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Our Isle

Broadstairs

Three distinct towns and surrounding villages 
brought together in one must-visit destination.

Margate Ramsgate

A varied and complementary tourism offer to celebrate.



Visitor Survey
1200 face-to-face interviews. 

400 were conducted in each town.

In June, July and August 2025.

These findings combine this insight with data from 
the 2023 Cambridge Model research.

Who is a visitor?

Anyone who visits Thanet and 
doesn’t live here. 

E.g. a domestic or international 
holidaymaker, friend/family 

member of a resident.



The Insights

The rise of train travel

The rise of sustainability

Visitor opportunities

Love for food and culture 



(up 16%)

Visitor opportunity

Average stay = 3.8 nights 
Higher than stays in Kent 3.6 nights, lower than in 2018

43% overnight stays

People are staying longer in Broadstairs 
4.5 nights v 3.5 in Ramsgate and 3.3 in Margate 

57% day trippers (down 20%)

4.6 million people visited Thanet 

Staying visitors are on the rise 



36% spend half a day (Up 16%)

Who’s visiting

13% visited Thanet as part of a 
holiday elsewhere.

Almost two-thirds spend all day 
in Thanet (62%)

All day trips have decreased since 2018, and 
friends and family visits have dropped

82% didn’t rely on information sources 
during their trip. Search and AI are 
becoming dominant sources of information.



40% are Couples

Who’s visiting
Mainly domestic visitors 94% UK 6% International

43% South East 
32% London 
32% Kent

21% Germany
14% Australia
11% France
6% Netherlands
India = growing market

-13%
+13%
-11%

9% are Solo travellers

More visitors from London, 
couples and families.

Only 7% of visitors were 16-24 years. 

31% are Family units

14% are Friend groups

(up 4%)

(up 4%)

(down 4%)



Who’s visiting

73% of people were returning visitors

Most had previously visited within the 
last 2 years (74%)

Over half had visited in the past year (55%)

Margate has attracted more first-
time visitors (up 33% since 2018)



Visitor Satisfaction

Welcome and atmosphere highly 
rated across all towns.

Increase from 4.32 v 2025 

Overall enjoyment dipped to 4.27 
v 4.36 in 2015.

High satisfaction rate - 4.55 average rating



Visitor spend £

Average spend per person per day:

Overnighters Day trippers£96.66 £34.08

Margate had the biggest spend per trip 
at £380.84 and per day trip at £39.68

Food and drink is an 
important part of all trips.

Staying visitors are spending 68% more than in 2018

*Calculated using the Bank of England inflation calculator



Visitor accommodation

Significant growth in Airbnb 
stays (up 11%)

Fewer stays by friends and family (down 5%)

80% were highly satisfied with the 
quality of the accommodation service

73% were highly satisfied with the 
value for money

Most visitors book directly  
(51% hotels, 24% Airbnb)



Increased press and media

www.visitthanet.co.uk/press

Madonna hailed Margate as 
her “idea of heaven”. 

Positive articles in The Sun, 
Daily Express, Telegraph, 
Homes and Gardens, recently 
part of BBC’s The Big Deal



Visitors move around

Almost one quarter of visitors intended to visit one or both other towns

They are lovingly disloyal.



The off-peak visitor profile
Free and easy 
mini breakers

Fuss-free value 
seekers

Friends and 
intergenerational 
family fun-timers

Trend followers 
influenced by online

Family & group 
day trippers

Socialiser one-
nighters

Empty-nesters 
looking for good-
value down-time

Spontaneous, child-
free couples or friend 

groups



The off-peak visitor

Ramsgate

Families (38%)

Groups of Friends (17%)

Couples (42%) 

Groups of Friends (16%)

Margate

Broadstairs

Couples (43%) 

Solo travellers (10%)

Broadstairs most visited 
destination by 45-54 & 35-44 
years (Mid life)

Margate most visited destination 
by 35-44 and 0-15 years (younger).

Ramsgate most visited 
destination by 55-65 years (older)



The rise of sustainability
27% are travelling by train (up 8%)

61% travel by car (down 5%), 7% by coach 
3% by bus, 1% by motorhome

Sustainability is important to 75% of visitors.
More important for Broadstairs and Margate visitors.

Margate saw the highest rate of people 
arriving by train (31%) 

Ramsgate saw the biggest rise in train use 
(up 11%)



The rising influence of food & culture

92% are Leisure trips

Food and drink are growing as 
attractions in themselves (19% influence)

80% of visitors are motivated by the coast / 
beach (influenced by summer survey)

Rise in culture as a driver



Town motivations



Overwhelming positive sentiment 
4-and 5-star reputation for Thanet as: 

Safe, family-friendly coastal escape. 
Sensational sunsets and attractive beaches.
Independent and exciting food.
Unique attractions with friendly staff.

The Social buzz 2300 posts and reviews ‘listened to’
Instagram, Tik Tok, Google, Tripadvisor

Popular features = coastal walks, culture, heritage 

Pain points = Opening hours, parking, litter, 
facilities, seaweed, crowding at hotspots



Show hidden gems

The Social opportunity
Tell little known stories

Direct people to off-the-beaten-
track experiences

Promote year-round food and 
culture

Take part in local and national 
campaigns e.g. My Coast Has the Most



Turning data into impact
6 ways to unlock off-peak potential

Target the car-free off-peak traveller

Package ‘Coastline and Comfort’ with partners

Highlight your sustainable credentials
www.visitthanetbusiness.co.uk/enhancing-our-welcome/sustainability

Share insights with your team

Enhance your digital front door

Nurture local residents for Visiting 
Friends and Family potential



Kent’s Creative Isle

Restaurant Week

Off-season weekender

Inspiration - share

Campaigns and initiatives

Food and Music festivals 
- Folk, Jazz Blues, Soul, 
Winter Festival

“Taste the coast” “Monday makeover”

Heritage Open Days

My Coast Has the Most

Ramsgate Pride in Place

Ramsgate Day

User Generated Content



https://www.westminsterinsight.com/training-courses/charity-marketing-strategy-online-training/
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Free resources

Website www.visitthanet.co.uk 
www.visitthanetbusiness.co.uk

Kent Coast campaignSocial media

Visit Thanet

Visit Kent

Press and PR

Campaigns e.g. Creative Isle

Tourism Matters newsletter

Visit England
Campaigns:
Coast to Coast in spring, Grand 
British Summer, Magic of autumn.

Green Tourism Toolkit
Coast is Calling campaign 

User Generated Content

National Coastal Tourism Academy 

https://www.westminsterinsight.com/training-courses/charity-marketing-strategy-online-training/
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You are the Isle of Thanet

We all make the destination

You make the story and the experiences



Get in touch
tourism@thanet.gov.uk

Discover more: 
www.visitthanet.co.uk @visitthanet
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