on associated walks and 
activities

Activity 6b: Happisburgh Lighthouse
 The idea of visiting Happisburgh 

Lighthouse finds some significant 
appeal, and especially so if in 
combination with a walk to 
appreciate the setting and 
landscape

I would certainly choose an open day. 
That would appeal to me. (Mat4)

It’s boring. Sorry. I’ll walk round Pompei 
and be fascinated, but… (Mat4)

I’d need more detail on what is in the 
surrounding area as well. (CW5)

Yeah I would do that. If it’s a traditional 
lighthouse. There aren’t many around. A lot 

of kids would go and see them.
(Mil2)

I wouldn’t necessarily pick it over 
something else, but I would do it as part 

of a costal walk. (CW5)

If I could incorporate it into a walk I’d 
do it, but I wouldn’t go out of my way to 

go and do it. (CW5)

Appeal:Brief overview: In 1987 Happisburgh Lighthouse was 
one of five lighthouses declared redundant with 
decommissioning scheduled for summer 1988. But local 
people were not going to allow their beloved lighthouse 
to be torn down! They mobilised and in 1990 a Private 
Bill was granted Royal making Happisburgh Britain’s 
only independently operated working lighthouse. It’s 
also the oldest working lighthouse in East Anglia, 
looked after by the Happisburgh Lighthouse Trust. It’s 
fascinating to look inside so if you can’t make one of 
the set open days, contact them to arrange a private 
visit…
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Theme 7 – NATURAL NORFOLK
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Appeal:

I like the autumn leaves and being wrapped 
up. I’d rather be wrapped up in a ‘pully’ 

and a coat and walking round for hours than 
walking around in the boiling hot sun, I 

can’t stand that. (Mil2)

In comparison, I want to go to The Lake 
District in the autumn because I think it’s 

beautiful, all the leaves…do you know what 
I mean, yeah and go walking. (Mat4)

It is actually a very attractive county, the 
way the landscape is laid out. It’s much 

nicer than I expected. Much nicer. (Mat4)

Theme 7: Natural Norfolk

 The Natural Norfolk theme is widely appealing, with 
readily swift and accurate assumption of what such a 
theme might constitute

 There is a presumption that this theme might involve 
elements of walks/walking; and perhaps nature reserves 
and wildlife

 There is some spontaneous appreciation for Norfolk as a 
good fit to offer such a theme, however also some 
emerging observation on the attractions of other counties 
too in competition to Norfolk

 The two proposed activities of ‘Beavers’ and ‘Storm of 
Birds’ sit comfortably with expectations of the theme, 
with the Storm of Birds the more broadly appealing, 
although ‘Beavers’ does also have a niche appeal for some 
(if not all)
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Appeal / Positives

Appeal is attributed to:
• interest in wildlife
• opportunity to learn and intrinsic 

uniqueness
• interest in 

conservation/environment

Be aware / Negative 

Appeal may be compromised by:
• perceptions of expensive
• risk of not seeing the beavers

Suggestions / Enhancements

Appeal may be enhanced by:
• facilitating family visits
• managing expectations of what 

might be seen and when

Activity 7a: Wild Ken Beavers
 There is a moderate level of 

appeal for this activity, with 
some strong niche appeal if 
interested in conservation and 
wildlife; and with some need to 
manage expectations and price 
point

It’s wildlife, it’s interesting. The fact that 
we’ve slaughtered them all and we’re 

trying to bring them back. (Mat4)
I wouldn’t pay that. (Mil2)

They’re nocturnal. So you probably wouldn’t 
get to see much… So you know what I mean, 

that’s a bit of a turn off. (Mat4)

It’s learning isn’t it.  Just to kind of understand 
what goes on.  I like that anyway, you know, 

animals that have been brought back from the brink 
of distinction. (Mil2)

It wouldn’t be so for me, I’ve got a list of 
things and a limited time on holiday, I 

probably wouldn’t put that in the top four or 
five. (Mat4)

Lower the prices and offer at a 
convenient time. (Mat4)

Appeal:Brief overview: 
This tour offers the opportunity to learn 
how and why Wild Ken Hill reintroduced 
Norfolk’s first beavers for hundreds of 
years. You’ll go into the 50 acre 
enclosure with an expert guide and see 
just how these remarkable mammals 
are tailoring the landscape to their 
choosing…
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Appeal / Positives

Appeal is attributed to being:
• appreciation of a unique spectacle
• enjoyment of nature/wildlife/birds

Be aware / Negative 

Appeal may be compromised by
• lack of interest in birds/wildlife
• lack of opportunity in face of higher 

priority alternative activities

Suggestions / Enhancements

Appeal may be enhanced by:
• low or zero cost

Activity 7b: A Storm Of Birds (RSPB)
 This activity is very much within 

the presumed scope of the Natural 
Norfolk theme; and widely 
appealing for its uniquely local 
and natural spectacle with a blend 
of nature, landscape and wildlife

I would, because it’s something not a lot of people 
see.  A natural spectacle, it’s not something you see 

in London or anything else, so yeah, I’d go out of 
my way to do that. (CW5)

I wouldn’t go to Norfolk to do that. 
(Mil2)

If I could get a family ticket for that, that would be 
great, because I know my kids are very interested 

in that sort of thing. (Mat4)

That one I’d do by myself.  Other’s I don’t mind 
doing with other people…  but that one, definitely, 

I’d go by myself and spend the whole day there 
(Mat2)

I’m scared of birds. I couldn’t do that.  
(CW5)

It’s something that if we were going past at the time… it’s 
not something I’d pay for.  But if it was something that 
was happening and you got to see this event from the 
side of the road or whatever it might be, then great. 

(Mil2)

Appeal:Brief overview: 
Visit Snettisham RSPB Nature Reserve to 
see the unique natural spectacle of 
thousands of birds in flight on the highest 
tides of the year. These high tides give 
rise to an astonishing phenomenon, a 
natural wonder of the world, with these 
epic aerial displays happening just a few 
times a year and never the same twice…
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Theme 8 – ON THE WATER
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Appeal:

Yes, sounds interesting. Norfolk Broads. It’s 
what rings a bell in your head straight 

away.  (Mil2)

No.  I get sea sick.  (Mat4)

Can you hire the boats?  (Mat4)

Theme 8: On The Water

 The theme of ‘On The Water’ is broadly appealing, and 
indeed largely anticipated amongst those acquainted with 
Norfolk and The Broads; and indeed the theme generates 
some enquiry as to whether the theme relates to The 
Broads, the sea, or indeed both

 Inevitably, the theme does not resonate with those who 
do not like boats/boating, however does generally elicit 
interest and enthusiasm

 The proposed activities of ‘Nancy Oldfield Accessible 
Canoeing’ and ‘Traditional Smuggling’ do not however 
appear to fully capture the appealing essence of being On 
The Water in Norfolk, and in fact are each rated relatively 
low for appeal, although the overall theme is appealing

 Furthermore, it should not be assumed that the Norfolk 
Broads recreational amenity is ubiquitously known or 
appreciated, noting that some have little or no 
comprehension of what the Norfolk Broads constitutes or 
offers
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Appeal / Positives

Appeal is attributed to:
• a degree of curiosity
• meeting the wishes of others
• sense of adventure

Be aware / Negative 

Appeal may be compromised by:
• a dislike of boats/canoes
• fear of discomfort or risk
• lack of comprehension of offer

Suggestions / Enhancements

Appeal may be enhanced by:
• stressing the element of tuition, 

guiding and assistance
• stressing the minimum risk of 

discomfort, capsize or risk

Activity 8a: Nancy Oldfield Accessible Canoeing
 Whilst there is some appreciation 

of the boating/canoeing pleasures 
of the Broads, the notion of 
accessible canoeing was only 
moderately appealing at best

I think I would actually want somebody 
there, in case I got a bit lost… (Mil2)

I don’t fancy falling into the water in 
cold weather. (Mil2)If you can keep it upright! (Mat4)

I would do that.  I think you compensate 
when it’s colder.  Wrapped up, I would 

do that. (Mil2)
I’ve morbid fear of canoes. (Mat4)

I don’t mind it, but I would rather someone there.  
I can swim, my daughter can swim, but it’s not 
something that I love.  I’d still do it though.  I’d 
still do it for my partner and my daughter. (Mil2)

Appeal:Brief overview: Enjoy a half-day adventure 
exploring the unique habitat of the Norfolk 
Broads on board one of our fully accessible 
Canadian Canoes. The Norfolk Broads is a 
uniquely beautiful place to witness the 
sights and sounds of nature all through the 
changing seasons. What better way to 
appreciate the peace and tranquility of 
quieter dykes and channels than on board a 
canoe?
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Appeal / Positives

Appeal is attributed to being:
• novelty
• historical interest
• suitability for a group or special 

occasion

Be aware / Negative 

Appeal may be compromised by
• being too ‘packaged’
• being part of a group
• requiring too much time 

commitment
• being ‘too’ organised

Suggestions / Enhancements

Appeal may be enhanced by:
• emphasising the historical 

education
• accommodating preferences for 

shorter or more flexible options 

Activity 8b: Traditional Smuggling
 The appeal of this activity was 

relatively low to individuals or 
independent travellers, although 
there is some suggestion that it 
could work well for groups or 
marking special occasions

It sounds good but not for me. (Mil2)
You want a bit of time to yourself.  Not a 

whole day around that. (Mil2)

I think with that for me it would have to 
be genuine.  No jazzed up and touristy. 

(Mat4)

If you’re doing it in a group it would be 
fun. (Mat4)

I think they’re scratching the surface because they 
haven’t got enough to entice people, do you know 

what I mean…  (Mat4)

Maybe a group of friends, up for someone’s 
birthday and you got a caravan together.  Almost 

like an escape room type experience.  I don’t 
think I’d do it with the family. (Mil2)

Appeal:Brief overview: The Norfolk coast is laced with 
secret channels, winding inland from the open 
sea, and somewhere out there is a stash of 
contraband. You just have to find it! Discover 
the ways and means of Norfolk’s infamous free 
traders, explore traditional sailing, navigation, 
the art of smuggling, agent rendezvous, coastal 
field craft, escape and evasion techniques. On an 
environmentally friendly restored whelk boat or 
similar craft, slide past sandbanks and creep 
through creeks following paths of dark water…
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Theme 9 – OUTDOOR ADVENTURE
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Appeal:

I would jump on any activity like this 
because at the minute because at the 

moment all my outdoor activities with my 
partner involve his phone.   (LG+6)

Is it something like Go Ape, that sort of 
thing?  (Mat4)

Theme 9: Outdoor Adventure

 At face value, the Outdoor Adventure theme is strongly 
appealing, and resonant of engaging and intriguing off-
season tourism activities

 When the proposed activities of ‘Flour Power’ and 
‘Bushcraft’ are revealed these do not seem to deliver 
fully against the expectation, with ‘Flour Power’ just 
moderately appealing (perhaps lacking motivational 
‘headline’ appeal), and ‘Bushcraft’ generally not very 
appealing (in part owing to perceived incompatibility with 
off-season weather)

Daytime adventure? Yep. Followed by a 
night out, perfect. (LG+6)
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Appeal / Positives

Appeal is attributed to:
• pre-planned itinerary/route
• historic aspects

Be aware / Negative 

Appeal may be compromised by not 
liking cycling, and a possible mis-
match to the ‘Outdoor Adventure’ 
billing

Suggestions / Enhancements

Appeal may be enhanced by 
promoting the opportunity to walk as 
alternative to cycling

Activity 9a: ‘Flour Power’ at Bircham
 The principle of a pre-planned 

cycling itinerary with elements of 
historic interest is moderately 
appealing, although not always 
judged to fit the billing of an 
outdoor adventure as such (along 
with several suggestions to 
undertake the activity on foot 
rather than bike)

I would, 100%.  And if my partner’s hands 
are on the handlebars, he can’t play 

Pokemon Go! (LG+6)

I like the activity, but not the cycling. 
(Mat4)Walking rather than cycling. (Mil2)

Yeah I like things that give you a route to 
go round and see various different things 

as well. (Mil2)

I like history and heritage but I’m not 
into cycling. (Mil2)Yeah, we’d walk it but not cycle. (Mat4)

Appeal:Brief overview:  
This activity is a visit to an historic 
Norfolk village, Great Bircham where a 
visitor will be immersed in local history 
as they move around the village. There 
are opportunities to soak up the history 
at the windmill, the church, and a 
stately home…
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Appeal / Positives

Appeal is attributed to being where 
there may be particular occasion to 
mark, or children to entertain

Be aware / Negative 

Appeal may be compromised by:
• concerns over discomfort
• concerns over inappropriate to off-

season

Suggestions / Enhancements

Appeal may be enhanced by 
reassurance about the off-season 
suitability and appropriate level of 
comfort!

Activity 9b: Bushcraft Skills in Thetford Forest
 The Bushcraft activity does not 

find much traction with the 
independent travellers in the 
groups, and seems widely felt to 
be incompatible with the off-
season (though there is perhaps 
some resonance with particular 
groups and family trips)

I was thinking of my son, that’s exactly 
what came to my head. (Mat4)

It sounds like something you’d do in the 
Duke of Edinburgh awards. (Mat4)

It sounds fun but I probably wouldn’t do 
it, especially at the time of year that 

you said as well.  It’s cold… (Mil2)

If you were doing something with a group of 
friends and you wanted to do something like 

this, it’s actually quite reasonable. (Mil2)

I want to go away and relax, I don’t want to 
be doing all these type of things.  I want to 

go away and chill out.  Survival is not 
something on my mind. (Mil2)

It just feels a bit uncomfortable in the 
sense that if I’m going away on holiday, 
I don’t really want to be cold. (LG+6)

Appeal:Brief overview: 
Could you survive in the wilderness? 
Does Bear Grylls er…sit in the woods?! 
OK, so maybe Thetford Forest isn’t 
quite as remote as the wild country our 
ancestors knew, but it’s a fantastic 
place for getting off the sofa and 
outside your comfort zone…
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Theme 10 – OUT OF THE ORDINARY
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Appeal:

This is high on appeal for me.  (LG+6)

Quirky can be different for each individual.   
(LG+6)

I’m not sure how unusual is unusual?  
(LG+6)

Theme 10: Out Of The Ordinary

 ‘Out of the Ordinary’ is one of the most popular themes 
tabled, and generates a high degree of speculation, 
engagement and interest

 Both of the proposed activities, ‘Norwich Hidden Street 
Tour’, and ‘Appleton Tower’ are found to be broadly 
appealing; and draw positive comparison with activities 
available / experienced in other cities
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Appeal / Positives

Appeal is attributed to being:
• interesting
• novel / fun

Be aware / Negative 

There are no constructively critical 
observations made beyond the overall 
theme under which this sits

Suggestions / Enhancements

Appeal may be enhanced by 
managing expectations of what is to 
be seen/found, timings etc.

Activity 10a: Hidden Street Tour (Norwich)
 The Norwich Hidden Street Tour 

is strongly appealing for its 
intrinsic interest and novelty, and 
draws positive comparison with 
similar experiences in other cities

It sounds good. It does sound fun. (LG+6)
Why doesn’t that come under ‘History 
and Heritage’?  Why is it ‘Out of the 

Ordinary’? (Mil2)

That’s making me think of Harry Potter. 
And Birmingham, and Edinburgh… (Mat4)

Yeah, I like this idea. That reminds me of 
Edinburgh.   (Mil2)

Is Norwich really one of the UK’s most 
vibrant cities? (Mat4)

For me it depends on how long it is, and 
how much it is. And say for instance at 
lunch time, can you break off… (Mil2)

Appeal:Brief overview: This is a tour like no other, 
walking down old flights of stairs into the 
past. You’ll journey all the way to the 15th 
century in the company of a local 
storyteller who blows the dust off history 
and brings it thrillingly to life. You’ll 
discover this abandoned street is full of 
clues to Norwich’s heritage, spanning 
centuries of work, love and loss…
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Appeal / Positives

Appeal is attributed largely to the 
pleasures of the walk and 
Sandringham Estate, rather than the 
tower per se

Be aware / Negative 

Appeal may be compromised by a lack 
of motivation to travel to visit

Suggestions / Enhancements

Appeal may be enhanced by 
leveraging the Sandringham estate, 
and/or managing expectations of 
what can be accessed and seen there

Activity 10b: Appleton Tower
 There is a relatively strong appeal 

to the Appleton tower activity, 
whilst this appears to be largely 
attributable to association with 
the Sandringham estate, rather 
than inherent interest in the tower

I probably would go for a walk there. It 
depends on location. If I was local. (LG+6)

It’s history.  There’s a lot of water towers 
around, and if you can’t go in it…  walking 

around a tower is not that out of the 
ordinary. (Mil2)

I quite like the sound of that. In a few 
years time when the little one is doing 

history classes. (LG+6)

I’d do that. (Mil2)

If it was near to where I was staying I’d make 
an effort to go because it would be 

interesting, but I wouldn’t drive for it. 
(LG+6)

And if you can walk around the actually 
Sandringham Estate, like you can if you go down 

to Windsor, it would be really nice to make a 
whole outing of it and have a cold picnic. (Mil2)

Appeal:Brief overview: 
The Appleton Water Tower stands high 
on a broad chalk ridge overlooking the 
village of West Newton. This ornate 
structure is now a unique holiday let, 
yet it was once a functional pumping 
station, providing clean water for the 
Sandringham Royal Estate…
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Section 5: Related/additional findings
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Travel to/from Norfolk

 The great majority are inclined to drive for UK off-season 
holidays/breaks (rather than take the train or other public 
transport)

 There is some notable lack of comprehension of precisely 
how to get to Norfolk (which roads or direction or 
alternatives), and indeed some confusion as to where the 
county is in relation to other counties

 There is a general presumption that Norfolk presents 
some degree of challenge to reach/access by virtue of 
relatively poor road access (whether perception or 
reality); and some presumption that travel to other parts 
of the country might be easier/quicker or less ‘hassle’

For me, I think two and a half, three hours, but it 
can be a slog.  It takes about four hours to get to 

Devon.  It’s 230 miles but it’s a cracking run, 
depending on the route.  (Mat4)

Geographically it’s not huge to get from an historic 
site to the beach, and then the wetlands relatively 

easy.  I’ve just got a bit of a hang up about the roads 
and it’s probably unfair. I think the bypass around 
Norwich is a bit confusing to say the least.  (Mat4)

The biggest problem is there is one road in and one 
road out. One lane going and one lane coming.  (Mat3)

It’s relatively far away but rightly or wrongly, I get 
the impression that roads in and out are not that 
good.  If you go to Devon, the roads are excellent 

getting down to Devon. (Mat4)

You have to drive to Norwich first to go anywhere 
else.  (Mat4)

The competition that Norfolk faces from other 
seaside places around the country, I mean, around 

the south, Blackpool is going to be colder, but Devon 
and Cornwall have got amazing beaches, views and 
walks, and it’s going to be a tad warmer.  What’s it 
down to Cornwall, about 5 hours to drive… what is 

the drive to Norfolk? Three? Four?  (Mat3)

I think maybe messaging about how accessible it is 
and it’s actually not that far from where we are.  

We’re from London, it’s quite easy to get down to 
the west country…   How easy it is to get there, a 

couple of hours away at the most [Norfolk]. My Mum 
absolutely hates going on the motorways, it’s 

actually a really nice drive.  A lot of it is A roads.  So 
your journey, there’s a lot of greenery, a lot of A 

roads, rather an up the M25, the M1. (Mil2)
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Propensity to plan

 There is a wide spectrum of behaviours evident with 
respect to holiday activity planning, with some 
inclined to organise/plan with some diligence, and 
others deliberately averse to planning (perhaps to 
disconnect from every day/routine behaviours whilst 
on holiday)

 There appears to be desire to acquaint in advance 
with areas being visited in order to have some sense 
of activities that can be done; whilst retaining some 
flexibility by booking at relatively short notice 

 Flexibility and spontaneity appear to highly valued in 
the context of holiday activities, which presents 
some challenges to planning/booking ahead; along 
with the desire to keep parts of the day clear and/or 
portioning the day for multiple activities

It’s like if I’ve got a day off work, I ask my wife “what are we 
doing today”?  Like, I want to know, even if she just tells me 

something we’re going to do and we don’t do it, that eases me 
because I feel like I’m going to do something, and then if later 

I can’t be bothered to do it and I don’t do it.  (Mil1)

I’ll decide today and go tomorrow.  I couldn’t plan.  (Mat3)

I don’t want to be left with nothing (to do)… but I’m not about 
routines.  I don’t want to plan every second.  I’m like we’ve 
come to do X, Y and Z; we’ll do this on this day and this on 
this day, we’ll have a couple of free days to walk.  (CW5)

When it comes to holidays, no, I like go with the flow.  (Mil1)

I’m probably a little bit less, say 40% planning.  I think what I 
like to have is an idea of what we’re doing for the day.  So 

normally I’d book a couple of things to do during the week or 
whatever it is, but then I like an idea of what we’re doing the 
next day… so we’ve got an idea, but not necessarily down to 
the minute or the hour. It could be why don’t we go here for 

the day, or we could go there…  (Mil1)

I’d need to know you can do it in advance, but I wouldn’t plan 
anything specifically until I was there and you could look at 

the web or go on that day.  (CW5)

History and heritage I would plan, but walking and cycling, I’d 
just get a map and go.  (CW5)
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Itineraries, routes and suggestions

 There is a widespread welcome for 
the concept of suggested itineraries, 
routes, ideas and recommendations in 
the context of holiday activity 
planning, noting that these are 
generally believed to enable swift 
assimilation and appreciation of areas 
visited (if previously unfamiliar)

 There is, however, some resistance to 
obligations to join groups, tours or 
strictly scheduled events/activities, in 
preference to having the freedom and 
flexibility of independent and self-
organised activities

Those kinds of things are nice but I don’t want to pay for that kind of service.  But 
it gives you an idea that if you’re on a 3 night break, what you could do, if you 

want a physical holiday or more of a chilled one.  (Mil2)

I suppose it gives you the research… there might be unique ones that you might 
not have known about….  If it was 8 miles drive and you’d looked for 5 miles… 

you’d go that little bit further if it was advertised to you.  If it was me, I’d just go 
down all the streets that are nearest to me.  I wouldn’t think right I’m going to 

travel half an hour away.  If I was up that way I might travel have an hour, 
because I’ve already travelled two hours over there.  (Mil2)

For me personally, the first thing I do is ask people that have been, over going on 
the internet, because, from people you talk to, you know if your interests are 

the same as theirs.  You go on the internet and you read trip advisor, but 
actually the person review that you’re reading, has nothing in common with you 
and doesn’t like anything that you like, so I always start by asking around to see 

what people that I know who have been there think.  That’s a starting point.  
And I always, the first question I always ask is what wouldn’t you do… and then I 

go, right, now what would you do?  Sometimes I find there’s so much 
overwhelming information on the internet that you can find that actually you 

don’t know where to start. (CW5). 

That’s good, I’d know I’m in the right place.   So, the cathedral and the opening 
hours.  And there’s X, and there’s Y here…  and then in my head, I know… 

depending on how long I’m away for… but that’s of interest.  I couldn’t do, this is 
where I’m going in the morning, this is where I’m going in the afternoon.  I get…  

but that’s not for me…  I think that that’s because I am so organised at work, 
every minute of every day, so I’m not doing that when I’m away.  That’s my 

relaxation.  I like to know what there is…  and then I’d think this is what I’d like 
to see, this is what I have no interest in in seeing, so therefore, we’ll get in the 
car, we’ll walk, whatever… we’ll walk in that direction and we can see A, B, C 

and D.  (Mat3)
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Information and search

 There are many overlapping and inter-linked sources of information harnessed in the choosing of holiday
destination, and planning of activities both before and once there. These are typically some
combination of the following main channels of information:

Social media

Assimilating 
information, 

suggestions and 
recommendations 
from social media, 
notably Instagram

Although I find them 
incredibly annoying, I have 
actually bought and done 
things from like sponsored 
ads on Instagram or like 

social media and stuff.  I’ll 
be talking about holidays, 
and I wouldn’t have put 

anything into my phone, and 
then I’ll be scrolling… and all 
of a sudden…  it would pop 
up…  if I think oh that looks 

nice (CW%)

Review sites

Assimilating 
information, 

suggestions and 
recommendations 
from review sites, 

notably Trip Advisor

Trip Advisor, what to 
do in Norfolk.  What’s 

near me.  I’d find 
somewhere that I was 
staying and then just 

do an around me. 
(Mil2)

Internet

Proactively searching 
internet/websites for 
information notably 

via Google

I often do that… go on 
Google maps for the 

cafes and pubs and all 
of that (MIl2)

Booking agent

Gathering 
information via 

booking agent at 
point of booking or 
provided at point of 
booking (e.g. AirBnB 

host)

Like AirBnB if they 
send out ‘things to do 

in Norfolk’. (Mil1)

Venue

Gathering 
information via 
accommodation         

or local venues (e.g. 
hotel lobby displays)

I hit the hotels and 
stuff and B&Bs and 

nick all their 
brochures.  Then you 

can plan out your 
stay. (CW5)

Word of Mouth

Taking advice and 
recommendation 

from peers, friends 
and family

If someone really 
enjoyed it you think 
“oh I’ll go”, it’s word 

of mouth. (LG+6)
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Marketing and Promotion

 There would appear to be a widespread lack of 
consideration of Norfolk as an off-season holiday 
destination (rather than an overt rejection of it) 
attributed to a simple lack of awareness, mind-share 
or comprehension of the county’s attractions as a 
destination

 And whilst those unfamiliar/unaware are unlikely to 
consider visiting Norfolk as a result, those familiar 
are very largely positive about visiting off-season 
(already appreciating the county’s appeal)

 There are many suggestions and exhortations around 
raising the profile of the county as a tourist 
destination (as a whole) and also promoting specific 
aspects of the county (e.g. landscapes, recreational 
amenities, cities, sites etc.); often articulated in the 
simple expediency of greater levels of “advertising” 
or promotion

If you’re staying at a hotel or whatever, a holiday park or 
whatever it is, yeah, if they do it [promotion] at that stage, 

you’re then more likely to get something booked up.  I’m a bit 
boring.  I just Google things to do in certain areas.  (Mil1)

Maybe there needs to be some sort of advertising campaign, 
not reiterating the things that we know, but “did you know we 

actually also do…”.  (Mat3)

I think it’s just more getting the word out and getting more 
knowledge out that there’s an alternative to go to.  (Mil2)

Their landscapes are stunning.  If they project that.  Though 
there’s lots of competition - Northumberland, Yorkshire, 

Cornwall; yes, there’s a lot of competition.  (Mat3)

Where are they?  I’m sorry, I’ve never seen anything about 
Norfolk advertised anywhere…so where are they advertising? 

They’re missing a trick, I don’t know what they’re doing.  
(CW5)

They did that advert before the pandemic and everything, 
“Visit Norfolk”.  (CW5)

I don’t think about Norfolk.  I have no awareness about 
Norfolk.  I’ve not seen it, I’ve never been.  (Mil1)
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Propensity to visit Norfolk

 The concept of promoting generic themes, and 
promoting related activities and/or specific itineraries 
finds general favour, and notably so where there is 
limited or negligible knowledge of what Norfolk 
constitutes or offers

 Participants in the research were notably more 
inclined to consider Norfolk as an off-season holiday 
destination on the strength of the concepts shared, 
than prior to sharing

 Consideration to visit Norfolk might require the simple 
expedient of raising the profile of the county and 
seizing mind-share for Norfolk as a holiday destination 
(at all); whilst the promotion of specific themes and 
activities could provide the ingredients of such 
promotional activity

Yeah I think so.  I think there’s something there 
for everybody.  We’re all interested in different 
things, so something there interests us to come 

for different reasons.  (Mil2)

They’ve got nice beaches up there, that would 
appeal to me. You need to advertise it more.  

(Mat4)

Yeah, I think I would go, but I don’t think it would 
be at the top of my list.  (LG+6)

Norfolk is more affordable. That’s the nice thing, 
it’s not very far from here. It’s a nice drive.  

(Mil2)

There’s more to think of now than there was 
beforehand.  I’ve got a much better 

understanding of what they’re offering.  (Mil1)

Sounds like there’s quite a lot to do actually. And 
it’s for everyone. It’s got a broad appeal.  (Mil1)
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PLACES
Leveraging unique and attractive places including:
• Great Yarmouth
• Wells Next the Sea
• Horsey
• Winterton
• Holkham

ACTIVITIES
Developing/promoting activities including:
• Equestrian
• Canoeing
• Entertainments/live shows
• Arts & Crafts
• Paddle-boarding
• Walks/hikes (more)
• Farmers market
• Seal spotting

ENVIRONS
Leveraging the unique merits of Norfolk’s landscapes:

• Countryside
• Villages
• Beaches

• The Broads

OTHER
Leveraging other attributes of holidays and/or Norfolk 

including
• Inter-link with Suffolk

• LGBTQ+ friendly (feeling welcome/safe/unjudged)
• Cromer Crabs

• Norfolk Lavender
• Dog friendliness

• Easy access (contrary to presumption)

Suggestions and enhancements
 In the course of discussions, many suggestions are made as to what might make Norfolk, the themes

and/or the activities more appealing or likely to be considered, these tending to cluster around the
following:
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Summary
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Summary On-A-Page

Themes
11. Notwithstanding variances attributable to personal preferences, all the

themes found some favour with some, and a discernible hierarchy of
preference emerged, topped by Walking, Food & Drink and Out Of The
Ordinary; and bottomed by Get Creative and Go Green

Off Season and Experiential Tourism
6. The term ‘off season’ is generally taken to mean outside of any school

holidays, and as such may not be assumed to include Christmas or half-
term periods (these being deemed to be ‘on-season’ based on peak pricing
models)

7. Off-season holidaying is frequently motivated by seeking lower prices,
seeking quieter less-crowded spaces, and simple spontaneity

8. Activities enjoyed off-season notably include walking, pubs / food /
restaurants, “exploring”, museums / houses / castles, and sightseeing in
general

9. Factors determining appealing activities frequently include consideration
of travel companions, flexibility, freedom/independence, weather-
proofing, affordability and uniqueness

10. The notion of experiential tourism conjures a spectrum of receptivity; and
whilst appealing may err towards perceptions of exotic destinations and
physical activities (rather than the local or more arts/cultural)

Context and Norfolk
1. Six groups (27x participants) were conducted with a cross-section of

prospective off-season visitors to Norfolk to explore receptivity to the
proposed themes and activities to promote experiential tourism to/in
Norfolk

2. Awareness and comprehension of Norfolk as a tourism proposition is widely
varied, frequently unlikely to be considered and often misapprehended
(although rarely overtly rejected)

3. Perceptions of Norfolk are generally positively framed, and frequently
informed by childhood experiences and/or word of mouth from
friends/family if not recently experienced

4. Associations tend to cluster around places (e.g. Great Yarmouth and
Broads), settings (e.g. countryside, beaches), activities (e.g. crabbing,
boating), weather (e.g. windy), access (e.g. poor roads) and ambience
(e.g. quiet)

5. There are few overt barriers to visiting Norfolk beyond a lack of
consideration, lack of comprehension, and perceived inaccessibility

Tangential feedback
15. Norfolk is often presumed to be relatively hard to access by road
16. There is a spectrum of propensity to plan ahead in booking activities, noting

there is some aversion to being too organised on holiday; and some wariness
about participating in groups on holiday

17. The concept of itineraries and themes found broad favour, as a short-cut to
ensuring the best of an area can be enjoyed / experienced

18. Many sources of information may be referenced in planning a holiday,
notably including social media, review websites, booking agents, venues and
word of mouth recommendations

19. There was widespread belief that Norfolk should confidently promote its
assets more widely and loudly in order to be considered as an off-season
holiday destination

20. The fundamental principle of developing themes/itineraries, and a
portfolio of related activities, found very wide favour (notwithstanding
individual personal preferences around specific concepts within)

Activities
12. The appeal of a theme does not always correlate with appeal of the

activities within (e.g. Food & Drink is strongly appealing, although cheese-
making is not strongly appealing); and may mask strong individual
preferences according to personal taste (e.g. Love of Butterflies not widely
appealing, but very appealing to a few interested individuals)

13. There was occasionally evident mis-match between the theme descriptors
and the proposed activities (e.g. Walsingham Snowdrops misfit in Go Green)

14. In general the most appealing activities were those involving
walking/cycling, unusual/quirky/unique sights, enjoying the
landscape/nature, and with a hint of history/heritage/food/drink
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