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SECTION A: For the purpose of classification, I would be grateful if you could complete the
following questions about yourself

Please name a holiday destination you last visited and stayed overnight and the country where the
destination is located. (Write your answer in the appropriate spaces below)
Holiday destination Country

How many nights did you stay at the destination? -------------===-==-=---—-

How long ago did you visit the destination? (Write your answer, in months, in the appropriate
spaces below)

Is the holiday destination you named in question (1) above domestic or abroad (Please indicate
with a tick) ?
Domestic (a place within your home country)
Abroad (a place outside your home country)

5. What was the main activity you did while at the destination e.g. walking, sightseeing. (Write
your answer in the appropriate spaces below)

6. Do you have children aged 14 years and under?

YesO No O

If you have answered yes in question 6 above, please state how many of your children fall into the
following age groups

o4 [ eu [

If you have answered yes in question 6 above, do you travel with your children when you go on
holiday?

Never(O) Seldom () often() Always O
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without risk of getting mugged
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Section B: For the purpose of classification, I would be grateful if you
could complete the following questions about yourself.

1. What is your nationality --------====-mmmmmm e
2. What is your sex? (Please Tick). Male ()  Female ()

3. Which of these age groups do you fall in? (Please Tick)

O1824 O2534 (O35-44 O4554 O55-64 (O65+

4. What is your gross household annual income (in UK £) ? (Please tick)
OUnder £10,000 O £10,000-£14,999 (O £15,000-£19,999

O £20,000-£29,999 O £30,000-£39,999 (O £40,000 and above

5. What was the last level you completed in your formal education? (Please tick)
(OPrimary () Secondary () Diploma (QUniversity (undergraduate)
(O University (postgraduate)

6. What is your ethnicity (Please tick) ?

White () Black O) Asian () Mixed (O  Other (specify) ----------

Thank you
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