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Tourism strategy and action plan for Greater Cambridge and Peterborough

EXECUTIVE SUMMARY

This strategy and action plan has three aims:

· To ensure a dynamic and progressive tourism sector, delivering new jobs for the people of Greater Cambridge and Peterborough

· To contribute to the image and experience of the area as a high quality place in which to live, work and invest

· To manage tourism development and activity so as to spread benefits across the area and minimise pressure on local people and the environment

Tourism is an important economic force in the area, supporting in excess of 20,000 full time job equivalents.  It is a growth sector nationally and internationally and should play a strong part in diversifying the local economy and providing further, readily accessible service sector jobs for the area’s expanding population.

However, in order to achieve these aims, there is a need for greater coordination of the way tourism is managed, developed and promoted across the area as a whole.  This is strongly called for by the private sector.  It also matches what is happening elsewhere in the country, where local authorities and tourism business are forging stronger partnerships for the effective delivery of the tourism offer.  Furthermore, it is in line with the proposals for tourism in the region, with funding earmarked by the East of England Development Agency (EEDA) for tourism action plans presented by sub-regional economic partnerships. It is important that Greater Cambridge and Peterborough are not left behind in this.  Indeed, their combined strengths and resources point to this area taking a leading position in tourism.  

The sub-regional economic strategies and cultural strategies already recognise the importance of tourism.  This area has been identified as having more to gain than other parts of the East of England from the Olympic Games in 2012, which should be a catalyst for improving international awareness generally and the quality of the offer for all forms of tourism.

The tourism strategy and action plan is based around fifteen strategic priorities.  Fundamental to the approach is a focus on increasing the value and return from tourism over and above increases in volume tourism such as day visitors. This can be achieved through targeting higher value markets, including business and conference tourism, increasing length of stay and reducing seasonality of demand.  The strategy also recognises the potential for the whole area to benefit from association with the strong international and domestic image of Cambridge and from action to spread tourism more widely.

The vision is of:

a high quality and sustainable destination for business, conference, cultural and environmental tourism, in keeping with the area’s world leading reputation for excellence.

A detailed plan is presented as a basis for joint action.  The main elements are as follows: 

· Develop a strong destination brand identity for Cambridgeshire, into which sub-brands for the individual local areas can slot.  The brand should be based around concepts of discovery and inspiration, with potential for use for wider objectives beyond tourism, for example in inward investment.  A new Cambridgeshire website will be a primary vehicle for presenting the brand and linking it to product.

· Pursue a series of marketing campaigns, aimed at higher spend markets, including short breaks, conferences and incoming international markets.  Specific target segments and tactical approaches have been identified for these.

· Strengthen awareness amongst visitors, tourism businesses and local residents of what the area as a whole has to offer, through stronger coordination of information services.  This will include an improved, coordinated product database and a branded campaign of familiarisation events and other activity to improve local knowledge. 

· Focus creative product development, packaging and marketing around a set of themes which relate to the area’s particular distinctiveness.  Specific actions include:

· strengthening attractions and events based around the area’s reputation as a centre of learning and pioneering knowledge led industry

· linking the area’s stunning ecclesiastical heritage sites

· developing a focus of interest and activity around the waterways

· bringing the Fens to life through restoration, interpretation and fine grained rural development projects

· maximising on the tourism potential of horse racing at Newmarket

· building on the profile of Duxford and links to other military sites

· co-ordinating the strong and developing arts offer across the area

· extracting tourism benefit from the area’s larger or more distinctive events

· raising the profile of sports facilities through the Olympics

· considering the potential of a major family attraction in the A1 corridor 

· Encourage further accommodation development and improvement in line with market demand.  The plan identifies opportunities with most potential for new development and recommends action to encourage and support quality improvement in accommodation and catering. 

· Pursue the development of further conference and performance venues, including existing projects and proposals in or near to Peterborough and Cambridge.

· Develop dedicated tourism business advice and training programmes and careers promotion schemes.  Action includes initiatives to promote tourism employment opportunities to the under-employed and specific training and assistance to tourism businesses in environmental management.

· Improve visitor management and sustainable access. Actions should link tourism more closely to town centre management.  A new rail access and cycle tourism initiative is proposed. Priority is also given to tour guide programmes.

· Improve knowledge of the performance of tourism. This includes proposals to improve data collection, benchmarking and estimation of economic impact.  

This strategy and action plan will require a new, dedicated delivery mechanism bringing together the various stakeholders across Greater Cambridge and Peterborough.  A Tourism Partnership is proposed to be established, under the aegis of the two Sub-Regional Economic Partnerships, with participation from the local authorities and representatives of the private sector, and with support from EEDA.  Action should be well integrated with the programme of the newly reformed East of England Tourism.  Additional financial resources will be needed to support the action plan and establish a budget for the Tourism Partnership, which will need a small, dedicated staff as well as the ability to call on additional human resource input from the partners to support certain actions.   

INTRODUCTION

This strategy and action plan is about using tourism to deliver prosperity and quality of life in Greater Cambridge and Peterborough.

Tourism accounts for around 10% of the world’s economic activity and is one of the main generators of employment.  It is a growth sector – tourist trips worldwide increased by 25% in the last ten years and are forecast to continue to grow on average by 4% per year
.  Although highest percentage increases in tourist arrivals are found in the emerging economies, Europe still accounts for 47% of all world tourism and will continue to see significant growth.  

International and domestic tourism has an important role to play in delivering prosperity to the regions of England, helping to diversity the economy and to provide a range of employment opportunities at all levels. It is a complex activity and includes travel for business and conferences, holidays, short breaks, and day trips away from the home environment.  It stimulates and delivers spending in a whole host of enterprises – transport, shops, restaurants, hotels, and the businesses that supply them.  

Engagement in tourism is not just about economic prosperity.  As the appeal of a destination depends on its distinctive and special qualities – its atmosphere, historic attractions, landscapes, culture, food and so on – visitor spending is well placed to support their conservation, creative development and accessibility for all to enjoy.   Activity associated with tourism, from promotion to the experience given to visitors, can also influence the image of a place and how it is perceived locally, nationally and around the world, with consequences beyond the confines of the tourism sector.

At the same time, tourism may bring negative impacts.   Congestion from traffic and people, carbon emissions, noise, litter, physical damage and pressure on public services are all exacerbated by tourism, depending partly on the nature of the activity and its concentration in place and time.  Measures can be taken to reduce and mitigate these impacts, requiring sound planning and management.

These are important issues for Greater Cambridge and Peterborough. Tourism has already been identified as an important sector in the provision of new jobs in the area in the face of a rapidly growing population.  Cambridge is a leading international city and lies in the top ten of UK destinations for overseas visitors.  It has a strong domestic image and is a centre for cultural, educational and business tourism.  It is also sensitive to visitor pressure.  Peterborough, the rest of Cambridgeshire and the surrounding area are much less well known and visited, and yet have significant strengths, individually and collectively.  Shaping the growth of tourism to deliver maximum benefit for all is an important and exciting challenge.      

The purpose of this strategy and action plan

This strategy and action plan has been prepared under the aegis of the Greater Cambridge Partnership and the Peterborough Regional Economic Partnership, working together and with the local authorities, private sector interests and other agencies in these two sub-regions, with the support of the East of England Development Agency. 

It relates to a wider restructuring of tourism delivery in England at a regional and destination level and the approach by EEDA to give a greater focus to the sub-regions in the East of England in delivering sustainable benefits from the tourism sector.

The strategy and action plan seeks:

· To coordinate the delivery of tourism benefits to Greater Cambridge and Peterborough.

· To identify strategic priorities and a set of actions at a sub-regional level.

· To provide an agreed strategic direction and framework within which local authorities and other agencies can develop their own policies and actions.

· To provide a basis for securing engagement in tourism, including policy recognition and financial support, from European, national, regional and local organisations. 

· To stimulate engagement of private sector interests in working together to develop and promote tourism in the area and to encourage appropriate investment.

· To provide the basis for establishing a structure, under the Sub-regional Economic Partnerships and involving the local authorities, private sector and other stakeholders, for the coordination of tourism development, marketing and management.

The strategy is for an initial period of five years (from 2007 to 2012), but with an eye to a ten year horizon.  The action plan also sets a framework for five years, while identifying priorities for action in the first three years.   

Developing the strategy and action plan 

This document has been prepared by consultants, The Tourism Company and SQW, working to a steering group comprising representatives of the Greater Cambridge Partnership, Peterborough Regional Economic Partnership, EEDA, East of England Tourism, the local authorities and private sector tourism interests.   It has involved: 

· Assessment of the policy context at a national, regional, sub-regional and local level.

· Assessment of existing research and data on the area’s tourism product and performance.

· Consultation with key regional bodies, local authorities and a range of private and public sector enterprises and organisations engaged in tourism.

· A questionnaire survey of all tourism enterprises in the area
.

· Assessment of the external context, including market trends and influences such as the Olympic and Paralympic Games in 2012
.

· A stakeholder workshop with over 50 participants from the public and private sections, at which the findings of the analysis were presented and future directions debated. 

1
ANALYSIS

This section summarises the findings of the consultation and analysis.  It looks first at relevant policies affecting tourism, assesses the tourism product and current performance and presents the key findings from the enterprise survey and consultation.  It then considers some relevant market trends and external influences and draws comparison with some other destinations in the UK.  It finally lists the area’s strengths, weakness, opportunities and threats in tourism terms, as a basis for determining the strategy and action plan.

1.1   Policy context

A systematic presentation of relevant polices at a national, regional, sub-regional and local level is contained in Annex 1. 

National tourism policy, established by the DCMS, underlines in general terms the importance of improving marketing efficiency, quality and skills in order to strengthen competitiveness.  Since 2006, these themes have been given more urgency and weight by government’s determination to achieve a positive legacy from Olympics 2012.  The need to use the games as a catalyst for investment and improvement in tourism facilities and services, which in turn are seen as necessary for success, has been emphasised in consultation documents which will result in more specific policies in due course.  Tourism sustainability has also formed part of this consultation.

Policy for the East of England region pays attention to tourism as much as a force for supporting heritage, culture and quality of life
 as for delivering economic development.   The Regional Spatial Strategy has a specific tourism policy seeking to strike a balance between growth, investment and environmental management.  More focused guidance is provided by the Regional Tourism Strategy and associated Marketing Strategy, which identify some relevant product and market opportunities, though both strategies are a little dated (2004). Most recently, the Regional Business Plan (for Olympics 2012) sets a target for increasing international and business visitors by 3% per annum between 2009 and 2015.

At the sub-regional level, tourism is recognised within the Economic Strategies for both Greater Cambridge and Peterborough as a key sector for diversifying the local economy.  The current Cambridgeshire and Peterborough Structure Plan points to active promotion and growth of tourism in Peterborough, the market towns and the north of the area, together with management of the impact in Cambridge.  A number of important strategies and policies relating to culture, the arts, green space and the countryside also recognise the contribution of tourism to their objectives, and vice versa. 

Formal tourism strategies for the cities and districts are largely out of date.  A number of authorities are looking to the outcome of this strategy before revising their own at a local level. 

1.2   The tourism product

The main tourism asset in the area is the historic city of Cambridge, which is arguably one of the most attractive small heritage cities in Europe.  The built historic heritage is largely provided by the individual colleges – the city itself has few civic buildings of note. The Backs, river, city commons and other green spaces also provide it with a distinctive atmosphere, partly reflecting its fenland location.  The international status of Cambridge University linked to the fame of some of its past alumni, its contribution to discovery and understanding, its current day pre-eminence in many fields of research, and the traditions of university life, is central to the unique Cambridge image.   This strength is also reflected in a range of museums and living cultural assets, notably in the field of music and the arts, of far higher quality than would be expected in a city of this size.  

The Cambridge image associated with knowledge, learning and discovery also has potency in attracting business and conference tourism.  This can be coupled with the more direct influence of the University and the presence of college accommodation in stimulating academic and more general visits, events and conferences, and with the cluster of high tech and knowledge-based industries in and around Cambridge as stimulators and beneficiaries of business tourism.  Anglia Ruskin University and the collection of other educational establishments, including language schools, also add to this strength.   

Beyond Cambridge, the area has a number of inherent tourism strengths. They include:

· The landscape and heritage of the Fens, which give a special distinctiveness to the northern part of the area, relevant to five Cambridgeshire districts and Peterborough, but shared with a large part of Lincolnshire.

· The three cathedral cities, Peterborough, Ely and Bury St Edmunds, which combine with buildings in Cambridge and many fine rural churches to provide a special strength in ecclesiastical heritage.

· A collection of attractive market towns, important as foci of visitor services and with heritage interest, but of no greater visitor appeal than can be found in many small towns in England. 

· The rivers and other waterways, providing a sense of place and visual backdrop to much of the above, as well as wildlife interest and opportunities for boating and other recreation.

· Peterborough as a sizeable, accessible regional centre, with extensive shopping facilities, a multi-ethnic community and developing cultural offer.

Peterborough, Huntingdon and some other parts of the Greater Cambridge area also have significant potential for business tourism, owing to excellent accessibility and a growing industrial base, much of it also centred on high technology and new sectors such as environmental engineering. 

Individual attractions, activities and events

Data on individual attractions and other facilities are provided in Annex 2.

Amongst the individual attractions, two stand out as being especially significant as existing and potential generators of tourism:

· Newmarket Racecourse – as the world capital of horse racing, with high profile events and associated equine attractions.

· The Imperial War Museum at Duxford – as a national museum, recently expanded and attracting almost half a million visitors. 

The full suite of attractions, listed in Annex 2 Table A2.1, reveals:

· A considerable number of historic heritage attractions, ecclesiastical buildings and countryside attractions.

· A lot of small museums with limited visitor throughput.

· Few attractions of other kinds.

· Quite uneven distribution of attendance:  

· The IWM at Duxford has a considerably higher throughput than other attractions.

· Some Cambridge sites (King’s Chapel, Fitzwilliam Museum) have high visitor numbers but others are much less visited.

· Some heritage attractions and the rural areas have high visitor numbers (notably the National Trust properties of Wimpole Hall and Home Farm, and Anglesey Abbey which receive between 150,000 and 200,000, and Audley End House , English Heritage, 110,000) while the majority receive far less. 

· Attractions in the north less visited than those in the south.

There is a fairly wide range of events.  Some examples are listed in Annex 2 Table A2.2.    The kinds of events most relevant to incoming tourism include those which are:

· Distinctive and related to themes and heritage of the area, ranging from festivals such as the Cambridge Science Festival to individual events such as the Wisbech Rose Fair,

· Important because of their profile within a particular sector, such as the Cambridge Folk Festival.  

· National events, held on the region, such as the IWA Inland Waterways Festival to be held in St Ives in 2007.

· Other sizeable events such as Truckfest in Peterborough.

The East of England showground is a considerable generator of visits, with total attendance of some 800,000 to events held there.

There are many smaller events, such as rural festivals, craft fairs etc., of a kind which can be found throughout England

Specific provision for activity tourism is quite limited in the area.   There are a number of cycle hire operators.  There are two operators of hire cruisers on the waterways, and trips boats and day boats are available in a few locations.  Punting in Cambridge is a significant tourist activity, including self-hire and chauffered punts.

The retail offer is quite strong in Peterborough and Cambridge, with major and expanding city centre shopping malls.  Cambridge has a reasonable number of distinctive, individual shops.  There is limited retail interest outside these cities. 

Accommodation and catering

A summary of accommodation capacity is given in Table 1.1.

Table 1.1 Accommodation – approx known stock                                                                    

	
	Hotels
	Guest houses/ B&B
	Self-catering
	Caravan

sites

	
	Entps. 
	Bedrooms


	Entps.
	Bedrooms
	Entps.
	Entps.

	Cambridge
	  18
	 1061
	    80
	  424
	  28
	  1

	South Cambs
	  10
	  673
	    53
	  184
	  15
	  1

	East Cambs
	    7
	  165
	    50
	  260
	    8
	  7

	Huntingdonshire
	  41
	  799
	    50
	  152
	  23
	 11

	Fenland
	    9
	  159
	    17
	  110
	  11
	  4

	Peterborough
	  16
	1088
	    19
	  163
	    0
	  2

	TOTAL
	 102
	3945
	  269
	1293
	  85
	 26


Source:  Local authority records

Only one district has recorded any hostel accommodation – Cambridge, one hostel.  

Cambridge has a significant amount of group accommodation, with 35 enterprises supplying some 6,800 bedspaces (mainly the University colleges).  Elsewhere, only Huntingdonshire has recorded any group accommodation (15 establishments and 1,000 bedspaces). 

Some comparisons in accommodation capacity between Cambridge and other historic cities are given later in 1.7. 

Key features of these data are:

· Serviced accommodation, in terms of enterprises and bedrooms is quite limited.  This applies throughout the area, with very few hotels at all in the Fens and limited capacity in the urban areas – Cambridge and Peterborough.  

· There is only a small amount of self-catering and caravan site provision, less than normal for rural areas of England.

· The greatest mix of accommodation types is found in Huntingdonshire.

Information is available from the local authorities on the number of serviced accommodation enterprises that have been quality assessed.  In Cambridge and South Cambridgeshire this amounts to around 70% of establishments, which is average for inspection levels in destinations of this kind.  In the rest of the area it is lower, 62%.  Lack of quality inspection is a particular issue in Fenland District where only around 35% of known serviced enterprises are included in the scheme.

Tourism services

Each local authority, with the exception of South Cambridgeshire, is involved with the provision of a Tourist Information Centre.  Until recently Huntingdonshire had two TICs, in St Neots and Huntingdon, but the latter was temporarily closed last year.   Some information on the level of use of the services is given in Table 1.2.

The data are not necessarily strictly comparable owing to different collection procedures.  

Table 1.2   TIC usage - 2006

	
	Footfall
	Counter enquiries
	Phone enquiries
	Bed bookings

	Cambridge
	338,000
	
	59,652
	3,978

	Peterborough
	  83,953
	14,205
	
	   118

	Ely
	  15,420
	
	  5,454
	   204

	Wisbech
	  66,990
	16,086
	  3,438
	     11

	St Neots
	  24,658

	  7,258
	  1,995
	     13


Source:  Local authority records

Cambridge and Peterborough Councils each have a conference desk and can advise conference venue seekers and take bookings.  In 2006 the Cambridge desk had 680 enquiries and handled 150 confirmed conference bookings, a considerable increase on the previous year.

Cambridge City Council operates a programme of guided tours using qualified guides.  In 2006 it handled 1,594 private tours with a total of 43,890 participants and 1,195 public tours with 14,263 participants.  These numbers have shown some growth in the past five years.

1.3   Tourism performance

Very approximate estimates of the volume of staying tourism and direct spending in Cambridgeshire (including Peterborough) are shown in Table 1.3.  

Table 1.3  Tourism volume and spend, 2005

	2005
	 Trips
	Nights 
	Spend (£)
	
	% of East of England trips

	DOMESTIC
	
	
	
	
	

	Holiday
	1,412,400
	3,694,000
	260,932,000
	
	18%

	Business
	770,000
	3,274,000
	134,352,000
	
	39%

	VFR
	606,400
	2,461,000
	43,213,000
	
	23%

	Other
	10,400
	10,000
	255,000
	
	  3%

	Total domestic
	2,799,200
	9,439,000
	438,752,000
	
	22%

	
	
	
	
	
	

	OVERSEAS
	573,000
	5,087,000
	216,000,000
	
	26%

	
	
	
	
	
	


Source: UK Tourism Survey 2005, International Passenger Survey 2005

This shows the relative importance of business tourism in the area, compared to the rest of the region.  The area also receives over a quarter of all overseas visits to the East of England.   Of these overseas visits, further data suggest that around 30% may be for business purposes, 26% for holidays, 32% for visiting friends/relatives and 12% for other purposes (IPS, 2005).  

The figures are not strictly comparable with previous data on volume and value of tourism in 2002 and 2004, based on the so-called ‘Cambridge model’, owing to methodological differences.  Whereas the Cambridge model is based on a more robust analysis, the 2005 UKTS is considered to be more reliable than the 2004 UKTS on which the model’s calculations were based.  

The 2004 Cambridge model, however, provides the best source of information on day visitors.  This estimated around 19m day visitors, spending a total of £500m.  That is to say, over 5 times as many visitors but generating a similar total spend as staying visitors. 

The 2004 model estimated that total business turnover supported by tourism was £1,455m and this supported around 20,000 full time job equivalents.

The 2004 model also provides some breakdown between the districts.  The percentage distribution of staying visits is as follows:

Cambridge 29%; Peterborough 20%; Hunts 20%; S Cambs 14%; E Cambs 9%; Fenland 9% 

Occupancy and seasonality 

The EET collects hotel occupancy figures.  The results for Cambridgeshire, including Peterborough, are based on a sample of 42 establishments, reasonably well spread across the area.  They are given in Table 1.4.  

Table 1.4  Hotel bedroom occupancy (%) 2005

	J
	F
	M
	A
	M
	J
	J
	A
	S
	O
	N
	D

	49.40
	56.40
	59.40
	63.30
	59.70
	66.38
	72.47
	66.4
	71.36
	65.24
	64.71
	55.18


Source:  EET Occupancy survey

Average bedroom occupancy was 62%, compared with a regional average for the East of England of 58%.

While sample sizes prevent a full analysis by district, it appears that occupancies are considerably higher in Cambridge (with an annual average bedroom occupancy there of 72%) than in the rest of the sub-region. 

The overall pattern is less seasonal than in most places in the UK, with highest occupancies in July and September (there is a notable dip in August). Winter occupancies hold up reasonably, with the lowest month being January.

Some evidence on occupancy and seasonality is provided by the enterprise survey undertaken for this strategy.  This looked at self-catering as well as serviced accommodation.  Approximate unit occupancy figures for self-catering are shown in Table 1.5

Table 1.5 Self-catering unit occupancy (%)

	J
	F
	M
	A
	M
	J
	J
	A
	S
	O
	N
	D

	54
	58
	63
	66
	65
	74
	86
	81
	73
	67
	54
	60


Source: Tourism enterprise survey, The Tourism Company

Again, occupancy levels are quite high, notably in the main summer months but with also a reasonable winter usage. 

The enterprise survey also asked all enterprises in which month they wished to see more business. The results are given in Figure 1.1.

This shows a clear desire for more custom at the beginning of the year, far more so than in the autumn and December.  The need to boost August, compared with the rest of the summer months, also shows up.    These data are for all respondents, including attractions as well as accommodation.  Looking separately at the different types of enterprise, there are some significant differences:

· Hotels want more business equally in January, February and August, followed by July, March, April and December.

· Guest houses/B&B are particularly looking for this in January, February and March, followed by November and December.

· Self-catering establishments are most concerned to see more business in January and November, followed by February and March.

· Attractions are mainly looking for more business in September, and also between April and June and in October.   


[image: image1]
Source: Tourism enterprise survey, The Tourism Company

Further evidence on performance and markets    

National and locally disaggregated tourism statistics are not currently well placed to show trends in demand owing to the complete change in methodology adopted between 2004 and 2005.  A more accurate picture of the local trends within Cambridgeshire can be obtained directly from the enterprises themselves.  The enterprise survey asked about changes in the level of business over the last three years.  The results are in Table 1.6.

Table 1.6 Business trends in last 3 years                                   % of respondents
	
	ALL
	Hotels 
	Guest houses/B&B
	Self-catering
	Attractions

	Increased significantly
	6%
	0%
	6%
	18%
	2%

	Increased
	45%
	57%
	42%
	41%
	39%

	Stayed same
	33%
	19%
	38%
	29%
	36%

	Declined
	12%
	23%
	10%
	6%
	11%

	Declined significantly
	6%
	0%
	4%
	6%
	8%


 Source: Tourism enterprise survey, The Tourism Company

The results are generally positive, with just over half of all respondents reporting an increase in business and only 18% a decline.  However, the fact almost a quarter of hotels had seen declining business is concerning.   The best result was shown by the group of self-catering respondents. 

Enterprises were also asked about their source of business.  The patterns are shown in Table 1.7.  This is based on an approximate percentage breakdown provided by each respondents, which was subsequently aggregated without weighting.

Table 1.7 Market breakdown reported by enterprises

	
	ALL
	Hotels
	Guest houses/B&B
	Self-catering
	Attractions

	Overseas – leisure
	11%
	3%
	13%
	21%
	10%

	Overseas – business
	6%
	10%
	9%
	8%
	0%

	Domestic – leisure
	30%
	11%
	26%
	46%
	36%

	Domestic – business
	26%
	62%
	31%
	15%
	6%

	Local market


	27%
	14%
	21%
	11%
	48%


Source: Tourism enterprise survey, The Tourism Company

Some interesting aspects of this picture are:

· The dominant importance of the domestic business market for hotels

· The expected dependency of attractions on a local market – but domestic holidays/breaks are also important for them

· A relative balance mix of demand for guest houses/B&B between overseas, domestic, leisure, business and local (function) demand.

· Perhaps a surprising importance of overseas leisure use of self-catering accommodation.

1.4   Current position and aspirations of the agencies/authorities

Consultation with the agencies and local authorities led to the following view of their current position with respect to this strategy.

EEDA

They do not have a prescribed model for sub-regional strategies and delivery.  Broadly they wish to see:

· Strong sub-regional delivery well integrated with local authority functions.

· Clear understanding of private sector needs and involvement of key private sector people in delivery structures.

· Well coordinated support for the industry.  

EEDA see the sub-regional functions as:

· Hub and gateway visitor information

· Brokering of business support services, skills advice and training

· Business tourism – e.g. convention bureaux

· Identification of investment priorities for the sub-region

· Coordination of marketing plans and print production

· Coordination of events

· Dissemination of research and intelligence

· Promotion of quality improvements and quality assurance schemes (with local).

Some specific funding packages have been earmarked by EEDA to support sub-regional tourism delivery, totalling £50k for general purposes including marketing and £10k specifically for business support aimed at quality improvement amongst small businesses. 

East of England Tourism

The new EET has been completely reformed with a more focussed programme. EET’s position and aspirations are set out in their Corporate Plan 2007-8. It will be concentrating on marketing the region, partly through a number of changing annual themes to which sub-regions will be able to relate. It will also provide market intelligence and capacity building, the latter involving building partnerships with sub-regional bodies.  As a secondary priority it will retain a function in business support and training, product innovation and destination renaissance.   It will remain a membership organisation, with local authority and commercial sector membership. It may wish to coordinate EET membership promotion with membership of new sub-regional bodies.  It is keen to establish a single database for the sector and a single web-platform fed out to the sub-regions.   

SREPs

The Greater Cambridge Partnership and Peterborough Regional Economic Partnership have responded positively to the need to strengthen the coordination and delivery of tourism in the sub-region. They wish to relate tourism to a process of underpinning the local economy and quality of life, including the stimulation of all kinds of incoming investment to the area.

The local authorities within Cambridgeshire and Peterborough 

Our discussions with the individual authorities have revealed that:

· All the authorities have an engagement in tourism, but resources in this area are limited and hard pressed.

· There are relatively strong links between tourism, arts/culture, economic development, and public realm /area management (such as town centre management).

· Tourist Information Centres generally continue to form a central part of the local authority tourism service, but in some cases this is being reviewed.

· All authorities produce an area guide and some other print.

· They have experience of working together through the Cambridgeshire Tourism Officers Group, to which they contribute between £1500 and 2000, with a small programme of website and print development and overseas promotion.

· They are generally positive about working closer together within the context of the sub-region. 

· Budgets for tourism are very limited.  Amounts available for net promotion are generally in the order of £10k to £30k, supplemented significantly by private sector purchase of promotional opportunities.  Local authority budgets are restricted and expansion is not foreseen. 

In general, the tourism interest of the authorities is centred around maintaining and improving quality of life and services in the face of a rapidly expanding local population.  This includes issues of access to employment opportunities.  Sustainability and concern for carbon-neutral activity and climate change are high on the priority list of most of the local authorities.

Most local authorities are seeking well managed growth of tourism, seeking economic benefit without negative impacts on the local community or environment. This need for sound balance and sustainable development is particularly apparent in Cambridge, where there is a clear emphasis on increasing quality and economic return rather than volume of tourism, while also recognising that the city will continue to be a popular international destination and wishing not to be elitist.   

Local authorities in the surrounding area

The Greater Cambridge Partnership includes local authorities from outside Cambridgeshire, and Peterborough also promotes its links with surrounding areas, such as Rutland and Stamford, as part of its attraction.  There is a desire to maintain these links and to benefit, as well as benefit from, this wider area.  A keenness to maintain strong links was also apparent from consultation with the tourism officers in the surrounding districts, but there are a number of practical issues to bear in mind.  Each local authority has limited resources to spend on tourism and is seeing increasing opportunities for working within their own county brands.  The authorities therefore appear unlikely to join in as full members of a Cambridge and Peterborough focussed tourism partnership but would look to undertake joint activities with it and to buy in to relevant initiatives and campaigns.   

1.5   Current position of tourism enterprises

An objective view of the position of tourism enterprises was obtained from the enterprise survey, supplemented and corroborated by consultation.  The results from those parts of the survey that covered business aspirations and needs are presented in Annex 3, and summarised here.

· The growth dynamic is quite encouraging, with a significant proportion of new enterprises and almost half saying that they have plans to grow their business significantly in the next five years – this applies particularly to hotels and attractions.

· Barriers to growth are primarily financial and physical, rather than to do with levels of demand or operational aspects such as labour supply.  Planning restrictions are seen by many hotels as a barrier, suggesting that policies in this area may need to be addressed. Financial aspects are particularly holding back attractions – though this may be as much or more to do with revenue funding than capital. 

· Labour supply and ease of staff recruitment, although not perceived as main barriers to growth, are nevertheless significant.  Fifty-four percent of enterprises said they had some problems with this.

· Looking at response to public sector support, tourism enterprises strongly value the service provided by the Tourist Information Centres, followed in order of priority by various kinds of marketing activity and the work on maintaining an attractive environment.  Business advice and training is less important to them.

· Again, however, the latter result is relative.  Almost half the enterprises are interested in various types of training, and this applies particularly to hotels.  Customer care and marketing are the topics most sought. 

· Enterprises appear to be relatively aware of environmental issues, with over 80% saying they are taking some action.  A majority are interested in doing more.  Some have pointed out the need for local authorities to assist them with this, for example in facilitating recycling. 

· Looking to future actions for the destination, tourism enterprises give highest priority to more promotion, especially out of season. They would like to see more events, visitor attractions and outdoor activities, and many give a high priority to issues of visitor management and reducing environmental impact. They tend to see these issues as more important than increasing the quality or the provision of accommodation.

· Enterprises are generally positive about more coordination of the delivery of tourism across Cambridgeshire and Peterborough and promoting the whole area as a single destination. However, they are ambivalent about the establishment of a new body to do this.  It appears that a partnership structure facilitated by an existing organisation would be more popular. At this stage enterprises appear to be reserving judgement about their participation in this – presumably waiting to see what it offers. 

1.6   Market potential and external drivers 

The section sets out market trends and external influences on the strategy. 

The view of priority markets identified by enterprises

As part of the enterprise survey, tourism businesses were asked to indicate how important they felt the different market sectors were for them in seeking to grow their business in the future.  Table 1.8 shows the percentage of enterprises ranking the respective sector as ‘very important’.

Table 1.8 Perceived importance in the future               % indicating ‘very important’

	
	ALL
	Hotels
	Guest H/B&B
	Self-catering
	Attractions

	Domestic short breaks (1-3 nights)
	51%
	55%
	54%
	27%
	61%

	Domestic holidays (4+ nights)
	46%
	45%
	47%
	65%
	38%

	Domestic business/conference
	50%
	87%
	52%
	36%
	24%

	Overseas breaks/holidays
	36%
	19%
	43%
	57%
	31%

	Overseas business/conference
	27%
	55%
	26%
	31%
	4%

	Local functions or VFR
	56%
	45%
	49%
	59%
	79%

	Day visitors
	42%
	18%
	19%
	0%
	94%


Some key results from this table are:

· The importance of the local functions market, including people visiting friends and relatives, for all types of business.

· The critical importance of the future business and conference market for hotels, especially from within the UK but also from overseas.

· The importance placed on domestic short breaks by hotels, guest houses and attractions. 

· More limited importance placed on incoming leisure markets from overseas by hotels.

The underlying trends in the market  

The strategy needs to be placed within the context of current and future market trends and forecasts.  The following should be borne in mind in shaping a strategy for the medium term:

· Domestic holidays have been slightly declining and may remain static. In terms of total volume, Mintel estimate that domestic holidays fell from 42m in 2001 to 41m in 2006
.  Mintel forecast at best a 1% real term increase in domestic holiday spending in the next four years.

· The number of business trips in general have grown by around 53% in the last 10 years.  Discretionary business tourism (including conferences, exhibitions etc.) which is the most easy to influence, has exhibited quite strong growth.  This has notably been in the number of events and the spend per head (average size and duration of events has tended to decrease).  

· Inbound tourism to the UK has seen significant growth in recent years, from 25,7m in 1998 to 29,9m in 2005.   Cambridge is in 8th place in terms of cities/towns visited with 416k visits in 2005
.  Visit Britain forecast 3.7% growth in both volume and value of inbound tourism in 2007 over 2006, in line with UNWTO forecasts of a 4% growth in global international tourist arrivals.   

· Within the domestic holiday market, although total volumes have been declining/static, there are elements of growth. Short breaks have continued to show reasonably steady growth over a number of years.

· A number of changes in demographics, lifestyle, interests and taste provide opportunities to exploit:

· Gowing grey market – over 55s are wealthier than predecessors.

· Desire to purchase ‘experiences’ rather than utility;  these may include cultural and educative experiences. 

· Green consciousness – influencing choice when price and quality are equal, but may rise up the list of factors dictating travel choice;

· Increase desire to have participatory opportunities with friends and family. 

· Need to satisfy people’s desire for escape, space, well-being and to use their energy.

· Ongoing rise of i.t. based society – influencing information sought and booking patterns and processes.

· Account should be taken of the priority opportunities identified in the East of England Marketing Strategy: 

· overseas visitors looking for an English experience; 

· independently minded couples and families looking for a break from their pressured lives; 

· small-medium conferences from the UK and overseas; 

· small groups (10-30) with interest in culture, cathedrals, churches, conservation, arts, heritage).

· Account should be taken of segments recently identified as offering main potential for Cambridge
,  meeting the need to deliver value over volume and attract staying rather than day visitors. Leading segments currently visiting are ‘cosmopolitans’ and ‘discoverers’; additional segments for future development may include ‘traditionals’, ‘functional’, ‘style hound’, and ‘High Street’.

· Market selection should be related to a number of specific opportunities for Cambridgeshire and Peterborough, owing to the sub-region’s location and particular characteristics and strengths.  These include:

· Transport links, including rail and air (notably Stansted); also links to ports, especially Harwich, for growing cruise tourism market.

· The special ‘Cambridge factor’ – building on international reputation.

· Overall rapid population growth affecting the leisure, functions and v.f.r. markets as well as general business tourism.

· Cross-over links between tourism and inward investment, notably in the high-tech, biotech and environmental technology sectors.

The value of different market sectors

A key determinant of market prioritisation may be value of the segment in terms of the likely spend per head of the visitor.  A relative indication of this is given in Table 1.9, based on dividing the total spending with total nights spent in the UK, and then reducing this to an index, where the highest spending sector, domestic conferences, is taken as 10.

Table 1.9 Index of comparative value of market sectors

	
	Comparative spend per head per night

	Domestic conferences
	10

	Overseas business (including conferences)
	  8.7

	Domestic business – general
	  6.7

	Domestic short breaks (1 to 3 nights)
	  5.3

	Overseas holidays (all types)
	  5.0

	Domestic long holidays (4 + nights)
	  2.6

	Visitors to friends and relatives (overseas or domestic)
	  2.6

	Day trips
	  2.4


Source: UKTS and IPS

This shows:

· The significantly greater value, per night, of conference and business tourism compared with leisure tourism.

· The almost equal value, per night, of short breaks and overseas leisure tourism, both of which are higher spending sectors pre head than longer holidays of stays with friends and relatives.

· The lowest spend per head coming from day visitors, though this is not insignificant on the scale.    

The Olympics 2012 effect

The Olympic and Paralympic Games present a particular opportunity.  Some key points arising from assessment of existing research and reports
 and discussion with stakeholders are as follows:

· Tourism is seen as the greatest beneficiary of the Games, but benefits will occur primarily after 2012 (87% of legacy occurring in 2013–2016).  During 2012 tourism may not increase much if at all, owing to relatively modest incoming visitor volumes (300,000) and displacement and stay-at-home effects.   The main tourism benefits will come from raising the awareness of UK, East of England and sub-region for international and business tourism.

· Without intervention the region could suffer some negative effects, owing to displacement of business during 2012 itself and diversion of resources, such as lottery monies.  However, with intervention, in the form of promotion and investment in improved facilities to maximise on the exposure generated by the Games, a net benefit of £600m to the regional economy is forecast
. Of this £150m may come from increasing business tourism by 3% and £100m from increasing international tourism by 3%. 

· Cambridgeshire is identified as the sub-region within the East of England with the greatest potential to benefit.

· An important additional element of benefit, to which tourism is closely related, is from “inward business investment attracted by business/technology clusters centred around the Cambridge area whose profile could be raised as a result of the Games”. 

· The Games alone will not enable these targets to be met.  The EEDA study points to a need to:

· Increase hotel quantity and quality, especially in the Cambridge area.

· Improve transport and tourism infrastructure.

· Expand conference capacity (Conference tourism was a notable beneficiary in Barcelona).

· Enhance related cultural identify, activity and events – especially on the back of exposure through elements such as the Cultural Olympiad.

· Undertake well timed promotional activity for the region before, during and after the Games.  This should embrace and involve the sub-regions.

· This response will require financial and other resources.  Currently it is unclear where this will come from. Although the ‘go for it’ response in the region is welcomed, this needs to be backed up by the commitment of funds as well as goodwill. 

1.7   Comparison with other destinations

Decisions about possible and appropriate ways of working together for tourism in Greater Cambridge and Peterborough should be informed by an understanding of how the area compares with other parts of England and what has been happening there. 

The most relevant comparison can be made with significant heritage cities and with how they are promoted together with their sub-region. 

Some statistics comparing Cambridge with a selection of other historic towns and cities are presented in Annex 4.  These are largely based on data collected by the 

Destination Performance UK benchmarking network, which includes Cambridge City Council.  They suggest that:

· Cambridge is a significant destination in terms of the amount of visitor expenditure, in the same league as Chester and York and perhaps receiving a slightly higher value from tourism than Oxford.  However, comparisons are dangerous as the methodologies used for making the estimates vary and the data on which they are based are not robust. 

· Cambridge is middle ranking and perhaps relatively under capacity in terms of amount of serviced accommodation, with less hotel accommodation than Chester and Oxford, and fewer guest houses/B&Bs than places like Salisbury and Chichester.

· Hotel occupancy in Cambridge was relatively high in 2005, lower than Oxford, but slightly above Chester.  Occupancies in Cambridge in the last few years have been considerably higher than in York, Stratford and Brighton.

· The Cambridge Visitor Information Centre is middle ranking in terms of throughput compared with the rest of the group, with less visitors than Oxford,  Chester, Stratford and Canterbury, but more than Brighton.  

Annex 4 also contains four brief synopses of the approach adopted by three tourism destinations based around historic cities – Oxford, Bath and Chester – and by neighbouring Suffolk which has established a Partnership linked to its SREP.  The following conclusions can be drawn from them:

· All are examples of destinations that have seen, and are pursuing, increased public-private partnership and strengthened coordination of destination management and promotion.  In this sense, they are no different from other destinations in England, most of which are pursuing this approach.

· The local authorities in all four destinations are positive about tourism and increasingly recognise its economic contribution.  The City of Oxford has moved considerably in this direction in the last two years.     

· The three heritage cities are working with their surrounding area – this is well established in Bath and Chester and is being actively pursued in Oxford.  The DMO Visit Chester and Cheshire provides a particularly relevant example, showing how a combined area can be presented and cross-promoted under a common brand and well organised website with sub-brands. 

· The spending and funding levels in all four areas are greater than in Cambridgeshire, especially in terms of outward marketing, but there are significant variations in the size of budgets.

· The three most active cases, Chester/Cheshire, Bath and Suffolk, see significant public sector revenue support, though levels are quite varied.  Chester/Cheshire has very high levels of RDA support; Bath Tourism has a significant SLA with the local authority, and Suffolk Tourism Partnership has premises, administration and £100k financial support from the Suffolk Development Association. 

· In all cases there is a private sector membership, but this is only making a modest contribution to core funding.  Significant income generation from the private sector has been possible however, and provides a major part of the funding in Bath.

· Activities undertaken in all four areas are quite similar, essentially a combination of marketing and business support/training.  However, they are carried out at different levels of intensity, with a major and comprehensive programme in Chester/Cheshire.

· Levels of staffing vary.  Visit Chester and Cheshire have 28 staff.  Suffolk Tourism Partnership demonstrates well how a full programme of activity and coordination can be carried out by a small team (two full time, one part time and contracted PR support). 

1.8  Summary SWOT analysis

The above consideration of product and markets, the results of the consultation and enterprise survey and the consultants’ comparative assessment have led to the following analysis:

Strengths

· World-wide awareness and reputation of Cambridge, linked to heritage, learning and scientific discovery

· The reality of Cambridge as one of the world’s most attractive small cities

· Kings College Chapel and choir as an iconic attraction

· A strong set of connections with historical and more recent figures in the sciences and the arts

· Cambridge colleges as unique attractions and conference/functions venues

· Established tour guides with a regular programme and ability to cater for specialist groups

· A good range of attractions, some sizeable, including museums and collections.

· Considerable strength in ecclesiastical heritage and buildings: college chapels; Ely and Peterborough cathedrals; Bury St Edmunds abbey; some fine churches.

· The world capital of horseracing on the edge of the sub-region (Newmarket).

· The Fens, as a distinctive landscape with associated heritage (drainage etc.)

· Some attractive rivers and waterscapes, including boating and birdwatching 

· A number of sizeable events, including East of England showground, which are particularly important for tourism businesses

· Multicultural character of Peterborough

· High quality and diversified retail experience, notably in Cambridge and Peterborough

· Some attractive villages, pubs and other aspects of rural life.

· Excellent rail service to Cambridge/Ely and to Huntingdon/Peterborough.

· Major gateway airport on the doorstep.

· Easy accessibility to London.

Weaknesses

· Relatively small accommodation base, of all types and in all locations

· Weak awareness and image of places other than Cambridge, and overshadowing of them by Cambridge

· Concentration of attractions in and around Cambridge – far fewer in the north

· Visitor pressure – perceived and real – in Cambridge

· Lack of coach parking and other infrastructural weaknesses

· High proportions of un-inspected accommodation in certain districts

· Variable quality of accommodation and catering

· Many small attractions with limited engagement and budgets

· Traffic congestion on many roads

· Weak public transport in certain areas

· Some labour supply problems

· Limited capacity for conferences and performance space

· Limited local authority budgets

· Lack of coordination between marketing and visitor/conference handling services

· Easy accessibility from London making it a day trip rather than an overnight destination. 

Opportunities

· Rapidly growing local population creating future market demand

· Potential to share positive image creation with high tech, knowledge-based industry

· Corporate and conference business market opportunities linked to new industries and the Universities

· Proximity to East London providing comparative advantage in benefiting from the Olympics 2012 effect

· Growth trends in business and inbound tourism

· New domestic and international market segments with increasing interest in experiences, culture, educational visits etc.

· Growth in cycling and other outdoor activities as a holiday/break option

· Climate change issues encouraging stronger domestic market demand and response to environmentally friendly offers

· Critical mass of new fens/wetlands landscape projects creating future rural/eco tourism interest  

· Fens Waterways Project could improve accessibility and profile for water-based tourism

· Major new retail and city centre development projects in Cambridge and Peterborough

· Regeneration of Peterborough and desire that this be culturally led

· Developing arts and culture scene in many parts of the sub-region

· Possible opportunity for combined conference and arts venue, maximising on the area’s international status

· Interest by transport operators and gateways in promoting the region

· Support for new joint working across the sub-region leading to higher profile for the area and more effective and efficient promotion, development and management of tourism.

Threats

· Population and visitor pressure diminishing the visitor experience and local quality of life

· Perception of the above causing undifferentiated reduction in support for tourism

· Local authority budget cuts threatening services and quality of visitor experience

· Imbalance and lack of product and market synergy between Cambridge, Peterborough and rest of the area causing tensions and difficulties in joint working

· Increasing visitors causing problems to Cambridge colleges as places for quiet study 

· Unresolved position of University vis a vis visitors to Cambridge preventing positive opportunities from its world leading status being grasped

· Loss of local distinctiveness, notably in retailing and catering

· Unrealistic expectations or lack of response to the Olympic factor

· Climate change affecting patterns of demand and transport growth

· Long term concern about flooding and other climate change effects hindering development

· Disconnection between tourism strategy and planning policies and decisions

· Inability to generate support and resources, from public and private sectors, for joint tourism delivery.

2
STRATEGY

This section identifies the underlying aims for tourism in the area and some key principles of tourism destination management.  It then sets out a strategic approach.  Based on this it provides a vision for tourism over the next five years, projections and indicators of change, and a set of functional objectives to guide the action.

2.1   Aims

1 
To ensure a dynamic and progressive tourism sector, delivering new jobs for the people of Greater Cambridge and Peterborough.


Tourism must be recognised as an important economic driver in the sub-region, as part of a diversified economic base.  The planned rapid population growth will require an expansion of job opportunities in the local area.  A strong increase in service sector employment is seen to be of vital importance in achieving the desired balance between population growth and job growth
.  Associated aims include stimulating new investment in the sector, increasing value added per visitor, and using tourism as a tool in tackling economic inactivity by providing appropriate skills and promotion of employment opportunities. 

2
To contribute to the image and experience of the area as a high quality place in which to live, work and invest.  


Tourism can play an important role in improving the quality of life of local people, by supporting, promoting and celebrating what is special about the area, and stimulating investment in services and facilities of value to them.  It can directly contribute to the arts and conservation of historic, cultural and natural heritage. At the same time it can underpin economic growth and inward investment across all sectors, by contributing to the area’s image, providing high quality business facilities and generally ensuring that the area is seen as an attractive place in which to invest. 

3
To manage tourism development and activity so as to spread benefits across the area and minimise pressure on local people and the environment.


Some parts of the area are already highly visited, other are less so. The way tourism is promoted and managed should seek to spread benefits over space and time.   Priorities given to the types of tourism to encourage, marketing messages, information and other management measures should seek to minimise congestion and other pressures on local communities and environments and pay attention to global environmental impacts.

2.2    Some principles

Two principles, recognised and promoted internationally, are in line with the above aims and the sub-regional and local policy context.  These are:

Sustainable development of tourism

The World Tourism Organization has recently emphasised that all tourism should be more sustainable, and identified sustainable tourism
 as: 

Tourism that takes full account of its current and future economic, social and environmental impacts, addressing the needs of visitors, the industry, the environment and host communities.

This definition embraces the ‘VICE
 model’ for sustainable tourism that has been taken up by local authorities in the UK and promoted though the Destination Management Handbook. 

This principle means that tourism planning should be concerned about issues of economic viability and longevity, impacts on local communities, accessibility and opportunities for all, and the future of the global and local environment.  It moves the tourism agenda way beyond simply bringing in more tourists.

Integrated quality management of destinations

This approach has been articulated by the European Union
.  It has been taken up by a number of destinations throughout Europe.

The fundamental requirement of IQM is that destination management should involve the following three components: 

1) Having mechanisms for everyone to work together to a strategy.  This is about setting up stakeholder partnerships and agreeing on delivery plans.

2) Being concerned about delivering quality at all stages of the visitor experience.  This identifies a chain of experiences – pre-visit images; pre-visit information; making bookings; journey to the destination; welcome; orientation and information while there; the quality of all facilities, infrastructure and amenities; farewell and journey home; and after visit memories and future contact.  

3) Being committed to monitoring and improvement as an ongoing, cyclical process.  This concerns the actual processes of delivering quality: determining customer requirements; setting and inspecting standards; encouraging and assisting with improvements; and maintaining regular feedback from customers (visitors, enterprises and the community).  

2.3   Strategic approach

The policy context and the situation analysis based on consultation enable a set of strategic priorities to be identified.  These shape the strategy and inform future priorities for action.

1   Coordinate tourism development support and marketing services across Greater Cambridge and Peterborough as a whole


The two sub-regions should work together to provide one sub-regional tourism delivery mechanism, supported by the two SREPS.  Our consultation revealed majority support for strengthening coordination and joint marketing across the whole area.  Currently, the individual local authority budgets, especially for outward promotion, are extremely small and private sector contributions are very limited.  There is a need to coordinate resources and strengthen joint commitment in order to make an impact in a competitive market place, and link this effort to other resources seeking to stimulate image building and economic development of the sub-regions.  This approach is also in line with EEDA’s model for tourism delivery in the East of England.  

2   Generate and spread benefit for the whole area through the international and national image and awareness of Cambridge


Cambridge is one of Britain’s most highly recognised cities, both nationally and internationally.  It is arguably the region’s leading brand, certainly in overseas markets. Nowhere else in the area comes near to this level of awareness.  Images, linked to heritage, learning, science and discovery, are positive.  Some of these images are echoed in other parts of the area and none are alien to them.  It makes great sense to lead with, and capitalise on the awareness of Cambridge, developing on the back of this an awareness of other locations, attractions and events in the area and a interest in visiting them.

3  Use ‘Cambridgeshire’ to identify and build brand recognition for the area, while also delivering benefit to, and gaining strength from, places in the surrounding area 


The joint sub-region should be identifiable as a destination, with a single brand name around which images, messages and products can be developed.  It should be a name that is relevant to the whole area, have some existing brand recognition, and be simple and uncluttered.  ‘Cambridgeshire’ fulfils this requirement.  It is immediately associated with the main brand ‘Cambridge’ but can also be more embracing than this.  Shire county names are well established in place branding in the UK.  Use of ‘Cambridgeshire’ does not preclude working with and supporting places outside the actual county, such as Audley End, Bury St Edmunds, Newmarket and Royston, and places in the neighbourhood of Peterborough.  This is also in line with other current strengthening of county-based tourism delivery structures and brands in the East of England and East Midlands – e.g. Suffolk and Lincolnshire.

4   Support and co-ordinate the promotion of sub-brands as appropriate within the area


Although ‘Cambridgeshire’ will provide the overall identity for the area covered by this strategy, this does not preclude the promotion of other locations within it.  Promotion of different sub-brands will be appropriate in different markets.  Cambridge and Peterborough will still clearly retain their own individual identities in tourism terms, and the Cambridgeshire context still enables separate recognition as well of Ely, Huntingdonshire, Saffron Walden and Bury St Edmunds, and the individual market towns.  Some brand identity may be developed around linking themes, such as waterways, rather than just places. 


The Fens remains a relevant brand concept for a large part of the area, defined by a unique landscape and heritage. It should continue to provide a context for product development and certain thematic promotion, notably related to waterways, wetlands, and aspects of natural and historic heritage. It should also continue to provide a basis for possible joint promotion with Lincolnshire around these themes.  However, the advent of a partnership for tourism delivery based around GCP and PREP and a Cambridgeshire identity, means that it no longer makes sense to see the Fens as providing a coordinating concept and delivery structure for tourism as a whole in the area.    

5   Maximise the value to the area per visitor arrival, through selection of target markets and increasing spend per head


Priority should be given to increasing the value added locally from tourism rather than the volume of arrivals.   This should be achieved by prioritising certain markets over others (see 2.5 below) including business and conference tourism.  It also requires a strategy of increasing the level of spending per visit through promoting longer stays and purchasing opportunities.  Local income retained should also be strengthened through promoting sale and use of local products in the supply chain.  

6    Seek to even out demand patterns and fill occupancy gaps


A policy of prioritising value over volume should not preclude an increase in total visits.  Tactical promotion and product development (e.g. events) should seek to meet the needs of different kinds of enterprise for more business at different times and places.  Particular needs include:

· More business for accommodation enterprises in the first few months of the year and in August

· More weekend use of business hotels, especially outside Cambridge

· Spreading more business to northern parts of Cambridgeshire, which is less visited.

Many attractions across the areas have capacity to take more visitors, including some in Cambridge.

7   Support and gain value from the area’s leading position as a centre of learning, discovery and knowledge-based industry


The Economic Strategy for Greater Cambridge has a vision for the area as a ‘world leader in the knowledge-based economy which combined business success with a high quality of life for all’.  The area’s unique heritage and present day performance relating to discovery and knowledge provides opportunities for positive images and product development, relevant to both the business/conference and leisure markets, domestic and overseas.  

 8   Identify and promote themes that build on the area’s special qualities and character, both individual and collective


The area has a number of special qualities and strengths, including, for example, the striking ecclesiastical heritage, a reputation for pioneering and knowledge led industry, the network of waterways, and the home of horseracing.  Some of these are already accessible and others are being further developed.  There is already a lot to build upon.  Where possible, themes should be developed that link across the area as a whole, although attention should also be paid to individual themes, attractions and events that are capable of generating tourism spending. 

9   Gain maximum value from the area’s accessible location and proximity to gateways


The presence of Stansted Airport, excellent rail connections, and trunk road links to London, the north and the east coast ports, provide opportunities for market growth and target promotion.

10   Use the Olympics 2012 as a catalyst for tourism and for more specific tactical marketing and development


The area should be geared up to extract maximum benefit from the Olympic legacy.  This should involve:

· Quality improvement in accommodation, catering and visitor servicing/ handling generally.

· Stepping up media work in overseas markets to raise awareness of the range of experiences on offer in Cambridgeshire during and after the games

· Development and promotion of specific sport and culture venues and events linked to various uses and programmes associated with the games. 

11   Integrate tourism development and marketing with policies to improve local quality of life in the context of population growth


Decisions on priorities for investment and activity should be partly influenced by the extent to which they extend and enhance services and enjoyment for local people as well as visitors.   The rapid population growth in the area provides both a need to extend leisure and arts provision as well as an opportunity to benefit from an expanding local market. 

12   Promote the greening of tourism enterprises and the destination as a whole as a responsibility and an opportunity


National, regional and local political agendas increasingly seek to minimise both local and global environmental impact, with an emphasis on reducing the carbon footprint.  Sustainable tourism principles are advocated. Many, but not all, tourism enterprises in the area have indicated an interest in improving environmental management.  Market awareness of these issues is likely to increase and may provide a future opportunity for market positioning.   

13   Strengthen private sector engagement and networking and support for tourism destination development


Although there are some local sector associations, networking of private sector tourism enterprises and participation in destination planning, development and promotion appears to be more limited in this area than in other parts of the UK.  A priority is to encourage more capital investment in tourism and to secure more private sector engagement in the destination as a whole.  

14   Maintain local authority delivery of key tourism services and investment in the public realm


The survey of tourism enterprises underlined the importance for their businesses of local authority services, notably the Tourist Information Centres and maintenance of public spaces and facilities.  These services are also very well used by local people and strongly enhance the quality of life in the area.   The strategy underlines the importance of maintaining local authority commitment and resources for them. The coordination of tourism delivery across the area should be seen as an opportunity to work together to improve their quality.

15   Maximise opportunities to benefit from the emerging services and activities of the reconstituted East of England Tourism


The new business plan for EET and their developing marketing strategy contains a number of opportunities for cooperative working.  The approach envisaged is one of maximum co-operation, seeking to gain advantage for this sub-region as an active partner as programmes are developed. 

2.4   Vision

The vision is of:

Tourism enterprises, local authorities and others working effectively together to deliver – 

A high quality and sustainable destination for business, conference, cultural and environmental tourism, in keeping with its world leading reputation for excellence.  

In 2012

Cambridgeshire and the surrounding area is seen, and sees itself, as a high quality visitor destination within Europe, centred around one of the world’s leading and most renowned heritage cities.  The cathedral cities, attractive riverside market towns, and unique Fens landscapes, together with a collection of impressive attractions and events, combine to provide a rewarding place to visit, attracting many people for short breaks of two to three nights, or longer. 

Cambridgeshire has become a leading destination for conferences and business tourism delivering significant economic benefit, stimulated by and supporting the area’s reputation as an international centre of learning and pioneering knowledge-led industry. 

All the different suppliers across the area are working together effectively to deliver this experience, pooling knowledge and resources as appropriate.  There is a good understanding of the needs of the tourism sector and its key contribution to the economy and local quality of life.    

The area is well managed for tourism and people are encouraged and enabled to visit and explore in ways that have least adverse impact on the environment and the local community.  Tourism is seen as an activity to be welcomed and promoted in all parts of the area, contributing to a process of celebrating and fostering Cambridgeshire’s special qualities and making them better known and understood by local people and visitors from across the world.  

2.5   Priority markets

The following identification of target markets is based on the position of tourism enterprises and the analysis of market characteristics and trends (Section 1.6), the SWOT analysis, and the aims and strategic approach set out above. 

A)  Market sectors to attract and grow:

1   Domestic business/conference market


Justification: 
· Highest spend per head per night.

· Majority of all current hotel business and seen as critical for the future

· Forecasted growth (dependent on economy)

· Fits area’s image – learning/knowledge economy 


Specific targets:

· Discretionary markets (MICE
) as these can be influenced most readily.

· Corporate conferences associated with local business profile – high tech, environmental etc.

· Academic and institutional/association conferences – suited to image and fit with periods of college capacity. 

2   Overseas business/conference market

Justification: 
· Strong comparative advantage compared with rest of UK - Opportunity to build on Cambridge phenomenon/image; accessibility via Stansted and rail.

· Second highest spend per night (after domestic conferences).

· Potential to deliver wider investment benefits to local industry through high level business/conference visitors.

· Seen as a  significant vehicle for anchoring the Olympic legacy – Barcelona Games proved a major boon to international conferences

· However, bear in mind that current volume and level of interest in this market by enterprises is far lower than domestic business/conferences


Specific targets:

· Cities and business contacts identified as having greatest interest for local companies seeking investment partners
.

· International academic and association/institution/NGO conferences, especially in fields associated with locally based research and innovation.

· Conferences seeking integrated/add-on heritage component.
3   Domestic short breaks

Justification: 
· Seen as significant future importance by all types of tourism enterprise

· Has been a relative growth market and this is likely to continue

· Fits well with the area’s diverse heritage and events offer

· Higher spending than longer stays

· Can be targeted at times of spare capacity 

· However, bear in mind intense competition from other UK destinations.


Specific targets:

· Couples, AB, ‘Dinks’ and early retired, higher educated, knowledge/ experience seekers – ‘Cosmopolitans’ and ‘Discoverers’, but also add other psychographic segments motivated by heritage, shopping etc.

· Family market – but specific segment, with older children (not young family fun market) with interest in discovery. 

· Special interest markets – heritage themes, racing, waterway holidays, cycling, specific event focussed.

· University students, alumni and their families   

4   Overseas short breaks


Justification: 
· High level of international awareness compared with most other UK destinations.

· Accessibility to gateways

· Accessibility to London – and use of the area as a base for London visit

· Relatively high spend per head

· Growth market (depending on balance of payments and world events)

· Relates to Olympics 2012 and legacy


Specific targets:

· US (heritage interest); Northern Europe; emerging markets

· Origin cities with Stansted connections

· Special interest niches – mainly heritage related; cycling

· Higher education niche/connections - alumni from local and also international universities.

B)  Market sectors to influence 

5   Local residents and related (incl. VFR)


Justification: 
· Identified as very important market for all enterprises, now and future.

· Growing local population

· Delivering local social/quality of life benefits from tourism


Specific targets:

· Broad – strengthen awareness of opportunities across the area by all residents

· Disabled and disadvantaged sectors, and ethnic minorities

6   Overseas and domestic groups

Justification: 
· Significant group visits market already in parts of the area, especially Cambridge

· Domestic groups can be important for low-season and weekend occupancy of business hotels

· Some predicted future growth

· However, bear in mind pressure on resources and community – so strategy of spreading, management and increasing spending/benefit retained


Specific targets:

· Higher spend, special interest groups travelling in periods if greater capacity
· Existing group/trade contacts - seek to influence behaviour, spend and length of stay of existing 

7   Domestic and overseas (within UK) day visits

Justification: 
· Significant existing market, very important for attractions and retail

· However, bear in mind seasonal peaking and pressure in certain places, notably Cambridge, so  strategy of spreading, management and increasing spending/benefit retained


Specific targets:

· Specific sectors/niches for specific purposes – events, etc.

· Rail users

· Segments of specific relevance to locations and attractions out of Cambridge.

2.6   Anticipated change and monitoring

Table 2.1 shows some growth and change projections through to 2012 against which the tourism in the area could be assessed. 

It is very important to note that these measures are for Cambridgeshire, including Peterborough, as a whole.

Table 2.1  Measures of change

	
	2005
	2006
	7
	8
	9
	10
	11
	2012
	Annual % increase

	
	
	
	
	
	
	
	
	
	

	Trips: (thousands)
	
	
	
	
	
	
	
	
	

	Domestic business
	770
	
	
	
	
	
	
	980
	3.5

	Domestic holiday
	1,412
	
	
	
	
	
	
	1737
	3

	Domestic VFR
	606
	
	
	
	
	
	
	745
	3

	Overseas business 
	170
	
	
	
	
	
	
	239
	5

	Overseas holiday
	147
	
	
	
	
	
	
	200
	4.5

	Overseas VFR
	187
	
	
	
	
	
	
	230
	3

	Overseas other
	69
	
	
	
	
	
	
	85
	3

	Day visits (days)
	19,000
	
	
	
	
	
	
	23368
	3

	
	
	
	
	
	
	
	
	
	 

	Nights: (thousands)
	
	
	
	
	
	
	
	
	 

	Domestic business
	3,274
	
	
	
	
	
	
	4308
	4

	Domestic holiday
	3,694
	
	
	
	
	
	
	4861
	4

	Domestic VFR
	2,461
	
	
	
	
	
	
	3131
	3.5

	Overseas 
	5,087
	
	
	
	
	
	
	7158
	5

	
	
	
	
	
	
	
	
	
	 

	Spending (£m):
	
	
	
	
	
	
	
	
	 

	Domestic business
	£134m
	
	
	
	
	
	
	£189m
	5

	Domestic holiday
	£261m
	
	
	
	
	
	
	£355m
	4.5

	Domestic VFR
	£43m
	
	
	
	
	
	
	£57m
	4

	Overseas
	£216m
	
	
	
	
	
	
	£314m
	5.5

	Day visits
	£500m
	
	
	
	
	
	
	£658m
	4

	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	

	Average hotel room occupancy – sub-region
	
	62%
	
	
	
	
	
	68%
	

	Average hotel room occupancy – Cambridge
	
	72%
	
	
	
	
	
	74%
	

	January hotel occupancy as % Sept occupancy
	
	69%
	
	
	
	
	
	75%
	

	Number of hotel bedrooms 
	
	3,945
	
	
	
	
	
	4,350
	

	Number of guest house/B&B bedrooms 
	
	1,293
	
	
	
	
	
	1,375
	

	% accommodation quality inspected
	
	60%
	
	
	
	
	
	80%
	

	
	
	
	
	
	
	
	
	
	

	Visits to a basket of 10 attractions
	
	1m
	
	
	
	
	
	1.2m
	

	
	
	
	
	
	
	
	
	
	

	Jobs supported (Cambridge model)
	2004:

20,000 ftje
	
	
	
	
	
	
	New measure
	


The volumetric growth in trips, nights and spending are based on current growth patterns but also reflect strategic aspirations of this strategy.  In the latter sense, a stronger growth in nights compared with trips (i.e. increased length of stay) and in spending compared with nights (i.e. increase spend per head) has been used.  

The measurements of volume and value shown in the table have been taken from the disaggregated figures for Cambridgeshire (including Peterborough) from the 2005 UKTS and IPS, supplied by East of England Tourism.  Data collected in this way should be available in subsequent years.  However, the assessment of the validity of these data and action for improved data assembly and modelling will be the subject of an early action proposed in this strategy and action plan (see action 8a in the next chapter). Subject to this, the basis for the results recorded may be changed, but it is important subsequently to maintain a consistent set of data on this basis to enable trends to be identified.  

Figures on accommodation occupancy can be based on the regional occupancy survey, which should be maintained with strengthened participation.  Accommodation stock and participation in the accommodation quality schemes is information collected by local authorities. Many visitor attractions currently supply information on attendance levels, collected by EET: the suggested basket of 10 attractions should be selected from a spread of types and location of attraction across the area.

Additional indicators of performance and monitoring of them should also be used.  In the main, these can be based on results from regular surveys of visitors, enterprises and the local community as proposed under action 8c in the next chapter.  Examples of these indicators, relating to strategic priorities, include:

· Visitor satisfaction (from visitor survey)

· Employment – full and part time (from enterprise survey)

· % enterprises with environmental management certification (from enterprise survey)

· % arrivals by public transport (from visitor survey)

An important indicator of success is the number of tourism enterprises participating as members of the proposed new Tourism Partnership.

2.7    Functional objectives

The following functional objectives have been established, based on the aims and strategic priorities.  They are used to create a framework for the actions that follow.  The relationship between these objectives and the individual strategic priorities is shown in the next chapter.

1   PARTNERSHIP


To establish a partnership structure for coordinating delivery of tourism across Greater Cambridge and Peterborough

2   DESTINATION BRANDING AND PROMOTION

To develop a brand identity for Cambridgeshire and a series of marketing campaigns aimed at higher value segments

3   INFORMATION AND COMMUNICATION


To extend visitor, resident and business awareness of all that the area has to offer and encourage spreading of visits in space and time

4   THEMES, ATTRACTIONS AND EVENTS


To strengthen and diversify the appeal of the area to target markets and encourage longer stays and increased spending, bringing out the area’s unique and special qualities

5   ACCOMMODATION, CATERING AND VENUES


To establish a range of diverse and high quality accommodation and catering enterprises and conference/event venues across the region in line with existing and potential market demand

6  ENTERPRISE SUPPORT AND TRAINING


To provide efficient and accessible support for tourism enterprises, well shaped to their needs, and encourage more local people to seek jobs in tourism equipped with the necessary skills to deliver a quality service 

7   VISITOR AND PLACE MANAGEMENT


To improve the attractiveness and appeal of Cambridgeshire’s cities, towns and rural areas for residents and visitors, and encourage and enable exploring and discovery in ways which have least impact on environments and local people

8  RESEARCH


To establish a comprehensive set of information about tourism impacts, to enable change to be monitored and guided

3
ACTION

This section identifies the action to be taken under each of the functional objectives.  The action plan should reflect the overall strategic approach set out in the previous section, but attention is drawn to those individual strategic priorities (SPs) most relevant to the specific actions.  

Lead responsibilities, indicative costing, possible funding sources and level of priority are not given in the text but may be found in a summary table of actions in the next section. 

1   PARTNERSHIP


To establish a partnership structure for coordinating delivery of tourism across Greater Cambridge and Peterborough

Early action is required to establish a structure for the coordination of tourism delivery that is efficient and cost effective.  This should reflect the widespread support for more coordination (SP 1) and the identified need to strengthen private sector engagement (SP 13) while also maintaining local authority support and commitment (SP 14). 

The SREPs provide an ideal vehicle for this, enabling a partnership to be formed without the requirement of establishing a separately constituted body.  It would be appropriate for the GCP to take the lead role as it covers the majority of the area, but with agreement and active support from the PREP. 

Sub-regional partnerships of this kind are part of the framework for tourism delivery established by EEDA.  At a regional level, the EET has a role of supporting these partnerships and there should be close integration with their work. 

The principle behind the partnership is that it should be kept simple, with cost- effective organisational structures, staffing and administration sufficient to deliver the outputs.  It should be allowed to grow organically over time as it proves its effectiveness.  It should build on the existing coordination already happening, for example through the Cambridgeshire Tourism Officers Group. 

The Suffolk Tourism Partnership, established under the Suffolk Development Agency, provides an appropriate model.

A working title could be The Greater Cambridge and Peterborough Tourism Partnership (GC&PTP) but a more promotional name should be agreed by the partners.

The Mission should be:

“To deliver economic and cultural benefits from tourism to Greater Cambridge and Peterborough while safeguarding and enhancing the environment and quality of life of local people”

The partnership will be made up of a balance of public and private sector interests.  It is envisaged that all local authorities in Cambridgeshire and Peterborough will be full members, contributing financially.  Authorities outside Cambridgeshire, notably those in the GCP area, would also be invited to participate and contribute.  A private sector membership scheme will be introduced.  The desirability and practicality of joint membership arrangements with East of England Tourism should be investigated. 

The partnership will incur central expenses and operational costs arising from its activities.  It will be supported by income and contributions in kind (including premises and human resources) from:

· The SREPs

· Local authorities, based on an agreed formula of core support

· Private sector membership subscriptions (in due course)

· Commercial participation in programmes and actions

· Grant aid and sponsorship to support programmes and actions.

►1a Establish agreement on partnership

The two SREPs should instigate a series of meetings between the local authorities and private sector representatives, leading to an agreement about the purpose, shape, scope and make up of the partnership.  Specific action should include:

· Preparing an outline business plan for discussion, based on this strategy and action plan.

· Seeking commitment to initial support funding and a timetable for moving forward. 

· Establishing a Memorandum of Understanding between the GCP and the PREP.

· Agreeing on possible Service Level Agreements between the Partnership and local authorities for certain actions to be undertaken.

►1b Set up Board and executive

The Partnership will be overseen by a Board of up to 11 people, with responsibility to provide general direction, approve the programme of action, and secure political and financial support. It should meet two or three times a year. It is suggested that this includes representatives from:

· The two SREPs

· Cambridgeshire County Council, Cambridge City Council and Peterborough City Councils 

· An additional District Council also representing other District councils 

· Private sector tourism interests (either appointed or elected from the membership)

· Cambridge University

· East of England Tourism

· EEDA.

A technical group or Executive Committee, with responsibility for agreeing and overseeing the implementation of action, should meet regularly.  This could be based on the existing Cambridgeshire Tourism Officers Group, with input from private sector interests. It would play a central role in advising the Partnership staff (see below) and in establishing and sharing responsibilities for certain action amongst its members and others.

Topic working groups and ‘task and finish’ groups should also be established.  Private sector input and other stakeholder engagement should be particularly sought on these groups. 

►1c Establish staff and operational capacity

Actions determined by the Partnership will be carried out in a number of ways:

· By Partnership staff

· On behalf of the Partnership by staff of member organisations, either seconded or allocated a task

· By appointed contractors and service providers

· By individual organisations acting in a coordinated way.

All of these will require central Partnership staff to provide coordination and the first will require staff to take action. 

Initially, it is envisaged that a single Partnership Officer is appointed, with a strong track record in tourism destination management and marketing, supported by an administrative assistant.  This appointment should be on a minimum three year contract, in order to attract the right calibre of applicant. 

This level of staffing will not be sufficient to carry out all the actions identified in this plan.  The gap should be filled by secondment or allocation of tasks as indicated above.  Additional staff may be appointed as the work of the Partnership develops in due course.

The Partnership will need an office base and the usual services, together with a budget for expenses.

An early task for the Officer (or interim appointment) will be to firm up the business plan. 

► 1d Implement communication plan

The coordination structure and process must also extend beyond the internal Partnership governance and workings.  A communication plan should be established and implemented, to include:

· Launch of the Partnership, with attendant publicity.

· An annual Tourism Forum, as an open event for all tourism stakeholders in the area.

· A web-based newsletter and direct e-mail promotion to a stakeholder database.

· Networking and capacity building events for members.

· An intranet facility enabling business to business contact.

Some of these actions link in to those under Objectives 2 and 6. 

2   DESTINATION BRANDING AND PROMOTION

To develop a brand identity for Cambridgeshire and a series of marketing campaigns aimed at higher value segments

Destination awareness raising and marketing activity is given top priority in terms of future requirements of tourism enterprises in the area.  Action must reflect the balanced approach outlined in this strategy, including spreading benefit across the area using the Cambridgeshire brand (SP 2 and 3), promoting sub-brands (SP 4), maximising value per visitor arrival (SP 5) and evening out patterns of demand (SP 6).  Strategic priorities which have a tactical relevance include gaining value from proximity to gateways (SP 9), maximising the impact of Olympics 2012 (SP 10), and addressing the environmental agenda (SP 12). 

The actions identified below concentrate on joint activity to be coordinated by the Partnership (GC&PTP).  Individual local authorities will still pay a role separately in tourism marketing, notably for their own sub-brands, but a key opportunity made available by the partnership approach is to enable small budgets to be pooled to achieve greater impact.  Ensuring the sub-region links with, and benefits from, the relevant promotional campaigns of EET (SP 15) is also part of the process of achieving impact through economies of scale.

In developing the action, particular note should be taken of the target markets identified in the previous section (2.xx).

► 2a Develop the Cambridgeshire brand 

A highly creative brand identity should be developed for Cambridgeshire that can be used in focussing and coordinating all the marketing activity for the area and which can be reinforced by relevant product development.  It should reflect the area’s core values and be relevant to the target markets. It should use the iconic status of Cambridge but also be relevant to the area as a whole – linking the two.  It should be made manifest through graphic design, images, messages and concepts.

The branding exercise for Cambridgeshire should also embrace the maintenance and reinforcement of sub-brands, for example for Peterborough.  Sub-brands should be able to slot into the umbrella destination brand. This has been identified as a strategic priority, as mentioned above, and should re reinforced by this action.

This will require the commissioning of creative work from a place branding company.  The brief may include:

· Further research into current perceptions, such as through focus groups

· Assessment of core values

· Design treatments

· Recommendations on how the brand may also be used as a tool in wider place marketing, especially for inward investment 

· Guidance on roll out and brand management, including materials to assist with this.

Consultation and analysis for this strategy suggests that one line to pursue centres around ‘discovery and inspiration’ in the sense of:

World leading – scientific discovery and understanding – cutting edge technology/ industry – knowledge – mind expanding – open spaces – discovering little known places …..

►2b Create and maintain an effective Cambridgeshire website

Having an effective website is critical to successful destination promotion
.  A good quality site for Cambridgeshire should provide the main vehicle for presenting the brand and putting across the messages and thematic material tailored to the needs of the strategy.  The local websites for Cambridge, Peterborough and the other districts provide quite extensive local images and information but do not present the area as a single destination with clear messages that encourage exploring.  

A start has been made with the VisitCambridgeshire.org site.  This could be built upon.  

Two alternative approaches should be considered: 

· A portal site, with promotional images but with the content largely delivered through links to other sites.

· A fully developed site, actively promoting offers and backed by comprehensive information, increasingly supported by online booking, linked to a common DMS (see 3a below).

It would be possible to graduate from the first to the second.

The second kind of site will be necessary if the Partnership is serious about destination marketing for the area and maintaining control over promotional messages and content linked to the brand and strategy.  However this will require significant human and financial resources to develop the site and keep the contents up to date.   Over time, this website could become the single destination site for the area, with local destination/sub-brand sites being transposed into sections of the one site with a common design.  

The Cambridgeshire visitor website should be linked to web-pages promoting inward investment to the area, thereby supporting this activity through positive images and information relevant to quality of life.

►2c Maintain a programme of generic promotion and media work

Some generic action is proposed to increase awareness of the Cambridgeshire destination and drive people to the website.  However, promotional effort will mainly centre around strategic marketing to selected markets as indicated under 2d to 2f below. 

Generic action includes:

· Establishing/developing links on partner websites, notably EET, Enjoy England, Visit Britain – including some purchase of increased presence as appropriate.

· E-marketing tactics to increase exposure of the website in search engines, including pay-per-click.

· Appointment of a PR professional/agency under contract, to generate coverage in general and travel media. 

The objective of the above will be partly to create exposure for products and action at a local level, supporting the work of the private sector and local authorities. 

It is envisaged that local authorities will continue to produce destination print.  A combined Cambridgeshire guide should be considered, but this may be given low priority in the face of steady transition to web-based information and booking. 

►2d Establish a short breaks campaign

Domestic marketing should focus on a short breaks campaign, aimed at 2 to 4 night breaks from the target markets.  This will be key to the objective of increasing length of stay and encouraging exploration and spreading of tourism spend to different parts of the area. 

Four types of break are envisaged, reflecting the strategic priorities and the actions identified elsewhere in this plan:

· General breaks based around accommodation offers, geared to low occupancy periods, but otherwise unpackaged, recognising that the majority of short break takers wish to be flexible.

· Themed and activity breaks. These will pick up on the themes identified under Objective 4. Break offers may vary from loose themeing based around accommodation and information, to more specific programmes. 
· Event based breaks. These will primarily link accommodation to event admission/ticketing. Some may include elements of privileged access or extended packaging.  Some will relate to the themes above, others to any kind of generative event. 
· Rail and cycling breaks. Offers based round environmentally friendly access and exploring, using product developed under Objective 7.
Promotional activity should include the following:

· Working with the private sector to stimulate and develop offers and packages.

· Establishing a high profile breaks section on the Cambridgeshire website (and sub-regional sites as appropriate).

· Creative media work, using PR capacity as established under 2c.

· Targeted direct marketing to special interest databases.

· Limited tactical advertising campaign, including relevant lifestyle and special interest media.

· Pursuing opportunities to promote to university/college alumni and students’ families.

· Integrating with specific event promotional activity.

· Encouraging private sector (e.g. hotels and consortia) to include breaks/packages in their own promotions.

· Work with private sector partners/sponsors, e.g. rail companies.

· Maximising exposure in EET campaigns on relevant themes (waterways, culture/heritage, food, countryside, sport/activities).

The above will primarily be aimed at individuals.  However, action may also be extended to the groups market, seeking to stimulate overnight stays, through direct contact with identified, appropriate trade and group buyers. 

►2e Strengthen conference marketing

The conference market (including meetings, receptions, exhibitions etc.) is identified as a key target, owing to its high spend and general affinity with the area’s strengths.  Conferences also bring exposure and international linkages for local industry, including the high-tech cluster. They should therefore be given a high priority.

Two regional studies for EEDA underline the potential of the conference market for the region and for Cambridgeshire in particular
.

The area already contains conference desks for Cambridge and Peterborough, established by the two city councils.  The Cambridge colleges also have a joint conference venue-finding service (Conference Cambridge).   Although some promotion is undertaken, the current activity appears to be primarily reactive and budgets for external marketing are limited.  

The approach should be to build on and strengthen what is already happening, through:

· Meetings between the Cambridge and Peterborough Desks and Conference Cambridge to identify opportunities for reducing duplication and increasing impact by working more closely together.

· Developing a marketing outreach programme based around the new Cambridgeshire brand (maybe on the discovery theme).

· Strengthening programmes and packages to add value to the market and gain increased benefit from it. This should include developing social programmes and add-on offers, involving product across the area.

A future aspiration is the establishment of a single, area wide Cambridgeshire Conference Bureau. 

Elements of enhanced marketing include:

· Work with suppliers to identify more precisely where and when there is most spare capacity to fill.

· Further market research to strengthen targeting of conference types and sources suited to these venues and periods.

· Strengthening direct communication to the above, using purchased databases (BACD, etc.).

· Developing an ambassadors scheme – local people (corporate, associations, academic) able to influence the choice of location of upcoming conferences.

· Carefully targeted advertising in main conference directories.

· Link to the new EET Conference/business promotion.

· Work to strengthen awareness of Cambridgeshire as a destination for international conferences, to maximise on the Olympics catalyst, in conjunction with local businesses, universities, EEDA and VisitBritain. 

►2f Re-focus overseas marketing

Current overseas marketing is quite limited and has tended to follow the regional lead through participation with other areas in the East of England PROMPT scheme.  It is important to maintain close engagement with EET on overseas marketing, avoiding duplication and gaining economies of scale.  However, a more considered and focussed overseas marketing campaign should be established, aimed as securing more high spend staying (as distinct from day) visitors, building on Cambridge’s image and seeking to spread benefits from this.  This should have two parts: one more generic; the other more specifically targeted. 

First, exposure of Cambridgeshire should be strengthened in the context of regional and UK marketing, including playing a full part in tactical campaigns to raise the profile of the area in the run up to the Olympics and afterwards.  This should involve:

· Assessing the new proposals being worked up by EET for partnering new campaigns in Northern Europe, and if appropriate selecting from their menu.

· Working with Visit Britain to identify one or two specific marketing vehicles in long haul markets (North America and emerging markets) suited to the special position and profile of Cambridge.

· Stimulating and servicing overseas media coverage, with angles suited to this strategy, in the context of the Olympics. 

Secondly, three targeted tactical approaches should be pursued:

· Targeted promotion to international alumni (both of Cambridgeshire’s universities/colleges and selected overseas universities’ alumni societies).

· Support for current work by GCP/SJIC in targeting international business visitors of greatest potential value to the area, and providing them with a high quality experience.

· Work with Stansted airport, EET and EEDA, and with relevant carriers on promoting Cambridgeshire breaks in one or two selected towns/cities with direct scheduled services. Locations chosen should have affluent population, and also relevant business links to the area. Particular opportunities may lie in Germany (working especially with Air Berlin).  Consideration should also be given to new affluent sectors in emerging markets, e.g. some Eastern European capitals.  Action should include media work and in-city promotions. 

3   INFORMATION AND COMMUNICATION


To extend visitor, resident and business awareness of all that the area has to offer and encourage spreading of visits in space and time

The actions associated with this objective are central to the strategic priorities of spreading tourism activity and benefits across the area (SP2) and increasing spend per head (SP5).  The principle of maintaining local authority engagement in delivering tourism services, such as information centres (SP 14) is also particularly relevant to this objective.

Although the actions identified below are primarily focussed on information delivery for incoming visitors, it should be appreciated that this activity will also be of significant benefit to local people, providing them with greater knowledge of what the area has to offer, and also through them influencing the very sizeable market of visiting friends and relatives (SP11).

►3a Establish a coordinated product database linked to a Destination Management System

All the local authorities are involved in collecting data on tourism resources and events, but the extent and quality of this coverage and the nature of information collected varies.  Coming together as a partnership for the sub-region provides the opportunity to coordinate this, provide consistent material for the Cambridgeshire website and jointly establish and fund a single destination management system for the area which will drive a uniform bed-booking system and potentially other services.

The EET intends to establish a DMS for the whole region that will interface with the national EnglandNet system, and wishes to engage the six counties of the region to participate in this.  It makes sense for any new DMS in Cambridgeshire to be established as part of this initiative, seeking benefits of economies of scale and external expertise. 

Action will include:

· Comprehensive review of existing data provision, including local DMSs.

· Seeking agreement between the local stakeholders on the need and requirements of a new system.

· Assessing DMS options as developed and presented by EET, against alternatives.

· Strengthening data gathering processes and refreshing and maintaining databases.

· Promoting engagement with data provision and e-tourism activity amongst local enterprises.

►3b Maintain and strengthen TICs and associated information network across the area

Tourism enterprises in the area have indicated that Tourist Information Centres are the most important public service in support of their business.  Their role in distribution and dispersal is critical to this strategy, notably that of the Cambridge TIC with its 338,000 visitors (2006 footfall).

Responsibility for the TICs will remain with the local authorities.  A number are currently reviewing their provision.   The sub-regional function is limited here, but the following approach may be taken:

· Encourage the maintenance of the service

· Encourage participation in the new VisitBritain information strategy, including standards and registration of information centres.

· Increase mutual support and networking between the TICs in the area, including regular managers meetings.

· Strengthen Cambridgeshire branding within TICs and strong coordinated visual displays of places to visit and things to do across the area.

· Provide joint staff training and product familiarisation activity. 

In due course a new DMS for Cambridgeshire could provide the basis for the establishment of i.t. based information systems for unmanned locations, with local authorities working on this together. 
 
►3c  Establish a campaign to improve local knowledge

A strong message from the stakeholder workshop held during the preparation of this strategy was the need to ensure that everyone involved in tourism was more aware of what the area has to offer and current and upcoming events. 

This could be tackled by a coordinated, branded campaign with a number of elements led by the TICs in conjunction with the Partnership:

· Centralised webpages on what’s on (focussing on main events) as a major feature of the Cambridgeshire site, partly as visitor information but also as a source that all tourism providers are encouraged to look at regularly.

· A monthly tourism trade newsletter for the whole area, with a regular feature on upcoming events to promote (see under 1d).

· A branded series of knowledge building events for TIC staff and accommodation operators (including hotel receptionists), including:

· Educational events

· Presentations by groups of attractions

· Familiarisation visit programme

· Individual incentives by attractions, tour providers etc. for tourism staff to try the product.

►3d  Maintain effective information displays in visitor venues

Literature distribution to hotels, attractions and other outlets, and displays within them, remains a key element of visitor information dissemination and should be maintained.  Staff should be encouraged to familiarise themselves with what is there and maintain and promote the displays. 

Although information displays in accommodation establishments appear to be reasonable, opportunities for information delivery and cross-marketing at major events could be strengthened.  For example, there is an opportunity to strengthen information and promotion of Peterborough, and the rest of the area, to visitors to the East of England showground. 

►3e  Prepare area map/miniguide and distribute

The strategy of strengthening awareness of the whole area and spreading tourism spending will be greatly assisted through the production of a single leaflet, map based, which clearly puts across the range of attractions.  This should be produced in large quantities primarily for local distribution, but it could also be used by hotels and others to send to guests prior to arrival. 

A map leaflet of this kind is currently being prepared by the Cambridgeshire TOG.  Its use should be monitored and quality improved over time based on feedback.

4   THEMES, ATTRACTIONS AND EVENTS


To strengthen and diversify the appeal of the area to target markets and encourage longer stays and increased spending, bringing out the area’s unique and special qualities

This objective is about the development of products based around those themes that have emerged from the consultation and analysis as being most distinctive for Cambridgeshire and the surrounding area and most able to generate increased visitor spending.  It relates particularly to the strategic priorities on brand building (SP3), sub-brands (SP4), exploiting the area’s worldwide reputation for knowledge, learning and discovery (SP 7) and promoting other individual and collective themes (SP8).  Product development will also be important for local people, in terms of general quality of life but also delivering education benefits (SP11) and help the area benefit from the Olympic legacy (SP 10). 

Product development may partly involve capital investment and physical development, but it can also mean a process of making the theme accessible to visitors through events, information and packages.  In all cases this is about creating experiences that can be picked up in the marketing programme outlined under Objective 2. 

► 4a Excite people about discovery and learning

Learning and discovery, notably in science but also in other fields, is what puts this destination on the world map. Visitors should, and do, come here curious; they should go away inspired.  Cambridgeshire has a huge story to tell – starting, obviously, in Cambridge University and city, but spreading outwards in space and time to something affecting the whole area.  The story can already be uncovered through a range of sites and events, but somehow many are quite inward looking.  They should be presented in ways which are more celebratory and accessible, encouraging people to want to stay here for longer to gain the full benefit. 

This theme is particularly relevant in putting Cambridgeshire on the map for the next generation and it is important that young people are given a quality experience. 

Four areas of action are proposed.

i. Expand the interpretative tour programmes   

Tour programmes linking the discovery and learning theme across the whole area should be developed. The Cambridge tour guides already play a significant role in putting across the story of the University and discovery.  Their programme should be actively promoted and expanded to meet demand, including more active promotion and packaging with accommodation.    See under Objective 7.  

ii.  Make more of the existing museums

The existing University and other learning related museums/attractions are a major existing resource.  The Fitzwilliam Museum and Botanic Garden are major generative attractions and have spare capacity. The latter has plans for a new visitor centre. The small embedded University museums receive far fewer numbers but combine to fill in the story.  Some museums and attractions in the surrounding area have linked themes.  Action should include:

· Actively promoting the museums as a group offering a combined experience.

· Stronger networking and cross-selling between the museums.

· Supporting development and improvement programmes at the individual museums. 

· Improving knowledge/links between the museums and hotels, which is currently very limited. 

This can build on the work of Cambridge University Museum Development Officer and the regional hubs project funded by DCMS. 

iii. Develop and package science/learning events

Opportunities here include:

· Making more of existing events.  The University Science Festival is very creative and popular and could be a flagship event for Cambridge.  Currently it is not actively packaged and promoted to staying visitors (though its primary objective is as an event for the local community).  A new Arts, Humanities and Social Sciences Festival is planned for 2008.  

· Developing and working with upcoming planned events and anniversaries.  Particular opportunities include the Cambridge University 800th anniversary in 2008/9 and the Darwin centenary in 2009.

Action should include:

· Developing close links between the event organisers and the tourism sector to stimulate joint promotion, packaging etc.

· Considering how these events could be expanded, including geographically within the area, perhaps through linkages.

· Providing additional assistance for development and promotion.

iv. Pull together thinking on a new Cambridge/Science attraction   

The concept of a stand alone visitor attraction for Cambridge, either based on science and discovery (and perhaps majoring on the DNA story) or more widely as a attraction interpreting the University as a whole, has been around for some time. Previous assessments have concluded that such an attraction would be hard to make work commercially, especially with respect to revenue funding. However, there is still interest in the concept and it does make some strategic sense. Action should involve:

· Revisiting the concept and critically assessing past studies and current thinking.

· In the light of the above, possibly undertaking a new in depth feasibility assessment.

► 4b Join up the ecclesiastical heritage

Kings College Chapel, Ely and Peterborough Cathedrals and Bury Abbey are inspirational religious buildings with complementary strengths.  They could do more to promote themselves together and have expressed some interest in this. There could also be links with other churches and chapels in the area.

Initially, the main players need to be brought together.  Possible action to pursue includes:

· Joint promotion – feature on websites, print, media work

· Cross promotion between each location

· Joint offers and ticketing

· Establishing a common event series – this might include music events

· Joint investment in more ambitious interpretation, e.g. son et lumiere.

· Joint approach to specialist groups.

► 4c Develop a focus of interest around the waterways

Waterways are a significant linking theme.  The cities and market towns almost all have water frontages that create their sense of place and the waterways create rural distinctiveness. The approach should be to foster and promote this resource as a backdrop and to promote active recreation, while maintaining sound environmental management. 

Three types of action are envisaged:

i. Support development of the system, including infrastructure and access.

This tourism strategy should lend support to the sizeable waterway development and maintenance programmes led by the Environment Agency, including the Great Ouse Waterway Plan, The River Nene Waterway Plan and the Fens Waterways Link project.   Each has a significant tourism component.  A priority in some areas is to improve the availability and quality of moorings.  Joint initiatives and actions at a local level should include participation by tourism interests, for example in the Ouse group. 

ii. Encourage good quality water-based enterprises

Boating and other enterprises are quite limited in the area.  Carefully staged further expansion is envisaged by the EA.  This may include overnight hire boats, boat excursions and day boats.  There is a need to improve the quality of some of the existing marina sites and ensure that any new development is to the highest standards. 

iii. Raise the profile of the waterways 

The Cambridgeshire waterways are still relatively unknown. Action should include:

· Building on the profile achieved by the IWA Festival in Huntingdon in 2007, including future coordination and joint promotion of smaller ongoing festivals, such as Ely Aquafest.

· Establishing a waterways feature on the Cambridgeshire website, and developing links to other websites and promotions, including the new EET waterways campaign.  This could include actively promoting a ‘day on the river’ as a way of extending a Cambridgeshire break and spelling out how this can be done.

· Maintaining the Fens waterways guide, or equivalent publication.

► 4d Bring the Fens to life  

The Fens is a unique landscape with a distinctive heritage.  While it is not proposed that ‘the Fens’ is maintained as the basis for overall place branding and coordinated tourism delivery for the area, it should be retained as a strong theme or sub-brand.  Tourism products which strengthen access to its special qualities, and which help to conserve them, should be developed.  

Three areas of action are proposed:

i. Support the Fens wetland restoration projects.

The Great Fen Project, Wicken Vision, the RSPB projects and others add together to create a really exciting prospect for rural and eco tourism in Cambridgeshire in the long term, while also providing shorter term potential to interpret them as they move forward.  They are strongly supported in this strategy from a tourism perspective.

ii. Develop a coordinated access and interpretation plan for the (southern) Fens, and support its implementation.  

Each of the above projects has proposals for visitor access and interpretation at different levels of development.  Some are proposing sizeable visitor centres.  There is a need to coordinate their approach to ensure maximum tourism impact and avoid duplication, while meeting the interests of all the agencies involved.  At the same time, there is a range of other sites that interpret Fens heritage, including a number of small museums and heritage properties. The plan should look at how these do, and could, interlink in telling the Fens story and at related visitor access issues, with an objective of strengthening visitor appeal.  Implementation of recommendations arising from this should be supported.  

iii. Support a sustainable rural tourism development programme for the Fens.

There is considerable interest in the Fens area in an approach of fostering small scale enterprises and other initiatives that link tourism to communities and the environment. This may include local events, markets, farm based accommodation, circular walks etc. Fens Tourism Ltd. has supported this approach, for example through the peripatetic Fens Food and Flower Festival, and it is advocated in the proposals for the Fens Rural Pathfinder project (Defra).  Such a programme would require a dedicated project officer to stimulate and provide support for initiatives and link them into mainstream tourism support and marketing, backed by external funding.    

► 4e Extract more benefit from the horse racing market

The high profile of racing at Newmarket and the opportunity through this to attract a reasonably well defined and affluent market for a short break justifies giving some priority to this theme.  The presence of Huntingdon racecourse in the area, which is in the some ownership as Newmarket (Jockey Club Racecourses), offers jumps rather than flat racing and is a contrasting, intimate course, adds a wider dimension.  

Newmarket already offers a range of packages for visitors, through Newmarket Experience, which is supported by the local authority.  This includes opportunities beyond simply attending races, such as visiting the gallops and stud farms, including the National Stud.  However, both Newmarket and Huntingdon Racecourses are keen to do more with hotels in Cambridgeshire. 

Action should include working with the racecourses to:

· Develop a set of offers and packages, building on the existing Newmarket experience, and seek participation from the hotels.  

· Step up the promotion of these, through general media work, selected advertising in specialist media, and contact with racing clubs.

► 4f Build on the profile of Duxford and military connections

The Imperial War Museum in Duxford is the largest single attraction in the area, receiving nearly half a million visitors per year.  As a unique, national museum with a wide market appeal it is a potent asset able to generate tourism visits in its own right. Following a recent expansion with the opening of the ‘Air Space’ exhibition the museum is concentrating on marketing. 

Action should include encouraging further linkages between the museum and the destination as a whole, including:

· Strengthening public transport access to and from the museum.

· Further development of links with accommodation establishments.

· Promoting links between the museum and other locations with military associations in the area, such as the American Cemetery in Cambridge, military heritage sites such as former airfields, and the present day air bases.  

· Promotion to markets with former of current military connections, including personnel at the bases and their friends and relatives. 

► 4g Create and promote a coordinated arts offer 

So far there has been little attempt to use the arts as a draw for tourism in the area.  However the consultation revealed considerable interest in this.  The Norfolk Arts Tourism project was seen as a helpful example.  The arts product in Cambridge is very strong, including music and visual arts, and Peterborough has a lively arts scene.  In the rest of the area it is quite weak but there are developing strengths in some places, such as galleries in Ely, Linton and Saffron Walden. 

Action should include:

· Strengthening links between local authority officers responsible for the arts and for tourism.

· Undertaking an audit of the arts product in terms of its potential appeal and accessibility to visitors.

· Forming a group to work together to develop product offers, supported by a coordinating officer.

· Pursuing opportunities for exposure presented by the Cultural Olympiad

· Linking to EET’s forthcoming marketing theme on culture.

· Creating a separate arts section on the website and implementing a programme of publicity.

► 4h Create maximum tourism benefit from generative events

The importance of events was stressed by many people during the consultation for this strategy. Particular attention should be paid not only to events associated with the themes identified in this section, such as science/learning and waterways events, but also to other events which have a potential to attract significant overnight tourism to the area, owing to their size or profile within a particular sector.  Examples include the Cambridge Folk Festival, the Burghley Horse Trials, and Truckfest in Peterborough. 

Action should include:

· Encouraging location of additional events in the area.

· Strengthening links between the events and local accommodation, establishing package offers and promoting them through web links and in other ways.

· Ensuring good availability of local information at events.

► 4i Raise the profile of sports facilities through the Olympics

The area does not have a particularly strong or unique sports product, with the exception of horse racing.  However, there are some quite sizeable development projects in the pipeline, such as the rowing lakes at Milton. 

The Olympics provides an opportunity for the profile of sports provision to be raised, and the area needs to complete for use of its facilities for activities in the run up to the Games. 

Initiatives are already being taken to identify a portfolio of sports facilities and opportunities. This should be maintained.    

► 4j Encourage the development of a major family attraction

The family market is not well catered for in the region, especially young families.  The east of the region, notably the A1 corridor, is quite well located for a major new stand alone attraction.  This would help to stimulate a leisure demand to complement the pattern of business tourism, such as strengthening weekend occupancies.  A new attraction has been a particular aspiration in Peterborough.  

The public sector has had limited success in taking a creative lead on such development.  The approach should be one of positive promotion and encouragement to attraction developers and entrepreneurs, including assistance on site identification and addressing planning issues. 

5   ACCOMMODATION, CATERING AND VENUES


To establish a range of diverse and high quality accommodation and catering enterprises and conference/event venues across the region in line with existing and potential market demand

Accommodation, restaurants and other tourism service enterprises and facilities provide the backbone of the tourism product. Their development and performance is critical to the delivery of employment and other benefits from tourism to a destination.  Quality hotels and conference facilities are very important for the overall image and economic performance of the area in terms of the face it presents to international and domestic business markets. There is considerable opportunity for further development and improvement in this area over the course of the strategy period.   Especially relevant strategic priorities include:  increasing spend per head (SP 5); reflecting occupancy patterns and seeking to fill existing capacity (SP 6) and promoting private sector engagement and investment (SP 13).   Improving the accommodation and visitor service base has been identified as a necessary priority in seeking to ensure the maximum benefit from the Olympic Games (SP 10). Good quality accommodation and restaurants are also important aspect of quality of life for local residents (SP 11).  Issues of environmental impact should be taken into account in the location and design of new development (SP 12).  

► 5a Support further development of accommodation in line with market demand

A measured development of accommodation capacity is envisaged over the next five to ten years in line with market demand.  The main opportunities are as follows:

· Further capacity in three to four star hotels in the main urban areas.  This may occur through a combination of expansion of existing hotels, conversion of existing property and new build.  Particular attention should be paid to the following: 

· Further hotel capacity in Cambridge. Key issues are the availability but also commercial viability of sites and their strategic location with respect to access, business location and the city centre.  The site at the station would maximise opportunities for incoming rail based business. 

· The provision of a good quality hotel in, or near to, Peterborough city centre.

· The provision of quality hotel accommodation in Ely, accessible to the city centre, possibly though new development in the area of the station or through the conversion of existing buildings in the city.

· Luxury serviced accommodation in the rural or sub-urban areas, combined with dedicated sport, health and conference facilities, of a quality capable of generating its own demand as well as servicing the developing local and incoming markets.  This may occur through conversion and extension of existing property.  Main opportunities may lie in settings involving country houses, parkland and rural amenities, perhaps in the Huntingdon or Newmarket areas with good access also to Cambridge.      

· Retention and expansion of guest house and B&B accommodation in the cities and towns, catering for overseas and well as domestic business. There has been some loss of capacity in this sector, partly owing to lifestyle changes and partly to differential value with residential use owing to the pressure of the housing market.  

· Provision of a range of rural accommodation to meet market moves towards self-catering, short breaks, environmental interest and activities.  Current levels of provision are quite low.  A sizeable expansion in capacity is not envisaged as major market growth is not anticipated, but opportunities to pursue include:

· A small number of additional, well located and high quality touring caravan and camping sites.  

· Further farm-house accommodation and conversion of existing rural buildings, e.g. farm barns etc., to rented self-catering.

· Addition/improvement of quality bedrooms to gastro pubs and inns.

· The development of small clusters of new self-catering (eco)lodges, based on sound environmental design, perhaps associated with the waterways and fens conservation projects.   

Action to facilitate the above includes:

· Further quantitative studies of accommodation supply and demand.  These could be particularly helpful for Cambridge and Peterborough (the latter perhaps in combination with Huntingdon and the A1 corridor).

· Identification and promotion of sites, linking to EEDA proposals for accommodation site promotion activity.

· Conceptual and feasibility study relating to self-catering eco-lodge development appropriate to fenland settings. 

· Adoption of planning policies which:

· Are flexible to appropriate expansion and development providing strict environmental criteria are met.

· Enable genuine self-catering holiday lettings to be differentiated from residential (e.g. through length of single occupancy clauses and 106 agreements).

· Disfavour change of use from commercial accommodation to residential.  
►5b Seek improvement in the quality of existing accommodation

Although it is difficult to judge the quality of accommodation per se, some parts of the area, particularly in the north, have a significant amount of accommodation that is not quality inspected.  All accommodation should be encouraged to invest in improved facilities and standards of service, including:

· Further ensuite provision in guest houses other types of accommodation where this is lacking  (including colleges, as appropriate).

· Investment and creativity in design. 

· Improved levels of customer care.

Action should include:

· Encourage participation in assistance and training (see below)

· Active promotion of the quality inspection scheme, with targets for increased participation, maybe involving incentives.  All marketing and other support should be available for quality inspected accommodation only.

The two can be linked together in proactive initiatives aimed at specific clusters of accommodation in local areas. 

EEDA has proposals to work with VisitBritain’s Quality in Tourism service to specifically target accommodation enterprises in the region and help them raise standards and participate in the QIT scheme.  The sub-regions should seek to coordinate and benefit from this. 

►5c Raise the profile and quality of food and catering

Food accounts for a high proportion of visitor spending and of the quality of their experience.  Consultation revealed widespread opinion that the quality of catering in the area is generally quite low.  There are very few entries for Cambridgeshire in the prestigious food guides. Catering generally lacks local distinctiveness and is dominated by national chains.  A particular issue raised at the workshop was lack of imagination in the food provided at visitor attractions. Not much has been made of local produce as a component of the visitor appeal. 

A number of initiatives can be taken to influence and bring together food producers, catering establishments, and local and visiting consumers.  Opportunities to pursue over time include:

· Establishing catering competitions – maybe broken down by category (hotels, restaurants, attractions etc.).

· Publicising good practice.

· Promoting local and farmers markets.

· Building on the Huntingdonshire food festival and seeking to extend it across Cambridgeshire.

· Supporting consumer/producer groups such as the Cambridgeshire Slow Food Convivium

· Making more of very specific and traditional dishes, such as eels at Ely

· Establishing relevant training programmes (see below).

· Considering a local quality mark for catering outlets, as in the Broads.

►5d Pursue development of conference and performance venues

Consultation for this strategy pointed to the need to provide more venues for conferences and cultural events, both medium sized and large scale.  

Research for EEDA on the economic impact of Olympics 2012 pointed to current under-provision in the East of England in terms of hosting sizeable conferences
.

A study for EEDA of business tourism in the East of England
 identified some frustrated demand for larger conference facilities in the Cambridgeshire area, but was not in a position to draw firm conclusions on the potential and viability of new development.

As far as medium sized facilities are concerned, this is partly a question of improved determination of supply and demand at a local level and a general encouragement of initiatives to come forward, in line with the cultural strategies for Peterborough and for the Cambridge sub-region.

More specific action should be taken to pursue the development of large scale conference and performance venues.  Two proposals are at different stages of advancement:

· The Peterborough Arena project.  This project for a 10,000 seat space for the arts, exhibitions, conferences and sporting events has the backing of Peterborough City Council and has been the subject of a feasibility study by KPMG.  Funding is being sought. It should have a significant impact on tourism performance in the Peterborough area and should be supported by this strategy.  At the same time, account should be taken of the new conference and event facilities being developed at the East of England showground – seeking to maximise benefit from them.

· A major cultural venue and conference centre for Greater Cambridge.  Proposed in the Arts and Culture Strategy, this could meet an identified need for a facility to accommodate large scale conferences in or near to Cambridge and provide a superior, purpose designed, venue for cultural events. It could help to boost higher spending tourism at less busy times of year. A feasibility study is needed to address key issues of location, accommodation capacity, potential engagement of the Universities, positioning with respect to domestic and international markets and competition, and overall commercial viability and financing.    

6   ENTERPRISE SUPPORT AND TRAINING


To provide efficient and accessible support for tourism enterprises, well shaped to their needs, and encourage more local people to seek jobs in tourism equipped with the necessary skills to deliver a quality service 

This objective supports many of the others. It is about assisting tourism enterprises to deliver the strategy, by helping them to improve their own performance and relate to the wider needs of the area.  It relates particularly to strategic priorities concerned with the level of private sector engagement (SP 13), improving local quality of life (SP 11) and promoting sound environmental practice (SP 12).  Improvements to quality and training are also relevant to the overall priority of maximising benefits from the Olympic Games (SP 10).

In all the actions covered below it is particularly important to coordinate work with other sub-regions, EET and EEDA to maximise efficiency.

►6a   Develop dedicated tourism business advice and training programme

The survey carried out for this strategy found that, in terms of public sector support, enterprises rated business advice and training as considerably less important than marketing support and provision of information services. Yet this is a relative comparison.  When asked specifically about  their response to different kinds of assistance, the larger and more commercial enterprises, notably hotels, expressed considerable interest in advice and training on matters such as customer care (59% of hotels very interested) catering (53%) and marketing (41%).  Most other destination management bodies in England promote various opportunities business support and training opportunities and this should be pursued in this area. 

The main priority is to ensure that future development of business advice and training programmes are shaped by private sector businesses themselves to meet their needs.  The networking work undertaken in Cambridge in the retail sector, bringing enterprises together and using the facilitation of organisations like Business in the Community, provides an example.  

Various government backed schemes have been used in the region to support tourism enterprises and skills training, including those from People 1st (the Sector Skills Council for Hospitality and Tourism), the Train to Gain programme (Learning and Skills Council), Profit Trough Productivity (DTI) and the EET’s Towards 2010 project (due to end October 2007).  The new Business Link East will be delivering business support and should take account of the specific needs of the tourism sector.  

Action should entail:

· Establishing a Business Advice and Training sub-group of the new Tourism Partnership, including representatives of enterprises and advice/training suppliers.

· Working with EET and the above (and other) business and training support bodies to determine a programme of support activity for Cambridgeshire.

· Making use of specific financial support available from EEDA for sub-regional tourism partnerships to support quality improvement and upskilling.

· Promoting a clearly identified programme of opportunities to enterprises through the Partnership and its developing communication channels.

· Appointing or seconding officer time to coordinate delivery.

►6b Establish a careers promotion and development scheme

Related to the action in 6a, this is more specifically about addressing labour supply in the sector and actively promoting work and a career in tourism to local young people and to the under-employed.  In the enterprise survey, 66% said they had some problems with staff recruitment.  In the face of this, a more pro-active approach should be taken.

A number of government backed initiatives are relevant and their experience can be built on.  These include those of Springboard, an organisation promoting careers in hospitality and tourism to young people, and schemes to incentivise people on incapacity benefit to enter work (such as ‘Pathways to Work’ through Job Centres Plus). 

Action should entail:

· Specifically addressing these issues within the Business Advice and Training sub-group.   This may require a separate group to be formed in due course.

· Obtaining a fuller picture of labour demand and supply issues across the sector in Cambridgeshire.

· Developing a programme of promotional activity, including: presentations in schools and colleges; familiarisation visits; taster days; demonstration projects on various skills; identification and promotion of local success stories; distribution of appropriate promotional materials.  Programmes may focus on specific types of job, such as chefs, according to need. 

· Focussing an amended promotional exercise on adult under-employed in selected wards. 

·  Working with local colleges to ensure that teaching programmes are in line with sector needs.

►6c Develop environmental management support scheme linked to accreditation and training

It is increasingly accepted that tourism businesses need to play their part in reducing carbon emissions and taking action to meet other aspects of the sustainability agenda.  Around 50% of enterprises surveyed said they were interested in further advice or training in environmental management. 

Various initiatives in this area had been established by the former East of England Tourist Board, and the new EET has appointed a sustainable tourism executive.  A number or government backed organisations, such as Envirowise, provide advice to businesses on environmental matters, and some targeted financial assistance is available.  Visit Britain is promoting the Green Tourism Business Scheme as a national inspection and accreditation programme.

Actions to pursue include:

· Setting up a sustainability group, including enterprises interested in this who can seek to influence their peers.

· Establishing and promoting a number of simple and achievable actions that can be widely applied, such as ‘Green action of the year’ and checklists of easy steps to take.

· Promoting individual advice and training programmes that can be delivered locally to clusters of enterprises.

· Promoting and setting targets for take up of the Green Tourism Business Scheme.

7   VISITOR AND PLACE MANAGEMENT


To improve the attractiveness and appeal of Cambridgeshire’s cities, towns and rural areas for residents and visitors, and encourage and enable exploring and discovery in ways which have least impact on environments and local people

The appearance of a place, the way its public spaces are managed, the range of shops and other general amenities, and ways of reaching it and moving around, are all fundamental to its success as a destination and to the impact that tourist have in the local community and environment.  Enterprises surveyed recognised the importance of infrastructure and public realm to their performance.  Relevant strategic priorities include: increasing spend per head (SP 5); building on the area’s special qualities (SP 8); gaining benefit from an accessible location (SP 9); improving local quality of life (SP 11); seeing sound environmental management as an opportunity and a responsibility (SP 12); engaging the private sector in destination management (SP 13); and maintaining local authority commitment and resources (SP 14).

►7a Link to and support city and town centre management

This strategy recognises the great importance of city and town centre management for tourism.  The strongest possible links should be made between existing schemes and the local tourism industry – tourism enterprises should increasingly participate in and support them.  In addition to specific management schemes (e.g. in Peterborough, Cambridge and Huntingdon) there are a number of local management initiatives, including visitor orientation and interpretation, in the market towns.  Again, these should be supported and linked to the tourism objectives. 

Specific areas of action which come under city and town centre management and which are especially important in securing benefit for and through tourism include:

· Improving the management and appearance of specific parts of towns which create a particular sense of place.  Examples include river frontages, market squares, etc.

· Extending pedestrianisation as appropriate, including opportunities for an outdoor café culture.

· Supporting and promoting distinctive local shops and markets.

· Maintaining basic facilities, especially toilets.

· Ensuring that signing is well functioning but not excessive.

· Improving trails for walking and cycling (see below).

· Encouraging extended opening of shops, cafes and restaurants, to strengthen the evening economy and appeal for staying tourism.

· Encouraging the use of public art and ensuring high quality design in new buildings.

· Providing local information including maps, town trails, retail and catering guides and what’s on information.  Also promoting local tour guides (see below).  

►7b Develop a sustainable access and exploring initiative

A strategy of reducing the proportion of visitors who use a car to come to the area and explore within it will deliver benefits globally through reducing the carbon footprint and locally through reducing congestion.  A particular opportunity exists to build on the area’s excellent rail access and suitability for cycling, and use this for promotional as well as green advantage.   A comprehensive scheme is proposed:

i An explore Cambridgeshire by rail campaign

Work should be undertaken with the three main rail companies (One Railway, First Capital Connect; Central Trains) to promote Cambridgeshire as a rail destination, from London, the Midlands and the north.  This should be web, print and p.r. based. It should also spell out very clearly how one can travel easily between the main centres by train enabling touring or practical day out excursions from one base, thus encouraging length of stay; this may be best achieved through map based presentation. 

ii Improving welcome and links between rail stations and city/town centres

Information and welcome at stations is patchy. A comprehensive scheme of improvement across the area should be undertaken.   This may also link in to future redevelopment of the station sites, e.g. as planned at Cambridge and Peterborough. 

Consideration should be given to having really state of art visitor information screens at all the main stations (and extending this to park and ride sites and bus stations)
.  In addition, walking routes into town/city centres should be improved (including signing and identification on publicity).  These routes could be turned into part of the experience (e.g. via the Botanic Garden and fens in Cambridge). 

iii Developing cycle based tourism

Cycling has seen significant growth as a holiday activity in UK and overseas markets. Action should include:

· Exposure and promotion of cycling opportunities on websites, publicity etc. including linking into the above activity;

· Supporting ongoing cycle trail and route development (e.g. national cycle network routes, links from city/town bases to countryside, etc.)

· Encouraging more cycle hire, including location with respect to rail/public transport.

· Packaging of cycling breaks as a theme – linked to Objective 4.

iv Improving trails and information on walking

Although this is not seen as an area with competitive advantage in the walking market, provision and information on walking routes, including circular walks in the countryside, towns and between the two, should be strengthened. 

v Promoting and developing other public transport links in the area

Opportunities to strengthen bus links to main centres and attractions should be pursued where possible.  In the short term, more can be done to set out clearly the existing bus link options, through improved information. 

vi Engaging all stakeholders in promoting non-car access

In addition to covering the green access and exploring scheme in general promotion and information on the area, tourism enterprises should be encouraged and assisted in providing good information to visitors on how they can be reached by public transport and ways of exploring and enjoying the area without a car while they are here.   

►7c Address specific visitor management issues

During the consultation on this strategy a number of specific issues have arisen which relate to visitor flows and management.  These should be addressed as appropriate through further study and dialogue between the parties concerned, leading to agreed action.  They include:

i. Improving coach parking and management in Cambridge.  

The coach drop off system in Cambridge is not ideal. Coaches have designated drop off points and these are broadly respected, although some problems with erratic parking have been reported. A policy of dialogue with coach operators, seeking to meet their needs in return for maximum cooperation, should be pursued.  Further investment is needed in provision of spaces for coaches to park up, with facilities for drivers, and at pick up points with some facilities for waiting visitors. 

ii. Managing tour groups and visitor flows in the Cambridge colleges and city centre.

Cambridge colleges need to keep a check on visitor numbers and behaviour, including the size and frequency of groups.  Each college has its own admissions policy; a modus operandi appears to have been established and no major concerns were raised during consultation.  However, dialogue between the colleges, university authorities, the City Council and tour operators needs to be maintained. 

iii. Managing car parking to gain maximum benefit from car users

Car parking issues vary across the area.  In Peterborough, access to plentiful, central and inexpensive car parking is seen as a strength and can help to take the pressure off other places.  In Cambridge, car parking is highly restricted, with increasing emphasis on park and ride and non-car access.  This is understandable, but solutions need to be found to providing car parking for conference delegates meeting in the colleges and other city centre locations, including arrangements for their use of the park and ride overnight.

iv. Addressing the possible impact of road charging on tourism  

Concerns have been raised about the impact on the viability of tourism enterprises of congestion charges in Cambridge and of road tolls notably on the A14.  It is very important that a dialogue is established with the tourism sector over these issues. 

►7d Develop and more actively promote tour guide programmes

Tour guiding can provide a good solution to the management of visitor volumes, assisting tourists to get more from their visit and enabling messages to be put across which will influence their understanding, behaviour and activities.  Promoting use of guided tours is in line with the strategy of seeking more added value from visitors.  The TourCambridge guiding service already offers an extensive range of tours.  It is quite actively promoted, including direct contact with a database of tour operators.   Tour programmes are also available in Peterborough and other places.

Action to extend the take up and positive impact of tour programmes could include:

· Stepping up the promotion of tours.  In Cambridge, this may particularly be directed at public tours where there is greatest spare capacity.

· Encouraging hotels to promote the tours more with their guests.

· Maintaining regular contact with tour operator and coach operators.

· Making a greater feature of the tour opportunities in publicity, especially the website.

· Cross-marketing of tours, encouraging people to stay and do another themed tour, in the same place or elsewhere.

· More actively promoting tour ideas and programmes out of Cambridge, possibly as add on days.

· Raising the profile of different thematic tours, such as the science tour (See Objective 4).

· Shaping specific tours for different markets, including incoming overseas visitors with specific interests.

· Generating more press coverage for tours in the UK and overseas.

8   RESEARCH


To establish a comprehensive set of information about tourism performance and impacts, to enable change to be monitored and guided

Sound tourism planning and management requires reliable information on visitor volumes and impacts, collected in a consistent way over time.  Work on this strategy has revealed a weakness of quantitative information.  In part, this problem stems from poor national policies and execution of tourism data collection, which are now partially being rectified.  However, action can also be taken at a regional and sub-regional level to improve available knowledge.  This objective relates generally to all the strategic priorities, but especially to maximising value and spend per head (SP 5) and evening out patterns of demand (SP 6) as well as other priorities relating to tourism impact.  The sub-region should seek to work closely with EET on the coordination of data collection and analysis (SP 15).

►8a Improve data and analysis on performance and economic impact

The area currently uses the so called Cambridge model to estimate volume and value of tourism at a sub-regional level and calculate impact on employment.  This has weaknesses, partly to do with poor disaggregated and aggregated data on which the model is based.  

There is a need to understand what data the various private and public tourism organisations have recently collected, are collecting now, or plan to collect in future (including the methodologies presently used and how reliability is verified).  The willingness of organisations to confidentially pool their data through a trusted third party should also be explored.
 

Taking these available data as a starting point, an appraisal should be made of their adequacy as a basis for estimating the economic impact of tourism and what data gaps need to be filled in order to make the estimates of impact that will meet the needs of the various stakeholders. Alternative approaches to filling the data gaps can be suggested (together with their rough resource implications)- for instance through stakeholders modifying or expanding their own surveys as well as through new surveys being commissioned - that will meet stakeholder requirements. 
Some important approaches to improving data are set out under 8b and 8c below, and these should be taken forward subject to review and assessment outlined above. 

This whole topic of tourism performance and economic impact assessment at a sub-regional level is likely to be the subject of further investigation and improvement nationally and within the East of England region.  It is important to keep abreast of this and contribute to it. 

►8b Maintain basic product and performance data

Certain kinds of data should be gathered and checked on a regular basis.  This includes:

· Product data.  Information on amount, size, opening etc. of accommodation, attractions and events.  This is available in varying formats but is patchy and not necessarily comprehensive.  More consistent collection and database development has been recommended across the area as a whole, leading to a DMS (see action 3a).

· Performance data – disaggregated.  This involves keeping abreast of national surveys, such as the UKTS, IPS and ELDVS and volume and value figures disaggregated to a sub-regional level.  Care should be taken over sample sizes and confidence limits.

· Performance data – individual and aggregated.  Regular counts of performance should be maintained at individual sites.  This includes:

· Maintaining records of use of public facilities, including various aspects of visitor information and handling.

· Working with EET to recruit more participants in the visitor attraction admissions and accommodation occupancy surveys carried out across the region.

· Obtaining information on attendance at events.

►8c Establish and maintain regular stakeholder surveys

A cycle of surveys should be undertaken to obtain more detailed information on performance and impact.  This should include:

· Visitor surveys.  These provide information on market profile, visitor activities, length of stay, spend and satisfaction. They should be carried out every two to three years using the same methodology and choice of location.  Surveys should be conducted using a methodology compatible with DPUK benchmarking (see below). 

· Enterprise survey.  The survey carried out for this strategy provides an example of systematic collection of information on enterprise activity and opinion.  It could be carried out annually or every two years.  Partnership members would be expected to participate.  

· Community/residents survey.  This would monitor reactions to tourism and seek to pick up concerns that need addressing.  It could involve questions to existing residents’ panels or omnibus surveys, maybe every three years.

►8d Benchmark with other UK and European cities/destinations

Some benchmarking is already available to parts of the area through their participation in the Destination Performance UK initiative.  This should be maintained, with greater scrutiny and sharing of the benchmark results within the Partnership.  

New action should be taken to compare Cambridgeshire with similar European destinations, notably those with a largely rural area surrounding a leading heritage (and possibly University) city.  This could involve qualitative comparison as well as seeking opportunities for more quantitative benchmarking.   

►8e Commission further research as necessary to support the further development and implementation of this strategy

Certain aspects of this strategy and action plan where research is needed have already been identified.  Further research is likely to be needed from time to time, including feasibility assessment, impact assessment and market research.  

4
DELIVERY

This chapter summarises the action plan and sets out implications for resourcing and moving forward on delivery.

4.1
Responsibilities, inputs and priorities for action

Table 6.1 below contains each of the actions covered in the last chapter and indicates the bodies responsible, approximate indicative costs/budget, and potential funding sources.  

An indication of priority is also given on a scale 1 (top priority) to 3 (lower priority).  Large scale long term projects are indicated by LT.  

The following abbreviations are used:

TP
     Greater Cambridge and Peterborough Tourism Partnership

SREPs     Sub-regional Economic Partnerships

GCP
     Greater Cambridge Partnership

PREP       Peterborough Regional Economic Partnership

EEDA
     East of England Development Agency

EEI
     East of England International

LAs           Local authorities (all)

CC            Cambridge City Council

PC            Peterborough City Council

PS            The private sector (primarily tourism enterprises)

EET          East of England Tourism

VB            Visit Britain

BAA          British Airports Authority

UC            University of Cambridge

DCMS       Department of Culture Media and Sport

Defra         Department for Environment Food and Rural Affairs

BLE           Business Link East

LSC           Learning and Skills Council

JCR           Jockey Club Racecourses

Spshp        Sponsorship

In most cases, the newly proposed Greater Cambridge and Peterborough Tourism Partnership is indicated as the lead agency.  This is because the main purpose of the Partnership is to coordinate the actions from this strategy.  However, the Partnership role will often be one of initiation and general facilitation and much of the action will need to be taken forward by the supporting bodies listed. 

The Tourism Partnership will itself be expected to put some funding into some of the actions.  However, many will be funded through private sector participation, local authority participation, and support from a range of agencies.  Sponsorship, primarily from individual companies or organisations, is also indicated as an important source of funding for some actions. 

The figures presented here are indicative only.  Also the possible funding sources have not been approached and reference to them is only by way of illustration as to how the action plan could be funded.  

TABLE 6.1
TABLE OF ACTIONS

	Action
	Agencies:

Lead / Supporting
	Indicative cost (£)
	Funding source
	Priority

	1  PARTNERSHIP

	1a Establish agreement on partnership


	SREPs
	
	
	1

	1b Set up Board and executive


	SREPs
	
	
	1

	1c Establish staff and operational capacity
	TP
	Officer 42k p.a. 

Administrator 26k p.a. 

Office /Expenses 15k p.a. 
	TP 
	1

	1d Implement communication plan


	TP
	Annual forum.  Networking and web-based contact.  5k p.a.
	TP
	2

	2  DESTINATION BRANDING AND PROMOTION

	2a Develop the Cambridgeshire brand


	SREPs /  TP, EET
	Commission brand development 30k
	SREPs, EEDA
	1

	2b Create and maintain an effective Cambridgeshire website
	TP/ LAs, EET
	Website design and creation 30k

Annual website management 15k p.a.
	TP, EEDA, SREPs, PS
	1

	2c Maintain a programme of generic promotion and media work
	TP/ EET
	Web links and e-marketing 15k p.a.

PR contract 20k p.a.
	TP, EEDA


	2

	2d Establish a short breaks campaign
	TP / EET
	Direct marketing and targeted advertising 30k p.a.
	TP, EEDA, PS, Spshp
	2 

	2e Strengthen conference marketing
	CC, PC/ TP, UC, EET, EEDA
	Direct marketing and targeted advertising 30k p.a.
	TP, CC, PC, UC, EEDA, SREPs, PS
	2

	2f Re-focus overseas marketing
	TP / EET, VB, GCP, BAA, Airlines
	Generic 20k p.a.
	TP, EEDA, EEI, PS
	3

	
	
	Targeted  70k p.a.
	TP, EEDA, GCP, EEI, BAA, Airlines
	1

	

	3   INFORMATION AND COMMUNICATION

	3a Establish a coordinated product database linked to a DMS
	TP /  EET, LAs
	Purchase of system 30k??

Annual servicing 10k p.a. ??
	TP, LAs
	3

	3b Maintain and strengthen TICs and information network
	LAs / TP
	Within current LA and PS support
	
	1

	3c  Establish a campaign to improve local knowledge
	LAs/ TP, PS
	Newsletter, familiarisation activities etc.  5k p.a. 
	TP, LAs, PS, Spshp
	2

	3d  Maintain effective information displays in visitor venues
	LAs/ TP, PS
	Maintain current system, covered by private sector buy in
	
	3

	3e  Prepare area map/miniguide and distribute
	TP/ LAs
	Production and distribution 5k p.a.
	TP, PS, Spshp
	1

	4   THEMES, ATTRACTIONS AND EVENTS

	 4a Excite people about discovery and learning
	TP / UC, CC, LAs, SREPs
	Extend and develop tours across area - see also 7d
	LAs, PS
	1

	
	
	Improved information, packaging and publicity, for museums network and events 10k p.a. 
	TP, UC, DCMS, GCP, PS, Spshp
	1

	
	
	Investment in museums/attractions. Subject to separate costing
	UC, DCMS, Lottery, EEDA
	2

	
	
	Feasibility study for new attraction 30k
	GCP, EEDA, UC, CC
	3

	 4b Join up the ecclesiastical heritage
	PS /TP, English Heritage
	Networking, information and publicity

5k p.a. 
	TP,PSs, EEDA, Spshp
	2

	
	
	Creative interpretation, subject to separate costing
	PS, EEDA, Lottery, Spshp
	3

	 4c Develop a focus of interest around the waterways
	EA / TP, LAs, EET, PS
	Ongoing major waterways development 
	Subject to separate funding
	LT

	
	
	Promotion of events/festivals; Waterways guide 10k p.a.
	EA, PS, LAs
	2

	 4d Bring the Fens to life  
	TP / Wet Fens Partnership, LAs, SREPs, EET
	Fens restoration projects 
	Subject to separate funding
	LT

	
	
	Prepare coordinated access and interpretation plan 30k

Implementation – subject to costing
	SREPs, EEDA, Fens projects
	2

	
	
	Sustainable rural tourism development programme – officer and budget 60k p.a.
	Defra, EN, EEDA, other
	3

	 4e Extract more benefit from the horse racing market
	LAs / TP, JCR, PS, EEDA
	Package development, targeted promotion (in addition to 2d) 4k p.a. 
	TP, PS, Spshp
	2

	 4f  Build on the profile of Duxford and military connections 
	PS / TP
	Primarily through existing marketing and information activity
	PS, LAs
	3

	 4g Create and promote a coordinated arts offer 
	LAs (culture) / TP, Living East, Arts Council England (East), EEDA
	Arts tourism coordination officer.  Part time, 15k p.a. over 2 year project (renewable)

Publicity campaign and link to Cultural Olympiad 5k p.a. in addition to 2c
	TP,EEDA, SREPs, LAs, other  
	2

	 4h Create maximum tourism benefit from generative events
	LAs/ TP, PS
	Additional promotional spend 8k
	TP, LAs, PS
	2

	 4i  Raise the profile of sports facilities through the Olympics
	LAs (sport) / TP, EEDA, Sport England, Nations and Regions East
	Develop portfolio of venues and link to Olympics marketing.  Costing depending on opportunities arising
	LAs, PS
	3

	 4j Encourage the development of a major family attraction


	LAs / TP, SREPs
	Possible feasibility study to support concepts arising 30k
	SREPs, EEDA, LAs
	3

	5   ACCOMMODATION, CATERING AND VENUES

	5a Support further development of accommodation in line with market demand
	LAs /  TP, SREPs, EEDA, EET
	Supply and demand studies: 2 at 20k
	LAs, SREPs, EEDA
	3

	
	
	Site promotion.  Costing dependent on integration with EEDA proposals for this 
	LAs, SREPs, EEDA
	2

	
	
	Conceptual design and feasibility study for ecolodges 20k
	SPREs, EEDA
	3

	
	
	Adjust planning policies


	LAs
	1

	5b Seek improvement in the quality of existing accommodation
	TP/ LAs, PS, EET, EEDA
	Integration with EEDA regional initiative - costings awaited.

Link to business advice/training actions – see under 6a
	PS, EEDA
	1

	5c Raise the profile and quality of food and catering
	TP / LAs, PS, EET
	Promotion of good practice, competitions, food festivals etc. 8k p.a.

Training and skills support see under 6a and 6b below
	TP, PS, LAs, Spshp
	2

	5d Pursue development of conference and performance venues
	LAs/ SREPs, Arts Council East
	Feasibility study  50k
	SREPs, EEDA
	1

	6   ENTERPRISE SUPPORT AND TRAINING

	6a Develop dedicated tourism business advice and training programme
	BLE / TP, EET, SREPs, EEDA,  PS
	Establish and implement coordinated scheme 50k p.a.
	EEDA, BLE, other gov schemes, PS
	2

	6b Establish a careers promotion and development scheme
	LSC / TP, EET, SREPs, EEDA,  PS
	Further assessment of labour demand/supply 

Promotional scheme aimed at young people and under-employed 30k p.a.
	EEDA, LSC, other gov schemes, PS
	1

	6c Develop environmental management support scheme linked to accreditation and training
	TP / EET, LSC
	Roll out advice, training and accreditation programme 30k p.a.
	EEDA, other gov schemes, PS
	2

	7   VISITOR AND PLACE MANAGEMENT

	7a Link to and support city and town centre management
	LAs / TP, PS
	Re emphasis and prioritisation within existing schemes/budgets
	LAs, PS, spshp, other
	1

	7b Develop a sustainable access and exploring initiative


	TP / LAs, Transport oprs, Sustrans, EET
	Cambridgeshire by rail scheme – material and promotion 30k p.a.  
	TP, Spshp, PS, EEDA
	1



	
	
	Improvement of welcome, information screens and routes to city/town centres – Subject to costing 
	LAs, SREPs, Spshp
	1

	
	
	Cycle tourism – development and packaging 5k p.a. 
	TP, PS, Spshp
	2

	7c Address specific visitor management issues
	LAs/ TP, PS
	Costings depending on solutions following dialogue
	LAs, PS
	2

	7d Develop and more actively promote tour guide programmes
	TP/ LAs, PS
	Additional promotional activity 2kp.a.
	LAs, PS
	1

	8   RESEARCH

	8a Improve data and analysis on performance and economic impact
	TP / EEDA, EET, SREPs
	Investigative assessment of data sources and application of impact models  10k
	TP, LAs, SREPs, EEDA
	1

	8b Maintain basic product and performance data
	TP/ EET, VB, PS, LAs
	Product data collection under 3a.

Other improvements subject to national and regional schemes
	EET
	1

	8c Establish and maintain regular stakeholder surveys
	TP/ LAs, PS, EET
	Visitor surveys 20k every 2 years.

Enterprise survey 2k p.a.

Community survey (add on to panel/omnibus) 2k every 3 years
	TP, LAs, SREPs
	1

	8d Benchmark with other UK and European cities/destinations
	TP / LAs
	Maintain/extend participation in DPUK, and look overseas 1k p.a.
	TP, LAs, SREPs
	2

	8e Commission further research as necessary to support the strategy
	TP/ SREPs, EEDA
	Depends on need. Could be average around 20k per year
	SREPs, EEDA, other
	3


4.2
Resource requirements and sources

The total indicative cost of the programme as set out in the table amounts to: 

· Per annum: £600,000

· One off costs: £330,000

The one-off costs are for items such as feasibility studies and website establishment. They also include some costs for short term projects (one or two years) not seen as part of the annual costs. 

Looking at the per annum total of £600,000 Table 6.2 shows how this divides between the activities, and the way this might split up between core input by the Tourism Partnership, support from EEDA (based on their already identified commitment to the sub-regional partnerships), support from private sector buy-in and sponsorship, and support from other sources (other public sector support etc).

 Table 6.2  Annual costs (£’000)

	 
	 
	TP
	EEDA
	PS
	Spshp
	LAs
	Other
	Total

	1c
	TP Staff and expenses
	83
	 
	 
	 
	 
	 
	83

	1d
	Communication
	5
	 
	 
	 
	 
	 
	5

	2b
	Web management
	5
	5
	5
	 
	 
	 
	15

	2c
	Domestic promotion generic
	10
	5
	 
	 
	 
	 
	15

	2c
	Public relations/media
	20
	 
	 
	 
	 
	 
	20

	2d
	Short breaks promotion
	5
	5
	20
	 
	 
	 
	30

	2e
	Conference promotion
	10
	10
	10
	 
	 
	 
	30

	2f
	Overseas promotion generic
	5
	 
	15
	 
	 
	 
	20

	2f
	Overseas promotion targeted
	5
	10
	15
	20
	 
	20
	70

	3a
	DMS annual cost
	2
	 
	 
	 
	8
	 
	10

	3c
	Local knowledge raising
	5
	 
	 
	 
	 
	 
	5

	3e
	Map/miniguide
	3
	 
	2
	 
	 
	 
	5

	4a
	Science/museums
	1
	 
	4
	2
	3
	
	10

	4b
	Ecclesiastical heritage
	2
	 
	3
	 
	 
	 
	5

	4c
	Waterways
	 
	 
	2
	 
	 
	8
	10

	4d
	Fens rural tourism project
	 
	 
	 
	 
	 
	60
	60

	4e
	Horse racing 
	1
	 
	3
	 
	 
	 
	4

	4g
	Arts 
	3
	 
	 
	 
	 
	2
	5

	4h
	Events
	3
	
	2
	
	3
	
	8

	5c
	Food/catering 
	1
	 
	3
	2
	2
	 
	8

	6a
	Business advice/ training
	 2
	10
	20
	 
	 
	18
	50

	6b
	Careers, labour supply
	 1
	 
	10
	 
	 
	19
	30

	6c
	Environmental management
	 1
	 
	15
	 
	 
	14
	30

	7b
	Rail access scheme
	2
	5
	 
	20
	3
	 
	30

	7b
	Cycling scheme
	1
	3
	1
	 
	 
	 
	5

	7d
	Tours development
	1
	 
	 
	 
	1
	 
	2

	8c
	Visitor surveys
	2
	6
	 
	 
	 
	3
	11

	8c
	Enterprise surveys
	1
	1
	 
	 
	 
	 
	2

	8c
	Community surveys
	 
	 
	 
	 
	1
	 
	1

	8d
	Benchmarking
	 
	 
	 
	 
	1
	 
	1

	8e
	Ad hoc research
	 
	 
	 
	 
	 
	20
	20

	 
	 
	180
	60
	130
	44
	22
	164
	600


These figures can be summarised by objective shown in Table 6.3.

Table 6.3   Costs by objective (£’000)

	 
	 
	TP
	EEDA
	PS
	Spshp
	LAs
	Other
	Total

	1
	Partnership 

(incl TP staff/expenses)
	88
	 
	 
	 
	 
	 
	88

	2
	Destination promotion 
	60
	35
	65
	20
	0
	20
	200

	3
	Information / communication
	10
	0
	2
	0
	8
	0
	20

	4
	Themes, attractions, events
	10
	0
	14
	2
	6
	70
	102

	5
	Accommodation/catering 
	1
	0
	3
	2
	2
	0
	8

	6
	Enterprise support/training
	4
	10
	45
	0
	0
	51
	110

	7
	Visitor/ place management
	4
	8
	1
	20
	4
	0
	37

	8
	Research
	3
	7
	0
	0
	2
	23
	35

	
	TOTAL
	180
	60
	130
	44
	22
	164
	600


Bearing in mind that the costs and income sources are only indicative, the above figures indicate that the annual budget for the Tourism Partnership could be in the order of some £ 180,000 in order to contribute as shown to a total gross revenue spend of £600,000.  The balance is made up of:

· Private sector buy-in to schemes, notably marketing and training, 

· Sponsorship, notably from airlines and rail companies for marketing 

· EEDA, taking sums already agreed for disbursement to sub-regions

· Other sources – these are seen partly as the SREPs, but also other government related sources, including Defra, the Environment Agency and business/training schemes.   

· The Local authorities – providing some small additional funds.

The £180,000 core funding for the Tourism Partnership would need to be found from:

· The local authorities

· The SREPs

· EEDA

· Private sector membership subscription

· Other local partners. 

In addition, it has already pointed out that the two staff currently proposed for the partnership would need to be supplemented by additional input of human resources from the partners to fulfil the tasks.  This needs to be agreed with all the local authorities.

Turning to the one off total figure of £330,000, this is made up as shown in Table 6.4.

Priority should be given to the branding and website elements, which will need to be addressed at an early stage, and to the assessment of performance data and economic impact modelling.  Additional funding from the SREPs and EEDA may be sought for this.  The website work would also relate to the establishment of the DMS.

It should be stressed that some of the other one-off costs, notably those involving feasibility and research studies, should be met through separate funding channels and only as and when additional specific funds can be found for them. They should not be seen as competing with direct annual revenue funding, for example for marketing. 

Table 6.4
One-off costs

	Brand development
	30,000

	Website development
	30,000

	DMS establishment
	30,000 

	Feasibility study on science attraction
	30,000

	Fens interpretation/access plan
	30,000

	Arts tourism officer (2 years part time)
	30,000

	Feasibility study for family attraction
	30,000

	Two studies of accommodation supply and demand (Cambridge and Peterborough)
	40,000

	Concept and feasibility for ecolodges
	20,000

	Feasibility study for conference and performance venue
	50,000

	Assessment of performance data and impact model
	10,000


4.3
Taking the strategy and action plan forward

This document sets out an approach and framework for action for the period 2007 to 2012, but with implications for a longer period spanning ten years. 

Next steps require the main players, in particular the two SREPs, the local authorities, EEDA and EET to agree on the approach and framework set out here, to establish the Tourism Partnership and to commit to an initial amount of funding.

The further prioritisation of actions and the pace of delivery within the framework will be determined by the Tourism Partnership.  This will also influence, and be influenced by, decisions on funding.

Individual local authorities should reflect this strategy and action plan in their own tourism policies and planning.  

Annual business plans should be prepared by the Tourism Partnership.  Progress should be monitored against the strategy and action plan, which should be the subject of a comprehensive review and revision by 2012. 

ANNEX 1:
RELEVANT EXISTING POLICIES

National policy

The formal national tourism strategy for England is Tomorrows Tourism Today (2004).  This puts particular emphasis on improving competitiveness in order to secure growth, notably through focussing on five priorities: marketing efficiency; e-tourism; quality; skills; and data. 

The advent of Olympics 2012 now appears to dominate government tourism thinking.  The DCSM consultation document Welcome>Legacy (2006) contains implications for policy around using the games as a catalyst for improvement of the quality and performance of the UK’s tourism sector, yet it is quite focussed on specific issues of product offer, management and media opportunities associated with the games themselves. A companion consultation document, Making Tourism in England Sustainable (2006), is still games related but raises wider issues of tourism impact and four emergent challenges: climate change, transport, employment skills and diversity (access for all).  It points to awaited new European guidance on tourism sustainability.  

Regional policy

The East of England Regional Economic Strategy (A Shared Vision) has eight goals.  Of these, Goal 4 – High Quality Places to Live, Work and Visit – identifies the action area of ‘Developing culture, heritage and leisure assets for residents and visitors’.  This refers to combined aims of conservation, leisure/enjoyment for local people, and local prosperity and job creation through tourism. Most of the other goals are also relevant to tourism and vice-versa (skills base, entrepreneurship, global leadership in science/technology, social inclusion, gateways and transport, leading information society, exemplar in the use of resources).

The East of England Regional Spatial Strategy has a specific policy on tourism (E13).  This is well balanced.  While it encourages new development (including flagship projects, based on realistic assessment of demand) investment and the diversification of the region’s tourism industry, it also emphasises issues of environmental impact, visitor management, seasonality of employment and regeneration.  Essentially, it is advocating the right kind of tourism in the right place.

The Regional Cultural Strategy (A Better Life) has a vision ‘to put culture at the heart of life in the region, for every resident and visitor’ and one of it its four key themes is ‘growing cultural tourism’, which is closely linked to regeneration.

Looking more specifically at tourism, the Sustainable Tourism Strategy for the East of England (2004) is based around principles of competitiveness, quality, partnership, sustainability and quality of life for local people. It sets out opportunities relating to all kinds of destination, theme and product.  It underscores the importance of sub-regional delivery structures, based partly on the results of consultation.  The latter is also supported by the Regional Tourism Marketing Strategy (2004) which identifies target markets for the region in quite broad terms and runs through a range of marketing approaches to be applied at different levels, with a particular role for sub-regions in destination promotion.

EEDA have further developed strategic thinking on subjects related to tourism. In particular, they commissioned an Economic Impact Study of the London 2012 Olympic Games and Paralympic Games (2006).  This recognises, as Priority 1, the use of 2012 as a catalyst to increase tourism in the East of England.  It sets out consequent recommendations for priority actions, while being realistic about the likely relatively modest contribution to visitor income actually during the games.  This has led to a draft Regional Business Plan (for the games)
 within which tourism is seen as a primary component, especially through raising the profile of the East of England and seeking to achieve a target of increasing international visitors and business visitors by 3% per annum (2009 – 2015).    EEDA will also be preparing a strategy for business tourism in the region.   

Sub-regional policy 

The existing Cambridgeshire and Peterborough Structure Plan (2003) has a chapter on tourism, recreation and leisure.  Policy P4/1 states that new or improved tourism development should:

· Maintain or increase employment opportunities

· Meet the needs of local communities as well as visitors

· Be accessible by a choice of sustainable transport modes

· Protect or improve the local environment, landscape and residential amenity

· Strengthen and diversify the local economy, particularly in Peterborough and North Cambridgeshire.

It states that tourism will be actively promoted in Peterborough, the market towns and surrounding areas, and in Cambridge the impact of tourism will be carefully managed. 

The Sub-Regional Economic Strategy for Greater Cambridge (2005-8) sets as its vision that Greater Cambridge should be a world leader in the knowledge-based economy which combines business success with a high quality of life for all.  Although it recognises that the high-tech cluster is the key distinctive feature of the sub-region, it realises that other sectors need to be encouraged, partly to support this cluster and partly to diversify and add more robustness to the economy.  Tourism is specifically recognised as such as sector. Under Goal 2 (Encouraging business growth and economic development which will underpin a growing and sustainable sub-regional economy), a priority is to support sectors which are ‘critical to the future of the sub-region’, including specifically ‘tourism, leisure and culture, with links to retail’.   The Business Plan which supports the SRES contains a framework item to support, under this Goal, actions emerging from this strategy.

The Peterborough Sub-regional Economic Strategy (2005-16) identifies lack of place branding as a weakness and the growth in tourism as a key economic sector as an opportunity. Under the aim of ‘Enhancing quality of life for all our communities’ a specific objective is ‘To attract a more diverse leisure offer within the sub-region and enhance our cultural and tourism facilities for local residents and visitors’.  This  

Specifically identifies the need for programmes to create a more diversifies leisure offer, to explore the development of an arena, and to expand the Fens Waterways link.  The Community Strategy (2005) of the Greater Peterborough Partnership, under the objective creating a better place to enjoy, visit and stay, includes policies to grow the business tourism market by 10%, improve the attractiveness of Peterborough as a destination and places an emphasis on heritage, arts, sport and events. 

A number of more specific policies and strategies at a sub-regional level relate to tourism.  Of particular relevance is Cambridgeshire Horizons’ Quality of Life Programme.  This has recently produced:

· An Arts and Culture Strategy.  This evaluates the offer in the area and recognises its importance for tourism (and vice versa).  A number of gaps and opportunities are identified, including: the potential for a new purpose-built auditorium (which could also be a conference centre); further improvement of the already substantial museums base; and further support for small venues, galleries and studios.  Improved data and joint working is called for.

· Green Infrastructure Strategy.  Essentially addressing the need for greenspace and countryside access for a growing population, this strategy provides a coordinating framework for a set of initiatives that have tourism potential, including the Great Fen, Wicken Vision and other wetland and waterway projects.  It underplays the tourism potential of these initiatives. 

· Major Sports Facilities Strategy.  This addresses the need of the rapidly growing population while also recognising the potential to achieve a greater legacy from Olympics 2012 if major sports facilities are improved. 

The above arts, sport and recreation strategies for Cambridgeshire are paralled by increased emphasis in these issues within Peterborough, including work by Opportunity Peterborough in developing their master plan, the city centre redevelopment, and green infrastructure initiatives coordinated through the Peterborough Green Grid.

An aspect of sub-regional policy and coordination has been joint promotion and development of tourism for the Fens, involving some of the local authorities together with others outside the area.  While not backed by a formalised tourism strategy, action has been focussed through the work of the jointly funded Fens Tourism Ltd.   The Fens forms one of the Defra Rural Pathfinder projects, whose delivery plan sets out opportunities for future action for tourism in the Fens.  Currently the Pathfinder project only covers Cambridgeshire and West Norfolk, with Lincolnshire authorities as observers. 

Local policy 

None of the local authorities has a current tourism strategy which is clearly driving policy and action in this sector at the moment.  This is variously because:

· The most recent tourism strategy has come to the end of its period.  This is the case with the Cambridge Tourism Strategy (2001-2006), which had four main aims: quality; marketing (as a year round destination for staying visitors); sustainability; and accessibility (for all).

· There is a tourism strategy, but is partly subsumed within leisure and sports strategies.  This applies to the current East Cambridgeshire Leisure and Tourism Strategy 2005-8 which has policies about profile, skills, events and short breaks.

· A new tourism strategy is proposed but this will depend on the outcome of the development of the sub-regional strategy. This is the case with Fenland.

ANNEX 2:   VISITOR ATTRACTIONS

Table A2.1 shows visitor attractions where visitor numbers are known.  They are largely from 2005.  

Table A2.1

	Name
	2005 Visitor Numbers
	% Children
	Charge for Admission

	Imperial War Museum Duxford
	462,972
	27
	Charge

	Wood Green Animal Shelters
	349,520
	37
	Free

	Fitzwilliam Museum
	291,295
	12
	Free

	Kings College Chapel
	212,614
	40
	Charge

	Wimpole Hall and Home Farm
	203,495
	x
	Charge

	Milton Country Park
	180,000
	40
	Free

	Anglesey Abbey
	164,786
	20
	Charge

	Cambridge American Cemetary
	160,000
	x
	Free

	University of Cambridge Botanic Garden
	124,090
	60
	Charge

	Shepreth Wildlife Park
	101,721
	60
	Charge

	Ely Cathedral
	90,230
	6
	Charge

	Wandlebury Country Park
	70,000
	x
	Free

	Kettle's Yard
	66,175
	40
	Free

	Welney Wetlands Centre
	60,000
	x
	Charge

	Peterborough Cathedral
	59,412
	17
	Free

	Nene Valley Railway
	57,506
	x
	Charge

	Sacrewell Farm & Country Centre
	50,889
	47
	Charge

	Peterborough Museum & Art Gallery
	38,784
	42
	Free

	University Museum of Zoology
	37,700
	40
	Free

	Wicken Fen National Nature Reserve
	36,135
	x
	Charge

	Babylon Gallery
	23,102
	10
	Free

	Museum of Archaeology & Anthropology
	21,263
	x
	Free

	Raptor Foundation
	18,250
	50
	Charge

	The Milton Maize Maze
	16,000
	40
	Charge

	Flag Fen Bronze Age Centre
	15,351
	38
	Charge

	Oliver Cromwell House
	15,000
	x
	Free

	Peckover House & Garden
	14,530
	10
	Charge

	Wisbech & Fenland Museum
	14,466
	21
	Free

	Houghton Mill
	13,820
	x
	Charge

	The Farmland Museum and Denny Abbey
	13,400
	40
	Charge

	Rupert Brooke Museum
	11,665
	20
	Free

	Stained Glass Museum
	10,618
	10
	Charge

	Cromwell Museum
	10,360
	40
	Free

	Ely Museum
	8,516
	25
	Charge

	Norris Museum
	8,395
	x
	Free

	Walpole St Peter's Church
	7,000
	5
	Free

	Chilford Hall Vineyard
	6,000
	20
	Charge

	Elgoods Brewery & Garden
	5,570
	10
	Charge

	Riverboat Georgina
	3,023
	10
	Charge

	Skylark Studios
	2,800
	20
	Free

	Railworld
	2,540
	x
	Charge

	Saint Wendredas Church
	2,500
	2
	Free

	March & District Museum
	2,441
	x
	Free

	Prickwillow Engine Museum
	2,005
	9
	Charge

	Chatteris Museum
	1,181
	29
	Free

	Wicken Corn Windmill
	1,100
	5
	Free

	Whittlesey Museum
	1,083
	35
	Charge

	Docwra's Manor Garden
	1,021
	x
	Charge

	Thorney Heritage Museum
	597
	20
	Free

	Longthorpe Tower
	458
	46
	Charge


Source: EET and local authority records

A number of significant attractions are not included in the table as their visitor numbers are not published.  These include:

· Some ecclesiastical sites, such as the Round Church in Cambridge

· A number of the Cambridge University museums

· Various Cambridge colleges

· Certain stately homes, often relatively small

· Others.

Table 2 provides some examples of events, where visitor numbers are known. 

Table A2.2   Events

	East of England Showground events  
	800,000 in total

	Burghley Horse Trials
	140,000

	CAMRA beer festival
	37,000

	Peterborough Festival
	33,000

	Lodestar festival
	30,000

	Wisbech Rose Fair
	20,000

	Cambridge Folk Festival
	10,000

	Aquafest, Ely
	10,000

	Cambridgeshire Garden Show
	7k per day


ANNEX 3:  POSITION AND ASPIRATION OF TOURISM ENTERPRISES

Evidence from the enterprise survey is available on a number of matters relating to enterprise needs and views, with implications for the strategy.

Growth

There is evidence of reasonable fluidity and new business formation, with 26% of respondent enterprises being no more than 5 years old.

Enterprises were asked if they had plans to grow the business significantly in the next 5 years. Almost half (47%) said yes; 39% said no.  Hotels were most likely to have such plans (75%) followed by attractions (67%).  Only 39% of self-catering respondents and 27% of guesthouses/B&B were planning to grow.

Enterprises were asked about the main barriers to growth.  The results are in Table A3.1

Table A3.1  Barriers to growth identified                                        % respondents

	
	ALL
	Hotels
	Guest houses/B&B
	Self-catering
	Attractions

	Lack of capital/finance
	38%
	50%
	29%
	13%
	61%

	No space


	36%
	50%
	42%
	25%
	23%

	Planning restrictions
	34%
	60%
	31%
	13%
	29%

	Personal circumstances
	25%
	10%
	44%
	31%
	6%

	Insufficient market demand
	23%
	35%
	19%
	25%
	16%

	Labour supply
	   9%
	0%
	4%
	0%
	26%

	Other
	22%
	25%
	14%
	13%
	32%


Source: Tourism enterprise survey, The Tourism Company
The barriers listed were pre-prompted.  The spread of response is wide.  While lack of capital is the most prevalent reason, this applies particularly to attractions.   Hotels are most likely to identify planning restrictions.  Labour supply is seldom seen as a barrier to growth, but is significant in this respect for attractions.  Personal circumstances are most likely to influence guest houses and self-catering (this may be to do with the age and inclination of the owner and family).  Market demand is often given as a factor but not the most prevalent one.

Enterprises were asked more specifically about whether they had problems recruiting staff.  For enterprises where labour was an applicable issue (i.e. they did recruit) 14% said this was a significant problem and a further 42% said it was somewhat of a problem for them.   This is mainly an issue for hotels (13% significant problem; 70% some problems) and attractions (19% significant problem; 40% some problems).

Reaction to services 

Enterprises were asked how important a list of public sector funded services were to their business.  The results are shown in Table A3.2. 

Table A3.2  Perceived importance of services                  % respondents 

	
	Very important
	Important

	Tourist Information Centre 
	72%
	24%

	Area/destination website
	61%
	31%

	Maintaining visitor infrastructure e.g. toilets signing
	58%
	22%

	Area/destination guide
	56%
	34%

	Maintaining attractive environment/amenities
	56%
	30%

	Destination promotion (media/ ads. etc.) 
	45%
	41%

	Organising and promoting events
	25%
	35%

	Undertaking and disseminating research
	13%
	33%

	Business advice/ support/ training 
	7%
	28%


Source: Tourism enterprise survey, The Tourism Company
This overall pattern is fairly similar across all kinds of enterprise responding.  However, for hotels, maintaining an attractive environment and infrastructure were considered the most important services.  Hotels also placed a rather greater importance on business advice/training that did other enterprises (15% considering this very important and a further 50% important). 

The TIC stood out as the most important service for all types of enterprise, with the exception of hotels.  But even with hotels 52% considered it to be very important and a further 43% important. 

Looking more specifically at advice and skills training issues, enterprises were asked how interested they are in different areas of training.  The results are in Table A3.3

Table A3.3  Interest in types of advice/training

	
	Very interested
	Quite interested

	Marketing
	30%
	39%

	Customer care
	21%
	32%

	IT / e-commerce
	15%
	34%

	Business management
	15%
	29%

	Environmental management
	14%
	36%

	Catering
	14%
	21%


Source: Tourism enterprise survey, The Tourism Company
Hotels were more likely than other types of establishment to tick ‘very interested’; for them customer care (59% very interested) and catering (53%) were most important, followed by marketing (41%).

Turning to response to environmental issues, between 80 and 88% of all enterprises said they were taking some action to, respectively, use local produce, reduce waste and reduce energy use.  However, only 29% were taking any action to encourage non-car/plane access (with 27% simply saying this was not applicable to them).    A similar picture is found in terms of whether enterprises would be interested in increasing activity in this field.  Whereas around 55% said they were very interested in increasing reduction of energy and waste and use of local produce (with a further 25% on average quite interested), only 15% were very interested in increasing encouragement of non-car/plane access (28% quite interested). 

What the sub-region needs in future

Enterprises were asked enterprises to look to the future and to consider the priority they would place on broad areas of development and marketing of the destination.  The results are given in Table A3.4.  Respondents were ask to score the importance of each of these element on a scale 1 to 5 and from these scores they were ranked as shown.  The table also shows the % or respondents who gave the respective item a score of 1 (of highest priority). 

Table A3.4  Priority actions for the future                                     % respondents

	
	Rank
	% scoring 1 (highest )

	Promoting the area out of season
	1
	61

	General promotion/awareness raising of the area
	2
	64

	More events
	3
	43

	More visitor attractions
	4
	39

	More outdoor activities (walking cycling boats etc.)
	5
	37

	Reducing environmental impact of tourism 
	6
	16

	Managing local impact/pressure of visitors  
	7
	17

	Improved accommodation quality
	8
	15

	Addressing labour supply - career/skills promotion
	9
	12

	More accommodation of other types
	10
	10

	More conference/event venues (under 800 seat capacity)
	11
	15

	More hotels
	12
	5

	More large conference/event venues (800 + capacity)
	13
	6


Source: Tourism enterprise survey, The Tourism Company
Looking at the responses from different types of enterprise, some key findings are:

· The two promotional activities (general awareness raising and out of season promotion) were given top ranking by all types of enterprise.   

· More events and visitor attractions were ranked quite highly by all types of enterprise – the score for attractions was lower because attraction operators tended to score this down a bit, even though quite a lot felt it important to extent the range of attractions.   

· Outdoor activities were more favoured by B&B and self catering enterprises and slightly less by hotels (reflecting market type).

· Improving accommodation quality was not considered important by hotels, but a number of B&B/guest houses ranked this quite highly.

· Almost all the hotels ranked the need for ‘more hotels’ at the bottom of the list.

· Hotels were more likely than other enterprises to show an interest in conference venues.  They were marginally more likely to rank small/medium conference provision higher than a new large facility. 

Enterprises were also asked about their attitude to possible changes in the way tourism is coordinated in Cambridgeshire and Peterborough in the future.   The results are in Table A3.5

Table A3.5  Reaction to future co-ordination                          % respondents

	
	Very  positive
	Quite

positive
	Neutral
	Rather negative
	Don't know

	Stronger coordination of tourism across the Cambridgeshire/  Peterborough area
	31%
	43%
	18%
	6%
	2%

	Marketing Cambridgeshire (including Peterborough) as a single destination
	32%
	38%
	18%
	11%
	2%

	Establishing a new public/private body to deliver tourism marketing/services across this area
	19%
	25%
	34%
	15%
	7%

	Participating in such a body
	8%
	23%
	38%
	23%
	7%

	Contributing financially to such a body
	2%
	7%
	29%
	50%
	12%


Source: Tourism enterprise survey, The Tourism Company
Businesses are generally positive about further coordination and a clear majority would like to see Cambridgeshire and Peterborough marketed as a single destination.  

Strengthened co-ordination is likely to require improved partnership working.  However, it is uncertain at this stage whether this should, or could, involve establishing a new body as a vehicle for this.   In the main enterprises responding to this survey people were fairly neutral about their being a new public/private delivery body and about participating in it. Half were negative about the idea of contributing to a possible new body financially. 

The different types of enterprise are fairly similar in their support for more coordination and marketing Cambridgeshire and Peterborough as a single destination.  However, the hotels are far more positive than other types about having a new body, should this be considered as the right way forward (65% positive) and in participating in it (42% positive). Only 22% of hotels are negative about contributing to it financially – 50% are neutral about this and 11% don’t know. 

ANNEX 4: COMPARISON WITH OTHER AREAS

Table A4.1  Visitor spend and jobs

	Local Authority
	Total Visitor Expenditure
	Total FTE Jobs Supported
	Source of Data
	Year of Study

	Greenwich
	         415,680,000 
	7,264
	Steam
	2003

	Brighton & Hove 
	         400,130,000 
	6,313
	Steam
	2005

	Chester 
	         372,630,000 
	6,576
	Steam
	2004

	Cambridge 
	         355,413,000 
	6,778
	Other
	2004

	York 
	         311,000,000 
	9,561
	Other
	2005

	Oxford 
	         271,301,000 
	6,000
	Other
	2005

	Canterbury 
	         257,534,000 
	5,139
	Cambridge
	2003

	Windsor & Maidenhead
	         241,546,878 
	5,302
	Cambridge
	2005

	Chichester 
	         147,410,000 
	2,914
	Steam
	2004

	Salisbury 
	         146,247,000 
	4,339
	Cambridge
	2003

	Durham
	           88,870,000 
	1,177
	Steam
	2004


Source: DPUK

Table A4.2  Hotels

	
	No. Estab’ments
	No. of Bedrooms

	Brighton & Hove 
	       140 
	4,273       

	Chester 
	       28 
	      1,933 

	Oxford 
	         24 
	      1,237 

	Salisbury 
	         20 
	 

	Shrewsbury & Atcham 
	         20 
	         548 

	Durham
	         19 
	          665 

	Cambridge 
	                       18
	                 1,061

	Chichester 
	         14 
	          505 

	Greenwich
	           6 
	      1,043 


Source: DPUK, Cambridge City Council

Table A4.3  Guest houses and B&B

	
	No. Estab’ments
	No. of Bedrooms

	Salisbury 
	183
	

	Chichester 
	123
	610

	Chester 
	87
	868

	Shrewsbury & Atcham 
	81
	312

	Cambridge 
	                        80
	                      424

	Brighton & Hove 
	54
	

	Oxford 
	47
	390

	Greenwich
	26
	126

	Durham
	19
	61


Source: DPUK, Cambridge City Council

Table A4.4  Average room occupancy (hotels)

	
	2001
	2002
	2003
	2004
	2005

	Brighton & Hove 
	50
	58
	63
	55
	59

	Cambridge 
	-
	-
	74
	73
	72

	Canterbury 
	73
	73
	73
	73
	

	Chester 
	66
	72
	72
	69
	70

	Chichester 
	-
	-
	-
	65
	70

	Durham
	55
	55
	58
	71
	73

	Greenwich
	 
	 
	 
	 
	

	Oxford 
	 
	 
	 
	63
	74

	Salisbury 
	-
	-
	63
	 
	

	Shrewsbury & Atcham 
	-
	-
	62
	62
	42

	Stratford-upon-Avon 
	-
	-
	55
	54
	54

	Warwick 
	-
	-
	54
	56
	59

	Windsor & Maidenhead
	75
	65
	76
	 
	

	York 
	60
	64
	62
	65
	63


Source: DPUK

Table A4.5  TIC usage

	
	
	Other non face-to-face contacts
	

	
	Total footfall & personal contacts
	No. of Telephone Calls
	No. of Letters
	No. of e-mails
	Total throughput

	Canterbury 
	  630,789 
	     66,663 
	         3,224 
	        8,985 
	 709,661 

	Greenwich
	  627,815 
	       9,593 
	            365 
	        1,434 
	 639,207 

	Oxford 
	  453,593 
	     40,662 
	         9,750 
	        9,162 
	 513,167 

	Chester 
	  452,445 
	     22,000 
	         2,000 
	        2,500 
	 478,945 

	Stratford-upon-Avon 
	  347,822 
	     32,531 
	            487 
	        4,382 
	 385,222 

	Cambridge 
	  315,661 
	     40,322 
	         3,990 
	        6,138 
	 366,111 

	Brighton & Hove 
	  253,465 
	     30,665 
	         2,624 
	      10,442 
	 297,196 

	Durham
	  195,000 
	     24,000 
	         7,000 
	        5,500 
	 231,500 

	Shrewsbury & Atcham 
	  209,617 
	     16,063 
	         2,148 
	        2,554 
	 230,382 

	Windsor & Maidenhead
	  189,026 
	 
	 
	 
	 189,026 

	Salisbury 
	  153,080 
	     17,915 
	         2,608 
	        3,848 
	 177,451 

	Chichester 
	  152,732 
	     20,409 
	            219 
	        1,669 
	 175,029 

	Warwick 
	  120,000 
	       7,961 
	            115 
	           176 
	 128,252 


Source: DPUK

Oxford

The attitude of Oxford City Council towards tourism has changed considerably in the last two years.  Having previously tended to turn its back on the sector, the Council has now adopted a strategy which includes recognising the value of tourism to the local economy, increasing length of stay, increasing the level of spending, improving resident’s perceptions of visitors and diversifying the product offer.  

A critical part of the City’s approach has been shaped through the establishment of the Oxford Marketing Group with 60 members from the trade, paying a membership of £50 - £100. This has been proactive and has been engaged in promotional and PR activity, as well as influencing policy and action.  The group includes the University of Oxford which has generally become more positive towards tourism and concerned about its outward image. 

There is a willingness and a move to work in a more coordinated way across the county.  A joint tourism strategy for the City and County of Oxford identified five actions, one of which is ‘to market the whole county as a destination’.   Oxfordshire County Council has not been actively engaged in tourism but is now seeking to take on a more significant coordinating role.  There are some practical and political issues with this – for example three neighbouring districts have signed up with three different DMS providers, and there is uncertainly around Oxford City’s aspirations for unitary status. There is a possibility that a Destination Management Organisation could be established for the county as a membership organisation.  In the meantime the city will also move towards further strengthening public-private action. 

The City Council has increased its budget for tourism promotion – it is now around £60,000.  This is spent on domestic and overseas marketing, the latter partly through Oxford’s participation in the British Heritage Cities Group.  The City has recently set up a Destination Oxford conference desk, partly motivated by what had been done by Cambridge City Council in this field. They are conscious of the need to obtain better information about tourism and its impact.  They have conducted a visitor survey and a residents’ opinion survey (using residents’ panels), and they are seeking to improve the process of estimating economic impact from tourism.     

Chester and Cheshire

‘Visit Chester and Cheshire’ (VCC) is the Destination Management Organisation for the historic city of Chester and the county of Cheshire.  It is one of five DMOs (sometimes referred to as tourist boards) set up by the North West Regional Development Agency in 2004.  NWDA decided to disband the regional tourist board completely, in favour of these sub-regional boards. 

VCC has a Board of 13 members, split between private and public (council members and senior officers) representatives.  It has a staff of 28.  The total annual turnover is around £2.9 million.  VCC is heavily supported by the NWDA which provides 70% of the funding, with 25% coming from commercial activity (marketing buy-in and other trading), 3% from rural regeneration funds, and 2% from the local authorities.  Local authorities each pay around £5k into the organisation.  There is a private sector membership scheme with 361 members paying a low core membership fee (£50 - £60) – the bulk of their contribution comes from purchasing in to various initiatives. VCC is increasing the commercial revenue element each year and hopes this will account for around 50% of funding in three years time. 

The goal and vision of VCC is to double the value of the tourism economy by 2015.  Their activities centre around marketing and business support/training.  They spend roughly £1m on promotional activity (excluding staff costs).  

Promotion is focussed around a sophisticated website carrying the Chester and Cheshire branding.  The branding and site architecture enables Chester and the individual parts of the county, such as Warrington, Macclesfield, etc. to have their own identify and dedicated pages within the common brand format; for example, visitors can ‘Google’ on and find a ‘Welcome to Warrington’ home page with dedicated information while being conscious that this is part of a bigger brand.  The overarching destination site leads to a set of themes (gardens, culture and heritage, rural escape etc.) and activities (shopping, cycling, waterways etc.).  Promotional activity offered to the trade is in the form of sets of campaigns for the domestic and overseas markets which they can buy into.  Within the overall promotional structure, Chester is described as the ‘attack brand’.   

There is a highly developed corporate website for tourism enterprises, leading to a wide range of business support activities, grouped under business advice, skills and training, education and careers and awards.

VCC has recently taken over the Chester and Cheshire conference desk and conference marketing will be integrated with the suite of activity for the county as a whole.

Individual local authorities are not engaged in outward marketing of the destination, leaving this responsibility to VCC.  However, they have retained responsibility for the Tourist Information Centres.  Some local authorities have developed a relationship with VCC concerning their local tourism function – for example VCC is part funding the tourism officer for Macclesfield.  Aspects such as heritage conservation and development are key elements of the local authorities’ work – this has recently been underscored in Chester where networking of heritage sites is strengthening their tourism offer. 

Bath

Tourism in the historic city of Bath is managed and promoted by Bath Tourism Plus, a destination management organisation established in 2003 by the unitary authority for the area  - Bath and North East Somerset (BANES).  This covers the city together with a surrounding rural area with some villages and small towns.  Bath Tourism Plus is responsible for marketing leisure tourism, operating a conference desk, organising some events and operating the TIC.  B&NES has some 51 hotels and 196 guesthouses.  The majority of these are in Bath. There are also 250 self-catering units and a handful of caravan/camp sites. 

Bath Tourism Plus is a company limited by guarantee, with 12 directors, appointed from the Council, B&NES Initiative and from relevant sectors or experience . The directors are not elected by the members. It has 17 staff (of which 9 FTE are TIC staff) and the total gross turnover is £1.3m.  Of this, £400k comes from the Council under a Service Level Agreement, and £60k from a private sector membership scheme; the remainder comes from selling marketing space, commission on accommodation, conference and ticket sales, retailing and some events. Part of this income is used to support the TIC.  The total gross spend on marketing activity per annum including staff costs is £170k. 

There are 367 commercial members paying an average fee of £160.  There is an arrangement for joint membership with South West Tourism, taken up by some members.

Domestic marketing activities include the VisitBath.co.uk website.  They also produce a destination guide.  They run a range of thematic and seasonal short breaks campaigns.  Overseas marketing is more limited and includes some initiatives with VisitBritain and work with airlines on routes into Bristol.  They have also generated significant media coverage. They undertake travel trade liaison and provide a conference placement service.  


As well as the historical attractions, the retail product is considered very important in Bath, and the vital role of tourism (including day trips) in supporting this is recognised. The Council in conjunction with BTP and SWT is currently preparing a destination management plan for Bath and the surrounding area to determine how best to manage tourism for the future and retain Bath’s position as a leading visitor destination. 

Suffolk

The neighbouring county of Suffolk receives around 1.9m staying tourists per year –that is somewhat under half the volume of tourism in Cambridgeshire.  The Suffolk Tourism Partnership was established four years ago.  It is the partnership body of the Suffolk Development Agency.  The Partnership has a Board of 15 people including representatives of the SDA, the local authorities and the private sector.  The mission is to ensure that the county’s tourism offer is promoted in a consistent, coherent and cost effective way. 

The total budget in the 2007/2008 Business Plan is £418,400.  This is made up of £100k from the SDA, £60k from EEDA, £33k from additional project support from the latter, £86k from the local authorities, £15k from private sector membership, £77k from earned income from marketing/web and £47k from sponsorship.  Currently the Districts each pay £8,000 into the core budget; £30 is sought from the County Council in 2007/8.  There are 600 registered private sector members – up until now registration has been free but they will now be asked to pay a modest subscription.   

The STP has a small staff component, consisting of two full time staff (Head of Tourism and Project Manager), an administrative officer 4 days/week (responsible also for data/website) and a PR officer under contract (who also handles some training aspects).  The SDA provides premises and handles human resource and financial management.  Action is partly driven through working groups.  Currently there are separate groups for marketing; business and training; learning and careers, and sustainable tourism.  

The STP promotes the county under the ‘Choose Suffolk’ brand.  This is also used as the brand name for the promotion of inward investment through the SDA, so this activity is reinforced by the tourism promotion. The Choose Suffolk website splits into two routes from the homepage.  The tourism website is partly map driven, with clickable areas of the county leading to standardised information pages backed by product.  

Promotional activity is mainly directed at the domestic market and short breaks, with a budget for this of around £160,000. An example is awareness raising through a tube advertising campaign in London. A new conference and business tourism portal is being introduced. A significant training programme is carried out, partly in conjunction with EET. There are targets for increasing the proportion of accommodation that is quality inspected. In all STP’s activities, particular emphasis is placed on sustainability and Suffolk seeks to be recognised as a leader in sustainable tourism.    

The 2007/8 Business Plan envisages a 3% growth in visitor spending in Suffolk during the year.  It sets aspirations for STP’s activities, including growth in participation and in the delivery of campaigns and training outreach.  

ANNEX 5:  CONSULTEES

This list of includes people consulted through face meetings or telephone interviews during the preparation of this strategy and action plan, and those who attended the stakeholder workshop.

The list is in alphabetical order of organisation

	Name
	Position
	Organisation

	Alison Hertage
	
	Audley End House

	John Parker
	Director
	Botanic Garden, Cambridge

	Kathy Collins
	Chair
	Cambridge Bed and Breakfast Association

	Emma Thornton
	City Centre Manager
	Cambridge City Centre Management

	Nigel Cutting
	Head of Arts and Entertainment
	Cambridge City Council

	Andrew Poulton
	Economic Development Officer
	Cambridge City Council

	Ben Durston Thorndyke
	Marketing Manager
	Cambridge City Council

	Brian Human
	Head of Policy and Projects
	Cambridge City Council

	Simon Payne
	Director of Environment and Planning
	Cambridge City Council

	Frankie McGhee
	Visitor Services Manager
	Cambridge City Council

	John Bridge
	Chief Executive
	Cambridgeshire and Peterborough Chamber of Commerce

	Matthew Hunt
	Environment Management Officer
	Cambridgeshire County Council

	Helen Ryde
	Green Infrastructure Development Officer
	Cambridgeshire County Council

	Mark Vigor
	Head of Strategic Planning
	Cambridgeshire County Council

	Kelly Walsh
	Manager
	Conference Cambridge

	Dinah Bibby
	Conference Co-ordinator
	Deafblind UK Trading Ltd

	Gerri Bird
	Forums Manager
	Directions Plus

	Sheila Smith-Rawnsley
	Chief Executive
	Directions Plus

	Darran Hill
	Team Leader Economic Development
	East Cambridgeshire District Council

	Phil Turner
	Sports and Leisure Officer
	East Cambridgeshire District Council

	Jane Wilson
	Arts Development Manager
	East Cambridgeshire District Council

	Tracey Harding
	Tourism and Events Officer
	East Cambridgeshire District Council

	Andrew Mercer
	CEO
	East of England Agricultural Society

	David Wilson
	Relationship Manager
	East of England Development Agency

	Graham Long
	
	East of England Development Agency

	Anita Thornberry
	Interim Director of Tourism
	East of England Development Agency

	Andrew Mercer
	Chief Executive
	East of England Showground

	Jane Cryer
	Partnerships Manager
	East of England Tourism

	Sergi Jarques
	Customer Insight Manager
	East of England Tourism

	Keith Brown
	Marketing Director
	East of England Tourism

	Jenny Shepherd
	Training Manager
	East of England Tourism

	Stuart Pinnell
	(Former) Managing Director
	East of England Tourism

	Lesley Ann Thompson
	
	Ely Cathedral

	Paul Separovic
	Recreation Officer
	Environment Agency

	John Adams
	
	Environment Agency

	Shara Ross
	General Manager
	Felix Hotel

	Clive Gibbon
	Business Development Officer
	Fenland District Council

	Sarah Ledger
	TIC Manager, Wisbech
	Fenland District Council

	Mark Oakley
	Economic and Community Development Manager
	Fenland District Council

	Penny Stocks
	Marketing and PR Officer
	Fens Tourism

	David Norton
	Managing Director
	Fens Tourism Limited

	Duncan Robinson 
	Director
	Fitzwilliam Museum

	Ian Shipp
	Leisure Services Manager
	Forest Heath District Council

	Ian Hurd
	Domestic Bursar
	Gonville and Caius College

	Chris Gerrard
	Project Manager
	Great Fen Project

	Martin Garratt
	Director
	Greater Cambridge Partnership

	Guy Mills
	Manager
	Greater Cambridge Partnership

	Jacky McAulay
	Business Development Manager
	Haycock Hotel

	Victoria Jones
	Sales Manager
	Holiday Inn, Peterborough West

	David Winser
	Chairman
	Huntingdon Association for Tourism

	Helen Rowe
	Director of Sales
	Huntingdon Marriott Hotel

	Sophie Hodgson
	
	Huntingdon Racecourse

	Ian Leatherbarrow
	Head of Policy
	Huntingdonshire District Council

	Steve Ingram
	Head of Planning Services
	Huntingdonshire District Council

	Helen Donnellan
	Marketing & Development Officer, Tourism
	Huntingdonshire District Council

	Corrine Garbett
	Economic Development Officer
	Huntingdonshire District Council

	Katie Sismore
	Town Centre Manager
	Huntingdonshire District Council

	Richard Ashton
	Director
	Imperial War Museum Duxford

	Gaynor Haxby
	
	Jockey Club Racecourses

	Susie Biller
	Marketing Manager
	Kettles Yard

	Derek Buxton
	Chapel Administer
	Kings College

	Alistair Wayne
	Managing Director
	Media Managers

	Philip Broadbent-Yale
	Area Manager
	National Trust

	Derek Lopez
	Owner
	Norman Cross Art Gallery

	Liz Green
	Head of Policy
	North Herts District Council

	Bill Agnew
	Business Liaison Executive
	Opportunity Peterborough

	Teresa Squires
	Property Manager
	Peckover House & Garden

	Andrew Watson
	Education and Visitors Officer
	Peterborough Cathedral

	Ed Zerafa
	Economic Regeneration Officer
	Peterborough City Council

	Fiona O’Mahony
	Programme Manager Culture and Recreation
	Peterborough City Council

	Rosemary Smith
	Implementation Manager, Planning Services
	Peterborough City Council

	Annette Joyce
	City Centre Manager
	Peterborough City Council

	Kath McGrath
	Arts Development Officer
	Peterborough City Council

	Marsha Dawson
	Conference Manager
	Peterborough City Council

	Linda Wills
	Tourism Services Manager
	Peterborough City Council

	David Henderson
	General Manager
	Peterborough Marriott Hotel

	Will Spinner
	Principal Economic Regeneration Officer
	Peterborough Regional Economic Partnership

	Robin Walker
	Junior Bursar
	Queens College

	Justin Hickman
	General Manager
	Royal Cambridge Hotel

	Clare French
	Tourism Liaison Officer
	South Cambridgeshire District Council

	Keith Miles
	Planning Policy Manager
	South Cambridgeshire District Council

	Bruce Wakeling
	Economic Development Manager
	South Holland District Council

	Jo Larrington
	Economic Development Officer
	South Holland District Council

	Barbara Copley
	Economic Development Officer
	South Kesteven District Council

	Sharon Fairweather
	Tourist Information  Centre Manager
	St Edmundsbury District Council

	Louise Rushworth
	International Relations Manager
	St John’s Innovation Centre

	John Harris
	Domestic Bursar
	St Johns College

	John Davies
	Chairman
	St Neots Town Centre Initiative

	Colin Oakley
	Route Development Manager
	Stansted Airport

	Scott Dolling
	Heard of Toruism
	Suffolk Tourism Partnership

	Jim Brown
	Project Manager
	Suffolk Tourism Partnership

	Paul Simm
	Domestic Bursar (rtrd)
	Trinity College

	Darryl Holdnall
	General Manager
	University Arms Hotel

	Liz Hyde
	Museums Development Officer
	University of Cambridge

	Elisabeth Blackie
	Tourism Officer
	Uttlesford District Council

	Helen Rodgers
	Economic Development Manager
	Uttlesford District Council

	Tina Jeffery
	Director of Trading & Business Development
	Wood Green Animal Shelter
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Fig 1.1 % enterprises wanting more business
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� UNWTO (World Tourism Organization) Tourism Barometer, 2006


� Consultees are listed in Annex 5. 


� Based on a web-based and postal questionnaire generating 152 usable returns – a response rate of approximately 45%.


� Hereafter called Olympics 2012


� E.g. Within the Regional Economic Strategy – Goal 4 ‘High Quality Places to Live, Work and Visit’


� Consider inaccurate owing to multiple passes of the doorway counter


� British on Holiday at Home, Mintel, March 2006


� International Passenger Survey, 2005


� Developing Destination Marketing Support for Cambridge, Arkenford, July 2006


� Notably the EEDA Economic Impact Study of the London 2012 Olympic Games and Paralympic Games (July 2006)  


� Estimate by Grant Thornton in the study referenced above


� Between 2001 and 2021 planned growth in jobs for Cambridgeshire and Peterborough Unitary Authority is, respectively, 75,000 and 20,000, and a high proportion of these will be service sector jobs, including in hotels and restaurants (Secretary of State’s response to draft revision of the Regional Spatial Strategy).  


� Making Tourism More Sustainable, UNWTO/UNEP 2005.


� Visitors, Industry, Community, Environment


� Studies in IQM of rural, urban and coastal destinations, EU DG Enterprise, 1999 


� Meetings Incentives Conferences Exhibitions


� Building on the research initiative undertaken by the GCP and the St John’s Innovation Centre


� 40% of UK trips are now booked online (independent request supplied from UKTS, 2005) 


� Economic Impact Study of the London 2012 Olympic Games and Paralympic Games, Grant Thornton, 2006.  Discretionary Business Tourism in the East of England, Designate Consulting, 2006


� Economic Impact Study of the London 2012 Olympic Games and Paralympic Games, Grant Thornton, 2006


� Discretionary Business Tourism in the East of England, Designate Consulting, 2006


� Cambridge is a world leader in the physics of liquid crystal displays and  there would be a good connection to the Sci-tech excellence theme


� From Nations and Regions East
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