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Dear Partner
Welcome to the Ski Club of Great Britain Snowsports Consumer Research 2016.
We are now in our fourth year of producing this research and it goes without saying that it
wouldn’t be possible if it weren’t for all our partners in the industry who have taken part, so,
a big thank you to them and all their customers who have taken the time to complete the
survey.
Year on year we’ve seen a steady increase in the number of organisations joining the research
and this year is no exception. Over 40 partners from airlines, travel & tour operators, tourist
boards, governing bodies and retailers have helped us garner over 17,000 customer
responses.
The aim for this research is to look at the overall industry performance and offer insight into
the habits, intentions and attitudes of, people in the UK who participate in snowsports both
here in the UK and abroad. It also offers some understanding on the state of the market and
the likelihood for growth or decline in its size.
Each year we look to grow and improve the report to ensure we are reflecting the key themes
and trends appearing in the industry. Our ongoing motivation is to ascertain a slightly better
understanding of each part of the consumer’s journey from who and how they book, to who
they ski with, where they go, how they get there, how much they spend right through to how
and where they purchase their ski / snow equipment.
As such we’ve looked at whether the European Union referendum that took place in June
had an impact on attitudes and looked more in depth at those who are new to the sport and
those who are lapsed skiers. We’ve also introduced questions around how people prepared
for a holiday and if and why they had taken a break from skiing of longer than three years.
All of this is to help build a better picture, year on year, of the market and contribute towards
improving, developing and growing the market.
Our hope is that the findings from this research are insightful and of value to your business.
If your organisation would like to take part in next year’s research or if you have any
feedback then please feel free to contact me personally via my email address:
frank.mccusker@skiclub.co.uk.
Warm regards,

Frank McCusker
Chief Executive
Ski Club of Great Britain
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1. Executive summary and highlights
Management Summary














Once more the number of responses to the Ski Club of Great Britain Consumer
Research pays testament to the enthusiasm of winter sports enthusiasts. More than
17,000 responses were generated. Over 1.3 million emails were sent by more than 40
participating organisations.
Brexit seems to have had little effect on the desire of skiers to continue pursuing their
holidays. The responses were collected both before and after the referendum. Even
amongst the ensuing uncertainty and exchange rate changes 65% of skiers said their
skiing habits would remain the same over the next 3 years. A further 28% said their
activity would increase and only 7% said their activity would be decreasing – and
much of this decrease was due to factors outside their control and mainly lifestyle
changes. People who ski will continue to ski – but what of those who do not yet ski?
We did talk to 2,432 non-skiers in this process. Many of the organisations involved
had these people on their email databases. We asked them how likely they were to
ski in the next three years. Over 5% gave a positive response (scoring 9 or 10 on a 10point scale) – a strong potential pool of new skiers although down 2% from last year.
However, when we split this result between people responding before and after the
referendum we saw a major significant difference. Before the referendum 7.2% had
scored their potential to ski as 9 or 10. After, it had dropped to 4.5%. Doubtless we
would generate a higher score if we ran the research again now so perhaps the prevote figure is more indicative of longer term potential.
It would be wrong, of course, to think that no new entrants are coming into the
market. New skiers are younger than those already in the market but not by much. Of
those people we identified as being new skiers last year 33% were aged 40-49 –
perhaps this could become the ‘sweet spot’ for new skiers and also these new skiers
will bring their families with them. Demographically the 40 to 50 year olds represent
a significant bulge in the population. They have the money and, increasingly, the time
to spend on an excellent family holiday.
We also talked to lapsed skiers (people who hadn’t skied in the last three years) to see
how likely they were to come back into the market. 20% of these responded with a 9
or 10. This is an increase on last year of some 2% - a positive indicator of potential
demand in the market.
The independent market – though a challenge to quantify accurately – seems to be
holding steady. Last year we identified 33% of the market booking and travelling
independently – this year that figure was 34%. This leads us to an estimate of the
total size of the market of 1,191,000 based on a, perhaps optimistic, assumption that
the travel company customer base is some 700,000.
One of the trends that anchors the independent market is flexibility. Only 48% of
people who booked independently opted for a 7-day break compared to 78% who
booked with a ski company. This lack of flexibility can be out of kilter with what
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consumers want - especially around Christmas and New Year. Perhaps an
opportunity for some operators to review their offering.
Repeat purchase intention in the ski market is extremely high. Of the people who
skied last season an impressive 97% say they will ski again in the coming season.
Loyalty to specific markets also remains strong – 74% of people who skied in France
on their last holiday say they will go there for their next ski holiday. It somehow
seems counter-intuitive that a market with such strong advocacy and loyalty isn’t
performing better than it is in terms of attracting new entrants.
It is a truism of marketing and customer retention that getting some to buy two
products or do something twice or more makes them significantly more loyal. This
seems true of skiing too. Those people who skied 1 week or less have a NPS of 59,
those that have skied 2 to 5 weeks’ score 75 and those over 5 weeks tend to score 80
and over. If ski companies want to grow the market one place to focus is on
nurturing the ‘newbies’; getting one ski holiday is a lot different to getting a lifetime
of ski holidays.
Although skiers enjoy skiing, the NPS across the customer journey highlights some
concerns that continue in the market. The skiing is great but the journey to get there
is not. Airline and airports often under-perform compared to the rest of the
experience and this part of skiing wears some skiers down.
This year we asked people about taking a break from skiing. A ski holiday may not be
something you do every year and there is strong evidence that ‘life stage breaks’ occur
when people move on from university but most commonly when they get too busy
with work and children (and also have more calls on their income and free time).
However, a great many people come back – drawn by the enduring appeal of skiing.
This new data for 2016 shows the respondents are an active group of people with an
impressive 80% taking part in general fitness activities and 37% participating in
other sports.
Only 6% attend industry events or exhibitions, this is also reflected in the decline in
the number of UK ski shows over the last few years. One fifth of respondents visit an
artificial ski slope in preparation for their ski holiday showing their importance in the
UK ski industry.
And those new skiers are there – they just may be older and more family oriented
than one might first think – but they are interesting because of their larger party sizes
and the fact that they are bringing children and young adults into the market.
UK ski & snowboard equipment store retailers remain the favourite purchase channel
for ski equipment although this figure has been slipping downward across the last 2
years with 53% choosing to buy from a store in 2015 and 48% in 2016. Online
purchase has increased once again by 4%.
This year we saw a significant discontentment with purchasing snow sport equipment
or clothing in a resort with a very low Net Promoter Score rating of -15 and -18
respectively.
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2. Methodology
The current ski market remains a market that is being driven by people who have already
been skiing. New entrants are hard to come by and the traditional ‘feeder’ route of school ski
holidays has been in decline for some years. Next season we may see the worsening exchange
rate affecting participation – but this is unlikely to have much effect on the habitual skier.
The ski market has struggled to grow in the last few years, which potentially leaves a
declining base of customers for organisations to compete for. So, having a better
understanding of the people who are going skiing will help all those businesses and
organisations that serve skiers to serve them better, and so become more successful.
Out of this simple insight the methodology for this research exercise was determined. Who
would have the best access to current and lapsed skiers? The answer, organisations that
already operate in the ski market.

Figure 1: Methodology
Over 40 organisations took part in the Ski Club Consumer Research 2016, more than any
previous year. Data was collected by distributing a link to the email bases and social media of
these organisations which included





Tour operators
Travel providers
Equipment retailers
Tourist boards

The survey link was distributed to some 1.3 million email addresses and over 17,000
responses were collected to a comprehensive online questionnaire.
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3. Response Overview
The survey generated 17, 270 responses in total. Of these, 14,838 were skiers and 2,432 were
not. The reason we are able to survey non-skiers is that several participating organisations
have databases that hold a wider audience than just skiers.

17,270 total responses

14,838 skiers

2,432 non-skiers

Figure 2: Response Overview

In 2014 we generated 12,000 responses from skiers, in 2015 around 15,000 and this year
over 17,000. This gives us base of over 70,000 responses, which can provide a deep insight
into the UK ski market.
The focus of this report, as always, is largely skiers who are already in the market – what
their intentions are, how they book, how they rate countries and resorts and what they
intend to do in the future.
It provides insight and information for businesses and organisations currently operating in
or considering entering the ski market. However, the data from people who have not skied
for some time, or who have not skied at all, provides valuable insight into how the market
may grow.

Page | 11
© 2016 Ski Club of Great Britain Limited. | +44 (0)20 8410 2000 | www.skiclub.co.uk

3.1 How recently respondents skied
Last season (2015/2016)

The season before last (2014/2015)

2013/2014 season

Earlier

77%

9%

4%

10%

Figure 3: How recently respondents took a skiing holiday

Most of the respondents had skied last season – and a total of 86% of the respondents who
were skiers had been on a skiing holiday either last season or the season before. This makes
the data highly relevant to understand who is in the market at the moment and what they
think of the various aspects of a skiing holiday and what can be improved to serve them
better.
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3.2 Ski Experience of respondents
30 weeks or more

46%

25 to 30 weeks

7%

20 to 25 weeks

7%

15 to 20 weeks

9%

10 to 15 weeks

9%

5 to 10 weeks

8%

2 to 5 weeks
1 week or less

10%
4%

Figure 4: How many weeks have you skied?

Some 69% of the responders had skied more than 15 weeks and an impressive 46% had skied
for more than 30 weeks – this is an experienced and discerning audience who understand
what they want and who are willing to tell us about it.
In previous years the upper boundary was 25 weeks or more – over 42% of responders fell
into this bracket. This year, as last, we put the top bracket at 30 weeks or more and still we
have a high 46% of the responders in this group.
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3.3 Ski Activities

92%

39%

12%
6%
Skiing

Off-piste
skiing

Snowboarding

3%

7%

Off-piste Cross-country Ski touring
snowboarding
skiing

4%

4%

Freestyle

Other

Figure 5: Which activities did you participate in on your last ski holiday?

The vast majority (92%) of people who go on snowsports holidays go to ski. Of these 39% ski
off-piste (an increase against last year’s figure of 35.3%) Snowboarding accounts for some
12% of activity (slightly down on last year’s results reflecting the general trend in a reduction
of snowboarders in the market) though a greater proportion of these are likely to go off-piste
(half of all snowboarder respondents). Cross country and freestyle, this a new category,
remain minority pursuits.
These figures are very similar to last year’s data – also showing a slight decline in
snowboarding from 14.6% to 12% this year, although as figure 6 shows, the age of
respondents is 85% over 40 years. Ski touring has a small increase on last year to 7%.
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3.4 Age and gender

34%

26%

25%

10%
5%

21-29

30-39

40-49

50-59

Figure 6: Age of respondents

Male

Female

39%

61%

Figure 7: Are you male or female?
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60 or older

The responder profile is very consistent year on year, although this year we picked up slightly
more people in the over 50’s category and less in the under 40’s. It is important to
remember that the number of responses from under 40’s was still slightly over 1,000.

3.5 Are the ex-skiers coming back?
The research also collected responses from people who hadn’t been skiing in the last three
seasons. We asked these lapsed skiers on a scale of 0 to 10 ‘how likely are you to go on a
skiing holiday in the next three years?’
15%
14%

10%

10%

10%

10%

8%
7%
6%
5%

0

1

2

3

4

5%

5

6

7

8

9

10

Figure 8: Lapsed skiers. How likely are you to ski again in the next three years?

Some 20% of the people who hadn’t been skiing in the last 3 seasons are highly likely to
return to skiing within three years.
This is another increase on last year of some 2% - a positive indicator of potential demand in
the market.
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3.6 The appetite for skiing amongst non-skiers
The 2,432 people who had never been on a skiing holiday were also asked how likely they
were to take a ski holiday in the next three years.
33%

13%
9%

9%
7%

7%

6%

7%
4%

4%
1%

0

1

2

3

4

5

6

7

8

9

10

Figure 9: Non-skiers. How likely are you to ski in the next three years (2016)?

33%

13%
10%
8%

8%

7%
5%

5%

5%

4%
2%

0

1

2

3

4

5

6

7

8

9

Figure 10: Non-skiers. How likely are you to ski in the next three years (2015)?
Page | 17
© 2016 Ski Club of Great Britain Limited. | +44 (0)20 8410 2000 | www.skiclub.co.uk

10

Unsurprisingly, less of this group intend to ski than those who had been skiing before, but
some 5% gave a very strong indication of an intention to ski (scoring their intent as a 9 or
10). This was a significant 2% down on the previous year but we believe that this was driven
by the impact of the Brexit result.
Also we can see that the ski ‘rejecters’ have remained consistent. In 2015 the figure was 33%
and this has remained the same year on year (the 2014 figure for rejecters was 45%).
However, we also looked at this data in a slightly different way and split responders by those
that responded before the result of the referendum and those that responded after.

Figure 11: How likely are you to go on a skiing break in the next three years? Pre
referendum

Figure 12: How likely are you to go on a skiing break in the next three years? Post
referendum

This analysis is expressed in NPS style. The promoters are those that scored their intent to
ski as 9 or 10. Pre-referendum 7.3% stated they were very likely to ski. Post-referendum that
dropped to 4.5%. A statistically significant difference. We don’t know what the sentiment
would be today – one might imagine that the immediate uncertainty has cleared and
increased confidence, but if we had gathered all the responses pre-referendum we might well
be forecasting a brighter season for ski.
We also asked people who said they didn’t intend to ski, why they gave that answer.
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29.50%
23.40%
17.30%
15.00%
8.30%
3.50%

3.00%

It's too
It's too
I think it's Family size No one to
expensive much hassle dangerous
go with

It's not for
people like
me

Other

Figure 13: Please tell us why you are unlikely to ski

Expense was the reason most often stated, but over 70% of those responding had a different
reason for not trying skiing. The 17% who responded ‘other’ often felt they were too old or
not fit enough. There is an opportunity for the industry as a whole to allay many of the
concerns or fears that are seen as barriers to entry. Perhaps something for the new British
Snowsports Fund to consider as a national campaign.
These perceptions open doors for tour operators and the like to showcase that skiing is doable by both young and old and levels of perceived danger can be overcome. There is an
opportunity here to offer solutions eg. “starting to ski courses”, or holidays tailored to those
who are in the older category.
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New Skiers 2016

All Other Skiers 2016
35%

33%
26%

26%

17%

16%

7%

25%

9%
5%

21-29

30-39

40-49

50-59

60 or older

Figure 14: Which category includes your age? by New Skiers

People new to skiing holidays are younger -but not by that much. Of those people we
identified as being new skiers last year 33% were aged 40-49 – perhaps this could become
the ‘sweet spot’ for new skiers and also new skiers that will bring their families with them.
Demographically the 40 to 50 year olds represent a significant bulge in the population. They
have the money and, increasingly, the time to spend on an excellent family holiday.
The importance of this age group can be seen in the UK population pyramid below.
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Figure 15: UK Population Pyramid 2015
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3.7 Repeat purchase
97%

Next season

2%

1%

0%

The one after that

Later

I don't intend to go
skiing again

Figure 16: When do you intend to go skiing again?

Most of the people in the market intend to be in it next year too. 97% say they are going to ski
again next year, an increase of 4% from last year. An enviable level of loyalty to skiing
holidays – and very similar to the results we have seen in previous years.
The 3% of people who have decided not to go skiing again next season need to be replaced by
new and returning skiers. It is positive that this figure is so low (4% lower than last year) and
0% say they do not intend to ski again – only 21 respondents said they would not go skiing
again – a number too low to register in the chart.
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4. Sizing the market:
accounting for the independent traveller.
Market sizing is a complex and expensive task. As an industry wintersport lacks reliable
figures to estimate the true size of the market. This is largely due to the various ways people
can put together their ski breaks.
People can book a complete package or buy each element independently. They can also
partially package (buying their accommodation from a travel company but arranging their
own travel, for example). Skiers may also switch from one mode to another – even within the
same season.
To accurately estimate the size of the market we would have to draw a large sample from the
UK population as a whole - accurately designed to reflect the structure of the UK.
We can, however, draw some reasonable estimates by asking people currently in the market
how they booked. It is likely, however, that this will still underestimate the size of the
independent market.
This year we asked a question ‘How did you book the following parts of your last ski trip?’





Flight/train/ferry
Accommodation
Transfer from airport
Ski school/lessons

We then gave them the option to tell us for each element whether that was booked:




By themselves
As part of a package
By a friend/family member on their behalf

The results are shown below.
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Flight/train/ferry

18.80%

31.20%

Accommodation

11.90%

44.20%

Transfer from airport

Ski school/lessons

2.20%

10%

67.10%

36%

46.60%

46.60%

12.40%

41.50%

9.40%

14.60%
5%
2.50%

I booked myself

I booked as part of a
package

A friend/family
member booked on my
behalf

N/A

Figure 17: How did you book the following parts of your last ski trip?

From this evidence we could say that almost 47% of the market books their own travel and
36% book their own accommodation.
But we might want to define the independent market as those that book both their travel and
accommodation themselves. In order to quantify this group we looked at those people who
told us that for their last ski break they booked both their travel and accommodation
themselves.
The results give us a reliable estimate of the size of the independent market.
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Booked Accommodation and Travel Independently

All Others

34%

66%

Figure 18: Sizing the independent market

It would seem that 34% of the market books independently. Last year this figure came to
33% - consistent year on year and may show travel operators bucking an overall travel trend.
This also means that industry estimates that don’t account for the independent traveller need
to have a multiplier applied to them. So if we say the market is 700,000, excluding the
independent traveller, schools and students, then the actual market size is 1.191 million
which includes an estimate for the schools and student market of 130,000.
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Independent

Ski Company
35%

26%

10%
6%

34%

26%

24%

23%

10%

6%

21-29

30-39

40-49

50-59

60 or older

Figure 19: Independent Travellers by age
Looking at who is more likely to book independently there is a small but significant tendency
for 40-49 years to prefer independence and 60 or older to prefer ski companies.
My family

With other families
4%
6%
18%

30%
6%

With friends

As a couple

I travelled alone
5%
7%
21%

31%
5%

36%

31%

Independent

Ski Company

Figure 20: Who you travelled with
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Other

Also, families are more likely to book independently – perhaps because of the larger party
sizes.

78%

48%

Independent

Ski Company

Figure 21: % of 7 day breaks by Independent or Ski Company

Independent travellers are significantly less likely to book a standard 7-day break. Though
this has to be partly supply driven – flexible durations are more easily accommodated by
independent booking than they are through booking with a ski company,
However, overall, the people who book independently look very similar to those that book
with a tour operator.
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70%

66%

30%

34%

New Skiers 2016

All Other Skiers 2016
Independent

Ski Company

Figure 22: New skiers independent or not
Unsurprisingly, new skiers are somewhat less likely to book independently than the more
experienced – but even amongst those new to skiing 30% chose to book independently.
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5.Preparing for a Ski Holiday
80%

37%
20%
13%

I visit an
I participate I participate
I visit a
artificial ski in other sports in general
snowsport
slope
fitness
retail outlet
activities
(walking, gym,
yoga, etc )

6%

7%

I attend
industry
events or
exhibitions

Other

Figure 23: How do you prepare for a ski holiday?

This new data for 2016 shows the respondents are an active group of people with an
impressive 80% taking part in general fitness activities and 37% participating in other sports.
Only 6% attend industry events or exhibitions; this is also reflected in the decline in the
number of UK ski shows over the last few years. One fifth of respondents visit an artificial
ski slope in preparation for their ski holiday showing their importance in the UK ski
industry.
Data for the under/over 30s as below:
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Under 30

30 and over

81%
73%

36% 38%

34%

23%

19%

13%

8%

6%

7%

I visit an
I participate in I participate in
I visit a
I attend
artificial ski
other sports general fitness snowsport industry events
slope
activities
retail outlet or exhibitions
(walking, gym,
yoga, etc )

7%

Other

Figure 24: How do you prepare for a ski holiday by Over/Under 30s
More under 30s visit artificial ski slopes but then they are often less experienced; they may
go for a club, ski course or freestyle night which are increasingly popular at UK slopes. As
you would expect both age categories are keen on general fitness.
In a similar vein new skiers are far more likely to visit a ski slope. Is there aa product
development opportunity for travel companies here? Perhaps offering a free pass at an
indoor snow dome with the purchase of your ski holiday.
35%

19%

New Skiers 2016

All Other Skiers 2016

Figure 25: Ski slope visitors by experience
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Figure 26: Please tell us how you like to prepare for your ski holiday in terms of
sport/fitness
Cycling comes out as the clear favourite in terms of sport and preparing for a ski holiday but
other popular sports are gym, swimming, tennis as well as golf, squash and climbing.
However when we focus on the under 30’s cycling is slightly less prominent.

Figure 27: Under 30's - Please tell us how you like to prepare for your ski holiday in terms
of sport/fitness
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6. The NPS of Ski

Figure 28: The NPS of Ski

6.1 Understanding Net Promoters Scores
The Net Promoter Score, or NPS®, is based on the fundamental perspective that customers
can be divided into three categories: Promoters, Passives, and Detractors.
By asking one simple question — how likely is it that you would recommend a product,
service or company to a friend or colleague? — you can track these groups and get a clear
measure of performance through your customers’ eyes. Customers respond on a 0-to-10
point rating scale and are categorised as follows:




Promoters (score 9-10) are loyal enthusiasts who will keep buying and refer others,
fuelling growth.
Passives (score 7-8) are satisfied but unenthusiastic customers who are vulnerable
to competitive offerings.
Detractors (score 0-6) are unhappy customers who can damage your brand and
impede growth through negative word-of-mouth.

To calculate your company’s NPS, take the percentage of customers who are Promoters and
subtract the percentage who are Detractors - your NPS can range from -100 to +100. A two
hundred point scale.
More can be found out about this approach here: http://www.netpromoter.com
This data provides a rich vein to mine – like speaking to over 17,000 people and letting them
say, in their words, what they like or don’t like about ski holidays.
It seems for the majority the often difficult hurdles people have to overcome to get to the
slopes are more than outweighed by the pleasure they get on the slopes and from the ski
resort environment.
But if you haven’t skied overcoming these issues may not look like such an easy task.
If one were to measure skiing on a different dimension – how easy is it to buy, to travel, to
get what you need – the score might look quite different.
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The big question is – how do we begin to exploit the advocacy? Has the time come for the ski
industry to really understand what the market wants – not just what committed skiers want?
The NPS of ski is a very impressive 82% - the same as last year.
We may in many ways be talking to the converted but there can be few markets that have
such an impressive band of loyal advocates.
The only problem is who is listening?
If 80% of people who go on a skiing holiday would recommend it to a friend or colleague,
why aren’t we seeing more new skiers enter the market?
Perhaps the answer lies in the negative sentiment given even by advocates of skiing.
We received over 15,000 verbatim comments from people telling why they scored ski
holidays in the way they did.
Looking at promoters’ comments (those that score 9 or 10) it is understandable that what
they love about skiing is, skiing.

Figure 29: What Promoters Like about Skiing
The promoters are by definition strong advocates. Some of the things they say:






My favourite holiday; beautiful scenery, exercise and great fun
The all-round buzz you get from skiing and the people you meet
An activity for all levels and the social element is great
Do it once and you are hooked
It is a fantastic family holiday

Passives – those that score 7 or 8 are somewhat more reticent. They like skiing but don’t
always love it as much as the promoters - and cost comes out as an issue for them.
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Figure 30: What Passives Say about Skiing
Some of their comments:






A great holiday, but expensive
Always great fun but now very expensive
Great fun for the family, and a bit different to most holidays, but hideously expensive!
It's fun but not for everyone
It's the best holiday you can have

The detractors (scoring 6 or less) are not many and their comments often reflect a reticence
to recommend more than a dislike of the activity. For some, they realise skiing is not for
everyone, for others, they have either already recommended skiing to their social group or
they are of an age where few of their friends would be likely to take it up.





Friends are mostly too old to go skiing, unless they are skiers already
If you're a skier, you'll need no convincing. And if you're not a skier no amount of
recommending will convince them
Winter sports as a voluntary leisure activity is not for everyone
Would not suit many of them

It seems skiing is almost universally liked by those who try it – few if any detractors
complain about the experience but the costs get in the way for the ‘floating voter’, the
undecided passives who probably find it easier not to go every year.
Perhaps one of the biggest challenges the ski industry faces in mobilising its advocates to
recruit more skiers is that although they love the skiing they don’t have such a positive
attitude about getting to the slopes, the costs of it and often what is delivered in terms of
food and service.
Will skiing remain a holiday for the committed rather than a new convert?
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6.2 NPS of ski across the customer journey
We also compared NPS across the customer journey – to quantify what promoters thought of
their airline, airport ski company and resort.

49
38

4
Airport

Airline

Ski company

Resort

-13

Figure 31: Ski promoters overall Ski Experience 2016

47
36

0
Airport

Airline

Ski company

-17

Figure 32: Ski promoters overall Ski Experience 2015
Page | 35
© 2016 Ski Club of Great Britain Limited. | +44 (0)20 8410 2000 | www.skiclub.co.uk

Resort

This gives further support to the theory that the in resort experience drives NPS not the
getting there. The airline experience has improved slightly from last year (from neutral to
+4), and those that use a ski company have a positive experience and the in-resort score is
also high, both significantly up on last year.

When we look at passives the picture is less positive.
9
5

Airport

Airline

Ski company

Resort

-23
-30

Figure 33: Ski passives overall experience

It is interesting that this group still score their enthusiasm for ski as between 7 and 8 despite
the issues they perceive in terms of airports and airlines. They remain positive about the ski
company and resort experience but significantly less so than our promoters.
For ski detractors their overall experience has been negative. Their airport experience
matches that of our passives, their airline experience is worse and their ski company and
resort experiences are still significantly below those of our passives.
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-22
-29
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-41

Figure 34: Ski detractors overall experience

6.3 Finding the greatest advocates
The rate of advocacy varies little by where people ski but does vary by age and experience.
Those aged 40-49 are the strongest advocates with an NPS of 83 – those who have skied one
week or less are less enthusiastic (NPS=59) than those who have skied 30 weeks or more
(NPS=83).Perhaps motivating the advocacy of the younger groups should become a focus to
try to encourage growth in the market.
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81
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21-29

30-39

40-49
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60 or older

Figure 35: How ski NPS varies with age

The other big difference in NPS comes when looking at ski experience. This is in some ways
self-fulfilling. People who have skied more have proved that they are enthusiastic about ski.
Those who have only skied for one week may yet decide it isn’t for them.

75
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83
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83

83

15 to 20
weeks

20 to 25
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25 to 30
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59

1 week or
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2 to 5
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Figure 36: How NPS varies with ski experience
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Figure 37: NPS by which activities did you participate on your last ski holiday
Freestyle had the highest NPS at 87%. This fun new sport in skiing is growing in popularity
and has the ‘fun’ element which skiers are obviously enjoying. There are no low NPS scores
as you would expect.
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NPS of spend per person on travel, accommodation, ski passes, equipment, hire and ski
school
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person
person
person
person

Figure 38: NPS Spend per head on travel and accommodation
This chart hints at slightly less engagement amongst those people spending less –
particularly those spending £250 or less per person. Some of these are new entrants to
snowsports– the group the industry can least afford to lose, but many are experienced and
older skiers. It seems you pay for what you get.
The “sweet spot” for many tour operators has to be anything above £500 per head. There is a
large market here and people are spending enough to get a good product whilst also feeling
they are getting value for money.
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7. Who, when, how much?
We asked respondents several questions about who went with them on their last ski break,
when they booked and travelled and how much they spent.
This information is available at a far more detailed level in the full data set.

7.1 Party composition
Skiing is a sociable and family friendly activity. Some 38% of our respondents had skied with
their own and other families on their last ski break. 31% had skied with friends – and a
further 20% as a couple.

Other

4%

I travelled alone

7%

As a couple

20%

With friends

With other families

31%

5%

My family

33%

Figure 39: Who did you travel with on your last ski break?
These figures are roughly in line with those we gathered last year although the numbers of
skiers travelling alone has risen almost 2%; there are more Tour Operators catering for single
travellers and this group may represent a good market opportunity. The sociable nature of a
ski holiday makes it an ideal holiday for people travelling on their own whether they are
single or not.

Interestingly when we isolated new skiers in 2016 – they were more likely to go with their
family than those that had skied before.
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All Other Skiers 2016

New Skiers 2016
31%

My family

39%
30%
27%

With friends
20%
18%

As a couple
I travelled alone

7%
6%

With other families

6%
6%

Other

6%
4%

Figure 40: Who did you travel with on your last ski break? New skiers

7.2 Booking lead time
The booking profile for skiers is encouraging: 64% booking 3 months or more before they
travel and only 13% booking less than a month before their trip. This has remained almost
the same as last year’s figures, a positive for Tour Operators.
35%

29%
23%

13%

6 months or more
before I travelled

Between 3 and 6
months before I
travelled

Between 1 and 3
months before I
travelled

Less than a month
before travel

Figure 41: When did you book your last ski holiday?
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Looking at the booking lead time by under /over 30s, 36% of the over 30s book 6 months or
more before they travel. Interestingly there are not more under 30s booking last minute, this
category has a higher number of over 30s 14% vs 11 %. Taking the figures across all
categories, there isn’t a vast difference – does this mean that age doesn’t really affect when
skiers book their ski holidays?

Under 30

36%

30 and over

39%

28%
24%

25%

22%

11%

6 months or more
before I travelled

Between 3 and 6
months before I
travelled

Between 1 and 3
months before I
travelled

14%

Less than a month
before travel

Figure 42: When did you book your last ski holiday by under/over 30.
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7.3 When did you travel?
We asked people who skied last season when they travelled on their last ski break.
63%

15%
5%

6%

Christmas

New Year

10%

February half
term

Easter

Outside of these
peak dates

Figure 43: When did you travel?

The industry understandably focusses on the peak weeks of Christmas, New Year, February
half term and Easter. But more people travel outside of these peak dates and perhaps more
could to be done to exploit and encourage this behaviour.
These figures are consistent with last year’s data with a slight increase in skiers over the
Easter period and a small increase to 64% travelling outside peak dates.
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Figure 44: When did you travel by age?

When we looked at these figures broken down by age – as one might expect the older and
younger markets have greater flexibility with those aged 40-49 perhaps most restricted to
school holidays due to having children to take with them, 41% of this age group travelling in
the February half term. The largest number of 21-29 year olds travel at Christmas when
prices can be lower than at other peak dates but resorts are still lively.
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7.4 Spend per head
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person
person
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Figure 45: How much was spent per person on travel, accommodation, ski passes,
equipment, hire and ski school

The spend per head has also remained fairly consistent; this year the main difference being a
2.3% increase in the ‘more than £1,500’ spend per head. And when one considers this
against NPS scores we see that almost 85% of responders are in the spend bands that
generate higher NPS scores.
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Figure 46: Over/under 30 – How much was spent per person on travel, accommodation,
ski passes, equipment hire and ski school
It’s clear and, as you would expect, the over 30s will spend in the upper scale of the spend
categories and a higher number of under 30s will spend the least per head.
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New Skiers 2016

All Other Skiers 2016
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Figure 47: New skiers - How much was spend per person on travel, accommodation, ski
passes, equipment, hire and ski school
23% of new skiers spend less than £500 compared with 19% of all other skiers. Naturally as a
new skier they may not want to spend too much on a first ski experience but there has to be
caution that they do not miss out on the ‘ski experience’ by saving their money. Across
almost all spend categories the new skiers spend less.
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7.5 Long and short breaks
The chart below combines long and short break frequencies. Reading from the left we can
see that amongst the responders 62.8% took no short breaks, 20.4% took one short break
and so on.
Only 2.8% of responders did not take a longer stay – and interestingly there is a significant
number who take two or more longer stays per year.

62.80%

45.70%

24.60%
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Figure 48: Long and short breaks (2016)
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Figure 49: Long and short breaks (2015)

Short breaks show consistency year on year – with some increase in the higher frequencies –
but the proportion of people taking short breaks remains steady. There is a greater difference
in long stay behaviour – more people are taking multiple long stays.
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7.6 Type of accommodation
40%

21%

18%

4%
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3%

3%

5%

2%

2%

1%

Figure 50: What type of accommodation did you stay in?
These figures are broadly similar to last year with a slight increase in share for people staying
in their own accommodation and a reduction in those staying in Holiday residences.
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Figure 51: What type of accommodation did you stay in? How did you book the following
parts of your last ski trip?

A higher percentage of people staying in hotels, club hotels and chalets were booked as part
of a package. As you would expect, a higher number, 36% vs 11%, booked self-catering
apartments and chalets themselves.
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7.7 Growing the market from within and ski habits
Increase

Decline

Stay the same

28%

65%

7%

Figure 52: Thinking about your skiing habits over the next three years, do you think the
number of ski holidays you take is likely to increase, decline or stay the same?
This is another statistic that has shown remarkable consistency. We asked people to tell us if
they would ski more, less, the same amount in the next 3 years. Last year there was a net
increase of 24%, this year the number of skiers who think they will increase their number of
ski holidays has reduced to 21%, with a larger percentage thinking they will take the same
number of ski holidays – up by 4%. Latent demand but not as strong as it was – the
opportunity to grow the market from within is reducing – but this may be a temporary dip
driven by the uncertainty over Brexit and the effect on exchange rates during the time the
data was collected.
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Increase

Decline

Stay the same

100%
90%
80%
70%

50%
61%

66%

67%

5%

5%

30%

29%

28%

30-39

40-49

50-59

60%
50%
40%

9%
9%

30%
20%

70%

8%

41%

10%

22%

0%
21-29

60 or older

Figure 53: By age: Thinking about your skiing habits over the next three years, do you
think the number of ski holidays you take is likely to increase, decline or stay the same?
The chart shows as skiers get older a higher percentage think the number of ski holidays they
take will stay the same (70% versus 50% in the 21-29 age category). Younger skiers think the
number of ski holidays they will take will increase (41%) as opposed to 22% of 60+.
The below text graphic shows some of the many key points that skiers think will be the
reason their skiing habits decline. Age being one of the biggest factors – others include the
cost, the change in their family dynamics. For all of us there are lots of different pulls on our
time and our holiday habits – ski will always have to compete – but there comes a time when
age is the major reason for decline – but is there anything the industry can do about this – is
there any type of skiing that might aid longevity, more accessibility to cross-country skiing
which is perhaps easier for ageing skiers?
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Figure 54: Why do you think your skiing habits will decline?

Key specific comments re decline in ski habits came out such as:






As I get older I cannot ski for 6 days in a row
Children growing up; reduction in free income
Children's exams so need to stay at home half term & Easter
Insurance premiums do not favour the over sixties even though I've been skiing for
more than 50 years
I just don’t enjoy it given the cost

For those between 30 and 50 the pressures of time and money are more important. Needing
to travel in school holidays restricts time and increases expense:

Figure 55: Why do you think your skiing habits will decline? (age 30 to 50)
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Key to ski habits increasing is Time. Also coming out is skiers ‘retirement’, having more
money as they age, with children being able to travel out of the confines of school holidays.
But the idea of more free time is what really drives increases in ski – and this holds true
across all age groups.

Figure 56: Why do you think your skiing habits will increase?
Key comments:





More time and money
Able to bring kids now
As the children finish education, more chance to take 2 holidays outside of half
term
Because I have retired and now have more time

Page | 56
© 2016 Ski Club of Great Britain Limited. | +44 (0)20 8410 2000 | www.skiclub.co.uk

Yes

No

34%

66%

Figure 57: Have you taken a break of three years or more from skiing since you started?

A relatively high number of respondents have taken a three year break in their skiing
holidays since they first started skiing – 34%. But conversely 66% have not taken a break.
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Yes

69%

No

60%

63%

80%

31%

40%

37%

20%
21-29

30-39

40-49

50-59

71%

29%

60 or older

Figure 58: Have you taken a break of three years or more from skiing since you started? by age

The largest age group who have taken a three year or more gap from skiing are the 40-49
year olds. This would follow the word cloud below in terms of age of adults with children, or
those with work commitments –perhaps the classic cash rich/time poor issue. The biggest
age group who have not taken a break of three years from skiing is the 60+. This age group
are more likely to have retired, and to have more time and money to continue their skiing
each year.
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Yes

No

67%

63%

33%

37%

Male

Female

Figure 59: Male/Female breakdown of skiers who have taken a three year break from
skiing

Figure 60: Reasons for taking a three year break from skiing
This text chart highlights why skiers take a break from skiing. Children being the stand out
reason. Life stage is once again the main reason people take a break from ski holiday –
having a young family creates a hiatus for many. The ski industry can target this group to try
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and make the ski holiday seem more attractive to skiers with families. To make it more
affordable.
‘Other commitments’ and ‘costs’ as well as being at university also figure – but children
remain the major issue. These are people who have come back to skiing after a break -it is
difficult to quantify those people who take a break and never return. Continuity is key.

This text box shows what brought respondents back to skiing:

Figure 61: Reasons for coming back to skiing after a three year break
It is a love of skiing that brings people back – as well as increasing affluence as they get older
– having friends who ski is also important as are changes to family life stages.
Key comments include:







Love of skiing
Children old enough to ski
Children left home
A friend suggested joining them
Better finances and children of skiing age
Divorced 1st wife, 2nd wife loves skiing!
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8.

How tour operators perform

8.1 NPS distribution for ski companies
The spread of NPS scores amongst tour operators is wide. From a highly creditable 80 to a
rather poor -9. However this represents an overall improvement across the board from last
year’s results as can be seen in the charts below.
Niche operators tend to score better on NPS scores than the mainstream operators. This
may be because they often find it easier to provide a more tailored and personal service.
However it should be remembered that although the absolute NPS provides a benchmark the
key for individual organisations is to look to how they can improve year on year.
80

-9

Figure 62: Tour Operator NPS scores (2016)

Page | 61
© 2016 Ski Club of Great Britain Limited. | +44 (0)20 8410 2000 | www.skiclub.co.uk

79

-13

Figure 63: Tour Operator NPS scores (2015)

When we categorised the NPS scores by tour operator category we saw medium and niche
players doing better than the average of large tour operators. This has held true for the last
three years.
This year the NPS scores are lower but the gap between them all has reduced.

56
50

20

Large

Medium

Figure 64: NPS scores by tour operator category (2015)
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Niche

52
42

20

Large

Medium

Niche

Figure 65: NPS scores by tour operator category (2016)

8.2 Ski Companies - Getting it right
We also asked respondents to tell us why they gave that score. The image below shows a text
analysis of the thousands of comments made by people who scored their tour operator as a 9
or 10.
The size of the word in the diagram shows how many times it was mentioned.
It seems that it’s all about good service. Friendly, helpful, efficient service, excellent
accommodation and good value is what generates a high NPS – no great surprise!
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Figure 66: Promoters comments

Some typical examples of what people who rate their ski company highly say.





Very good from start to finish
A fantastic experience - great service, great staff and great food
An excellent company with a strong ethos on customer comfort and satisfaction
Excellent price, excellent service both before and during trip, staff knowledge of
resort and attention to detail

In some ways you learn less from positive comments than from the negative. It seems that
for happy customers they are often the ones who perceive that nothing has gone wrong and
have enjoyed an uneventful yet enjoyable break.
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8.3 What detractors say
The word cloud below shows the detractor comments – again the size of the word relates to
the number of mentions.

Figure 67: Word cloud detractors

When we look at negative comments we can see some of the issues coming out





Appalling service & accommodation not as expected
Only worth using for the low cost
Poor customer service in resort
The reps were very young and inexperienced and management was poor. The
accommodation was terrible!

It seems that as for many industries it is service recovery that needs attention and also
perhaps opening up more channels for feedback. It is difficult for us to know how many of
these negative comments made it to operators and how well they were handled when they
did. The rise in social media means that many detractors use the different platforms to air
their comments more publicly. Most of the bigger tour operators have dedicated employees
to manage their social media channels and this is especially key with snow and /or flight
delays/issues.
However, the experience with a travel company does not necessarily mean that the whole ski
experience is scored poorly. When we looked at ski company detractors only 47% were also
detractors of the ski experience overall.
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9. The travel experience
9.1 How skiers travel
81%

8%

4%

2%
Fly

Drive (to or
within the UK)

Drive via
Eurotunnel

3%

Drive via ferry Train/Eurostar

Figure 68: How did you travel to your last ski break?
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2%
Coach

9.2 Where they fly to
27%

10%

9%

7%

6% 6%

5%

4%

3% 3%

2% 2% 2% 2% 2%

1% 1% 1% 1% 1% 1% 1% 1%

Figure 69: Which airport did you fly to?

9.3 Rating Airports
46

-67
Figure 70: Airport flown to NPS 2016
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Figure 71: Airport flown to NPS 2015
This year we asked respondents to rate the airport to which they flew. A not very positive
picture emerges here. A lot of the airports used for ski breaks have a very low NPS.
As noted in the NPS of ski section it is certainly not for many people an enjoyable part of the
process.

Figure 72: Airport detractor comments
The word cloud above clearly shows the issues people have with ski airports. Lack of
facilities, small, expensive and crowded.
Promoters focus on efficiency – particularly with luggage, check in facilities and easy
transfers.
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9.4 Airline NPS distribution
This is another area where customer experience varies from very good to very bad – from a
leading score of +47 to a trailing score of -27.
This may also be true for other sectors of the holiday business – but our contention would be
that the skiers perhaps have higher expectations of airline service and punctuality – they are
more likely to be experienced travellers and resent any loss of time on the slopes due to late
flights.
The leading airlines are legacy and scheduled. The worst performer is a low cost airline and
the remainder a combination of charter and low cost airlines

47

-27

Figure 73: Airlines NPS scores 2016
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54

-38

Figure 74: Airline NPS scores 2015
The spread of scores range from -27 to +47, the bad being not as bad as last year but the
better not as highly rated.
But it seems that the combination of airlines and airports can look like a real barrier to
enjoying a ski holiday.
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9.5 Airlines: getting it right

Figure 75: Airline promoter comments
For promoters the airline experience is all about service and efficiency – with the sample
comments showing typical examples of what people who valued their airline experience said.





Very good service
Reliable punctual variety of flight times, regional flights
A good airline and most importantly on time
Always very efficient with very good staff and clean and modern aircraft

9.6 Airline detractor comments

Figure 76: Airline detractor comments
·

Appalling on-board service and a dirty aircraft!
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·

Big queues at check in. Poor space between seats

·

Cheap, but plagued with delays, technical problems etc...

·

Delays and poor communication

For airlines getting it wrong is not just about service and the product it’s about delays –
about depriving people of a part of their holiday that is even more important because of the
length of transfers at the other end and the fact that most ski breaks are for 7 days or less – a
delay has a far greater proportional impact than for a 2 week summer holiday. Increasingly
all flights check in at one zone rather than individual flight check-in desks. This can cause
huge queues over peak travel times.
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10. Equipment and Clothing
Some 92% of respondents own their equipment (skis or snowboard and/or bindings, ski or
snowboard boots, helmet).

Yes

No

8%

92%

Figure 77: Do you own your own snowsports equipment (e.g. skis or snowboard and/or
bindings, ski or snowboard boots, helmet)?
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95%
88%

68%

Helmet

Boots

Skis/snowboard

Figure 78: Which of the following did you buy most recently? (Please select all of those
which were included in your last purchase)
Ski boot and helmets are the most popular purchase followed by skis.

There is, unsurprisingly, a strong correlation between ski experience – the number of weeks
skied – and owning equipment. Some 98% of people who have skied 30 weeks or more own
their own equipment.
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81%

83%

2 to 5
weeks

5 to 10
weeks

89%

92%

94%

94%

10 to 15
weeks

15 to 20
weeks

20 to 25
weeks

25 to 30
weeks

98%

66%

1 week or
less

30 weeks
or more

Figure 79 Do you own ski equipment? - by number of weeks skied in total

40%

27%

16%

Within the last 12
months

1-2 years ago

2-3 years ago

9%

8%

3-4 years ago

5+ years ago

Figure 80: How long ago did you make this purchase?
67% of those that had bought equipment had done so in the last two years and 40% had
purchased some equipment within the last 12 months, (up from 32% last year).
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48%

22%

21%

6%

3%
UK in a store

In resort

Online

eBay

Other

Figure 81: How did you buy your last piece of snowsports equipment?
The figures are very similar to 2015 – 48% buying their snowsports equipment in a store and
the other half split between in resort, online, eBay or other ways.

23

21

5

0

-15

UK in a store

In resort

Online

eBay

Other

Figure 82: How likely are you to recommend the place you purchased your equipment to a
friend or colleague?
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The good news for the UK retailers is that buying in a UK store has the highest NPS – closely
followed by online purchasing. Both have increased their % scores from last year which is
positive for UK sales.

Looking more closely at clothing, we saw that 99% of respondents own their own ski
clothing:
Yes

No

1%

99%
Figure 83: Do you own your own snowsports clothing (e.g. jacket, gloves, goggles,
salopettes, thermal wear)?
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99%

99%

97%

Jacket

Gloves

Goggles

94%

94%

Salopettes

Thermal wear

Figure 84: What clothing did you buy most recently?

56%

25%

11%

5%

Within the
last 12
months

1-2 years
ago

2-3 years
ago

3%

3-4 years 5+ years ago
ago

Figure 85: How recently did you purchase your last piece of clothing?
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What Drives a Positive Retail Experience?

Figure 86: What drives a positive retail experience
Key points that come out from this word cloud are ‘service’, ‘value’, ‘helpful and
knowledgeable staff’.
When we look at those that purchased online; value, selection, price and service come to the
fore.

Figure 87: Promoters of online equipment purchase
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Value remains paramount for those that purchased and would recommend a UK store but, of
course, knowledgeable staff is also important.

Figure 88 Promoters of UK store equipment purchase

15

14
11

3

-18
UK in a store

In resort

Online

eBay

Other

Figure 89: How did you buy your last piece of snowsports clothing? by How likely are you
to recommend the place you purchased your clothing to a friend or colleague?
Once again UK stores comes out in a good light along with online and eBay. Consumers are
happy to purchase clothing online with increasing ease and information provided by
suppliers online as well as increasing numbers of online retailers providing free delivery and
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returns - UK stores have to work hard to maintain footfall against the strength of online
service provided.
There is no clear indication why purchasing in resort scores so poorly. Perhaps it is often a
distressed purchase!

11. Countries and resorts
Looking at the countries visited by people new to skiing, they are more inclined to Andorra
and some of the Scandinavian markets and significantly less likely to visit France.
New Skiers 2016

All Other Skiers 2016

48%
40%

18% 17%
12%11%

6%

3%

2% 1%

4%

7% 7%

1%

1%

4% 6%3% 2% 5% 2%
0%

Figure 90: Where new skiers go
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11.1 Country NPS scores
This year we split out Scandinavia into separate markets. Once again Canada remains the
country with the highest NPS score, followed by Finland.
66
60

41
30

12

31

44

45

48

35

14

Figure 91: Country NPS scores
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51

11.2 Changes in NPS scores
This year NPS scores have changed -Eastern European countries have fallen significantly.
Much of the decline in Eastern Europe could be due to the poor conditions that their resorts
experienced during last season which obviously has a knock on impact on consumer loyalty.
USA has also scored low this year.

20

6
1

1

2

8

2

-2
-5

-25

Figure 92: Year on year changes in country NPS
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10

21

11.3 Market retention rates
74%

61%
52%

50%
46%

45%

44%

42%

39%
35%

Figure 93: Country retention rates 2016
We asked people who had skied last season where they were likely to ski next. This enabled
us to see a retention rate – so for example – 74% of people who skied in France most recently
in the 2016 survey said they would ski in France again on their next ski break.
Figure 76: Year on year changes in retention rates can be seen below.
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2013
2014

78
71 72

2015

74

2016
62 62

64

61

58

52
47 48

France

57

54

Italy

46 46

44

48

46

48

50 49 49 49
48

50
42

Austria

Andorra

Switzerland

USA and
Canada

39

Eastern
Europe

Figure 94: Market retention rates
Most markets seem to be holding steady although Switzerland has seen another slight
decline and there is a much bigger decline this year for Eastern Europe. We should bear in
mind that snow conditions will, without doubt, have an impact on the NPS score given for
both a country and a resort. This is borne out when we look at the reasons for choosing a
resort – guaranteed snow being number one. France and Canada have increased their
retention rates slightly.
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11.4 Resort retention rates
33%

13%
10%
7%
4%

9%

5%
3%

2%
0

9%
7%

1

2

3

4

5

6

7

8

9

10

Figure 95: How likely are you to return to the resort in which you last skied?

This question asks people how likely they are to return to the resort they last skied. 42%
responded with a 9 or 10, slightly higher than last year.
However, it is important to remember that this is not necessarily a metric to judge resorts by
– people may choose not to return because they value new experiences, new destinations etc.
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11.5 How people choose a resort

Figure 96: Resort choice

We asked people to score how important a variety of factors are in their decision to choose a
ski destination. The scores ranged from 0 – not at all important to 10 – extremely
important.
The chart above ranks the average scores for each of these factors from the most important
to the least important. These scores have changed somewhat from last year. Perhaps most
encouragingly, price has dropped from the third most important factor in the choice of resort
to the fifth.
By far the most important decision factor is snow – people what to be reassured that they
will have snow. Next comes the size of the ski area – they want to know that the destination
offers them variety and then quality of the accommodation.
Interestingly, how busy the slopes are has risen higher up in importance, then price, followed
by the friendliness of the people and short travel times. You could consider these first five
factors the ‘big five’ – they are what needs to be right.
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Below that we have other more peripheral elements of the destination such as whether it is
traditional or purpose built, online reviews, après ski, non-ski activities and facilities for
children.

When we isolated the under 30’s in this analysis we saw a slightly different picture.

Attribute
That you are guaranteed snow
Size of the ski area
The price
How busy the slopes are
Quality of accommodation
Quality of après ski
Recommendations by friends/family
How hospitable the people are
Resort is purpose built ski in/ski out
Online reviews from fellow skiers
Short travel times
That the resort is traditional in style
Activities outside skiing
Opportunity to book all-inclusive
That you are familiar with the resort
Your preferred ski company goes there
Facilities for children

Rank
1
2
3
4
5
6
7
8
9
10
11
12
13
14
15
16
17

Figure 97: Under 30’s resort choice
For the under 30’s price becomes more important – moving up from 5 to number 3 – but it
is still not the main motivator in choice.
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11.6 Resort NPS Scores
The table below ranks all resorts where we received 25 or more responses giving us an NPS
rating. USA and Canada resorts top the list but the best of the European resorts are not far
behind. There is, as with airlines and tour operators, a wide range of scores.
Resort
Whistler
Breckenridge
Sun Peaks
Val Gardena
Val dIsere
Banff
Aspen
Park City
Saalbach & Hinterglemm
Mayrhofen
Meribel & Mottaret
Obergurgl & Hochgurgl
Madonna di Campiglio
Livigno
Val Thorens
St Anton
Soldeu and El Tarter
Corvora
Serre Chevalier
Les Carroz
Courchevel
Wengen
Ischgl
Arinsal
Lech
Selva & Ortisei
Geilo
Zermatt
Les Menuires
Tignes
Sainte Foy
Arabba
La Plagne

2016 NPS
71.3
67.2
66.7
65.0
64.6
63.8
63.0
60.0
58.7
56.6
56.3
56.3
56.1
56.0
55.8
55.8
55.4
54.8
54.2
53.8
53.8
51.9
51.7
50.9
50.7
50.0
50.0
49.5
48.7
48.7
48.5
47.9
46.2
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Cervinia
Soll
Les Arcs
Trysil
Resort
Montgenevre
Avoriaz
La Tania
Zell am See & Kaprun
Kitzbuhel
Verbier
Chatel
Niederau-Oberau
Pila
Alpe dHuez
La Thuile
Les Gets
Morzine
Solden
Pas de la Casa
Canazei & Campitello
Samoens
Courmayeur
Chamonix & Les Houches
Champoluc
Flaine
Sauze dOulx
Les Deux Alpes
Bad Hofgastein
La Rosiere
Gressoney
Davos
Bansko
Passo Tonale
Borovets
Sestriere

46.2
45.8
44.8
44.1
2016 NPS
43.2
42.2
40.6
40.4
40.0
39.3
38.2
37.9
36.8
36.4
34.1
33.6
33.5
33.3
30.0
28.6
28.6
28.3
26.7
26.5
26.4
20.0
19.3
18.5
16.9
16.1
10.7
3.0
0.0
-3.6
-10.9

Page | 90
© 2016 Ski Club of Great Britain Limited. | +44 (0)20 8410 2000 | www.skiclub.co.uk

12. Appendix: How skiers rate countries
Quality of skiing

61
46

41
30

33

66

41
28

35

34
15

-31
NPS

Efficiency of lift system

Page | 91
© 2016 Ski Club of Great Britain Limited. | +44 (0)20 8410 2000 | www.skiclub.co.uk

54

52
40

44

57

40
32
25

25
15
5

-6

NPS

Accommodation
57

53
47

52
46
41

33
28

26

24
16

NPS

Eating Out
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44

37

19
15

14

10
3

0

-7

-5

-5
-13
-20

NPS

Bars and Nightlife
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9

6

4
-1

-7
-15
-21

-24
-29

-31

-27

-64
NPS

Activities outside of skiing

61

19

-8
-26

-20

-24

-30

-32
-46

-34
-47
NPS

Ski School
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-17

62

58
50

46
40

37

36

62

32

29

2

-10

NPS

Value for money
52
46

26

24

18

14

7

4
0
-7

-32
NPS
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