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• Since reaching an all-time low 
a year ago the Deloitte 
Consumer Confidence Index 
has risen by six percentage 
points over the last 12 
months to -14.2% in Q3 2023.

• Consumers still displaying 
recessionary behaviours.

• +0.4% overall increase in 
discretionary spend in Q3
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Most popular web content Q3 2023
• What's On
• Welcome to Matlock, Matlock Bath
• Castleton, Mam Tor walk
• Welcome to Bakewell

Most popular business pages
• Bakewell Market
• Chatsworth
• Hassop Station
• Monsal Trail Cycle Hire
• Peak Village

Top events
• Chatsworth Country Fair
• Matlock Bath Illuminations
• Shardlow inland Festival
• Derbyshire Woodland Festival
• Derby Feste



Day visit and overnight visit insights Q2 2023

• In Q2 2023, British residents took 294m Day Visits within England, up 12% vs Q2 2022. 19% of those visits 
were to a visitor attraction and 10% were to attend a public event.

• In Q2 2023, there were 25.1m domestic overnight trips in England up 7% on Q2 2022

• Average length of stay in England was 2.8 nights, the number of trips were up 7% on 2022, but total 
nights stayed was down 2%.

• Holidays trips for Q2 2023 were 9.9m up 1% on prior year.
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• Q2 guest numbers – 73% of businesses 
said numbers were down vs prior year.

• Q2 overall business performance – 62% of 
businesses said business was down vs. 
prior year

• Q3 guest numbers – 30% of businesses 
saw increased numbers vs. prior year

• Q3 overall business performance – 40% of 
businesses saw increased number vs. prior 
year

• 55% of businesses says numbers the same 
or worse than 2022.  
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Definitions

• Local Tourists: Tourist who reside in England and live 
within 15 km of the POI

• Regional Tourists: Tourist who reside in England > 15 km 
and <= 40 km of the POI

• Domestic Tourists: Tourist who reside in UK and  > 40 km 

Consumer insights Jan-May 2023

• 30.9% of visitors stay overnight with an average stay of 
just over 24 hours

• Local tourists stay on average 5.7 hours

•  

6* Data still in process of sense checking, we may be over reporting overnight visitors a little 



7* Data still in process of sense checking, we may be over reporting overnight visitors a little 
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Common evening and weekend locations 

• 58% of visitors have travelled less than 
80km from home

• 15.9% from Derbyshire

• 14.9% from Greater Manchester

• 5.9% from Staffordshire

• 4.4% from Sheffield area

• 3.8% from Nottinghamshire 
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• Almost 5k available listings

• Occupancy rate of 65% from 
a low of 47% in Jan to a high 
of 79% in Aug  

• 78% booked for 1 or 2 nights 
with an average daily rate of 
£187 pn
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PLAY

https://www.instagram.com/reel/CxIQa4GoryE/?utm_source=ig_web_button_share_sheet&igshid=MzRlODBiNWFlZA==
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5m impressions 
delivered, resulting 
in over 50k site wide 
conversions

5.4m

Visitors to the 
website are 1.27x 
more likely to be 
aged 35-39

Visitors to the 
website are 1.65x 
more likely to visit 
sites in the food & 
drink category
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Facebook and 
Instagram this year 
has reached almost 
7.5m people, video 
content 4x more 
engagement than 
static posts

7.4m

Our TikTok channel 
continues to grow 
and is a key decision 
driver for many 
younger consumers

TikTok has a 
European 
community of 
over 100m, drives 
awareness not 
clicks
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• Role of social media

• Sustainable is tie breaker not key 
driver - create content to offer the 
consumer sustainable choices

• Google trends - what are people 
searching for  

• Understand our customer, 
customer surveys, mobile data, 
AirDNA data and quizzes 

• Uncertain economic outlook  - 
work harder to encourage visitors 
as more options than ever
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To find out more about our brand,
please contact Rachel Briody
Rachel.Briody@marketingpdd.com
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