
 

Tourism Market Opportunities for Activity Providers in Cornwall  
 

This research report focussed on providing an insight into the tourism market for activity providers in 

Cornwall. It looked at key statistics on Cornwall’s tourism trends and visitor patterns. It also looked at existing 

providers focusing primarily around marine/conservation activities and finally suggested some techniques 

for further market research.  

 

Tourism Market Opportunities 

Visit England 2012 (Table 1) shows how Cornwall is perceived by visitors against the rest of Great Britain. 
While Cornwall scores high on ‘lots to see and do’, it does not do so well at providing ‘more for the young’.  

Table 1: Perceptions of Cornwall - % associated with each phrase. All GB Holiday takers (visitors and non-visitors)  

 

 

Visit Cornwall’s 2016 Survey compared summer visitor responses in August 2016 with autumn visitors (Sep-

Nov). Table 2 shows that Beaches are clearly the most popular attractions for visitors to Cornwall and the 

satisfaction with the quality and cleanliness of Cornish beaches (see Table 3) is generally high. Visit England 

(2012) also indicates a 90% ‘very good/excellent’ rate for Cornwall ‘Having Beautiful Beaches’.  

Attracting visitors with children to beach based conservation activities is made much easier when the vast 

majority of August visitors will be making a bee-line to the beaches already.  

 

 



 
Table 2: Visitor Attractions ranking (Visit Cornwall 2016) 

Types of attractions Cumulative (Aug-Nov 2016) Summer (Aug 2016) Autumn (Sep-Oct 2016) 

Beaches/Sea 74% 77% 71% 

Fishing villages/harbours 73% 75% 72% 

Rural towns/villages 57% 56% 58% 

Estuaries/rivers 53% 46% 60% 

Historic properties/sites 39% 40% 38% 

Larger towns/cities 36% 38% 33% 

Gardens 32% 36% 28% 

Family attractions 27% 38% 17% 

Museum/galleries 24% 29% 19% 

Boat trips 15% 23% 7% 

 

Table 3: Visitor satisfaction score ranking (Visit Cornwall 2016) 

Satisfaction indicator Score Ranking 

Overall enjoyment of your visit 4.83 1 

Quality of the beaches 4.82 2 

Cleanliness of the beaches 4.80 3 

Overall impression of Cornwall in terms of general atmosphere 4.80 4 

Overall impression of Cornwall in terms of feeling welcome 4.80 5 

 

Cornwall, however, attracts many more types of visitors than just the family market. 70% of all respondents 

overall in the Visit Cornwall 2016 survey (Table 4) during August to November were visiting Cornwall in an 

adult only group (55% during the summer and 83% during the autumn periods). 45% of visitor groups in 

August are made up of adults with children, but this decreases to just 17% in the autumn outside the School 

Holiday period. Table 5 also shows the average group size of visitors overall is 2.97. Ranging from 3.15 people 

during the summer to 2.62 people during the autumn. This is a reflection of the number of couples visiting 

the county as a purely family market would ensure larger group sizes.    

Table 4: Group Composition (Visit Cornwall 2016) 

Average Group size Cumulative (Aug-Nov 2016) Summer (Aug 2016) Autumn (Sep-Oct 2016) 

Ave. children 0.54 0.81 0.30 

Ave. adults 2.33 2.34 2.32 

Ave. group size 2.87 3.15 2.62 

Adults only 70% 55% 83% 

Adults with children 30% 45% 17% 

 

Table 5: Age group of party 
Age groups Cumulative (Aug-Nov 2016) Summer (Aug 2016) Autumn (Sep-Oct 2016) 

0-4yrs 5% 6% 4% 

5-10yrs 8% 11% 4% 

11-15yrs 6% 8% 4% 

16-24yrs 6% 8% 3% 

25-34yrs 10% 10% 10% 

35-44yrs 13% 15% 11% 

45-54yrs 15% 17% 13% 

55-64yrs 20% 12% 28% 

65+yrs 17% 12% 23% 

 



 

Table 5 shows 37% of all visitors to Cornwall were aged 55+ years including 24% and 51% of visitors to 

Cornwall during the summer and autumn periods respectively. 19% of all visitors were children aged 15 years 

or under, including 25% of visitors to the country during the summer period and 12% during the autumn 

period. In August the target 5-10 year group make up 11% of visitors. This falls to 4% in the September-

November months.  

The percentage of adult visitors aged 35-44yrs is 4% higher in August than in September-November, 

corresponding with school holidays as the parents of school age children are present.  

It would be possible to extend the season by targeting families with younger pre-school age children who 

come to Cornwall outside the School Holiday season. In addition, there is a large and potentially higher 

paying market of 55+yr old adults visiting Cornwall during the spring and autumn months that could be 

targeted. The family market and potential adult market is shown highlighted in Tables 4 & 5. 

It is worth noting that the significant increase in visitor numbers in the over 55+ group in the autumn months 

could provide a new audience for marine education and conservation based activities outside the summer 

season if the offer is tailored towards active older adults.  

With the adults’ only market in mind, it is worth looking at the value of other types of outdoor nature-related 

activities that are aimed at this type of tourist market. For example, foraging experts offer courses focussed 

on the coastal foraging and this audience would very likely be interested in learning more about marine life 

within the coastline as well. Walking visitors taking the coastal path may also be interested in stopping for a 

coastal activity on route as an interesting diversion.  The advantage of targeting this type of market is that 

this group extend the season as they visit in the spring and autumn months and are likely to expect higher 

prices, like with the foraging courses, for a similar expert led activity or course.  

Table 6: Coastal interest activities for adults 

Type of Activity Name Price  Organised by Length of activity 

Coastal Foraging  Cornish Wild 

Food  

Adults £25, Teenagers £10, Children 

Free  

Matt Vernon Not stated 

Seaweed Foraging Courses Wild Walks  Adults £35, Under 16s £15, Under 5s 

Free 

Rachel Lambert  3hrs  

Seaweed Foraging and 

Cookery 2018 

Fat Hen  £125 Caroline Davey 6.5hrs 

The Lizard Adventure 

Penzance –Falmouth Walk 

Encounter 

Walking  

£75 -£90 per person per day based 

on sharing room 

Encounter 

Walking 

2-6 days walking 

options 

Self-led walking holidays Western 

Discoveries 

£265-£635 Western 

Discoveries 

2-7 days walking 

options 

 

Table 7: Type of staying visit 

Type of Visit Cumulative (Aug-Nov 2016) Summer (Aug 2016) Autumn (Sep-Oct 2016) 

Main holiday of the year 33% 44% 24% 

Secondary/Additional 

holiday 

44%  33% 53% 

A short break 22% 20% 23% 

Other 1% 3% - 

 

https://www.cornishwildfood.co.uk/courses.html
https://www.cornishwildfood.co.uk/courses.html
https://www.wildwalks-southwest.co.uk/
http://www.fathen.org/
https://encounterwalkingholidays.com/cornwall-walking-holidays-coast-path
https://encounterwalkingholidays.com/cornwall-walking-holidays-coast-path
http://www.westcornwallwalks.co.uk/walkingroutes.html
http://www.westcornwallwalks.co.uk/walkingroutes.html


 

Table 7 shows 33% of all staying visitors were on their main holiday of the year to Cornwall including 44% of 

summer respondents and 24% of autumn respondents. 53% of visitors were on a secondary/additional 

holiday to the county. People who visit Cornwall not as their main holiday, but as a secondary/additional 

holiday, may also have more spend and be looking for other interesting activities that enable them to enjoy 

the outdoors and Cornish landscape.   

 

 

What type of accommodation are you staying in during your visit to Cornwall? (Visit Cornwall 2016) 

Knowing the type of accommodation visitors are staying in, the area and length of stay (Figures 1-4) is 

relevant as this may indicate where opportunities for promoting marine education and conservation based 

activities may come from, especially where the offer of supervised beach activity is likely to be appealing to 

their own family market.  For example Watergate Bay Hotel promotes Family Holidays and offers supervised 

sessions for 3-7yr olds and 7-12yr olds.  Similarly, some self-catering providers also promote their suitability 

for families with children, such as Bosinver. There may be the opportunity to bring an offer as a mobile 

demonstration to these venues, or use these as affiliate marketing partners who are able to promote 

activities to their visitors. It is best to look for accommodation that attracts the family market especially 

those that have either large numbers of visitors, for example holiday parks such as Hendra Holiday Park  or 

smaller, but higher value visitors staying at Luxury Family Hotels.  

 

 

Figure 1: Accommodation type by season 
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2016/17 39% 24% 13% 12% 8% 3%

Summer 37% 19% 21% 11% 9% 2%
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https://www.watergatebay.co.uk/stay/families/parents/
https://www.bosinver.co.uk/wild-kids/nature-trails-activities
https://www.hendra-holidays.com/
https://www.foweyhallhotel.co.uk/family-friendly-hotel


 
 

 

Figure 2: Accommodation type by area 

 

 

Figure 3: Accommodation type by location 

West Cornwall North Coast South Coast
Bodmin /Tamar

Valley

Self-catering 47% 32% 40% 28%

Serviced accommodation 27% 29% 23% 15%

Camping/own caravan 6% 15% 13% 19%

Other 12% 8% 12% 18%

Static caravan/holiday park 5% 13% 7% 7%

Own second home 2% 4% 4% 2%
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Figure 4: Average length of visitor stay by Season, Area and Location. (Visit Cornwall) 

Where are you staying in Cornwall? (Visit Cornwall) 

Figure 5 shows the top locations in Cornwall where more than 1% of visitors stay. This is as much an 

indication of where the greatest amount of accommodation is located as it an indication of areas that are 

most popular with visitors.  

 

Figure 5 : Where are you staying in Cornwall? - Top locations where staying (>1%) 
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Provider Analysis 

Cornwall, as a tourist destination is geared to provide a variety of opportunities and attraction for visitors of 

all types and ages making it a highly competitive environment.  Added to which, marine activities aimed at 

children from direct competitors, are often listed as a ‘Free’ activity e.g. 15 FREE THINGS TO DO IN 

CORNWALL WITH KIDS, or only charging a few pounds, which made it difficult to place a monetary value on 

the expertise that would be given.  

Similar activities, run by other organisations, did not appear to occur as regular events run from one location 

and were intermittent throughout the summer season. This made it impossible to tell how much demand 

there may be without knowing how popular or well booked these activities are when they happen.   

Any future provider would have to consider how to create awareness of the offer in general. For example, 

partnering with family friendly hotels or campsites may help to generate regular business, but if they may 

want to take a cut for their promotion.   

The table below shows an example of marine-based activities advertised during summer 2018 with charges 

and age groups. These vary from ‘Extreme Rockpooling’ which includes Coaststeering and is aimed at ages 

11 and over to ‘Polzeath Marine Crafts’ aimed at much younger children.  

Organisation  Type of activity Date / Time Location Audience  Charge 

National Trust 

(Polzeath Marine 

Conservation Group) 

Polzeath Rock Pool 

Ramble 

12 Jul 

10.15am – 

12.30pm 

Polzeath Children 

All ages 

£2 per person 

Free to PMCG 

members 

Cornwall Wildlife Trust Rockpool Expedition 

and Picnic 

14 Jul 

11.30am – 

2.00pm 

Porthcothan Families 7+yrs Free 

Helford Marine 

Conservation Group 

Seaweed Search  15 Jul 

12.00pm- 

2.30pm 

Prisk Cove, 

Mawnan Smith   

All Ages Free 

Polzeath Marine Group Polzeath Marine 

Crafts 

25 Jul 

10.30am- 

12.30pm 

Polzeath Marine 

Centre 

Children 

All ages 

£2 per person 

Free to PMCG 

members 

Cornwall Wildlife Trust Radical Rockpooling 29 Jul 

11.45am- 

2.00pm 

Polzeath Children 

11+yrs 

£2 per person 

Free to PMCG 

members 

Cornwall Wildlife Trust Extreme Rockpooling 10 Aug 

10.00am- 

1.00pm 

Port Isaac Families 

11+yrs 

£36 per person – 

Cornish residents 

only 

Cornwall Wildlife Trust, 

Wildlife Watch 

Learn to Snorkel in a 

Rockpool 

23 Aug 

10:00am –  

12:00pm 

 

Penzance Families 7+yrs Free 

National trust Sandymouth 

Rockpool Ramble 

29 Aug 

1.30pm- 

3.00pm 

Sandymouth, 

North Cornwall 

 £1 

Helford Marine 

Conservation Group 

Rockpool Ramble  30 Aug 

-1:30pm –  

3:30pm 

Prisk Cove, 

Mawnan Smith   

Adults 

16+yrs 

Free 

Helford Marine 

Conservation Group 

Snorkel Safari and 

BBQ 

15 Sep -

3:00pm –  

Durgan Beach, 

Mawnan Smith. 

Adults 

16+yrs 

BBQ £5 

https://www.mummytravels.com/2016/01/20/free-things-to-do-in-cornwall-with-kids/
https://www.mummytravels.com/2016/01/20/free-things-to-do-in-cornwall-with-kids/
https://www.nationaltrust.org.uk/events/4d6bf7a6-558b-4e53-b1c1-3929cec9591e/pages/details
https://www.nationaltrust.org.uk/events/4d6bf7a6-558b-4e53-b1c1-3929cec9591e/pages/details
http://www.cornwallwildlifetrust.org.uk/events/2017/12/30/rockpool-expedition-and-picnic?instance=0
http://www.cornwallwildlifetrust.org.uk/events/2017/12/30/rockpool-expedition-and-picnic?instance=0
http://www.cornwallwildlifetrust.org.uk/events/2018/01/06/seaweed-search?instance=0
http://www.cornwallwildlifetrust.org.uk/events/2018/04/29/radical-rockpooling?instance=0
http://www.cornwallwildlifetrust.org.uk/events/2018/06/11/extreme-rockpooling?instance=0
http://www.cornwallwildlifetrust.org.uk/events/2017/12/30/learn-snorkel-rockpool-0?instance=0
http://www.cornwallwildlifetrust.org.uk/events/2017/12/30/learn-snorkel-rockpool-0?instance=0
https://www.nationaltrust.org.uk/events/122051d7-686b-4f76-9ca2-7976ec063e7d/pages/details
https://www.nationaltrust.org.uk/events/122051d7-686b-4f76-9ca2-7976ec063e7d/pages/details
http://www.cornwallwildlifetrust.org.uk/events/2018/04/21/rockpool-ramble?instance=0
http://www.cornwallwildlifetrust.org.uk/events/2018/04/22/snorkel-safari-and-bbq?instance=0
http://www.cornwallwildlifetrust.org.uk/events/2018/04/22/snorkel-safari-and-bbq?instance=0


 
6:00pm 

Cornwall Wildlife Trust, 

Wildlife Watch 

Explore the Shore  27 Oct 

12:30pm –  

2:30pm 

Bude Children 

All ages 

Free 

 

The table below shows places that offer marine/animal related activities and an opportunity to learn.  These 

may provide good places from which to advertise, rather than be seen as competition. Families who have 

enjoyed a visit to an Aquarium are more likely to be interested in undertaking a related activity at the beach.  

Organisation Activity Offered Ticket Price 

Blue Reef Aquarium, Newquay Rock Pool Encounter £7.65 (child) £9.86 (adult) 

National Marine Aquarium, Plymouth Plymouth Sound Exhibit £12.95 (child) £16.95 (adult) 

Mevagissey Aquarium   Free 

Fowey Aquarium   £2.50 (child) £4 (adult) 

Newquay Zoo  £10.40 (child) £13.85 (adult) 

 

 

Further Market Research  

With a specific survey questionnaire a provider would be able to learn more about:  

 The target market, its size, how lucrative it may be and any potential markets outside the anticipated 

family market.   

 The likely barriers to people pre-booking marine-based activities e.g. cost, weather, and time 

prepared to travel etc. 

 Where the ‘target customer’ has chosen to stay during their holiday in Cornwall, as this may enable 

marketing efforts to be focused towards specific hotels or campsites for example.  

 The potential for the provider to extend its offer; either in repeat visits from people who like to 

regularly be involved in activities at the beach, or through the app offer.  

 

It is recommended that the survey would be more valuable if it is conducted among visitors to the beach 

who had not already engaged with the provider’s offer in the first instance.  This would enable an overview 

of the range of visitors to the beach and how many, and what type of visitors (local and tourist market) to 

the beach, will be most interested in the provider’s marine education and conservation based offer. 

While it anticipated that the most likely target audience is families with children of Primary School age. The 

survey is also designed so that it may be possible to learn if adults without children are also interested in 

learning about the coastal environment and what they’d be prepared to pay.   

Those surveys that are collected from people who have seen provider’s offer should be noted and recorded 

separately. These are likely to show engagement more positively and will see the monetary value of the 

offer.  

Survey questions can be easily designed, administered and analysed with programmes such as Survey 

Monkey or Qualtrics.   

http://www.cornwallwildlifetrust.org.uk/events/2018/04/24/explore-shore?instance=0
https://www.bluereefaquarium.co.uk/newquay/
http://www.national-aquarium.co.uk/explore/aquarium-zones/plymouth-sound/
http://www.mevagisseyharbour.co.uk/mhaquarium.html
http://www.foweyaquarium.co.uk/
https://www.newquayzoo.org.uk/
https://www.surveymonkey.com/
https://www.surveymonkey.com/
https://www.qualtrics.com/uk/


 

If the Survey is to be conducted multiple times and at different locations, it will be important to record the 

following: The location the survey is conducted, the day of the week, the date and time period it was 

conducted.   

 

Adding Value?  
As a final note, it may be well worth looking at the potential to turn these activities into a year round activity 

that isn’t reliant on having an expert available. This is likely to be most appealing to local people also and a 

different target audience. 

For example, the use of geo-location and apps to help identification would support more self-guided 

activities. Where elements of competitive ‘discovery and treasure hunting’ are included, this would also 

encourage more enthusiasm for coastal ‘treasure-seeking’ and exploratory activities by making self-guided 

activities more engaging and fun for both kids and adults. 

It is worth looking at the level of popularity in the following types of activities to explore this potential 

further:    

 ‘Treasure Trails’ https://www.treasuretrails.co.uk/some-history 

 ‘I-spy books’ - especially if combined with smart phone apps. Potential to upload finds as photos and 

geo- locations for real or virtual prizes and rewards 

 ‘Geocaching’ – is an outdoor recreational activity, in which participants use a Global Positioning 

System (GPS) receiver or mobile device and other navigational techniques to hide and seek 

containers. Its popularity demonstrates the appetite for activities that get families out exploring their 

environment together.  

 

 

Further Sources 

 

Wish you weren't here: how the tourist boom – and selfies – are threatening Britain's beauty spots [16th Aug 2018] 

https://www.theguardian.com/travel/2018/aug/16/wish-you-werent-here-how-the-tourist-boom-and-selfies-are-

threatening-britains-beauty-spots 

Top 5 Cornish Rock Pooling Beaches the Kids Will Love 

https://www.corncott.com/blog/top-5-rock-pooling-beaches-for-children/ 

Kids’ stuff: our guide to rock pooling 

https://www.visitcornwall.com/about-cornwall/blogging-cornwall//kids-stuff-our-guide-to-rock-pooling 

Summer Holiday Marine and Beach Events in Cornwall 

https://cornishrockpools.com/2018/07/06/summer-holiday-marine-and-beach-events-in-cornwall/ 

https://www.treasuretrails.co.uk/some-history
https://www.theguardian.com/travel/2018/aug/16/wish-you-werent-here-how-the-tourist-boom-and-selfies-are-threatening-britains-beauty-spots
https://www.theguardian.com/travel/2018/aug/16/wish-you-werent-here-how-the-tourist-boom-and-selfies-are-threatening-britains-beauty-spots
https://www.corncott.com/blog/top-5-rock-pooling-beaches-for-children/
https://www.visitcornwall.com/about-cornwall/blogging-cornwall/kids-stuff-our-guide-to-rock-pooling
https://cornishrockpools.com/2018/07/06/summer-holiday-marine-and-beach-events-in-cornwall/

