
 

  

 



 

 



 



 



 

 



 

 



 



 

 



 

 



 

http://www.visitbritain.org/insightsandstatistics/topics/attractions.aspx
http://www.visitbritain.org/insightsandstatistics/reports/Overview.aspx
http://www.visitbritain.org/Images/Foresight%20Issue%2087_tcm29-22084.pdf
http://www.visitbritain.org/insightsandstatistics/markets/
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