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Supporting your digital ambitions.

No Ego and No Bull, we invest in relationships with 
businesses and brands to drive growth and succeed 
in what we do.

Our multi award winning agency in the heart of 
Leicester speaks for itself.

About Anicca

Est Crew Clients

45+272007
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Methodology
Market overview

Utilising some of the top industry tools, Anicca have put together a competitor/market analysis piece 
for 31 DMO’s across:

- National level
- County level
- City level

Our market analysis will take you through 4 key categories. These include:

- The market as a whole
- Marketing channels & Leaders
- Audience & Demographics
- Personas 
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Market Overview

Similarweb Data
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Top Performing DMOs (July 22)

Similarweb data

Market overview
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Top Performing DMOs (July 22)

Similarweb data

Market overview
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Quick Market Stats (Jul 22)

Similarweb data

Market overview
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Visit Duration vs Bounce Rate

Similarweb data

Market overview
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Traffic Over The Year (Aug 21 –Jul 22) 

Similarweb data

Market overview
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Traffic Over The Year (Aug 21 –Jul 22) 
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Market overview



All rights reserved 2022

Traffic Over The Year (Aug 21 –Jul 22) 

Similarweb data

Market overview
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Summary

Similarweb data

Market overview

- In our analysis the top performing DMOs for July are:
- National: visitscotland.com
- County: visit-dorset.com
- City: visitmanchester.com

- The analysed DMO industry had 1.077m unique visitors in July 22. These visitors generated a total 
5.896m visits.

- The market has a total split of roughly 26.71% visiting via a desktop vs 73.29% visiting on a mobile 
device.

- Traffic for the top 10 DMOs, within our analysed industry, peaks at a total of 5.58m in August 21. 
Traffic to the same 10 DMOs in July this year peaked at 4.123m suggesting that August is the most 
important month for DMO’s.
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Marketing Channels

Similarweb Data
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Marketing Channel Overview (Aug 21 –Jul 22)

Similarweb data

Marketing Channels

31 DMO’s 
Combined

Visitscotland.com

Experienceoxford
.org
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Marketing Channels (Aug 21 - Jul 22)
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Marketing Channels
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Organic Traffic Trend (Aug 21-Jul 22) 

Similarweb data

Market overview
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Organic Traffic Leaders (July 22)
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Traffic Leaders
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Direct Traffic Trend (Aug 21-Jul 22) 

Similarweb data

Market overview
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Direct Traffic Leaders (July 22)
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Traffic Leaders
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Referral Traffic Trend (Aug 21-Jul 22) 

Similarweb data

Market overview
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Referral Traffic Leaders (July 22)
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Traffic Leaders
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Social Traffic Trend (Aug 21-Jul 22) 

Similarweb data

Market overview
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Social Traffic Leaders (July 22)
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Traffic Leaders
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Paid Search Traffic Trend (Aug 21-Jul 22) 

Similarweb data

Market overview
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Paid Search Traffic Leaders (July 22)
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Traffic Leaders
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Display Traffic Trend (Aug 21-Jul 22) 

Similarweb data

Market overview
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Display Traffic Leaders (July 22)

Similarweb data

Traffic Leaders
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Summary

Similarweb data

Market overview

- Currently the key marketing channel for DMO’s in Organic Search.

- A large increase in Direct traffic often demonstrates the use of display style advertising across 
both Google and Social media channels. There’s also a strong likelihood of other digital and 
offline media being used here too.

- Referral traffic is the 3rd highest contributor of traffic to the sites in our analysis. This also has a 
strong knock on effect for Organic traffic due to the impact that link building can have on 
Domain ratings. 

- Paid search still appears to be an underutilised platform for a number of DMO’s.
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Audience Overview

Similarweb Data
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Geography (Aug 21)

Similarweb data

Geography overview
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Geography (July 22)

Similarweb data

Geography overview
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Geographical Growth (Aug 21 – Jul 22)

Similarweb data

Geography overview
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Quick Demographic Stats

Similarweb data

Demographic overview
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Demographic Breakdown (Aug 21 –Jul 22)

Similarweb data

Demographic overview
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Similarweb data

Demographic overview

Demographic Breakdown (Aug 21 –Jul 22)
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Summary

Similarweb data

Market overview

- The YoY comparison shows us that Geographically, DMO’s are receiving hugely increased traffic 
from outside the UK in 2022. Specifically we can see countries such as the US, Germany, France 
and Ital’s traffic has doubled to these DMO sites. 

- The Geographical growth information helps highlight which countries are driving more or less 
traffic throughout specific months of the year.

- Demographically we see that city level DMO’s tend to obtain traffic from a younger part of the 
population. 

- County and National DMO sites often receive a more mixed range of age groups. 
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Persona Overview

Meltwater Data

Combined
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Combined Data

Meltwater data

Persona Overview
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Combined Persona

Meltwater data

Persona Overview
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Combined Socioeconomics

Meltwater data

Persona Overview
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Combined Socioeconomics

Meltwater data

Persona Overview



All rights reserved 2022

Influencers combined

Meltwater data

Persona Overview
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Influencers combined
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Influencers combined
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Persona Overview
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Influencers combined

Meltwater data

Persona Overview
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Interests combined

Meltwater data

Persona Overview
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Channel relevance combined

Meltwater data

Persona Overview
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Channel relevance combined

Meltwater data

Persona Overview
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Persona Overview

Meltwater Data

Comparison
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Comparison Data

Meltwater data

Persona Visit Leicester
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Persona

Meltwater data

Persona Visit Leicester
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Socioeconomics

Meltwater data

Persona Visit Leicester
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Socioeconomics

Meltwater data

Persona Visit Leicester
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Influencers

Meltwater data

Persona Visit Leicester
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Influencers
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Influencers
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Influencers
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Interests

Meltwater data

Persona Visit Leicester
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Interests

Meltwater data

Persona Visit Leicester
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Interests

Meltwater data

Persona Visit Leicester
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Offline Media Affinity

Meltwater data

Persona Visit Leicester

TV Radio

Newspapers

Check-ins
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Online Media Affinity

Meltwater data

Persona Visit Leicester

APPS

Websites

Online Shows
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Personality type

Meltwater data

Persona Visit Leicester
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Personality type

Meltwater data

Persona Visit Leicester
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Channel relevance

Meltwater data

Persona Visit Leicester
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Channel relevance

Meltwater data

Persona Visit Leicester
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Data in action
Persona Visit Leicester

Meltwater data
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Data in action
Persona Visit Leicester

Meltwater data
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Next Steps
Persona Visit Leicester

Meltwater data

- How can this be useful for you?
- We will send you this deck post webinar.
- Would you like a run down of your own data?
- If so please get in touch and come armed with potential near campaigns?
- Do you need to entice footfall for annual events? (Halloween, Fireworks, or Christmas?)
- Is there a 2023 initiative you need help with?
- We are a full service agency from Insight to creative.
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Disclaimer
The materials set out in this document are concepts only (the “Concepts”) and, in addition to any rights 
vesting in Anicca Digital Limited (“Anicca”), may be the subject of existing third party intellectual property 
rights.
If the client wishes to utilise any of the Concepts, it should notify Anicca in writing and Anicca will then put 
in place the appropriate intellectual property searches (the “Searches”). The use of the Concepts is 
therefore subject to the results of the Searches.
Anicca shall not be liable for any damages, costs or losses whether direct or indirect (and including, 
without limitation, loss of profits, loss of business and loss of goodwill) arising out of any claim by any third 
party relating to the Concepts proposed by Anicca where the client uses a Concept:
prior to Anicca confirming whether or not the Concept is subject to existing third party intellectual property 
rights; and/or
in breach of existing third party intellectual property rights following the Searches.
All Anicca rights to proposed technical, content and creative concepts belong to Anicca unless paid for 
by the client. Should the client subsequently use any concepts without payment to Anicca (unless agreed 
otherwise by both parties in writing), Anicca reserves the right to take action to recoup, without limitation, 
damages for breach of intellectual property rights and/or any lost costs associated with the development 
of such concepts from the client.

Thank you


