Annex A

Make It York

Visit| | Markets | Events

Report to City of York Council Shareholder Committee
12 October 2026

Introduction

This paper provides an update of Make It York’s (MIY) activities from February
26 to October 26. It also presents:

Appendix 1
e Jla Audited Accounts — 2025/26 (Confidential)

e 1b Management Accounts report incorporating Profit & Loss statement,
Balance Sheet and Cashflow forecast — July 2026 (Confidential)

Appendix 2

e Appointment of New Director - Professor Brendan Paddison (Confidential)
Appendix 3

e SLA strategic linkages Key Performance Data dashboard to December 25
Appendix 4

e MIY Strategic Risk Register Quarter 2 update

Financial Position (April 2026 — March 2027)

The full-year forecast indicates a significantly stronger year-end financial position
than originally budgeted. Performance to date has exceeded expectations,
supported by higher-than-anticipated income, continued cost control and effective
management of operating expenditure.

Forecast income is expected to exceed the prior year's unaudited results,

reflecting the successful growth in market trader income, strong cost management

and the continued success of city events. Further cost efficiencies are also
1
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expected to be achieved through the planned relocation of the office and Visitor

Information Centre (VIC)

Overall, the business remains in a strong financial position, with positive income
performance, continued focus on cost management and planned efficiencies
providing a solid outlook for the remainder of the financial year.

Key Income Streams

Core income streams, including memberships and Shambles Market, have
continued to perform strongly. These results reflect sustained demand, effective
delivery, and careful cost management across the company’s commercial
activities, supporting a positive outlook for the remainder of the financial year.

Cash Position and Investment

Make It York continues to maintain a strong and stable cash position, providing
the company with the flexibility to invest in its operations, assets, and future
growth. This includes continued investment in Shambles Market, alongside other
key areas that support the long-term development of the city and the organisation.
International marketing remains an important strategic priority, helping to
strengthen York’s profile nationally and internationally, attract visitors and support
sustainable long-term growth.

The company’s continued strong financial position provides a solid foundation for
Make It York to deliver its objectives and respond positively to future opportunities,
giving City of York Council confidence in the organisation’s resilience and ability
to deliver over the years ahead.

Governance
Premises and Registered Address

Make It York relocated its registered office from 21 Parliament Street, York, to
Suite 2B, Swinegate Court East, York, at the beginning of August 2026. In
accordance with the existing contractual arrangements, the approval of the City
of York Council, as the Company's Shareholder, was required before the
registered office could be changed. This was requested from the CX prior to the
relocation.
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The Visit York Visitor Information Centre has also relocated and is now
operating from a dedicated retail premises at 28 Swinegate, York. The new
location provides a dedicated visitor-facing space and supports the continued
delivery and development of the Visitor Information Centre service.

Declarations of Interest

All directors and staff have completed the annual Declarations of interest.
These are updated annually.

Risk and Assurance

Make It York maintains a comprehensive corporate Risk Register, which is
formally reviewed and assessed on a quarterly basis. The current Risk Register
Is attached as Appendix 4. The Risk Register provides a structured framework
for identifying, assessing and managing strategic, operational, financial and
compliance risks across the organisation.

Risks are assessed in terms of likelihood and impact, with appropriate mitigating
actions and controls identified to reduce exposure. The quarterly review also
considers changes in risk scores, emerging risks and the effectiveness of
existing controls.

Significant or escalating risks are reported to the Board through the quarterly
governance reporting process, ensuring that the Board has appropriate
oversight and assurance and can challenge management where necessary. Any
risks requiring Board-level intervention or a change in risk appetite will be
specifically highlighted.

Business Continuity Plans

Make It York maintains a comprehensive Business Continuity Plan (BCP) to
support the organisation’s resilience and its ability to maintain critical services
during significant disruption.

The BCP is formally reviewed and revised annually as standard, with updates
made throughout the year where there are material changes to the company, its
operations, key personnel, premises, systems or identified risks.

The plan is also submitted to City of York Council (CYC) on an annual basis as
part of MIY’s wider governance, resilience and assurance arrangements.

3
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Business continuity arrangements are supported by the corporate Risk Register
and are intended to ensure that key services, responsibilities and escalation
arrangements are clearly understood in the event of an incident or disruption.

Legislation

MIY have updated it's policies and procedures considering Employment Law
changes which came into effect early in 2026. It is fully compliant, and relevant
policies and procedures have been independently assessed by an external HR
expert to ensure compliance.

Training

All staff complete mandatory training to ensure MIY remains compliant with
current legislation, regulatory requirements, and recognised good practice. This
includes training in Equality, Diversity and Inclusion (EDI), Sexual Harassment
in the Workplace, Data Protection and Information Security, and Fire Safety.

In addition to mandatory training, MIY provides mentoring opportunities that
enable staff to develop their skills, knowledge, and confidence by learning from
experienced colleagues. This supports continuous professional development,
encourages knowledge sharing, and helps build a skilled and resilient workforce.

Director Recruitment

The MIY Board is proposing a new board member to be ratified by the CYC
Shareholder Committee. (Appendix 2)

Director Resignations

There have been no resignations from the board since the last report to
shareholder.

Performance

We continue to maintain a transparent approach to measuring and reporting the
impact of Make It York’s activities. A copy of the year to date Quarterly Strategic
Linkages Key Performance Dashboard Report is included in the report pack at
Appendix 3.

The Dashboard continues to develop and provides an increasingly
comprehensive view of MIY’s performance and contribution against agreed
4
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strategic priorities. Reporting now provides greater visibility of the impact of
MIY’s activities, recognising that this includes wider economic, social, cultural,
tourism impacts.

The Dashboard provides the Board and shareholder with a clear evidence base
to assess performance, challenge delivery and understand the wider value
generated through MIY’s work.

Accountability and Transparency

We have transparent and accountable processes and procedures along with a
clear governance structure in place for Board members, Managing Director, and
Heads of Service.

The board of directors meets bi - monthly and all board papers are circulated
one week in advance with managers attending to present reports and answer
guestions.

Data reports are provided to the board including key performance data,
evaluations including customer satisfaction, and industry data such as tourism
data.

Challenge on delivery of agreed outcomes

The Service Level Agreement (SLA) is monitored, and performance data is
challenged as part of quarterly monitoring meetings with the City of York Council
officer and members.

Health and Safety
Health and Safety — We have had no Health and Safety incidents.

All MIY delivered events are risk assessed and have event management plans
in place and are discussed at CYC Safety Advisory Group. All third-party events
taking place on MIY managed spaces are required to complete detailed
application forms and submit risk assessments, event management and noise
plans and the organiser is required to attend a Safety Advisory meeting.



Annex A
Assets

All our equipment in use is safe, maintained and employees are adequately
trained on how to use the equipment prior to commencement of use.
Appropriate maintenance contract in place for relevant equipment.

We have a retention and disposal asset schedule which is reviewed on a
guarterly basis.

Tourism Advisory Board
Tourism Advisory Meetings (TAB) meetings are held monthly and chaired
independently. Representatives of CYC at meetings as do MIY. They are tasked

with collectively delivering the CYC Tourism Strategy.

Tourism Economic Impact

Data and Analysis
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Steam Data 2025

The volume and value of
tourism to York:
2025 STEAM Data

2025 York Visitor Numbers

* York attracted 8.8 million visitors in 2025, This is down 6% on
2024 and 15% on pre pandemic levels.

Annual Visitor Numbers (millions)

-6% vs. 2024
-15% vs. 2019

2019 2021 2022 2023 2024 2025

* All accommodation sectors have seen growth in those

staying compared with 2024.
No. of Staying Visii by A dati
change vs 2024

Type (millions) and %

W Serviced 0.95 million +2%

m Non-Serviced  0.65 million +25%

¥ Friends/Relatives (SFR) 0.26 million +1.5%

+ The number of staying visitors increased 9% on 2024 with day
visitors dropping by 10% over the same period.

No. of Day vs. Staying Visitors (millions)

i i

2019 2021 2022 2023 2024 2025

M Staying
+9% vs. 2024
-1.3% vs. 2019

B Day

-10% vs. 2024
-18% vs. 2019

* Overall, 18% of visitors were from overseas. Of these, 47%
stayed in York.
Overseas staying visitors by Accommodation Type

o Serviced

.29% ® Non-Serviced

o Friends/
Relatives (SFR)

Source: 2025 STEAM report by Global Tourism Solutions (UK) Ltd 2025. key | 3% or more|, 3% or more

vs 2024 vs. 2024
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Top 10 International visitor markets 2025

Top 10 International visitor markets 2025

10.9% 10 29

7.2% 7.1% 7.0%

5.7% 5.6% 5.0% 5.0% 4.8%

Q Make It York

Visit) Mariets | Evests

Of the 1.58 million international visitors to York
in 2025 around 21% of these came from our two
biggest markets China and the USA.

The International visitor market grew from 14%
of all visitors in 2024 to 18% of all visitors to York
In 2025 an increase of around 200 thousand
people.

On average staying international visitors stayed
3.66 nights. Our 2025 visitor survey showed that
Chinese visitors tended to stay on average the
longest with 4.2 nights.

Visitors from other countries included mainly
European countries like Spain and Italy whereas
long haul visitors included Qatar and India.

Sources: BT Active — Movement Insight Data, York Visitor Survey 2025, STEAM 2025

2025 York Visitor Days

* Visitors spent a total of 12.87m visitor days in York. 5.86
million of these visitor days were from staying visitors.

Annual Visitor Days* (millions)

13.0 129 133 129 M Total Visitor Days

I l I l I o

-9.7% vs. 2019
2019 2021 2022 2023 2024 2025

Staying Visitor Days

5.0% vs. 2024
2.1% vs. 2019

* The number of staying visitor days has increased 5% on
2024,

No. of Visitor Days by Accommodation Type

2% m Serviced 2,23 million -1%
(]

38% T 20%

B Non-Serviced 2.4 million +11%

B Friends/Relatives (SFR) 1.18 million +1.5%

* Overnight visitors stayed 3.1 nights on average, a slight
decrease on 2024.
Average Length of Stay (LOS)T (nights)

W 2025 2024

45 4.4 42 44

Friends/
Relatives

24 23

Serviced
Accommodation

All staying Non-Serviced

* The average length of stay was 3.66 nights for international
visitors; this is higher than the average of all staying visitors of
3.1 nights.

Percentage of total visitor days split by Overseas vs. Domestic Days

28%

u Overseas

B Domestic

Source: 2025 STEAM report by Global Tourism Solutions (UK) Ltd 2025.

Q Make It York

Marksts | Events

*Visitor days is the no. of days spent in an area by different visitor types. 1 day visitor = 1 visitor day.
tAverage length of stay = visitor numbers divided by visitor days

vs 2024 vs. 2024
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2025 York Economic Impact

* The value of tourism to York in 2024 was £2.08 billion, a 3.6%
increase vs. 2024,

Annual Economic Impact (£billions)

2,06 197 2.08 2.08 mmindexed to 2025

0% vs. 2024
-7.0% vs. 2019

2.23

istoric Prices

+4% ws. 2024
+28% vs. 2019

2019 2021 2022 2023 2024 2025

* All accommodation types have increased in economic impact
compared to 2024, due to more staying visitors.
dation Type (2025 indexed to 2024)

Economic I tby A

£0.66 bn [+ 5.8%)

M Serviced

£0.48 bn (+12.3%)

B Mon-Serviced

£0.096 bn (+1.2%)

W Friends/ Relatives [SFR)

Source: 2025 STEAM report by Global Tourism Solutions (UK) Ltd 2025.
Comparisons to 2024 are shown against historic spend and/or indexed to adjust for the
effects of inflation by multiplying 2024 spend by 1.036

2025 Employment Supported

* Just under 16,000 employees (FTEs) were supported directly
and indirectly by tourism in 2025.

Annual FTEs Supported [Direct and Indirect)

18,418 16,552 16,017 16,788 15,970

I12?5 IlIl

2018 2021 2022 2023 2024 2025

-4.9% vs. 2024

+ Staying visitors supported 54% of all direct jobs supported by
tourism.

Day vs. Staying (Direct Jobs)

Staying: 6,018 FTEs
54%

46%
Day: 5,031 FTES

Total direct
jobs supported:
11,049 FTEs

Source: 2025 STEAM report by Global Tourism Solutions (UK) Ltd 2025.

+ The economic impact of staying visitors has now exceeded pre
pandemic levels.

Economic Impact by Day and Staying Visitors (£billions — indexed to 2025)

M Staying

+7.9% vs. 2024
2019 2021 2022 2023 2024 2025

+8.8% vs. 2019

B Day

-9.9% vs. 2024
-23.5% vs. 2019

+ Over a quarter of the economic impact of tourism was
generated by overseas visitors.

Overseas vs. Domestic Visitors

Overseas:

27% £0.57bn

Domestic:
£1.50 bn

-13.3% vs. 2019

3% or more|J. 3% or more|
vs 2024 vs. 2024

2025 Distribution of economic impact (Indexed)

Total Direct Spend: £2.079billion
£677 million not categorised

£0.46

i i

£0.38

i !
||

«52.20%
&

£0.38

# §* -3.50% QO -3.50%
& s.60% & &
N & &

Ly A

M Direct expenditure (M) B Distribution percentage

M percentage change on 2024

3% or more|

Q Make]t York

Comparisons te 2024 are shown against historic spend and indexed to adjust for the
effects of inflation by multiplying 2024 spend by 1.036

vs 2024
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York compared to region and national — Visa card spending

Visa card spending in 2025

£28 £25 £33

York and North Northern Britain
Yorks LVEP England

M Average spend per transaction

M Average in-person spend per trip

VisitYork

VISITOR SURVEY
FINDINGS + KEY STATS

APRIL 26 TO AUGUST 26

PUBLISHED: SEPTEMBER 2026

10

The York and North Yorkshire LVEP outperformed
the North of England in both average spend per
transaction and spend per trip.

Card spending across Britain increased by 2% in real
terms compared with 2024,

North Yorkshire accounted for 2.5% of card spending
across 2025.

Card spend share within Britain (2025)
Northern England Counties and LVEPs Share of spend

Cheshire and Warrington

Hull and East Yorkshi
(Greater Me

—
I
an i .

‘ i [ RERS W
~ ZCUUGEE
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Report date: September 2026 Demographics —Visitor Survey

VisitYork

Age generation split
m <18 (Gen Alpha)
1828 (Gen Z)
H29-44 (Gen Y)
W 4560 (Gen X)
m 60 + (Baby Boomers)

Generation x make up the largest age group of those visiting or planning to visit York, with Baby
Boomers and Generation Y evenly split

Generation Alpha and Generation Z represent are the most underrepresented age generations visiting
or planning to visit York, suggesting York is most appealing to people in their 30s and above.

Travel group type

47%
28%
18%
. - %
| —_—

Situation split

mSolo Couples represent just under 50% of those visiting or planning to visit York. Those travelling in

= Couple large groups tend not to visit or plan to visit York. York is also appealing to families with

® Family + kids children who make up the second biggest travel group type.

®Small group When considering travel group types against age ranges, Baby Boomers make up the largest
m Large grou proportion of couples with Gen x and Y making up the most families. Gen Z tends to the age
e group group associated most with solo travel to York.

B Other

40% of those undertaking the survey are either in York now or have visited recently. In contrast.
60% of those taking the survey are considering visiting York and have come to the Visit York
website.

In York now / visited recently Planning a visit

Source: York Visitor Survey based on 6682 resp at the time of p As the survey uses routing not all data is based on 6682 responses.

Report date: September 2026 Travel inspiration - Visitor Survey

VisitYork

Category key
1)Word of mouth/family and friends

What influences your decision to visit a new place? Commentary

13%
. 2%
3 4

52%
I 25%
1 2

Which social media platforms do you use?

56%
4% 44%
25%  26%
I I >
-
I 2 3 4 5 6

What do you usually want from a holiday?

40% 42%

I 2

24%  26%

I I 9%
[ |
3 4 5

2)Online reviewsftravel blogs
3)Social media adverts

4)TV advertising

5) Online Travel Agencies (OTAs)

6) Print media (magazines, newspapers)
7)lnfluencer recommendationsicontent
8)Out of home ads (posters, billboards, etc)
9) Featured in the media (TV, press, online)
10) Audio (radio, podcast)

11) Sustainability of destination

12) Official destination website

13) Other

Category key

Facebook
‘WhatsApp
Instagram
YouTube
TikTok
‘Wechat
Telegram
Snapchat
Threads
None of the above
Other

Quality time with family

Time to relax and slow down

Fun, playful experiences

Exploring culture and history

Trying new food and drink

A romantic escape

A lively atmosphere with lots going on

A sense of discovery and learning

Something atmospheric or different
er

‘Word of mouth deminates at 52%, more than
twice online reviews (25%); social advertising is
secondary at |3%.

Ageitravel lens: Prioritise referral-led messaging
for the large Gen X audience and for Baby
Boomer couples and Gen X/Y families; test more
social-led routes with Gen Z solo travellers.

Commentary

Facebook leads at 56%; WhatsApp and Instagram
are tied at 44%, while YouTube and TikTok each
reach about one quarter.

Ageitravel lens: Facebook is the broadest route
to the older, couple-heavy audience. Instagram,
YouTube and TikTok are the clearest channels to
test with Gen Z solo travellers and younger family
audiences.

Commentary

Relaxation (42%) and family time (40%) lead
holiday needs, ahead of culture (26%) and playful
experiences (24%).

Ageltravel lens: Family-time messaging aligns
most directly with Gen X/ family groups, while
relaxation and culture suit the sizeable Gen X and
Baby Boemer couple segments; playful
experiences can target younger and solo visitors.

Source: York Visitor Survey export, 26 August 2026. Bases: influences 2,492; social platforms 288; holiday needs 2, | 64. Demographic lens uses the slide 2 profile; exact subgroup cross-tabs were unavailable.
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Report date: September 2026 Trip planning —Visitor Survey VisitYork

Typical holiday spend per person Commentary

Category key Spending is concentrated below £1,000:
34% expect £250-£500, 31% up to £250

1 Up to £250 and 27% £501-£1,000.

§fﬁ?:§??a°nu Ageitravel lens: Use value-led tiers

4£1,001-42,000 for Gen X/Y families and solo travellers,

5 Over £2,000 alongside higher-value cultural or
comfort packages for Gen X and Baby
Boomer couples. Exact spend by

34%

ent is not shown.

How far in advance do you plan a holiday? Commentary
Category key
Planning is relatively close to travel: 28%

28% | Spontaneous plan within a month, 20% one to three
2 <1 week months ahead and 18% spontaneously.
3 <1 month
4 1-3 months Ageitravel lens: Maintain short-lead
5 3-6 months. activity for all groups, while testing
6 6-9 months " -
7 9-12 months earlier reassurance and itinerary
8> year content with Baby Boomer couples and

family-focused prompts for Gen X/Y

households.

Which other destinations are part of your York trip? Commentary
Category key
o North Yorkshire is the most common
35% 1 Historic city addition (35%), followed by countryside
2 University city . A
26% 3 UK cultural or national parks (26%); historic and
4 EU historic cultural cities each attract about one

24%
15% 13% 10% 13% quarter.
° 7%
o ) Ageitravel lens: Couples—particularly
. [ ] g g:':: Yorkshire Baby Beomers—are a strong audience

for heritage and countryside extensions,
I 2 3 4 5 7 9 while Gen X/Y families can be targeted

24%

Source: York Visitor Survey export, 26 August 2026. Bases: holiday spend 1,710; planning 1,912; destinations 1,397. Demographic lens uses the slide 2 profile; exact subgroup cross-tabs were unavailable.

Report date: September 2026 Seasonal planning -Visitor Survey VisitYork

Awareness of Tuesday Christmas Market closures Commentary

56% Awareness is limited: 56% did not know

44% about Tuesday Christmas Market
closures, versus 44% who did. The base
of 50 is directional.
Ageitravel lens: Repeat practical
information across channels used by the
dominant Gen X audience and couple
groups; use social reminders to reach
Gen Z solo travellers. Segment

When are prospective visitors planning to come? Commentary

Summer dominates prospective timing
Category key (49%); spring and autumn each artract
1 Spring about 23%, while winter accounts for

49%
23% 23% 2 Summer 6%,
3 Autumn
4 Winter Ageitravel lens: Family scheduling
may reinforce summer demand among
Gen X/Y groups. Couple audiences,
1 2 3

especially Baby Boomers, are the
clearest segment to test for spring and

How do prospective visitors intend to travel? Commentary

Car or van leads intended travel (47%),
36% with train also substantial (36%);
walking accounts for |1%.
Ageiltravel lens: Family groups are a
pricrity for car and parking information,
while couples and Gen Z solo travellers
should receive strong rail-led and
walkable-city messaging.

Source: York Visitor Survey export, 26 August 2026. Bases: closure awareness 50; season |,240; intended transport 1,190. Demographic lens uses the slide 2 profile; exact subgroup cross-tabs were unavailable.
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Report date: September 2026 Visitor behaviour - Visitor Survey VisitYork

When did visitors last come to York? Commentary

Four in ten had visited within the
Category key ;i "
T First visic previous year, while 35% were first-
2 <12 months time visitors—combining repeat appeal
3 1-2years with a sizeable new audience.
434 years
5 5-10 years Ageitravel lens: Use loyalty and

- 6>10 years rediscovery messages for the large Gen
3

41%

X and couple audiences, while giving
first-time itinerary support to Gen Z
solo travellers and younger famil

How did visitors travel to York? Caterory ke Commentary

Lategory key
1 Garivan Car or van was most common (45%),
3 Taxi followed by train (29%) and walking
e (19%); bus and Park & Ride reached 8%
6 Park & Ride and 6%.
: ;l::: Ageitravel lens: Car and Park & Ride
9 Coach information is particularly relevant to
10 Train Gen XY families. Rail and walkability
11 Other .

are stronger propositions to test with

les and Gen Z solo travellers.

Day trip or overnight stay? Commentary

63% Overnight stays account for 63%,

compared with 37% day trips.

Category key Ageitravel lens: Overnight packages

{g';if::m should pricritise couples—especially
Baby Beomers—and Gen X/Y families.
Compact day itineraries remain useful
for solo travellers and nearby repeat
visitors.

Source: York Visitor Survey export, 26 August 2026. Bases: previous visit 1,527; transport used 1,017; duration |1,003. Demographic lens uses the slide 2 profile; exact subgroup cross-tabs were unavailable.

Report date: September 2026 Experience and value - Visitor Survey VisitYork

ies taken or planned in York Category key Commentary
%g::ﬁ::nk Historic attractions dominate at 81%;
4 Business museums and galleries (42%) and food
: 's"‘:::“"’e and drink (41%) form the next tier.

: ;ri-ndslhmily Ageitravel lens: Heritage, museums
25% useums and food are strong propositions for
15% I 13% 12%  12% 9 Ghosts g prop:

1 2 3

41%

6% 10 Nature Gen X and Baby Boomer couples. Gen

] "N - " Iéffuﬂw:.—k XY families can be engaged through

9 10 1l 12 13 13 Other

interactive heritage, while solo Gen Z
visitors need flexible, shareable

Did visitors purchase aVisit York Pass? Commentary

82% Only 18% purchased a Visit York Pass,
while 82% did not.
Category key Ageitravel lens: Clarify value through
;:? couple and family itineraries, where
multiple paid attractions can make the
benefit tangible; offer simpler, flexible
use cases for Gen Z solo travellers.

Daily spend per person, excluding accommodation Commentary

K Two thirds spend £20-£59 per person
34% %ﬁf{{u—“ per day: 31% spend £20-£39 and 34%
2 £20-£39 £40—£59; around 21% spend £60 or
3 £40-£59
4 £60-£79
5 £80-£99 Ageitravel lens: Value bundles are
6 £100+

more.

most relevant to families and solo
visitors, while premium food, culture
and convenience offers can be tested
with Gen X and Baby Boomer couples.

Source: York Visitor Survey export, 26 August 2026. Bases: activities 833; Visit York Pass 714; daily spend 758. Demographic lens uses the slide 2 profile; exact subgroup cross-tabs were unavailable.
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Report date: September 2026 Destination competition - Visitor Survey

Seen York + North York Moors advertising?

69%

Destinations considered instead of York

28% 26%
15% 14%
. . -
I 2 3 4 5

How long prospective visitors plan to stay

Category ke;
Historic English city
UK university city
Major UK cultural city
European historic city
European cultural city
UK countryside / park
Long-haul destination
her

29%

@~ s —

]

21

3 2-3 nights
4325 nights
5 5+ nights

Day visit
night

VisitYork

Commentary

Most respondents (69%) had not seen
York + North York Moors advertising;
31% had.

Ageitravel lens: Extend reach through
Facebook and referral channels for Gen
X and couple audiences, complemented
by social video for Gen Z solo travellers
and family-focused creative for Gen X/Y
households.

Commentary

Countryside and parks lead alternative
consideration (29%), followed by
historic English cities (28%) and major
UK cultural cities (26%).

Ageitravel lens: Baby Boomer and
Gen X couples are natural audiences for
heritage-plus-countryside positioning;
Gen X/Y families need practical multi-
stop itineraries, while Gen Z solo

Commentary

Two to three nights is the most
common planned stay (41%); day visits
account for 30%, and 15% plan three
nights or more.

Ageitravel lens: Two-to-three-night
packages suit couples and families. Day-
trip itineraries can support solo and
nearby visitors, while richer cultural
programmes may extend stays among

Source: York Visitor Survey export, 26 August 2026. Bases: Seen York + North York Moor: 2,716; Destinations considered ins: 1,06 I; How long prospective visito: |1,204. Demographic lens uses the slide 2 profile; exact

bt ot e SRSTIN

Report date: September 2026 Visit motivation - Visitor Survey

Main reasons for wanting to visit York

I Historic attractions
Seasonal event
Food & drink
Business
Interactive attractions
porting event
Friends / family
Museums / galleries
Ghosts | dark history
10 Nature / gardens
11 Live music/ theatre
12 Other

What could persuade a longer stay?

Category key

Cheaper accommodation
Package bundles
Evening activities
Cheaper parking
24/7 Park & Ride
Overnight incentives
Multi-day itineraries
Event accommodation deals
Other

BN AN —

35%
14%
I 4% 13% 12% 10% 0%
1 2 3 5 6 7 8
Nights stayed or planned
48%
Category key
29% "
. 43+ rights
2 3

Source: York Visitor Survey export, 26 August 2026. Bases: Main reasons for wanting to: I,104; What could persuade a longe: 278; Nights stayed or planned: 595. Demographic lens uses the slide 2 profile; exact subgroup

B R S Y

14

VisitYork

Commentary

Historic attractions are the main visit
driver (73%); museums and galleries
(21%) and food and drink (20%) add
complementary appeal.

Ageitravel lens: Lead with heritage
for the large Gen X audience and Baby
Boomer couples; layer interactive family
content for Gen X/Y groups and flexible
food-and-culture trails for Gen Z solo

Commentary

Cheaper accommodation is the
strongest longer-stay lever (35%),
followed by cheaper parking (23%);
packages and overnight incentives
ateract 4% each.

Ageitravel lens: Parking and family-
value bundles are especially relevant to
Gen X/Y groups, while accommodation
offers suit couples. Solo travellers may

Commentary

Nearly half stay two to three nights
(48%), and 29% choose three to five
nights; one-night and five-plus-night
stays each account for about 2%.
Ageitravel lens: Build two-to-three-
night itineraries around couples and
families, with longer heritage-led
options for Baby Boomers and concise
ght or flexible plans for Gen Z
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Report date: September 2026 Accommodation and timing - Visitor Survey VisitYork

When visits take place Commentary

‘Weekday visits dominate at 53%;
Category key Friday—Monday, weekends and other
| Men-Thu timings each account for around |5—
2 Fri-Mon 16%.

3 Sat-Sun
4 Other timing Ageitravel lens: Weekday flexibility is

most likely to be actionable for Baby
Boomer couples, while weekends and
school-holiday periods are more
relevant to Gen X/Y families and

Accommodation type Commentary

Category key Hotels lead at 48%, followed by self-
Hs;:_’;”ring catering (25%) and B&Bs or guesthouses
B&B / guesthouse (13%).
2$;;;7’::::mme Ageitravel lens: Hotels and B&Bs align
Second home naturally with couple-led visits,
g‘:l:'ﬂ”l"ﬂ“? especially Baby Boomers; self-catering is
" a strong family proposition, while solo
travellers need affordable and flexible
options.

@~ s —

Accommodation spend per night Commentary

Half spend £100-£149 per night; 27%

50%
Category key spend £50-£99 and 15% spend £150 or
I Under £50 more
27% 2 £ 99 )
3 £100-£149 Ageitravel lens: Position the core
;S;::““ band te Gen X and couple audiences,
promote self-catering value to families,
—— and retain lower-cost choices for Gen
2 3

Z solo travellers. Exact spend by
segment is not shown.

Source: York Visitor Survey export, 26 August 2026. Bases: When visits take place: 558; Acc dation type: 575; Acc dation spend per nig: 488. Demographic lens uses the slide 2 profile; exact subgroup cross-tabs

TN

Report date: September 2026 Events and value - Visitor Survey VisitYork

Events specifically driving visits Com mentary

York Christmas Market is the standout
Category ke event driver (62%); the Ice Trail (23%),
| York Christmas Market Residents’ Festival (25%) and other
g ;:;:L::;:Llul events (21%) form a second tier.
4 Other Ageitravel lens: Christmas Market
messaging can lead for couples and Gen
X audiences; the lce Trail is well suited
to Gen X/Y families, while distinctive
event content can be tested with Gen Z

‘Why visitors did not buy a Visit York Pass Commentary

" Lack of awareness is the main Pass
| Didret know about it barrier (59%), well'ahead of vwsi:ing»on\y
2 Too expensive one or two attractions (15%) or price
3 Wanted attractions excluded (10%).

4 Duration options unsuitable
5 Only visiting |-2 attractions Ageitravel lens: Raise awareness

6 Other through couple and family itineraries
that demonstrate savings; use shorter,
flexible examples for solo travellers
who may expect to visit fewer

How welcomed and comfortable visitors felt Com mentary

Visitor sentiment is strongly positive:

68%
Category key 68% always felt welcomed and 26%
| Always welcomed .
2 Largely weleomed largely welcomed; only 2% felt largely or
26% 3 Sometimes welcomed completely unwelcome.
4 Largely unwelcome . L
5 Mot welcomed Agejtiravel lens: The positive
- experience spans a sample led by Gen
1 2

X, couples and families. Continue
testing welcome and comfort
specifically for smaller Gen Z solo and

Source: York Visitor Survey export, 26 August 2026. Bases: Events specifically driving: | 06; Why visitors did not buy a: 550; How welcomed and comfortabl: 695. Demographic lens uses the slide 2 profile; exact subgroup

B R S Y
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Report date: September 2026

63%
I =
2

Future intent and inclusion - Visitor Survey

Likelihood of visiting the area again

12%

[
3

Likelihood of including the North York Moors
36%
32%
. . l
. |
1 2 3

Group includes a long-term condition or impairment

62%

ke
| Definitely will
2 Very likely
3 Quite likely
4 Not sure
5 Mot very likely
& Definitely will not
7 Prefer not to say

| Very likely

2 Quite likely

3 Undecided

4 Quite unlikely
5 Very unlikely

Category key
| Yes

2No
3 Don't know
4 Prefer not to say

VisitYork

Commentary

Return intent is exceptionally strong:
63% definitely will and 20% are very
likely; 95% are at least quite likely to
return.

Ageitravel lens: Use rediscovery
messages for Gen X and Baby Boomer
couples, fresh family experiences for
Gen X/Y households, and event-led
reasons to return for Gen Z solo

Commentary

Just over half are very or quite likely to

include the North York Moors (52%);
36% remain undecided.

Ageitravel lens: Heritage-and-
landscape combinations can target
couples, while family itineraries need
practical transport and activity detail.
Rail or tour options may help convert
Gen Z solo travellers.

Commentary

Nearly one third (31%) report a long-
term condition or impairment within
their group; 62% say no.

Ageitravel lens: Accessibility
information should be embedded acress
couple, family and solo journeys rather
than treated as a niche. The available
chart does not identify which age or
travel groups report needs.

Source: York Visitor Survey export, 26 August 2026. Bases: Likelihood of visiting the: 723; Likelihood of including the: 1,400; Group includes a long-term: 707. Demographic lens uses the slide 2 profile; exact subgroup cross-

b i etk

Report date: September 2026

Accessibility and advocacy —Visitor Survey

Extent accessibility requirements were met

49%
33%
. -
1 2 3

Top verbatim reasons for choosing York

| Completely met
2 Largely met

3 Some met

4 Largely unmet
5 Not met

NPS grouping

Passives: 7-8
Promoters: 9-10
NPS = promoters — detractors

Category key
History
1 live here
Family
Love it
exploring
Visiting family
Live here
Curiosity
Beautiful city

Case-normalsed exact responses; remaining answers grouped.

Source: York Visitor Survey export, 26 August 2026. Bases: accessibility n=200; recommendation/NPS n=708; verbatim reasons n=883.

VisitYork

Commentary

Accessibility requirements were
completely met for 49% and largely met
for 33%; 14% had some needs met and
4% reported unmet needs.

Ageitravel lens: Keep accessibility
details clear for older couples, families
and solo visitors; subgroup results are
not available.

Commentary

Promoters (9-10) account for 81%,
passives (7-8) 4% and detractors (0-6)
5%. This gives an NPS of +76.
Ageitravel lens: Activate referrals
among the large Gen X audience and
satisfied couples and families; provide
easy-to-share content for Gen Z solo
visitors.

Commentary

Open-text reasons are varied, with 84%
grouped as other responses; history is
the leading repeated theme at 6%.
Ageiltravel lens: Heritage is relevant
to Gen X and Baby Boomer couples;
family links support repeat visits. More
research is needed on Gen Z solo
motivations.

Quarterly Tourism Data
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VisitYork

QUARTERLY TOURISM DASHBOARD

RESULTS FOR:
Q2 2026 AND YTD
(APRIL TO JUNE 2026)

PUBLISHED: JULY 2026

Report date: July 2026

Total City Centre Footfall by Month (Millions) - BT Active

322 325 336

289 302 304 313 275 291 306 595
249 .
——2025

273 g4 277 286
234 245 I

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec

Parliament Street Footfall by 8I';I3om:h (000s)

725 697
633, 639 sop 632 666
557 "~ 542
. 7 .\s_la S —

o —e-2025
471
2 3g 2026

Micklegate Footfall by Month (000s)

——2025
2026

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec

2026

Change
vs. 2025

2026

Change
vs. 2025

2026

Change
vs. 2025

Q2
(Apr-Jun)

YTD
(Jan-Jun)

8.07TM

15.08M

9% ¥

Q2
(Apr-Jun)

Q2
(Apr-Jun)

721,019k

-8% W

YTD
(Jan-Jun)

(Jan-Jun)

+ Q2 of 2026 saw over 8.07 million people in the city
centre of York. This is down 9% over the same period
last year.

YTD has seen |5.08 million people captured by BT
active in York city centre in York centre. Compared to
2025 this is 8% lower.

There were over 1.3 million people captured on the
footfall camera on Parliament street in Q2 of 2026,

Foofall was down 27% in Q2 compared to the same
period in 2025, although June saw an increase in footfall
of 5% compared to June 2025.

Year to date footfall on Parliament Street is down 28%
compared to the same period in 2025.

There were 721k people captured on Micklegate in Q2
of 2026 this was a 4% increase on the same period of
2025.

Year to date there has been a 1% increase in footfall on
Micklegate compared with 2025.

Source: Total footfall is taken from CYC BT Active data. Other footfall is calculated using data from York open data — Daily footfall. This footfall is measured by cameras on Parliament Street and Micklegate.
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Report date: July 2026

Visits to Attractions by Month (000s)

227 212

162
230
212 7

15 115 o5

Visits to Visitor Attractions

—=—2025
—o—2026

——2025
——2026

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec

‘ ——2025
~—-2026

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec

Source: 23 City of York Visitor Attractions in the York Attractions Monitor

Q2
(Apr-Jun)

YTD
(Jan-Jun)

TV IIN 614,973

972,796

Change
vs. 2025

2% A&

Q2
(Apr-jun)

17%

YTD
(Jan-Jun)

2026 585,635

909,604

Change
vs.2025

8% A

Q2
(Aprjun)

-15%%

YTD
(Jan-Jun)

2026 29,338

63,192

Change
vs. 2025

- 49%¥|

-30%@

VisitYork

Visitors to all attractions in Q2 increased 2% on the
same time period of 2025 with just under 615
thousand visits to attractions in York and the wider

area.

YTD visits to attractions are down 17% compared to

the first 6 months of 2025.

« Visitors to big attractions increased by 8% in Q2 of
2026 when compared to Q2 of 2025.

Visits to big attractions are still down around 5%

YTD compared to 2025.

There were just under 29.5k visits to small attractions
inYork and the wider area in Q2 of 2026.This is down

49% on the same period last year.

YTD visits to small attractions are down 30%
compared with the first 6 months of 2025.

Report date: July 2026

No. of Properties Listed on Key Data (000s)

2,356 2339 3328
289

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec

Average Occupancy by Month for all Self catering

Properties InYork (%)

57.1%57.8%
49.6% 50.9% 49,0%

49.2% 45.2%

51.9%52.2%
" 46.7% 0%

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec

Source: Self Catering KeyData Analytics

Q2
Average
(Apr-Jun)

YTD
Average

(Jan-Jun)

2,319

2,288

2% 4

YTD
Average

(Jan-Jun)

Change
vs. 2025

Self Catering Key Data — Listings and Occupancy

VisitYork

The average number of self-catering properties
actively listed on Key Data in York in Q2 were 2,319.
This was up 2% on the number of listings over the

same time period in 2025.

The YTD average is also |% above the same time

period of 2025.

Average occupancy for Q2 was 46.5% this is down 6%

on the same period of 2025.

Average occupancy YTD is down 5% compared to the

same period of 2025.

International Tourism

Showcasing York as a word-class destination, connecting with international
travel and tourism buyers to inspire future visits and partnerships — events

included:

e Visit Britains Nordics showcase
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¢ Britain and Ireland Marketplace
UKinbound Convention
Visit England English Destinations Showcase (Benelux region)
ITB Berlin
BTTS Birmingham

Media/agents FAMS facilitated:
e Canadian Buyers
Chinese Buyers
Conde Nast Traveller Spain media
Spanish travel agents
Spanish TV media filming
VisitEngland Chair visit - Lady Victoria Borwick
Beyond the Brochure (BtB) Your First — showcasing venues FAM
National Geographic Book Commission - most haunted
Canadian media

England’s Heritage Cities Travel Trade

York is part of the ETOA Membership and will attend a meeting of the EHC
travel trade leads to discuss making the most of ETOA membership and future
opportunities and utilizing this as another avenue for promoting York.

Digital Statistics

From February to early September 2026, Visit York’s digital channels continued
to deliver strong audience engagement. The website attracted 629,500 users,
generating 1.5 million views and 816,200 sessions, alongside 163,300 outbound
link clicks to support partners and the wider visitor economy.

Social media generated more than 8.16 million impressions, reaching almost 6
million people and delivering nearly 300,000 engagements, with an engagement
rate of 4.47% and more than 1.85 million video views.

Email marketing also remained an important engagement channel, with 603,247

recipients, 349,209 opens and 32,400 clicks, achieving an average open rate of
43.75% and a 9.28% click-through rate.
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VisitYork[ - — - -

Social Media Summary

Comments

14k

Impressions

8.4m

Number of Posts Likes

2,710

—— Impressions

800,000
600,000
400,000

200,000

5 5

b 6 16 b
S

\ \A 1.""1 ‘”"1 \"‘.‘ﬁ\"“ Ve
op Posts Tp'séte

I. ace” York Christmas Market returns for ...  Post https:/www.facebook,. ..
2. 8Y[O« Did you know York helped create some...  Reel https://www.facebook....
3. York Ice Trail is back again tomorrow, turnin.. Post https://www.facebook....
4. York Ice Trail 2026 is well underway and the...  Post https://www.facebook.. .
5 An evening of local creativity is coming to S...  Post https//www.facebook.. ..
6. BYGE™ 2 weeks to go until The Magical Nigh...  Post https://www.facebook...
7 A new night market is coming to York! 37%¥'...  Post https://www.facebook.. ..
8 dce” What a magical opening day at York Ic... Post https//www.facebook....
9. 8Y§: Could York become an official LEGOA. Post h 2/ facel

10.  8YCE, Happy Lunar New Year from everyone ... Post https://www.facebook.. .
Il.  Thisis York: The Chocolate City and therei€.., Reel https://www.facebook.. ..
12.  Shambles Market is open 7 days a week! 8Y... Reel httpsi/www.facebook.. ..
13. Day two of York Ice Trail 2026 is here! Post https://www.facebook....
14 It's less than two weeks to go until The Watc... Post hteps:i//wyew.facebook.. ..
I5.  Lent and Easter at York Minster invite reflect...  Reel https://www.facebook.. ..
16 Beauuful, historic and full of stories waiting ... Reel h /1 fac

17.  Tomorrow night, The Magical Night Market r... Post https:/www.facebook....
18, York lce Trail returns this weekend! a01.ii Cice... Post httpsi//www facebook.. ..
19.  BYE™ Magic is in the air at The Magical Nig...  Post hteps/www.facebook.. ..
20. 8YO« Did you know York helped create some... Reel https://www.facebook.. ..

136.5k

Profile

Post Type

Engagements

306.1k

Impressions by Network

Date

10 Aug 2026
20 Mar 2026
7 Feb 2026

7 Feb 2026
19 Jul 2026
11 May 2026
27 Jul 2026
7 Feb 2026
12 Jul 2026
17 Feb 2026
1 Apr 2026

2 Jun 2026
8 Feb 2026
16 Jun 2026
3 Apr 2026
14 Jun 2026
24 May 2026
6 Feb 2026

2 May 2026

7 Mar 2026

20

0 I

Network

Facebook

Facebook

Facebook

Facebook

Facebook

Facebook

Facebook

Facebook

Facebook

Facebook

Facebook

Facebook

Facebook

Facebook

Facebook

Facebook

Facebook

Facebook

Facebook

Facebook

| Feb 2026 - 31 Aug 202

Engagement Rate

4.44%

@ Facebook
@ Instagram
@ TikTok
@ Linkedin
@ Threads
®x

@ Bluesky

191,593
168,137
163,411
145,174
136,688
111,002
106,157
103,295
80,590
79,280
79.136
77827
73871
59,520
58,504
57,367
55486
53434
53,307

52,468

Engagements

8,599
6,844
3,497
5,594
6,861
3,380
3,052
6,362
3.877
3,045
1,204
2,018
3,692
1172
3,260
2,655
2,439
1,646
1,233

973



Annex A

VisitYork

Website Sum

Page Filter -

Total users Views Outbound Link Clicks Average session duration Sessions

626.9k I.5m 162.6k 00:02:34 811.8k

When are users visiting your page? Where are your users located?
wurway
300k
200k
.
100k Naeth Sea
x Denmark
g & King
0
Feb 2026 Apr 2026 Jun 2026 Aug 20... Ireland
Mar 2026 May 2026 Jul 2026 Netherlands
German!
— Views Belgium Y
Cz
Google Aus‘
Keyboard shortcuts | Map data ©2026 Google  Terms
Which channels are driving engagement?
Views
I View I.  United Kingdom 1195311
Unassigned 2. United States 70476
Referral
Bt Sacal 3. Singapore 40,982
Paid Search 4. China 36264
Paid Other
5. Germany 16,861
Organic Video
Organic Social
O ic S h o
s ?" | How are users finding your page?
mail
Direct Page referrer

0 200k 400k 600k 800k Im |.2m I.  httpsiwww.google.com/ 628.2k 51.0%

2. hups/ivisityork.org/whats-on 61.6k 5.0%

3. hetpsiivisityorkorg/ 60.8k 49%

USeI' Engagen‘lent by DeVice Type 4. https//www.bing.com/ 30.3k 25%
5. httpsiivisityork.orglevents 15k 12%

Page Listings

@ mobile
@ desktop LEVERE ] Views

@ wablet I. /whats-on 126,352
@ smartty

z / 116,248

3 Iyork-ice-trail 36,851

4. business-directory/catego 30,739

5. Jevents 29,035

| -5 16976 < I
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VisitYork | — o - == F—

Newsletter Summary Fiker -

Number of Emails Total Recipients Total Opens Total Clicks Average Open Rate Click-through Rate

131 628.0k 3683k 409k  43.93% 1.11%

—— Total Recipients

800k == Open Rate
100%
600k
75%
400k 50%
200k 25%
G e 0;};,55 b b P b 0P gb gb ob
B e T R B T e e B S S S
@ e W We WY b g M 2% e T AT AR R B T AN eV o\ Y e
Send Date O?en Rate Recipients C‘tl:cr,:t:sl Total Opens
| York Christmas Market 2026 U https://us 14.campai. .. 2 Apr 2026 94.12% 102 112 30.68% 365
2. York Christmas Market 2026 A...  https:/us|4.campai. .. | Apr 2026 93.53% 143 23 4.25% 541
3. York Christmas Market 2026 https://us |4.campai. .. 15 Apr 2026 93.14% 102 0 0.00% 287
4. York Christmas Market 2026 - R... https:/us|4.campai... 5 May 2026 89.22% 102 43 16.60% 259
-2 York Christmas Market 2026 - U... s://us | 4.ca s 18 May 2026 88.24% 102 0 0.00% 365
6 Yorkshire Day 2026 - Trader Ap...  https://us |4.campai... 27 Feb 2026 82.46% 58 30 23.26% 129
7. York Christmas Market 2026 - U... https://us 14.campai... 13 May 2026 82.35% 102 0 0.00% 300
8. York Christmas Market 2026 - T... https://us|4.campai... 12 Feb 2026 74.63% 784 815 36.71% 2,220
9. Visit York Membership Renewal...  httpsi/us|4.campai... 6 Mar 2026 72.77% 217 39 7.13% 547
I... Visit York Pass Update https://us14.campai. .. 31 Jul 2026 70% 30 A 18.64% 59
l... Visit York Pass Update https://us |4.campai... 14 Apr 2026 66.67% 30 27 90.00% 30
I... Don't Miss Out Yorkshire Day 20...  https://us|4.campai... 26 Mar 2026 64.91% 58 13 13.98% 93
I... Visit York Membership Renewal...  https://usl4.campai... 6 Mar 2026 63.04% 49 | 1.39% 7
l... Visit York Member Update - Aug...  https://us |4.campai... 3 Aug 2026 58.82% 864 0 0.00% 1,262
I... Visit York Member Update - Mar...  httpsi/us|4.campai... 2 Mar 2026 57.62% 787 425 32.89% 1292
l... Visit York Membership Renewal... s://us 14.c 6 Mar 2026 56.79% 85 2 1.06% 188
l... Visit York Pass Update hteps://us |4.campai. .. 24 Feb 2026 55.17% 29 20 57.14% 35
l... Promote your business this Chr https:/fus |4.campai.. . 27 Aug 2026 53.15% 863 213 21.11% 1,009
l... New destination video to reach ... https://usl4.campai... 20 Jul 2026 52.94% 20 0 0.00% 12
2... Untited https:i//usl4.campai... 25 Jun 2026 50% 4 0 0.00% 8
2... Visit York Member Update - July https://us|4.campai... | Jul 2026 50% 768 423 35.94% 1177

Marketing & Communications Campaigns
Campaigns

Visit York’s “This is York: The Chocolate City” campaign ran from February to
April 2026, celebrating York’s chocolate heritage and positioning the city as a
distinctive spring and Easter destination. Across social, web and email, the
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campaign delivered 795,000 social impressions, 656,000 reach, 34,800
engagements, 20,500 website users and nearly 148,000 email recipients.

Visit York’s “Summer in York: Sunrise to Sunset” campaign ran from late April to
August 2026, encouraging visitors to stay longer and make more of York’s
summer offer. Activity focused on attractions, culture, food and drink, family
experiences and the Watchers Sculpture Trail, supported by digital advertising,
social media, PR, email and a dedicated Summer Hub. The campaign
generated over 1 million social impressions, nearly 775,000 reach, 33,700
engagements, 11,300 website users and more than 206,000 email recipients.

Positive PR and Promotion for York:

e York voted one of the best destinations in the Tripadvisor Travellers’
Choice Awards, recognising consistently strong visitor reviews.

¢ York named one of the UK’s top cities for food and drink by Which?,
highlighting the quality of the city’s culinary offer.

¢ York recognised by Motorfinity as one of the UK’s most EV-friendly
destinations for days out, featuring attractions including the Shambles,
York Castle Museum and York’s Chocolate Story.

e The Wizard Walk of York ranked 4th worldwide for Family Friendly
Experiences in the Tripadvisor Travellers’ Choice Awards 2026, with
York Minster ranked 12th among the UK’s Top Attractions.

e York named one of the UK’s most dynamic business locations for 2026
by Growth Flag, and the strongest performer in Yorkshire and the Humber.

¢ York named one of the UK’s Best Places to Live by The Sunday Times,
recognising its strong community, cultural offer and quality of life.

PR stats from February — September 2026:
653 print and online articles
. £2.39M sum of advertising value equivalent (AVE)
« 327M opportunities to see (OTS)

Visit York Tourism Awards

Visit York Tourism Awards took place on 12th March 2025, 16 Awards in
various categories. 3 of Visit York Winners were shortlisted for the National

Visit England Awards in which York received:
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Gold- Monkbridge House (Small accommodation of the year)
Silver — Castle Howard (International Award)
Silver — Wizard Walk of York (Experience of the year)

Markets

The York Makers Market & NMTF Young Trader Showcase took place on 29 July
2026 from 7.30pm to 10.00pm.

The new family-friendly market supported York’'s Purple Flag status and was a
Make It York event, supported by Fabrication York, who provided workshop
demonstrations.

The Makers Market brought together 39 local craft and artisan traders,
showcasing a wide selection of locally made and Yorkshire-inspired goods.
Visitors were able to browse unique products, support independent businesses
and enjoy the demonstrations and lively evening atmosphere.

The event also hosted the local heat of the Young Trader of the Year Competition,
a national initiative delivered by the NMTF to encourage and identify the market
traders of the future. Two young traders were put through to the Regional
competition in Barnsley.

Waste management at Shambles is being reviewed overall; this includes the
iImplementation of new waste receptacles with new recycling options.

Events and Festival
Christmas Market

The market will be delivered from 12 November to 20 December, and it will be
held in Parliament Street and St. Sampson’s Square.

The market is open 6 days a week, Wednesday to Monday with a rest day on a
Tuesday when the market is closed.

Seaside
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Seaside Fun and Yorkshire Day Market - 30 July to 2 August 2026

This year's Yorkshire Day Market was delivered over the four days on
Parliament Street as part of a weeklong programme of family entertainment and
activities designed to attract residents and visitors of all ages. 25 local artisan
traders showcased and sold Yorkshire produce, supporting local businesses
and celebrating the region's food, drink and craft offer.

Murton Park participated by bringing a children's tractor experience and deliver
a programme of family craft activities. The event saw the return of the popular
sandpit, extended to operate throughout the four-day event. It was located on St
Sampson's Square alongside themed seaside props and family activities.

The City of York Council Fostering Service attended to promote their service, as
well as providing activities, whilst encouraging fostering families to attend and
participate in an inclusive and welcoming atmosphere.

Parliament Street and St Sampsons Square was decorated with themed bunting
and props, and families will be able to take part in the Seagull Trail throughout
the Shambles Market.

The Tempest Playpark

Commissioned in partnership with York BID, Thors and Make It York, and
funded by the York and North Yorkshire Combined Authority, The Tempest is a
new semi-permanent, heritage inspired children's play structure that will extend
Thors' summer offering on Parliament Street. Planning permission has been
secured for five years, with installation scheduled from July to September 2026
before returning annually from May to September for the following four years.

The playpark delivered a high quality, inclusive play experience that encourage
exploration, creativity and active play and the installation provided a distinctive,
safe and durable attraction for residents and visitors across the summer period.

Community Events

Working with City of York Council, Make it York has assisted 15 community
organisations by supporting them with their planning and delivery. Also, 8 grants
have been processed to support new one-off community activity and events.

Culture

York Ice Trail: An Enchanted City — Evaluation
25



Annex A

2026 '\
York Ice Trail ™ - ey
Evaluation Report ™ P Make Rt York

VisitYork City Centre Footfall During the Ice Trail Weekend

City centre footfall cameras on Micklegate and Parliament Street recorded over 63,773 counts during the 2026 York Ice
Trail weekend. Saturday footfall was down 27% compared to 2025 while Sunday footfall was down 24%. Overall, city
centre footfall had decreased by 26% compared to the same time the previous year.

Annual city centre footfall during the Ice Trail weekend* % change
—e=Saturday 2026 vs. 2025
== Sunday

+—Total 85’_614

67,619 —
—— e 63,773 ‘ 26%

16,059 i 48526

34,425 M?o ‘ 27%
23,400
\/’///L\mna ‘ 24%

2022 2023 2024 2025 2026
(5th & 6th Mar) {ath & 5th Feb) (3rd & 4th Feb) (1st & 2nd Feb) (7th & 8TH feb)

Ice Trail Year and Dates

*Source: MRI Onlocation for Footfall Analytics downloaded from the York Open Data website
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Marketing Campaign Summary: 01/09/25-11/02/26

Visit York Ice Trail Website Summary Ice Trail Social Media Campaign Summary Ice Trail e-newsletter Summary

Total users: Total recipients:
Number of posts: 139 75.9% f

Views:
Outbound Link Clicks: Impressions: 2.5M 244.0% f Total clicks:

A v d -

8 : Engagements: 51.8K 171.0% 4 Average open rate:
Click-through rate

Total opens:

Sessions: Engagement Rate: 4.33% 40.6% A
Where users are located:

Video Views: 224.5K 307.0% 4
Reach: 1.9M 244.7% 4 Ice Trail Media Coverage Summary

Impressions by Network: Volume of articles:

Sum of Advertising Value
Equivalency (AVE):

Netherlands

Germany
Belglum

N
P
o)
=

o Sum of Opportunities To See (OTS):
Aust @ Facebook

F @ Instagram
Keybowd shoncuts Mg dala 82025 Google  Terms
X

@ TikTok
@ Linkedin Positive
D Neutral

Split by sentiment: DGO

Source: Visit York data

VisitYork Visitor Survey: Summary of Visitor Opinion

94% of visitors were satisfied with 97% of visitors would visit the Ice
their overall experience of visiting Trail again in future
the Trail

M Very satisfied
| Fairly satisfied HmYes HNo
m Neutral

W Dissatisfied

ine interviews with visitors to the 2026 York Ice Trail
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VisitYork

Number of ice sculptures seen:

All of them

21-30

11-20

6-10

1-5

Can't remember

VisitYork VvV

Seurce: 272 online interviews with visitors to the 2026 York lce Trail.

Visitor Survey: Summary of Visitor Behaviour

Other activities taken part in during visit:

Walking around and enjoying the
ambience of the city

34%

Eating / drinking in restaurants, cafes,
or bars

Shopping in regular shops

Shopping in the Shambles Market

Visiting museums / attractions

Eating / drinking at the Shambles
Market food court

FRPBESF 3

Going to an evening performance

None of the above

Images: Flaticon.com

isitor Survey: Summary of Visitor Profiles

Visit group type:

Just me .7%
I
. 12%

|1%

.6%

Couple
Family group + kids
Small friend group
Large friend group

Other

Source: 2

82% on a day trip to York

26% living in York

18% staying overnight in York

Main modes of transport used:

I 54%
I, 337
I 237%

I, 229

I 21%

M 3%

B 2%

B 1%

Car / van [/ motor-home / motorbike
Public bus / coach service

Park and Ride

Walked

Train

Other

Coach tour [ special excursion
Bicycle

72 online interviews with visitors to the 2026 York Ice Trail..
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Visitor Origin: where did people visit from?

Region

Slnverness

York

SCOTLAND

West Yorkshire

Hegpipes

Dunceed
5t Ancrews

North Yorkshire

Stifing

Glasgowo dinburgh

East Riding of Yorkshire

South Yorkshire

Total Yorkshire & Humber

NORTHERN
<5' IRELAND

North East

o5 'r\j\l_( Isle of Man
Dundaik

North West

ODrogheds

®0ublin Liverpoolo

East Midlands

East of England

L)
S reland 99%

West Midlands

Olmenck  OKitenmy 9
oalmvham 9
oC

SWaterlord °
WALES ENGLAND

London & the South East

Scotland

Wales

O xeter

QPlymouTh

South West

Chanmal
Go-gle M\'('?faps

Source: 272 online interviews with visitors to the 2026 York ice Trail
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Annex A
VisitYork B What cou

“Micklegate is full of pubs
and drunken people, not
ideal when you are with
kids.”

an . : R IR e, = Ti=
& ol oot el R R T MoaE S sy —i
0 =' _ —m& M-( rAleys ! :’ “There was a shortage of buses ¢

which was disappointing to say §
it was an organised event. Also ¥
having 2 children with us we
'i found it hard trying to find

tm_lets

™ “More entertainment / “Space the sculptures out a “| think digital maps linked
? | sculptures nearer each little more to help with , with Google maps would be
§ other” crowding” ‘ amazing to help navigate”

= “More family activities like b “More interaction outside &,"-: “Make It clearer on the
those formerly at the Minster and Jorvik ‘: map to someone who has 7
Middletons. More Centre . Very poor never been to York before” #
interactive ice sculptures.” compared to last year.”
v

5 ! BN “Better park and ride
“Published more in the lead The closeness of the Iy . p

: : F sculptures. Some were too ~ B (1 1AX facilities”. )
up on social media etc 2 : NI
far out M/ >
' SN L | VD

“Maybe more spread out in the centre so they aren't as busy, a lot
were close together but others far apart. Perhaps have the ice trail
leaflets more available such as at the railway station, we had to
walk around a lot before we found any.”

“The bottleneck outside Bradley's jewellers was impassable
and chaotic when | visited, never been that bad in previous
years. | am sure that | will not be the only one who
mentions this.”

¥

X % A e R 4
oure line interviews with visitors to the@026 York Ice Trait 4)

visitYork EVfisitor Feedback .. 1 Trader/S

— ... S Feedback/

“It was very busy but
Y “Amazing beautiful great enjoyable. Will attend
| ﬁ memories and beautiful | again. Loved the light show
{ loved it”

omments about our stall. A fi
vd supplying hon

g o1 - voule
‘ ;| I s = :
i 3 Fde | B S ' ;
(1) '=' LT A M;« TaEeYs 4 ? B Thank to you and each and everyone of the y event organisers for making us feel so welcome. We
= S

would certainly love to come again if the opportunity arises.

o “All the statues was so well “I really enjoyed it and # ! Many thanks
. 2 . i T o Joy and Graham
made. Visited for this event thought was brilliant, all -
3 times now and it gets different too and the detail
better every year” on them amazing!”
% 3. T ~
“Yes 3rd year of visiting#+ love it! Fabulous Just a quick note to say ‘thank you' for having me as a volunteer at Ice Trail, |
family day out, grandkids love it+ finding had a great time and it was so lovely talking to so many people who were >

the sculptures. Posing for pictures then a enjoying the trail, there was so much positive feedback! It's an amazing
thing that you and your team organised. Will definitely keep an eye out for

* N ‘ w. ways to get involved in similar things in future
= I

“We had a great time visiting York from the Derby area. We have
been to this event for the last four years. It’s always such a fun day.
We managed to find them all in about 4 hours with a couple of

pitstops. “ A
W r ‘oo -
A /| Source: Visit York

WSouirces 272 online interviews with visitors to tAGR26 York lce Trail

Gill-Eve Honey Bees.

“Keep it! We need it “

nice meal somewh




Annex A
The Watchers of York

The new trail launched on 29 June 2026 and remained in situ until 31 August
2026. This was a brand-new, city-wide sculpture trail delivered in partnership
with York Minster and launched alongside the legendary York Mystery Plays.

Ten sculptures were placed across the city, creating a trail for visitors and
residents to explore. A trail map and online trail hub were available from the
Visitor Information Centre, alongside a range of Watchers of York merchandise.

Filming in York

Make It York manages filming applications on behalf of City of York Council for
filming on Council managed land and the public highway. As filming activity in
York continues to build, a review of the filming application process and
supporting documentation has been undertaken to ensure it reflects current best
practice, supports larger and more complex productions where appropriate.

Key productions in the city this year include: Feature Film, Scorn, Patience
series 3 and Amazon documentary, The Breck Bednar Story

Smaller, recognisable productions: A Place In The Sun, BBC One Show, 22
Kids & Counting, The Piano and Four In A Bed.

Conclusion

MIY continues to deliver against the sLA objectives, Key Deliverables,
Outcomes and Outputs whilst playing a key role in strengthening the City’s
position as a leading place to live, work, study, and visit.

The city’s brand is gaining stronger national and international recognition
supported by focused marketing activity, the ongoing success of the Visit York
Pass, and the strength and appeal of its culture, heritage, markets, and events
offer.

This is being further amplified through York’s growing digital presence and
reach, enabling the City to engage with increasingly diverse audiences across
domestic and international markets. Together, these activities are strengthening
the City’s profile, supporting visitor demand and reinforcing its reputation as a
distinctive, vibrant and attractive destination.
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