


Contents             Page 
 
1. Headline Findings ....................................................................................................... 2 

2. Background and Methodology .................................................................................... 4 

3. Visitor Profile .............................................................................................................. 7 

4. Satisfaction Ratings .................................................................................................. 15 

5. Motivation for Visit .................................................................................................... 19 

6. Accommodation........................................................................................................ 24 

7. Implications for Marketing and Product Development ............................................... 26 

 

 



 
REPORT 

Powys Visitor Survey 2013  

Strategic Marketing 
November 2013 

Page 2 of 27  
 

 
 

 

1. Headline Findings 

Very high overall trip satisfaction  

1.1 Visitors in Powys rate their experience highly, giving an average score of 9.5 
out of 10. This is a very high level of satisfaction, similar to the Wales Visitor 
Survey overall rating of 9.3. 

1.2 The ‘quality of the natural environment’ fares particularly well with a score of 
9.7 out of 10. 

 

Commercial aspects are not so strong 

1.3 ‘Shopping’ (8.5 out of 10) and ‘places to eat and drink’ (8.8) are rated lower 
than other attributes in Powys, although these score are in line with those 
awarded to all of Wales. 

1.4 Dyfi Valley (9.7) and Vyrnwy and the Berwyn Mountains (9.3) score very well 
on ‘places to eat and drink’. Cambrian Mountains (8.1) and Brecon Beacons 
(8.5) score much lower. 

 

England provides most of the staying visitors to Powys 

1.5 The vast majority (83%) of UK staying visitors in Powys come from England. 
Three in ten (30%) come from the South East of England, and a quarter (25%) 
from the Midlands. 

 

‘Scenic Explorer Couples’ and ‘Pre-family Explorer’ segments are high among 
UK staying visitors 

1.6 Powys attracts a high proportion of ‘Scenic Explorer Couples’ and ‘Pre-family 
Explorers’, which reflects the reasons people visit the area – namely to 
experience its natural attributes including the countryside and country parks, 
with walking being a key reason for a visit. 

1.7 The Brecon Beacons has the highest proportion of ‘Pre-family Explorers’ in its 
UK staying profile, and notably, its proportion of ‘Younger, Less Well Off’ 
(20%) is much higher than the rest of Powys (2% of UK staying visitors). 

1.8 Dyfi Valley attracts a notably high proportion of ‘Older Cultural Explorer 
Couples’ (25% of its UK staying profile) compared to the rest of Powys (9%). 

 

Strong numbers of couples head to Powys, but few children 

1.9 Couples account for 43% of visiting parties to Powys, which is a high 
percentage compared to the all of Wales result of 37%. However, the area 
receives low numbers of families with children. 
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1.10 Around two in five (41%) people who visit the Dyfi Valley are aged 65 and 
over. This is high in comparison to other sub-areas, which average 23% of 
visitors being 65+. 

 

New and lapsed UK staying visitor numbers are high 

1.11 The percentage of UK staying visitors in Powys that are new or lapsed (43%) 
is higher than the all of Wales result of 36%. 

1.12 Dyfi Valley is the exception among the sub-areas, whereby 93% of its visitors 
are repeat visitors.  

 

Powys is primarily a short break destination for UK staying visitors 

1.13 A high proportion (60%) of UK staying visitors have visited Powys for a short 
break, compared to 14% who choose the area for their main holiday of the 
year. This is lower than in the all Wales results, where 22% of UK staying 
visitors come to Wales for their main holiday. 

 

Powys visitors like the great outdoors 

1.14 Staying visitors in Powys are more likely to camp than choose any other form 
of accommodation, with 19% choosing this option. This is a higher percentage 
than the all of Wales result of 12%.  

1.15 The top activity visitors undertake is walking more than two miles (28%), with 
around half (48%) visiting Powys to enjoy the landscape and countryside. 

   

Coming back for more 

1.16 Following very high trip satisfaction, intentions to return soon are very high. 
Most (81%) visitors say they will ‘definitely’ make another trip to / in Wales 
within the next few years. 
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2. Background and Methodology 

What is the Powys visitor survey? 

2.1 In 2013 Visit Wales commissioned Strategic Marketing to conduct a survey of 
visitors at 55 sampling locations across the whole of Wales. Local marketing 
areas had the opportunity to boost the sample of interviews conducted in their 
own area, choose their own questions and commission their own report. The 
Powys marketing area opted to do this. 

2.2 Objectives of the survey were to understand in more detail: 

� Profile of visitors to Powys 

� Satisfaction with visit 

� Motivation for visiting 

� Accommodation used 

� Perceptions of Powys as a place to visit 

 

How was the survey conducted? 

2.3 The survey was conducted using face-to-face interviews with visitors during 
their trip to Powys. 

2.4 Filter questions in the questionnaire ensured that respondents met the criteria 
for either a staying or day visitor to the area: 

� Aged 16 or over 

� Purpose of visiting not routine shopping, routine appointment, business 
or study 

� Day visitors must have spent three or more hours away from home 
(including travel) 

� Staying visitors must have spent at least two nights in Wales at the point 
of interview if their total length of intended stay was four or more nights; 
or at least one night in Wales if the total length of intended stay was 
fewer than four nights 

2.5 All interviews were conducted by trained face-to-face interviews working to 
MRS and IQCS standards. Interviews were conducted between late March 
and September 2013 on a mixture of weekdays and weekends, inside and 
outside of school holidays. 

2.6 A total of 479 interviews were conducted at selected sampling locations shown 
below: 

 



 
REPORT 

Powys Visitor Survey 2013  

Strategic Marketing 
November 2013 

Page 5 of 27  
 

 
 

Sub-areas  Sampling location No. of interviews (as 
part of main Visit 
Wales survey) 

No. of interviews 
(commissioned extras) 

Brecon Beacons 
Brecon Town Centre   24   39 

Brecon (Storey Arms)   32   80 

Cambrian 
Mountains 

Elan Valley VC   61   36 

Dyfi Valley Machynlleth    44 

Vyrnwy and the 
Berwyn Mountains 

Powis Castle   16  

Lake Vyrnwy    73 

Welshpool Town Centre   32   18 

Offa’s country Knighton    24 

Total  165 314 

 

2.7 For reporting purposes, some sampling locations have been combined into 
sub-areas (see table above). Wherever significant differences between sub-
areas occur in the results, these are highlighted in the report. A full set of 
cross-tabulations by sub-area is also provided separately. 

 

Sampling by visitor market 

2.8 The main Visit Wales survey required set quotas on UK staying visitors, Day 
visitors and Overseas visitors for each interview shift undertaken. 

2.9 In the sample of 479 interviews for Powys, the number of interviews conducted 
with each market is as follows: 

 

Visitor market No. of interviews 

UK Staying visitors 217 

UK Day visitors 223 

Overseas visitors   39 

 

2.10 Differences between the three markets are highlighted throughout this report. 

 

What does this report cover? 

2.11 In the interests of keeping this report reasonably concise and reader-friendly, 
we focus on the most significant findings and differences between respondent 
groups. A full set of cross-tabulations for each question broken down by visitor 
market, origin of UK visitors, new/lapsed/repeat visitors. 
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2.12 Comparisons between results for Powys and the whole of Wales are made 
throughout. Results for the whole of Wales are all taken from the main Wales 
Visitor Survey 2013. 

2.13 A few questions in the questionnaire explored the subject of visitor information 
needs. Visit Wales commissioned additional qualitative research on this 
subject, which is covered in a stand-alone report submitted to Visit Wales.
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3. Visitor Profile 

Origin of visitors – UK staying market 

Origin of visitors % of UK staying visitors 
to Powys 

England – South East 30% 

England – Midlands  25% 

England – North 15% 

England – South West 13% 

UK other    2% 

Wales  16% 

 

England provides the bulk of the UK staying visitors to Powys 

3.1 The vast majority (83%) of UK staying visitors visiting Powys come from 
England. The South East of England provides the highest proportion (30%) of 
staying visitors to Powys, followed by the Midlands (25%). In contrast, Wales 
accounts for just 16% of UK staying visitors. 

 

Differences by sub-area 

3.2 A high percentage of UK staying visitors to Offa’s Country (36%) and Dyfi 
Valley (33%) are from the Midlands, but only 18% of UK staying visitors to the 
Offa’s Country and 17% to the Dyfi Valley are from the South East of England. 
On the other hand, the South East of England accounts for 38% of UK staying 
visitors to the Brecon Beacons. 

3.3 The Cambrian Mountains sub-area attracts quite a high proportion of visitors 
from the North of England (27% of its UK staying visitors). At the same time, 
Welsh residents make up the lowest proportion (9%) of UK staying visitors to 
the Cambrian Mountains compared to the other sub-areas.   

 

Base: 182 
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Origin of visitors – UK Day market 

  Origin of visitors % of UK day visitors to 
Powys 

Wales – Powys  25% 

Wales – South West  18% 

Wales – Cardiff  10% 

Wales – The Valleys   9% 

Wales – Ceredigion   7% 

Wales – North   4% 

England – Midlands 16% 

England – South   7% 

England – North   4% 

 

Welsh visitors make up the bulk of UK day market 

3.4 About three quarters (73%) of day visitors to Powys are from Wales, with a 
quarter (25%) from Powys itself. Visitors from the South West, who can easily 
access the region via the A40 and A483, account for around one in five (18%) 
day visitors. 

 

Good visitor numbers from the Midlands 

3.5 England makes up 27% of day visitors to Powys, with the majority (16%) 
coming over the border from the neighbouring Midlands. 

 

English day-trippers – differences by sub-area 

3.6 While Vyrnwy and the Berwyn Mountains sees around a third (30%) of its day 
visitors from the Midlands, the Brecon Beacons sees only 8% of its day-
trippers coming from this English region. 

 

Day visits within Wales – differences by sub-area 

3.7 The South West of Wales accounts for around a quarter (26%) of day visitors 
to the Brecon Beacons and 44% of day-trippers to the Dyfi Valley. 

3.8 The Cambrian Mountains are more likely to see day visitors from Powys (53% 
of its day visitor profile), whereas people from Cardiff account for around a 
quarter (23%) of day visitors to the Brecon Beacons.  

Base: 207 
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 Origin of visitors – Overseas market 

  Origin of visitors No. of overseas visitors 
to Powys in sample 

France 6 

Spain 4 

Netherlands 4 

Belgium 3 

Germany 1 

Europe other 6 

USA 4 

Canada 4 

South Africa 3 

Australia 1 

Outside Europe other 3 

 

Powys attracts visitors from all over the globe 

3.9 Overseas visitors to Powys have come from all over the world. Out of the 39 
interviews conducted with overseas visitors to Powys, the majority (24) are 
from Europe but visitors from outside the continent – including America, 
Canada and South Africa - also head to the Mid-Wales region. Interviews were 
conducted in English or Welsh, so this might have resulted in a respondent 
bias towards those confident enough to converse in the language. 

3.10 The sample of overseas visitors is not large enough to analysis reliably in 
detail; 22 of the 39 overseas visitors in the sample have been interviewed in 
the Brecon Beacons. 

 

Base: 39 
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Segmentation profile of UK staying visitors 
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‘Scenic Explorer Couples’ and ‘Pre-family Explorers’ head to Powys 

3.11 This year, Visit Wales has commissioned a new segmentation model to 
categorise UK staying visitors (‘UK’ includes Welsh residents as well as 
visitors from outside Wales). Staying visitors have been categorised according 
to answers given to a series of questions relating to attitudes, behaviour and 
demographics. 

3.12 Powys has attracted a high proportion of the ‘Scenic Explorer Couples’ and 
‘Pre-family Explorers’, compared to the whole of Wales. ‘Scenic Explorer 
Couples’ account for about a quarter (26%) of UK staying visitors to Powys – 
compared to the all of Wales average of 18% and the UK population estimate 
of 15%.  

3.13 While ‘Pre-family Explorers’ account for only 8% of the UK population, they 
make up 27% of UK staying visitors in Powys – a strong 10% above the all of 
Wales average (17%). 

3.14 At 12%, the percentage of ‘Active Family Explorers’ is double that of the UK 
population average (6%). 

 

Base: 180 
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Smaller draw for ‘Older Cultural Explorer Couples’ 

3.15 While the other ‘explorer’ segments in Powys are higher than the all of Wales 
and UK population estimates, ‘Older Cultural Explorer Couples’ account for 
just 7% of UK staying visitors in the region, which is much lower than the UK 
population estimate of 14%. 

 

Smaller draw for the ‘Young, Fun, Sun’ segment 

3.16 The ‘Young, Fun, Sun’ segment makes up 8% of the UK population, but only 
2% of UK staying visitors to Powys. 

 

Differences by sub-area 

3.17 The Brecon Beacons has the highest proportion of ‘Pre-family Explorers’ in its 
UK staying profile, and notably, its proportion of ‘Younger, Less Well Off’ 
(20%) is much higher than the rest of Powys (2% of UK staying visitors). 

3.18 Dyfi Valley attracts a notably high proportion of ‘Older Cultural Explorer 
Couples’ (25% of its UK staying profile) compared to the rest of Powys (9%). 

 

Age profile 
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Age profile leans towards the older end  

3.19 The visitor age profile for Powys leans towards the older end of the age 
categories. The under 35s (15% of visitors) are under-represented compared 
to the UK adult population (33%).  

 

Base: 479 
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Dyfi Valley attracts older generation 

3.20 Around two in five (41%) people who visit the Dyfi Valley are aged 65 and 
over. This is high in comparison to other sub-areas, which average 23% of 
visitors being 65+. And while other sub-areas see around 17% of their visitors 
made up of 35 to 44-year-olds, this group only accounts for 5% of visitors to 
the Dyfi Valley. 

 

Party profile 
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High proportion of couples and friends visit Powys 

3.21 Couples account for 43% of visitors to Powys, which is higher than the all of 
Wales result of 37%. 

3.22 The percentage of parties comprising friends (19%) is also higher than the all 
of Wales result of 10%. 

 

Lower numbers of families with children  

3.23 The all of Wales report shows that around three in ten (29%) visitors make a 
trip to the area with young children – but the same category only accounts for 
14% of visitors to Powys (11% + 3% on the above chart). 

Base: 479 
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3.24 Families with older children however make up an even lower proportion (11%) 
of visiting parties. The all of Wales results are similar. However, overseas 
visitors are more likely to travel as part of a family with older children (16%). 

3.25 The results might show that the area is less appealing to children, as it is also 
less appealing to young adults under 35. However it may be that older children 
make up a lower proportion of domestic parties taking day trips and breaks as 
some of them may prefer to spend time with their friends instead. 

3.26 The only significant differences between UK staying visitors and day visitors 
are in the visiting alone and couple categories. Day visitors are more likely to 
visit alone (11%) compared to UK staying visitors (3%). And UK staying 
visitors are more likely to travel as a couple (49%) compared with day visitors 
(38%). 

 

High proportion of couples visit Dyfi Valley  

3.27 A high proportion (59%) of visitors to the Dyfi Valley are couples compared to 
other sub-areas (which average 41%), but only 2% of visitors to the Dyfi Valley 
comprise friends (compared to an average of 21% for the other sub-areas). 

3.28 While the Brecon Beacons receive a relatively small proportion (35%) of 
couples, the sub-area sees a relatively high proportion of people visiting alone 
(15% compared to an average of 3% across the other sub-areas). 

 

Socio-economic group 
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All visitor profiles very skewed towards ABC1 

3.29 The majority (76%) of UK staying visitors to Powys are in the ABC1 socio-
economic group. This is higher than the all of Wales result (67%). This may 
reflect the greater affordability among this group to take overnight breaks and 
holidays. 

3.30 Similarly, the majority of day visitors (70%) and overseas visitors (87%) also 
fall into the wealthier ABC1 profiles. 

 

 New / lapsed / repeat visitors 
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High numbers of UK staying new and lapsed visitors  

3.31 A high percentage (43%) of UK staying visitors to Powys are new or lapsed 
visitors. This is higher than the all of Wales results, where about one in three 
(36%) visitors this year are new or lapsed, and two in three (64%) are repeat. 
The all of Wales results this year have shown a significant increase in lapsed 
visitors since 2011. 

3.32 The day visitor profile is mostly made up of repeat visitors, as is the case with 
the day visitor profile to the whole of Wales. 

 

Dyfi Valley attracts a very high level of repeat visitors 

3.33 The vast majority (93%) of visitors to the Dyfi Valley are repeat visitors, which 
is extremely high compared to the average for the rest of Powys (57%). 

Base: 479 
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4. Satisfaction Ratings 

Overall trip satisfaction ratings 
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Very high satisfaction ratings 

4.1 Visitors interviewed in Powys have rated their overall experience of Wales as 
a place to visit at an average of 9.5 out of 10. This is a very high level of 
satisfaction, similar to the result in the Wales Visitor Survey overall (9.3). 

4.2 Visitors to the Dyfi Valley rate Wales overall as a place to visit especially 
highly, awarding an average of 9.8 out of 10, while visitors to the Cambrian 
Mountains offer a rating of 9.1. 

 

‘Quality of the natural environment’ and ‘Friendliness of people’ rated highly 

4.3 ‘Quality of the natural environment’ (9.7) scores highest in ratings from visitors 
to Powys, and open comments reflect this. 

“Very impressed with the scenery, love everything about Wales” 
Day visitor 

Base: 471 
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“Wet, windy, wild and beautiful” 
Overseas visitor 

4.4 Also rated highly is the ‘Friendliness of people’, with an average of 9.5 out of 
10 by visitors to the area. Visitors to the Dyfi Valley offer the highest rating of 
9.8, whereas visitors to the Cambrian Mountains award friendliness 8.8. 

“It’s a great place full of great people” 
Day visitor 

“A lovely, friendly and picturesque place to visit” 
Day visitor 

 

VFM ratings vary 

4.5 Ratings out of ten for value for money vary depending on the location of 
interview. Visitors to the Dyfi Valley offer the highest rating of 9.8, followed by 
Vyrnwy and the Berwyn Mountains (9.4). 

4.6 However those visiting the Cambrian Mountains rate value for money at 8.4 
out of 10, and visitors to the Brecon Beacons rate VFM at 8.9. 

 

Lower ratings for commercial aspects  

4.7 Commercial aspects of the destination such as ‘places to eat and drink’ (8.8) 
and ‘shopping’ (8.5) are not as high, overall, as the other attributes, but are 
similar to the results for the whole of Wales. 

4.8 Dyfi Valley (9.7) and Vyrnwy and the Berwyn Mountains (9.3) score very well 
on ‘places to eat and drink’. Cambrian Mountains (8.1) and Brecon Beacons 
(8.5) score much lower. 
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Satisfaction ratings with attractions 
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High satisfaction with attractions 

4.9 Visitors going to attractions during their trip give an average rating of 9.5 out of 
10 for their overall enjoyment – higher than the all of Wales result of 9.2. 

4.10 All attributes are rated slightly higher than the scores out of ten for all of 
Wales. ‘Value for money’ has the biggest gap, with a score of 9.4 for Powys 
compared to 9.0 for all of Wales. 

“I thought it was a great day and with everything for the kids being free is 
great” 

UK staying visitor 

 

Overseas visitors offer lower scores 

4.11 Apart from ‘range of attractions’, overseas visitors award the attributes lower 
scores than UK staying and day visitors. Notably, overseas visitors rate ‘the 
service’ aspect of attractions at 8.8, compared to UK visitors rating it 9.5. 

 

Base: 106 
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Likelihood of returning soon 
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Day and UK staying visitors will be back 

4.12 Following high trip satisfaction, intentions to return soon are very high. In the 
day visitor market, the vast majority (90%) say they will ‘definitely’ make 
another visit to / within Wales in the next few years, as do 79% of UK staying 
visitors. 

 

Intentions not to return soon are likely to be linked to circumstances 

4.13 One in ten (10%) visitors to the Brecon Beacons said they either probably 
won’t or definitely won’t visit again. No visitors to other locations said they 
would either be unlikely or would not revisit. 

4.14 Intentions not to return in the next few years seem more likely to be related to 
circumstances (e.g. geographical distance from Wales and old age) than 
satisfaction because trip satisfaction ratings among those not intending to 
return soon are so high. 

Base: 473 
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5. Motivation for Visit 

Type of trip 
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Short breaks in Powys for UK staying visitors 

5.1 The majority (60%) of UK staying visitors in Powys are there for a short break, 
which is higher than the all of Wales result of 55%. There are fewer UK 
staying visitors taking their main holiday of the year (14%) in Powys compared 
to all of Wales (22%) and also fewer taking an additional holiday (15%) in the 
area compared to the whole country (21%). 

5.2 Three in five (59%) overseas visitors interviewed have come for their main 
holiday of the year. This is similar to the all of Wales result (57%). 

5.3 Two thirds (66%) of staying visitors to the Brecon Beacons are there for a 
short break – the highest proportion of short break visitors among the sub-
areas. 

 

Higher proportion of main holidays taken in the Cambrian Mountains and Dyfi 
Valley 

5.4 The Cambrian Mountains sees 30% of its staying visitors choose the sub-area 
for their main holiday, closely followed by Dyfi Valley (26%). The sub-areas 
generally further east see on average 18% of their staying visitors taking their 
main holiday. 

 

Base: 254 
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Motivation for visiting – all reasons 
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Landscape tops the attributes for Powys visitors 

5.5 Respondents have given a wide range of reasons for their trip, shown above. 
They could give more than one answer to this question.  

5.6 About half (48%) of respondents say their visit was ‘to enjoy the landscape / 
countryside / beach’ – lower than the all of Wales result (57%). But 64% of 
visitors to the Cambrian Mountains cite the landscape as a reason for their 
visit, as do 55% of visitors to the Dyfi Valley. 

“Scenery and the diversity just can't be beaten” 
UK staying visitor 

“A beautiful, scenic and green land” 
Day visitor 

 

Fine weather for outdoor activities in 2013 

5.7 Outdoor activities are a key feature of Powys’ offering. Around two in five 
(42%) respondents take part in outdoor activities during their trip. This 
includes 48% of UK staying visitors. 

5.8 The Powys result (42%) is higher than the all of Wales result (30% report 
visiting to take part in outdoor activities), which showed a significant increase 
since the previous Wales Visitor Survey in 2011. It is likely the warm sunny 
weather enjoyed by visitors in the summer of 2013 compared to 2011 has 
contributed to this increase. 

Base: 479 
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5.9 Around two thirds (65%) of visitors to the Brecon Beacons cite outdoor 
activities as one of the reasons for their trip, but only 16% of those visiting Dyfi 
Valley say they are there to take part in outdoor activities. 

 

Visiting sites and attractions is an important activity 

5.10 Two in five (41%) respondents say that visiting places / historical sites / 
specific attractions / sightseeing was one of their reasons for their Powys visit. 
This is specifically important for visitors to Vyrnwy and the Berwyn Mountains 
(60%) 

 

Motivation for visiting – main reason 

13%

2%

4%

10%

18%

24%

30%

0% 10% 20% 30% 40%

Other

To attend an event / concert / 

performance / sporting match

To shop

To visit friends or relatives

To visit places / historical sites / specific 

attractions / sightseeing

To enjoy the landscape / countryside / 

beach

To take part in outdoor activities

Q19b "And which one, if any, is your main reason for 

visiting Wales / this part of Wales?"

 
The above question is similar to the previous one except that respondents were asked to give 

one answer only 
 

Outdoor activities top the reasons why people head to Powys 

5.11 ‘To take part in outdoor activities’ is the top answer given for the main trip 
motivation (30% of visitors) – much higher than the whole of Wales results 
(13%). 

“Brilliant, lots of countryside, can use it for scout groups who want to go back” 
UK staying visitor 

5.12 ‘Outdoor activities’ are the main reason half (50%) of visitors plan their trip to 
the Brecon Beacons, compared to 19% of visitors to the rest of Powys. 
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‘To enjoy the landscape etc’ important for visitors 

5.13 The natural landscape and countryside found in Powys is the main reason 
around a quarter (24%) of visitors head to the area. This is more important to 
UK staying visitors (27%) than overseas visitors (18%). ‘The landscape’ is the 
biggest draw for visitors to the Cambrian Mountains (53% of visitors). 

“Marvellous countryside, a great place to visit” 
UK staying visitor 

 “Wonderful, beautiful countryside, lovely beaches, just a really nice place to 
visit” 

Day visitor 

 

More detailed reasons for visiting 

 

11%

14%

15%

16%

18%

18%

26%

28%

0% 10% 20% 30%

To shop

To visit friends or relatives

Castle or other historic attraction

Town centre

General sightseeing

Touring

Visit country parks/forest parks

Walking (more than 2 miles)

Q19 - 23 Top 8 specific activities undertaken during trip 

 
In the questionnaire, respondents were asked further questions (Q20 – Q23) relating to 
broad motivation categories answered in Q19. The above chart brings together the top 
eight specific reasons for visiting. Full details can be viewed in the cross-tabulations. 

 

Walking is popular with Powys visitors 

5.14 Complementing positive comments about Powys’ countryside and natural 
landscape, about three in ten (28%) visitors walk for more than two miles 
during their visit – this is significantly higher than the all of Wales result of 
16%.  

“There are lovely mountains - good walks” 
UK staying visitor 
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5.15 Around half (53%) of visitors to the Brecon Beacons say they have or will walk 
more than two miles during their visit. To put this into context, 64% of 
interviews in the Brecon Beacons have taken place outside the Storey Arms. 

  

Historic attractions are more enticing to overseas visitors 

5.16 About a third (31%) of overseas visitors visit a castle or other historic attraction 
– far higher than UK visitors (14%). 

5.17 The overseas sample for Powys is not large enough to break down further by 
country, but the results for all of Wales show that visitors who are not used to 
seeing castles and historic attractions in their own country such as Americans 
and Australians are especially likely to visit them in Wales. 
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6. Accommodation 

Accommodation used 

 

6%
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4%

4%

4%
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9%

9%

11%

14%

19%

0% 5% 10% 15% 20%

Other

Rented static caravan

Hired caravan/chalet

Farmhouse

Towed caravan

Guesthouse

Small hotel

Hostel

Owned static caravan

Self catering house / cottage

Home of friend

Home of relation

Bed & breakfast

Mid to large hotel

Campsite

Q26 (STAYING VISITORS) "During your stay in Wales, 

what type of accommodation are you using?"

 

 

Carry on camping 

6.1 Numerous staying visitors (19%) opt to sleep in a tent, which is significantly 
higher than the all of Wales result of 12%. This could be because of the more 
rural surroundings associated with Powys, and the desire for visitors to be 
outside and enjoy the landscape. 

6.2 Around a third (30%) of visitors to the Cambrian Mountain choose a campsite 
for their accommodation. 

 

That’s what friends are for 

6.3 A higher proportion of visitors (9%) to Powys stay in the home of a friend, 
compared to the all of Wales result (5%). 
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Not everyone staying in commercial accommodation has stayed in Powys 

6.4 Respondents staying in paid commercial accommodation were asked where 
they stayed the previous night. Many (32%) of those staying in commercial 
accommodation have stayed in a local authority area outside of Powys. These 
other places are well spread across the rest of the country. 

6.5 As the question (of where they stayed) was just asked to those staying in paid 
commercial accommodation, it is not possible to deduce the locations of 
friends, relatives and places stayed in owned caravans, and filter out those 
staying outside Powys from Q26 above.  

6.6 However those staying in paid commercial accommodation outside Powys are 
excluded from the satisfaction ratings below: 

 

Satisfaction with accommodation 

 

9.0

8.9

9.0

8.8

8.9

8.8

8.7

8.6

7.5 8.0 8.5 9.0 9.5 10.0

Overall satisfaction

Value for money

Service

Quality

Average score out of 10

Q29 "Thinking about the accommodation you stayed in 

last night in Wales, how satisfied are / were you with 

each of the following?"

Powys All of Wales

 

 

Powys accommodation rated very slightly lower than Wales as a whole 

6.7 Accommodation satisfaction ratings for Powys are very slightly lower than 
those for all of Wales – especially the service ratings, which score an average 
of 8.7 out of 10 compared to 9.0 for the whole country. 
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7. Implications for Marketing and Product Development 

7.1 What is the Powys visitor survey telling us? Below we conclude with the main 
implications for marketing and product development based on the research 
findings. 

 

Attracting new and lapsed visitors to Powys 

Advocacy is key 

7.2 Satisfaction with trips to Powys is high. At the same time, Information Needs 
Research undertaken by Visit Wales has confirmed that recommendations 
and shared experiences from friends / relatives / colleagues are one of the 
most powerful influences on new destination choice, and for some, it is the 
most powerful influence. 

7.3 While the percentage of new and lapsed UK staying visitors to Powys (43%) is 
higher than the all of Wales result (36%), anything which can be done to 
encourage advocacy among visitors will have a significant impact on attracting 
new and lapsed visitors to the area. 

  

Strong attraction for English visitors, but Welsh residents are lower in numbers 

7.4 English holiday-makers are making the effort to travel to Powys from different 
parts of the country. Welsh residents, however, make up a small proportion 
(16%) of UK staying visitors.  

 

The natural landscape is a key draw to Powys 

7.5 The countryside and picturesque nature of Powys is a strong attraction for 
visitors. It attracts significantly higher proportions of ‘Scenic Explorer Couples’ 
and ‘Pre-family Explorers’ than Wales as a whole. These are key market 
segments for Powys. 

 

Dyfi Valley appears not to be attracting new visitors 

7.6 The Dyfi Valley attracts a very high proportion of older, repeat visitors, who are 
important for the stability of the local tourism economy. However, this sub-area 
appears not to be attracting new visitors compared to the other sub-regions of 
Powys, so this may be an area to address. 
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Product development and visitor experience 

Converting day trippers and short break takers into holiday-makers 

7.7 Powys is a large region offering many different places to visit. The majority of 
staying visitors however come for a short break rather than a holiday. The 
challenge would be to ‘convert’ more of these short break takers into holiday 
makers. 

 

Commercial aspects need improving 

7.8 The commercial aspects of Powys’ tourism product need improving, as long 
as that does not compromise the ‘getting away from it all’ feeling that many 
visitors coming from outside Wales seek. 

7.9 The Dyfi Valley and Vyrnwy and the Berwyn Mountains sub-areas appear to 
be the exceptions though, as their commercial aspects are well rated. 

 

Region less appealing to families 

7.10 Couples and groups of friends are very well represented in both the staying 
and day visitor profiles. Marketing to these groups should bring good returns 
as the product appears to be a natural fit for them.  

7.11 There is a noticeable difference however between Powys and Wales as a 
whole in terms of the proportion of families with children in the visitor profile. 
Some of the neighbouring areas to Powys are attracting significantly higher 
proportions of families in their visitor profiles. 

7.12 Whether to actively promote to this group is a decision for the marketing team. 
It would either require product changes (i.e. more for children to do), or if the 
product is already suitable for children, that message isn’t coming across as 
well as it could yet.      
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