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Projections 
for Growth



Staying Visitor 
Trips in 2030

An additional  510,000 
trips per year  (10 %)

An additional 1,000,000 
nights per year ( 5 %)



Day Visitors 

An additional 
2,000,000 day visits 

per year by 2030

(13.6 %)



Additional 
Visitor spend

£521,000,000 

extra per year in 2030

(26%)



Employment 
Growth

An additional 8,000 
new jobs 

62,190 by 2030
(14.8%) 



Growth Projections and Implications

• Summer Capacity Issues

• More about “experiences”

• Majority of Growth must be out of 
peak - AirBnB Growth !!!!

• Transport Infrastructure

• Product Development needed

• Spring events

• New services

• Aging customer base and impact on 
accommodation, activities, 
opportunities  and motivations

• Need to ensure Wise Growth that 
works for Cornwall, Residents and 
Businesses



Wise Growth

The 
Principles 



V Our Visitors

.

Wise Tourism Development Principles – “VERB”



V Our Visitors are delighted with the

experiences and services they receive and who 
respect what local communities treasure and want 
them protected and improved.

Wise Tourism Development Principles – “VERB”



V Value over Volume - so that Cornwall 

maintains and improves its “premium price” position and  top 
UK holiday region and growing international destination.

Wise Tourism Development Principles – “VERB”

Value = 

• Filling Empty beds
• Getting and maintaining a Premium Prices across the range 
• High levels of customer satisfaction 
• High levels of repeat and returning customers
• New customers from UK and Overseas markets 

Volume = 
• Growth in non peak periods 



E Our Environments Natural, Ecology, Cultural, 

Built, Public Realm are  protected and
improved to enhance the quality of life of Cornish 
residents and  maintain and improve the
attractiveness of Cornwall to selected tourist markets

.

. 

Wise Tourism Development Principles – “VERB”



R Residents that accept (and where many 

welcome visitors) and where there is an 
acceptable level of impact on their day to day lives. 
Residents benefit from the facilities and  
services supported through tourism.

. 

Wise Tourism Development Principles – “VERB”



R Residents that accept (and where many 

welcome visitors) and where there is an 
acceptable level of impact on their day to day lives. 
Residents benefit from the facilities and  
services supported through tourism.

. 

Wise Tourism Development Principles – “VERB”



.

B Businesses that are competitive, profitable and able 

investment in the continuous improvement in services, new 
facilities and equally important business productivity, skills 
and staff/management development. 

Wise Tourism Development Principles – “VERB”



V Our Visitors are delighted with the experiences and services they receive and who 

respect what local communities treasure and want those protected and improved.

Value over Volume - so that Cornwall maintains and improves its “premium price” 

position and  top UK holiday region and growing international destination.

E Our Environments [Natural, Ecology, Cultural, Built, Public Realm] is protected and

improved to enhance the quality of life of Cornish residents and  maintain and improve the
attractiveness of Cornwall to selected tourist markets

R Residents that accept (and where many welcome visitors) and where there is an 

acceptable level of impact on their day to day lives. Residents benefit from the facilities and  
services supported through tourism.

B Businesses that are competitive, profitable and able investment in the continuous 

improvement in services, new facilities and equally important business productivity, skills and 
staff/management development. 

Wise Tourism Development Principles – “VERB”



R Residents that accept (and where many 

welcome visitors) and where there is an 
acceptable level of impact on their day to day lives. 
Residents benefit from the facilities and  
services supported through tourism.

. 

Wise Tourism Development Principles – “VERB”



Tourism in Cornwall will be Growing

Be need to ensure we get the 
tourism we want 

Or we will get the tourism we get 



Trends and the Future



Let us Look into the future



The Death of 
Deference to 

Age 



Does age or 
conventions  matter 

anymore ?

Life and Ageing gets in the way !



Does age or 
conventions  matter 

anymore ?

Life and Ageing gets in the way !

• Relationships/partners
• Employment - Careers – well being/mindfulness
• Children 
• Dogs !!
• Health issues – fit days
• Accessibility – not just wheel chairs
• Ageing generally – the bones



What will life be like 
in 2025



Aging Segments

Segment 2020 2025 2030

Older 75 – 90 80 - 95 85 - 100

Baby Boomers 60 - 75 65 -80 70 - 85

Gen x 40 - 60 45 - 65 50 - 70

Millennials 20 - 40 25- 45 30 - 50

Generation Z 15 -25 20 -30 25 - 35

Snowflakes 5 - 15 10 - 20 15 - 25

Not Known 0-5 5 - 10 10 - 15



2025• Some Cornwall Populations Growth

• Growing market for Real authentic experiences

• Far more about what will we do and then where 
do we stay

• Possible Over tourism Issues – AirBnB  +

• Booking Patterns Changing short break self 
catering etc

• Technology Changes  and  5/6 G or for some it 
being put back in its box JOMO –– easy to  book 
experiences etc

• Eating and Food – veganism, vegetarianism, 
allergies, intolerances – everyone must have a 
great meal  not second best

• Ageing Population

• Further Ethnicity Changes especially family 
market 2nd and 3rd generation

• Road, rail and air route improvements



Looking at past interests and 
adding current trends 



No
lots of 
small 

developments  



Current and 
Emerging 
Consumer 
Trends



The boundaries of old age are shifting as people live longer and take better 
care of their health, appearance and wellbeing. People do not want to feel old. 
It is all about the emotional treatment and handling of ageing



The Senior Market

The Senior 
Market in 2025

80- 95



The boundaries of old age are shifting as people live longer and take better 
care of their health, appearance and wellbeing. People do not want to feel old. 
It is all about the emotional treatment and handling of ageing

The Baby 
Boomers 2025

65 - 80

The Baby 
Boomers 2025

65-80



The Gen X in  
2025
45-65



Millennials in  
2025
25-45

Millennials in  
2025
25-45



Gen Y  in  
2025
20 -30

Snowflakes 
in  2025

10-20



Cornwall 
very well 

placed



Cornwall can be a 
leader in minimum 

or guilt free 
tourism



More Marketing and 
Communications 

Challenges ahead !



The Blue and Green 
Gyms

Come to Cornwall and 
find yourself !



Health, Wellbeing
Mindfulness and 

much more across 
all ages



The push for a plastic-free society has gained momentum, consumer desire for a plastic-free 
world will grow. Plastics, such as single-use packaging for food and beverages and micro-plastics 
found in beauty, personal and home care, as well as plastics produced by the fast fashion 
industry, are coming under increased scrutiny 

Cornwall
Leading again



The Amazon 
Prime 
Effect



Opportunities 
and 

Challenges 



Visit 

Cornwall


