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In May 2022, McCarron Coates, an award-
winning insurance broker with extensive 
experience in the coach insurance 
sector and other areas of fleet transport, 
commissioned a research survey, to assess 
consumer opinions with regard to coach 
travel.  

The intention was to discover where the 
coach sector stands right now and where it 
needs to get to, if it is to achieve long-term 
sustainability.  

This latest McCarron Coates initiative 
continues a journey in which the coach 
insurance broking specialist has been by the 
industry’s side throughout the pandemic, 

even creating the ‘Wish You Could Hear’ 
postcard campaign that lobbied MPs and 
sought more financial support for the 
coach sector.

Following that hugely successful activity, 
McCarron Coates has attended rallies and 
coach sector events, to continue to stand 
with the industry.

Now, we are supporting the coach industry 
in the best way possible – by delivering 
tough love.  This report gives you the 
harsh truths highlighted by our consumer 
research, along with informed thoughts on 
the strategies the coach industry needs to 
utilise, if it is to have a bright future.



Overview of the research
We surveyed 1500 consumers, aged from 18 upwards, 
with the oldest age group comprising over-65s.  The 
survey covered all parts of the UK and all income-earning 
groups.

We put 30 different questions to this consumer 
sample and gave them an opportunity to express their 
appreciation of coach travel in different ways – whether 
that was as a means to travel on holiday, pursue leisure 
interests or save money and avoid various types of hassle 
when travelling.

Overwhelmingly, we found a shockingly low 
level of appreciation of the advantages of 
coach travel, no matter what the reason for 
getting on board.  We believe there is:

• a more or less total disconnect between the coach 
industry and the majority of prospective customers

• an underlying feeling amongst most consumers that 
coach travel is not relevant to their lives

• a lack of awareness of what coach travel can offer
• a current lack of desire to consider coach travel

Whilst we anticipated some of this amongst younger age 
groups, we did not expect to see little difference between 
responses from those aged 35 and under and those in 
older age groups.  In fact, in some cases, there was a little 
more positivity within the younger age groups.

We can sum up the mood towards the British coach 
sector as one of ‘consumer apathy’.  Our belief is that 
the coach industry needs to act fast and have a collective 
approach to wooing back the customer, fundamentally 
changing how it markets itself and its services and trips, 
whilst also dramatically revitalising its image.

The research shed a little light on some possible ‘quick 
win’ areas for the coach operator in 2022 but we also 
have other suggestions for you.  It’s time to listen, read 
between the lines of our research and be bold enough to 
take the next steps required, if you wish to continue to 
run a viable operation beyond the next few years, recoup 
the investment you have made in your fleet and potentially 
discover the next generation of coach travellers.



Departure Point
This is the starting point from which coach 
operators need to build and was the most 
positive finding in the entire survey.  This is 
based on the fact that:  

• 14% of potential customers believe 
coach travel is a relaxing way to enjoy 
a UK holiday.  That means 86% of 
customers do not, however – more than 
eight-in-ten potential customers.

• Men were more positive about coach 
travel than women respondents were, 
across most of the question set.  16% of 
men believe it’s a relaxing way to enjoy 
a UK holiday, as opposed to 13% of 
women.

• There are some regional differences – 
the percentage appreciating the relaxing 
holiday experience that can be enjoyed 
through coach travel is highest in the East 
Midlands (23%), the NW (21%) and 
Wales (17%).  In the North East, there 
was no appreciation of this experience at 
all and in the West Midlands, only 7% felt 
coach travel provided a relaxing holiday 
in the UK.

• Over-65s are the most likely to agree 
that coach travel can provide a relaxing 
UK holiday (18%).  Amongst other age 
groups, only around one-in-ten believe 
this is what coach travel offers.



Overseas Holidays
Far fewer consumers believe that coach travel can provide a relaxing holiday in Europe.  The 
percentage of men agreeing with this fell a full 10% to 6%, whilst only 3% of women feel this 
to be the case.  Notably, only 1% of the East Midlanders who felt relaxing holidays could be 
enjoyed by coach in the UK, felt the same about European trips.

This suggests a hurdle for the coach operators running European itineraries, with consumers 
perhaps not believing that relaxation is possible given the greater distances travelled and, 
potentially, because of the sea travel that also has to be undertaken in order to reach the 
Continent.  Perhaps there is also an element of the red tape involved – passports, overseas 
health/Covid regulations, travel insurance and other such things.



The Hassles or Non-Hassles
Whilst men were found to be generally more positive about coach travel, women were actually 
twice as likely to regard it as a hassle free door to door way to travel, with slightly more than one-
in-twenty (6%) saying they appreciated this advantage to coach travel.

However, there was negligible belief that travelling by coach was safer than travelling independently 
by car and hardly anyone felt safer when travelling by coach as opposed to train or plane.

Virtually nobody felt travelling by coach safer, from a health point of view, than travelling by train 
or plane and nobody agreed that coach travel was more enjoyable than train travel or that the 
money being ploughed into HS2 would be better spent on coach travel infrastructure.

Hardly any respondents were appreciative of the fact that a coach operator can plan itineraries, 
or ensure that passengers and customers get to see the best things in each destination.  Similarly, 
nobody really valued the fact that a coach operator can sort out much of the administration 
behind a holiday or day trip.  None of this value-added ticks any consumer boxes at present.

Slightly more of those surveyed recognised that, if travelling by coach, you are not disturbed as 
much by other passengers, as you would be on a train.  Those most appreciative of this fact were 
to be found in the North East and Scotland.  Could that be because they tend to have to travel on 
longer train journeys?



The Big ‘Green’ Travel Pull?
Virtually nobody recognised coach travel as being ‘greener’ than other forms of 
passenger transport, with the only deviation from that found in the East Midlands, 
where 13% were aware of it, and amongst 18-25-year-olds, where one-in-twenty (5%) 
believed there to be an environmental benefit to coach travel.

However, having an environmentally friendly coach is unlikely to pull in the customers, 
even if they are aware of the benefits.  Only 2% of those surveyed said they cared 
about emissions and would travel by coach to reduce them.  The only region in which 
this seemed to differ was in the North East, where 13% would travel by coach in order 
to assist climate change.

There is a long way to go before passengers are likely to travel by coach in order 
to support their green credentials and the sector should not bank on this being its 
foundation for the future. 



The Here and Now
We put some questions to our consumer sample to assess whether factors that are holding sway 
right now could influence their view of coach travel.  It transpired that these generated a better 
response from the sample, as they could see direct benefits to coach travel linked to them.

Firstly, we asked if people agreed that coach travel cuts the hassle of airport check-in issues and 
security checks.  Nearly one-in-twenty agreed that it does.

We also asked whether day trips by coach constitute good value right now, given the cost of fuel.  
Roughly one-in-ten people feel that they do.

However, there was far less optimism that the fuel situation would enable coach travel to grow 
although, in some areas, such as the South East, South West, Wales and North West, one-in-twenty 
felt it would.  The most positive thoughts on this came from the North East region, where 13% 
believed day trip coach travel would benefit from fuel prices.

No Nostalgia
We asked questions that tried to elicit a feeling of 
nostalgia for travelling by coach but found little.  There 
was no sense of having missed out on anything by not 
having travelled by coach for many years and, in fact, 
more than one-in-twenty women, and over-65s too, said 
they associate coach travel with school too much to 
every want to do it again.



Other Uses of Coaches
We tried to put some other uses of coaches to our 
sample, to see if they believed coach travel to be a good 
way to achieve some leisure goals.  Virtually nobody 
felt coaches were an asset when arranging workplace 
socials.  Very few believed coach travel to be a beneficial 
way of conducting shopping trips to other towns or major 
malls, although in Yorkshire and Humberside around 7% 
saw the benefit.  There was similarly little belief that coach 
travel was a great way to get to festivals and events.

Roughly one-in-twenty agreed that coach travel could 
be useful for theatre trips, with slightly more of the over-
65s perceiving this benefit.  

Around 6% of men agreed that coaches were the best 
way for a sports team or group to travel to events, but 
this fell to 3% of women.  Coach travel scored highest for 
this in Northern Ireland, where one-in-ten felt a coach 
to be a great form of transport for this leisure goal.

Social Benefits
We failed to find much appreciation of the social benefits 
of travelling in a relatively small coach party group.  Similarly, 
we found little evidence of strong friendships having been 
forged through past coach travel.



Brand Image
One-in-eight of the people we sampled felt that 
coach travel was for people older than them, with 
this rising to a quarter of those who completed 
the survey in the West Midlands and North East.  The 
breakdown was:

• 14% of 18-24 year olds thought it for people older 
than them

• 19% of 25-34-year-olds felt the same
• It was 11% of the 35-44s
• 14% of 45-54-year-olds felt it for older people
• 8% of 55-64s agreed
• And even one-in-twenty of the over-65s felt it to 

be something for older people.

This was despite one-in-twenty feeling it is wrong 
to label coach travel as transport for older people.



What Should Coach Operators Do to 
Attract Customers?

a) The Marketing Need

Our belief, here at McCarron Coates,  is that coach operators are not doing 
enough to sell the benefits of coach travel to their potential customers and that 
the industry needs to rethink its strategies, in order to become sustainable as a 
business sector. 

Look at any cross-section of coach operator websites and you will see little effort 
to detail the benefits of anything associated with coach travel to the customer.  
The key to any type of sale is to sell the benefits and not the features, yet most 
coach operator websites merely list the trips or holidays or services on offer and 
do not go into any detail about the benefits.  

Every coach operator should be using their website to make a pitch to their 
prospective customers and creating compelling reasons why the site visitor should 
travel on their coach.



Things to highlight, according to our  
research, should be:
• Cost benefits – way to cut the cost of day trips during a time of high fuel prices
• Less hassle – the alternative to airport chaos and queues
• Comfort – no constant disturbance from other passengers boarding and departing 
• Green benefits – why travelling by train can cut your emissions
• Friendship – chance to meet new people amongst your fellow travellers
• Other uses – explain the different things people can enjoy with you by coach and what 

the advantages are – no parking charges, no traipsing across a city centre to reach a 
theatre, none of the stress of trying to drive out of a city after a football match with the 
feet constantly on clutch and brake, no train cancellations to scupper plans. This all needs 
to be spelt out and employing a copywriter to put some material together for you would 
be very worthwhile.

Coach operators are making too many assumptions – assuming that their prospective customers 
understand the coach travel experience.  Many simply do not.  This should lead operators to think 
about new communication options, such as explainer videos, highlighting how the trip or day 
trip works, what the internal coach environment is like, what comforts are enjoyed and what the 
benefits are – no stress, hassle, cancellations, baggage restrictions, security checks and so on.

Coach operators should be generating more testimonials from existing customers, in both print 
and video format.  People buy into what other people tell them and this ‘user-generated content’ 
is compelling, if you use it on your website and social media.

Do not just list a destination and tell people there’s a trip to York or Bath.  Explain what can be 
seen on this trip, highlight the added value that your interpretation and planning can bring to it and 
position yourself as an expert in this place.  Engender a desire to visit, free of parking charges, trying 
to arrange admissions to attractions, sitting behind the wheel unable to enjoy a drink, and so on.

Sell the sizzle of what you offer, through more storytelling and interpretation.



b) The ‘Younger’ Person’s 
Experience
Coach operators need to reverse the psychology relating to 
coach travel.  Rather than making people think it’s for people 
older than them, you need to create ways of making them 
think it’s for their age group or people younger than them.  
Everyone, after all, wants to be younger and trendier!

You can do this by making what you offer not a trip or travel 
option but an experience.  Do something different, whether 
it’s making sure all travellers can plug in their tablets or ear 
buds, or serving complimentary cocktails or energy drinks.  

You could turn your coach into a ‘Beats Bus’ by offering some 
trips that will be playing the best tunes from departure to 
arrival.  Talk about your Wi-Fi connectivity and the magazines 
you offer on board (or the online subscription to their choice 
of magazine that you will let them tap into, the minute they 
get their phone or tablet out).  

To encourage families, you could enrich your experience by 
creating ‘spotter guides’ and quiz sheets for younger visitors 
to complete during their day with you.

Consider your logo and signage.  Does it shout 
‘contemporary’, or is it in a dated font that gives today’s 
travellers the wrong impression?

Have your itineraries kept up-to-date with current interests 
and could some of them be themed around interests 
and hobbies, rather than just a destination and visits to a 
handful of attractions that you hope will offer something for 
everyone, even if two out of three places bore your party?  
Don’t forget just how big an interest food is and try to build 
that into your planning.

Do you have loyalty schemes, encouraging people to book 
several trips a year, in return for a financial benefit?  Do you 
have an e-magazine, to which your customers can subscribe, 
so that you can stay in touch with them?  

Do you have a vibrant social media feed, which shows 
passengers having a great time and which explores the 
places you visit with them?   



b) The ‘Younger’ Person’s Experience ...continued
Do you encourage passengers to jump on their social media and post pics of themselves 
having a good time?  Could you not get some branded selfie frames made and put on board 
and tell passengers that they can use them and that one social media post that features them 
will win a spot prize?

Do you make your trips an experience by trying to encourage a sense of community 
onboard?  Could you be bringing your group together better and getting them to bond and 
have fun as a group.  Is it just a case of loading them on and off and letting them introduce 
themselves to other people, if they want to, letting them do all the hard lifting when it comes 
to socialising?

Should you be reminding passengers of the carbon emissions they’ve saved by travelling with 
you and building such information into your website information for each trip you run?

Remember that first impressions count and the first impression will often be your website.  
It is no longer a nice-to-have, but an essential sales tool that people will check out and on 
which they will base their decision as to whether to travel with you or not. 

Take a long hard look at your site through impartial eyes and assess what perceptions people 
might draw from it.  Don’t compare it to other operators’ sites but consider it through the 
eyes of your target customers – not just older ones, but from all age groups.

Is it putting people off making a move to book with you?  Is it conveying that only certain 
age groups should ‘apply’?  Again, think about your visuals and fonts, plus the information and 
‘benefits’ enrichment that you need to provide, as discussed earlier.

‘Younger blood’ has to start to enter the coach travel sector when it comes to passenger 
profiles but that won’t happen without some effort.  Younger generations are more socially 
concerned, they care more about the environment, they love to build ‘communities’ and they 
are hooked on tech and social media.  You need to tick all their boxes and up your game.



c) Quick Win Ideas:  
Summer of 2022
Here are some ideas for you, which you can immediately 
implement as a community.

#NoStrikesSummer #NoHolidayCancellations 
#NoSuitcaseStress

Use these hashtags that we’ve devised for you and use them, as a 
coach sector community, to make the collective point, on social 
media, that your coach travel experiences, unlike train travel, will 
not be subjected to strikes, you won’t be cancelling trips and 
you won’t be telling holidaying passengers that they can’t bring a 
suitcase with them, just because you can only handle hand luggage.

Take pics of your coaches heading out, parked up in stunning 
places, dealing with happy passengers and kids, loading suitcases 
on board and waving goodbye to the point of departure.   Make 
sure you add a few notes to say things such as that you left on 
time, boarded 50+ suitcases and have kept up a 100% record of 
cancelling nothing this month/summer!

Use the relevant hashtags each time, to get the point across.



In the Time You’re Checking In…
Get in touch with customers directly (if you have contact details/
an e-newsletter database), create a story for your website and 
put stories on social media, which all detail to where you could 
take customers, in the 3-hour period (or longer) that they are 
queuing to check in at an airport. 

Maybe create a carousel of images of destinations that they 
could be in and enjoying in the same 3 hours that they are 
suffering hassle and stress at the airport.

Make short videos that are a compilation (story) that shows the 
time you arrive to pick up/meet passengers, how long it takes 
you to board them, and where you get to and what you see 
within the three hours that others are stuck in a security queue 
at an airport.  Post these on social media with a hashtag of 
#NoCheckInQueues



How Big is the Coach 
Sector’s Challenge?
Our survey shocked us.  Even we, as insurance 
brokers dealing with the coach industry day in 
and day out, did not realise just how out of love 
with coach travel the British public has fallen.  
There has to be a reaction to this and a big one.  
The time to fight back is now, not in a couple 
of years, when it is too late.  Radical change in 
marketing tactics and attitudes towards the 
‘core product’ or ‘service’ is required and the 
focus has to be on the customer of the future, 
rather than hanging on to the one of today.

There is a window of opportunity for Summer 
2022 and we would urge all coach operators to 
take it, as well as becoming better storytellers 
and conveyors of the benefits of coach travel.  

Build a new coach travel community and do 
it as fast as possible.  The ‘if we build it, they 
will come’ attitude just won’t suffice, whether 
what you are building are itineraries without 
umph, a fleet of electric vehicles that nobody 
appreciates are great ‘green’ transport assets, 
or leisure options that are just the name of an 
event and lacking the back-up of all the benefits 
of enjoying that event by coach.

The McCarron Coates survey results make for 
painful reading but can also collectively be a 
catalyst for change.  They are where the coach 
sector’s journey starts, in spring 2022, but need 
not be where it ends.



Contact
For further information about the help that McCarron Coates 
can give to your coach business, please contact us at:

McCarron Coates
Unit 17, Howley Park Business Village
Morley
Leeds
LS27 0BZ

info@mccarroncoates.com 
0113 298 3849
www.mccarroncoates.com 


