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1. Strategy Context 

1.1 What is the Visitor Economy and Why is it Important?  

The visitor economy is of enormous importance to North East England.  It accounts for 
an estimated £3.9 billion1 of annual expenditure in the regional economy (equating 
to 4.6% of the region’s GVA) and directly supporting approximately 60,700 jobs – 5.2% 
of regional employment2. 
 
There is further potential for the visitor economy to be a highly competitive industry 
throughout the UK and globally.  A competitive strategy is therefore essential to 
enable businesses and organisations to collaborate and join forces in a common 
agenda to ensure the growth of the visitor economy and support wider economic 
growth, whilst being sensitive to the needs of communities and the environment. 
 
The visitor economy generates additional consumer spend in the region and is a 
powerful catalyst for economic regeneration and investment in place, wealth and 
employment creation and provides access to a wide range of employment 
opportunities.  It contributes to vibrancy and sense of place, pride and regional 
distinctiveness.  As a consequence, it raises profile and understanding of the region in 
the UK and overseas.  It creates benefits for residents and communities, and makes a 
contribution to regional quality of life – which in turn creates a positive environment 
for inward investment and in migration. 
 
Traditionally there has been a tourism strategy for the region but in the last decade 
greater understanding of the sector has demonstrated that the visitor has a greater 
footprint across a much wider range of sectors and businesses than conventionally 
considered accommodation providers or attractions. Organisations and stakeholders 
have also increased their interest in the visitor as a means to grow their business and 
contribute to their overall development goals and objectives.   
 
As this change has occurred the term ‘tourism’ has become less useful, as 
accommodation and attractions dominate the tourism debate leading to support 
and attention focused on these areas alone. The term ‘visitor economy’ reflects the 
more complete range of organisations and businesses engaged and impacted on or 
by the visitor. ‘Tourism’ as it has been understood didn’t reflect the importance of 
day visitors to an area, destinations, or cultural assets and how these important 
markets could be developed to support wider economic and development 
objectives. The visitor economy incorporates: 

• Attractors (e.g. natural environment, heritage and culture, iconic buildings, retail, 
sport, leisure and cultural facilities, food, and events) 

                                                      
1 STEAM – Scarborough Tourism Economic Activity Model 
2 Modelling the North East Economy – the impact of tourism on economic activity in the North 
East of England (Durham University - July 2007) 
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• Infrastructure (e.g. signs, transport, parking and orientation, signage, 
interpretation, public space and amenities) 

• Services (e.g. hotels and bars, pubs and restaurants, galleries, information, the 
everyday events and the day-to-day services that make the place clean, safe 
and welcoming). 

 
The visitor economy is the responsibility of many organisations. It is fragmented and 
complex, with many stakeholders and assets playing a part. These complexities have 
the ability to weaken the sector, its voice, the understanding of its importance and 
the level of support it needs to ensure its growth.  It is unlikely that these 
characteristics of the sector will change and therefore it is essential that we learn to 
work with these characteristics through improved communication mechanisms, 
increased collaboration, and information, intelligence and best practice sharing. It is 
critical that this is strategically led and coordinated in conjunction with the regions 
wider growth agendas so that there is a context for development and that 
development is focused to make the best use of the region’s available resources. 
 
So what will 2020 look like?  This strategy is being prepared to look forward over the 
next 10 years, to build on the success of the last 5 years and set out a plan of action 
for businesses and the public sector to work together to get there. 

 

 

1.2 Strategic Context  
 
This strategy is set within the context of the Regional Economic Strategy (2006-2016) 
(RES).  This identifies Tourism and Hospitality as one of nine key economic sectors.    
The Vision for the region is: 
 
“The North East will be a region where present and future generations have a high 
quality of life.   It will be a vibrant, self-reliant, ambitious and outward-looking region 
featuring a dynamic economy, a healthy environment and a distinctive culture.   
Everyone will have the opportunity to realise their full potential.” 
 
The RES aims to increase GVA per person, increase employment and create new 
businesses3.  
 
Three themes of intervention are identified: 

• Business – a need for strong enterprise and business support activities.  A primary 
focus is on increasing productivity of existing businesses 

• People – the need for a skilled, adaptable, healthy and motivated workforce   

                                                      
3 The North East growth target is to increase productivity which stood at 80% of the national 
average to 90% of the national average by 2016. This equates to creation of between an 
additional 61,000 to 73,000 jobs and 18,500 to 22,000 new businesses.  
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• Place – targeted investment around specific spatial priorities.  Provision of quality 
environments will contribute to retaining and attracting highly skilled people –the 
place making agenda.  Regional image is also seen as a major comparative 
advantage – it is a driver of both participation and productivity   

 
A new national tourism strategy for England is in preparation and will also be 
consulted upon during the consultation period for this strategy.  The draft sets out four 
main ‘areas for action’: 

• Developing great destinations and experiences 

• Ensuring quality first 

• Competitive marketing 

• Easy access 

There is a high level of consistency with the principles of this draft strategy. 
  
Where there are key recommendations in the final version of the England strategy 
that have implications for this strategy, they will be incorporated into the final version.    
 
The proposed changes to the Regional Spatial and Economic Strategies are also 
understood. As policy and evidence reviews are compiled in preparation for these 
changes, the strategy will use this intelligence during the consultation process to 
ensure the linkages with the wider regional agenda. 
 
 
 
1.3 What has been Achieved as a Result of the Last Tourism Strategy 2005-2010 
 
The last ten years have seen a step change in the growth and success of the visitor 
economy in North East England.  Ten years ago there was no BALTIC, Centre for 
Contemporary Art, no Sage Gateshead, no Alnwick Garden, no Middlesbrough 
Institute of Modern Art.  
 
In the last five years we have seen stronger regional leadership, increased 
coordination, the creation and resourcing of Tourism Network North East as a force 
for change, the Passionate People Passionate Places regional image campaign and 
major investments in marketing. Investment in the visitor economy has grown 
substantially.  Since 2005 at least £380m has been invested in visitor economy projects 
by the public and private sector in the region.  This has included the expansion of 
major branded accommodation and new and refreshed smaller tourism enterprises, 
throughout the region.  
 
The impact of the visitor economy has increased across the region.  It has grown by 
30% in the last five years, outperforming neighbouring regions and the UK as a whole4. 
 

                                                      
4 STEAM 2007 
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1.4 The Visitor Economy in North East England 2009  
 

The last 5 years has been a period of significant tourism growth and development, in 
terms of both investment and visitor expenditure.   Employment in the visitor economy 
is estimated to have increased by 14% between 2004 and 2007.  Share of the UK 
market has grown with the North East outperforming its competitors – this has been 
driven by the domestic UK markets.   
 
There is spare capacity across the region: average (as assessed in 2008) serviced5 
room occupancy is about 55%, compared to 62% for the UK.  Peaks and troughs in 
demand are an issue across the region but are significantly more marked in some 
areas than others (see below). 
 
There are significant sub-regional variations within the North East: 

• Tyne and Wear accounts for the largest share of all visitor economy activity - 
volume and spend (and consequently jobs).  Whilst it has the largest share of 
serviced bed spaces in the region, enjoying higher than average occupancy, it is 
slightly less dominant in terms of overall stays in commercial accommodation, 
reflecting the small size of its non serviced sector6.  There is a marked difference 
between bed and room occupancy in the area reflecting a high proportion of 
single occupancy, typical of business visitors.   It is the least seasonal of the sub-
regions but still has a small summer peak among staying visitors and typically a 
Sunday dip in demand. 

•  Tees Valley shares some of the characteristics of Tyne and Wear – especially in 
terms of its accommodation base and less seasonal pattern of tourism.   However, 
it is the smallest sub-region in visitor economy terms and the sector is not currently 
a major employer, with a share of overall employment that is about half the 
regional average.  

•  Northumberland accounts for the largest share of stays in commercial 
accommodation.   The majority of region’s operators and self catering bed 
spaces are located in the county.  Tourism is a significant employer – over twice 
the regional average.  However, seasonality (particularly in November to March) 
is a major issue  and great fluctuations in demand between the main visitor 
season and off season create a difficult business operating environment. Breaking 
this pattern will create more favourable conditions for businesses to expand and 
grow, increasing overall occupancy and revenues for businesses and more 
secure and full time employment opportunities.   

• Durham is, in terms of all visitor economy activity, the second largest sub-region 
(after Tyne and Wear).  Employment levels are on a par with the regional 
average.  It has the second largest number of accommodation operators in the 
region – most of its bed spaces are non-serviced.  Serviced occupancy is below 
the regional average – seasonality is an issue but not so marked as in 
Northumberland. 

                                                      
5 Serviced - Hotels, motels, guest houses, B&Bs, farmhouses/inns providing breakfast 
6 Non Serviced – Self catering, cottages/apartments, static and towed caravans, camping 
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1.5 External Factors 
 
North East England and its visitor economy will continue to be affected by a wide 
range of external factors that the region must flex and adapt to. There will be little the 
region can do itself to alter these factors or change market trends but it will be 
important to monitor them closely and constantly adapt our responses and 
developments to maximise potential benefits whilst minimising threats. There is a need 
to develop and integrate Futures Work in relation to the areas below within Tourism 
Network North East.  Some of the key ones include: 

• Political: In international marketplaces, security, governmental legislation and 
health issues relating to the UK will remain potential factors.  

  

• Economic: Global economic conditions will continue to be a factor for the 
regions visitor economy. For example, in 2009/10, low confidence is affecting 
both public and private sector investment which in turn could impact on the 
delivery of this strategy. As the economy recovers, public sector spending will be 
under significant pressure. However, intelligence indicates that consumers are still 
prioritising travel. In a more competitive global marketplace the need for strong, 
coherent branding that promotes authenticity will be paramount, to help 
differentiate one destination from another.  

 

• Demographics: Demographic changes (e.g. an older population, more affluent 
youth markets, older parenting) will have complex impacts, sometimes 
contradictory, which will create significant changes to patterns of UK tourism.   For 
example: 

o Affordable retirement communities and original or second homes being 
located in other countries will increasingly affect the levels of movements 
in relation to visiting friends and relations 

o Older markets looking for more active products but also an increase in 
health tourism7 

o Markets increasingly choosing destinations on the basis of what they want 
to do not where they want to visit 

o Increased demand for shorter trips and simpler ‘bundled’ single price 
products (or packages) 

 

• Sociological: The impacts of social change (in terms of values and attitudes) for 
UK tourism will include later booking, more social networking, more niche 
segments (i.e. smaller special interest segment) and less destination loyalty (and 
hence fewer repeat visitors). 

                                                      
7 Health Tourism – Those that travel specifically to address a medical condition 
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better retail and catering provision resulting in greater dwell times and visitor spend. 

  

The focus on market towns will spread throughout the region and promote, for example, 

Guisborough’s development as an outdoor centre for the Tees Valley and Barnard Castle 

as the hub for the development of the Durham Dales.   

 

These developments will not happen by chance.  They will be the result of a ten‐year 

programme of key interventions and collaborative actions between public and private 

sectors, charted in the Visitor Economy Strategy of 2010.  Tourism Network North East  

will facilitate partners to deliver the strategy, which focuses on stimulating and facilitating 

businesses and organisations with an interest in the visitor economy, direct and indirect to 

work in partnership to achieve sustainable growth.   

 

 

2.2 Strategic Aims 
 

1. To improve visitor yield: To significantly improve the region’s average 
earnings per visitor and reduce seasonal and spatial disparities in 
tourist arrivals and receipts. 

2. To achieve sustainable tourism growth: To achieve consistent, 
progressive increases in tourist arrivals and receipts. 

 
Visitor yield, i.e. the economic benefits received from each visitor, should be 
optimised to achieve high levels of tourism economic growth without increasing 
tourism volumes to able to benefit from tourism and manage the impacts. This implies 
enticing visitors to stay longer and spend more, supporting employment and job 
creation, business creation and growth. 
 
A profitable and competitive tourism industry is dependent upon revenue and 
employment retention throughout the year.  Seasonality can have various negative 
impacts (under-utilised capacity, seasonal employment) – it is important to work 
towards reducing these fluctuations and achieve an even flow of visitor spend.   
 
Tourism can also play an important part in place regeneration, particularly within 
emerging destinations, supporting the development of valued and vibrant places to 
live work and study and in doing so creating an interesting and exciting visitor 
experience. The strategy therefore aims to spread the benefits and impacts of visitor 
spend beyond the obvious tourism destinations and attractors to support the region’s 
developing destinations. 
 



 
 

12

The region should sustain and increase current growth levels in visitor arrivals. 
However, it is recognised that the landscape and capacity of the region’s 
communities and assets to absorb huge volumes of visitors make it unsuitable to 
develop a mass market appeal and attract huge volumes of visitors. There is an 
absolute need to manage impacts on natural, heritage resources and communities.   
To ensure sustainable development of the visitor economy such visitor increases 
should ideally help even out (rather than accentuate) peaks in demand throughout 
the year and across the region and be responsive to market demand. It is important 
that this is a consideration in all tourism development whether driven locally, sub -
regionally or regionally. 
 
2.3 Objectives 
 
These two aims can be translated into a number of more specific objectives: 

• To increase spend per visitor from £172/£32 per trip (overnight/day visitors and 
based on  all expenditure10) in 2007 to £217/£36 per trip (overnight/day visitors) by 
2020 

• To stimulate increased dwell times, longer stays, repeat visits and 
recommendations by achieving high levels of customer satisfaction, positive 
perception and loyalty – increase the regional average length of stay from 2.7 in 
2007 to 3.0 by 2020 (serviced accommodation increasing from 1.8 to 2.0 nights 
and non serviced increasing from 6.6 to 7.0 nights)   

• To reduce the difference in tourism revenues earned between June-September 
and the rest of the year – percentage of tourism revenue in 2007 were Q1 19%; 
Q2 27%; Q3 34% and Q4 20%. However, to establish meaningful measurements, 
targets will be discussed and established at sub regional level during the 
consultative period    

• To grow the volume of staying visitors – established through STEAM as 8.9 million in 
2007, a 14% increase from 2003. Regional target set at 10 million by 2020  

• To increase the number and quality of jobs – figures for 2007 collected through 
STEAM indicate that the tourism sector directly employs 60,700 FTE. Based on 
growth projections this should increase to 65,700 FTE by 2020 and create or 
directly support the formation of approximately 900 new enterprises  

• To increase the market awareness and recognition of the region and its 
destinations by developing the region’s brand image and equity, that is unique, 
vibrant and inspiring, admired and valued by visitors and the region – in 2007, 52% 
of people asked from outside the region knew a fair amount/great deal about 
North East England and 11% of people knew nothing (compared to 23% and 27% 
respectively in 2004)11. By 2020, 65% of those asked with know a fair amount/great 
deal about North East England and less than 5% will know nothing  

Annex 1 provides information on how baselines and targets have been established.  

                                                      
10 All expenditure impacting on the visitor economy including direct plus indirect e.g. Laundry, 
in region transport, cleaning etc.  
11 Perceptions of the Region MORI Survey 
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3. Strategic Principles 

Tourism growth will be dependent largely on the ability of the North East England 
visitor economy to: 

• Advance a strong and differentiated regional positioning as a cornerstone of the 
strategy.  This is about gaining a competitive edge by focusing on interventions 
that could improve the region’s ability to offer an authentic and exceptional 
experience in relation to competitors   

• Target the most lucrative markets that will be responsive to our offer, using our 
strongest products and experiences to achieve this and supporting the 
development and growth of emerging destinations  

• Ensure sustainability by increasing our collective understanding of what impact 
the visitor economy has on the environment and communities and taking active 
steps to monitor and protect the environmental and cultural assets, reducing the 
negative impacts of visitors, increasing awareness and understanding of the 
visitor economy in host communities and encouraging responsible resource 
consumption 

• Focus support on those businesses with the ability and aspiration to grow.   

 
 
3.1 Differentiated Positioning  
 

Establishing a position in the marketplace that is distinctive and competitive and 
responds strongly to market trends and preferences is a critical success factor for the 
strategy.  Following significant analysis of market trends, futures work and 
competitors, the following pointers have emerged as key to developing the regions 
tourism proposition: 

Appealing to market trends Different from competitors 
• Authenticity, rooted in local culture 
• An escape from everyday pressures, 

with a relaxed pace and lots of space  
• Unexpected pleasures – landmarks, 

landscapes, townscape, scenery, 
beaches, food, etc. 

• Opportunities to let your hair down and 
celebrate 

• Places to meet that are different and 
special 

• Value for money  

• Distinctive regional culture, with a 
friendly, warm welcome 

• A personalised, quality experience, not 
seeking mass appeal, but providing 
personalised memories and 
experiences  

• A sense of place and space  
• Relaxed cities with a party soul 
• Heritage of regional pride and 

industrial innovation 
• Unusual, high quality venues for 

meetings and events 
• Close proximity of urban areas, 

attractive countryside, quality 
beaches, dramatic heritage and 
iconic landscapes 
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Drawing on this analysis, the following figure identifies specific elements of positioning.  
This will guide investment for those delivering to visitors, investing in physical assets 
and undertaking further image building. 

 

 
 

Key implications arising from the above: 

• The positioning challenge for North East England will be to encourage and allow 
visitors to experience the liberating qualities of the region to the fullest.  North 
East England has a comparative advantage in space, lifestyle, culture and 
character that should be reflected in both product development and 
promotion. Localities will need to identify their own specific blend and appeal 
from the above mix that differentiates them from others 

• The focus for new and enhanced experiences should be opportunities for visitors 
to interact with the best of local culture, heritage and natural environment, using 
local people to ‘tell stories’ and enrich the visitor experience  

• This strong focus on providing opportunities for visitors to engage with local 
people must be supported by creative and visitor focused interpretation, 
signage and innovative transport solutions 

• For events, meetings and conferences the region should position itself to offer 
distinctive, attractive opportunities, taking advantage of the region’s inherent 
qualities 

 
Cities with Soul 

A Place for 
Enjoyment 

Distinctive, 
Independent 

Character 

People with 
Passion and Pride 
 

Spacious 
Landscapes 

A Liberating 
Experience 

(Renew, Relax, 
Discover) 

Special Places to 
Meet 

 

Vibrant 
Cultural Scene 
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3.2 Targeting of Growth Markets 

Identifying the most lucrative market segments and tailoring products and services to 
suit its needs is an essential component of advancing North East England’s 
competitiveness.   The following key target segments have been identified in the 
North East England Marketing Framework: 
 
3.2.1 Business Visitors 
Business visitors are a critical part of the region's visitor economy because they are 
high spending, less seasonal in their visitation patterns and are often key decision 
makers in industry who will form an impression of the region for future investment or 
leisure travel decisions.  Whilst business looks to reduce carbon emissions by limiting 
travel, relying more on digital communication solutions, face to face meeting will 
always be an inherent part of business. The focus for this strategy therefore is on 
expanding the discretionary element of business travel, primarily conferences and 
meetings. Within this sector, association conferences are the most discretionary 
element and represent a highly competitive market.  A key issue for North East 
England is how to actively compete in this market, recognising the implications for 
enhancing the existing product and making sure that product development is 
responding to global market trends within business conferencing.  
  
3.2.2 UK Leisure Visitors 
The region’s primary leisure markets for the UK outside the region have been 
identified and described using rigorous market research in the development of 
Tourism Network North East Marketing Framework. The approach taken, used market 
segmentation based on visitors lifestyle preferences (the ARK Leisure model) and 
people’s stage of life. This work has identified three key market segments for the 
region, namely: 

 Post family Traditionals: This is a mainstream market whose members are self-
reliant and hold more traditional values  

 Pre and post family Cosmopolitans: Independent, active risk-takers who seek 
both intellectual and physical challenges 

 Pre and post family Discoverers: Independent of mind, this is the least likely group 
to worry about what others might think and like exploring new, more adventurous 
destinations. 

 
There is significant room to grow the volume of our existing markets (targeting 
individuals and the group12 market).  Core geographic target areas for promotions 
will be in those geographic areas that have access to the region’s products within a 
3 to 4 hour travel time and strong access links, particularly neighbouring regions – 
Yorkshire, the North West and Scotland. South East England and the Midlands will be 
important because of the size and wealth of the market there. 
 

                                                      
12 Group travel - coach, cruise, special interest etc.  
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Families are also an important market and the region will cater for them through its 
product offer and information.  However, whilst families remain an important part of 
the visitor mix for many parts of the region, the opportunity to increase yield from this 
market is limited, being more seasonal and limited to peak periods. Promotion to 
families will therefore be accommodated by individual operators, with a targeted 
family offer, rather than destinations.   
 
Group travel activity will continue to target the traditional groups market and 
encourage more operators to organise tours to the region. However, new activity will 
be focused on attracting luxury groups, incorporating the most lucrative market 
segments. 
 
Day visitors are particularly important for developing and emerging destinations in 
terms of increasing yield, where they can stimulate the development of the visitor 
economy – they will be key markets in destinations like, the Tees Valley, Sunderland 
and Tyne and Wear coastal areas. They are also important from the perspective of 
specific business types (attractions, catering and retail) and the supporting supply 
chain.   
 
Sub-Regional Variation 

The target market mix varies from area to area: 

• For Northumberland and Durham, the primary targets are ‘Traditionals’ and 
‘Discoverers’, within which Northumberland also has a particularly significant 
family market.  Association conference business will also be a priority for Durham 
City 

• In NewcastleGateshead, the target for ‘city break’ consumer marketing activity is 
on younger and older adult ‘Cosmopolitans’ and ‘Discoverers’.  Association and 
corporate conferences will also be a priority 

• In Tees Valley, Sunderland, Tyne and Wear Coast, the primary focus for marketing 
activity is on ‘Traditionals’ and family day trips.  In the longer term, short break 
audiences will be specifically targeted but some product development is 
required to meet the requirements of this market. 

 
3.2.3 International Markets   
Currently, the most important European markets for North East England are Germany, 
Holland and work is also being undertaken in Norway – each of which have existing 
air and/or sea routes to the region.     
 
While the UK markets will continue to provide the main potential for growth, 
opportunities in international markets will be pursued in countries where transport 
connections are strong. The region will build on the work undertaken to develop 
awareness of the visitor offer in international markets such as New Zealand and 
Australia as a result of new and existing air links. We will seek to increase the transport 
connectivity with North America. Until a more direct link is created we will work with 
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our partners to increase awareness of the region’s visitor offer by partnering on 
appropriate promotional campaigns, with our regional and national partners. 
 
The region will work with transport operators such as airlines, train and ferry 
companies, VisitBritain, VisitEngland and our Northern partners through England’s 
North Country, to generate increased value from near European markets and 
emerging economies. We will also use our international trade links by supporting the 
regions work on inward investment to promote the regions quality of life and visitor 
appeal. 
 
We will make the most of the opportunities that are presented to us through the 
national decade of sport including the London 2012 Olympics and Paralympic 
Games by exploiting the increased media interest in the country. 
 
3.2.4 Niche Markets  
 
Niche market development will be important for the region where there is identifiable 
market potential and significant economic return.  Niche markets tend to be small 
and focus on a special interest, theme or event, or on a small geographic area. But 
whilst these are low volume, niche marketing is typically highly targeted, so can be 
cost-effective and niches have the ability to generate greater growth in the future, 
starting small but gaining a following and creating a credibility through their 
specialism which (with appropriate product development) over time can grow.  
 
They can be an important tool for emerging and developing destinations or specific 
localities and their businesses. They can also be useful in generating visits out of the 
traditional peak tourism season. Niches with potential for the region include (but not 
limited to) music (popular, jazz, classical and brass), adventure and water sports, 
fishing, mountain biking and cycling, walking, golf and bird watching. A typical 
example would be a group of mountain biking enthusiasts or a party undertaking a 
challenging long-distance walk, over several days. 

3.2.5 Implications for Product Development 

In pursuing product development the needs and requirements of the target market 
segments will need to be identified and communicated to ensure the best product-
market match.   
 
The key requirements of the individual target segments could be summarised as 
follows: 

 Traditionals: Basic value is very important and service and product quality are 
non-negotiable.  They patronise known locations that offer escape, relaxation 
and a good sense of place.  

 Cosmopolitans: They place a high value on the experiences on offer and on 
quality, individual attention and specialist eating, shopping, drinking and 
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accommodation.  New and exciting opportunities to escape are important, to 
the extent that they are prepared to pay a premium for such experiences.    

 Discoverers: While the basic prerequisites of value and good service are 
important their main interest is to explore and discover new areas for outdoor 
escapes, interesting heritage and lesser-known attractions.  

 
Following on from the development of nature and heritage based products, Tourism 
Network North East, over the next 5 – 10 years, will need to undertake coordinated 
geographically defined product development, packaging products and 
experiences that appeal to the needs of these segments. Examples of areas include 
the coast, Tees Valley, market towns, Hadrians Wall/World Heritage Sites, food and 
drink and emerging destinations, but all will emerge at a local level through area 
tourism and destination management plans.  
 
 
3.3 Ensuring Sustainability  

 
Protecting and increasing our stock of visitor experiences based on environmental 
and cultural assets. 
 
3.3.1 Sustainability 
 
Much of the region’s attractiveness is vested in its natural and cultural resources.  
Sustainability of these resources is of critical underlying importance to tourism in the 
region.  It underlies the whole of this strategy, in terms of both market positioning and 
development and product development.  Most importantly, it is about ensuring that 
tourism is authentic and distinctive to the region, building on the region’s inherent 
assets (environmental, heritage and cultural) and conserving or enhancing those 
assets for future generations.  Through offering a quality visitor experience many of 
these assets have the capacity to gain a financial benefit that helps them to 
maintain and develop the quality of the offering and their intrinsic value. 
 
This strategy will ensure that development of the visitor economy acts as a driver to 
create new visitor experiences based on our environmental and cultural assets whilst 
formally contributing to their protection.  The region has a track record in achieving 
the conservation and protection of such assets whilst growing business opportunity.  
Dewars Lane Granary has saved a heritage building at risk whilst creating new 
accommodation and retail space for new business.   Saltholme Wild Bird Discovery 
Centre has regenerated brownfield land to create a business founded on a nature 
reserve of international significance. There are many more examples in the region 
and importantly there are more opportunities. 
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3.3.2 Carbon Reduction, Resource Consumption and Climate Change 
 
The UK now has one of the most challenging legally binding carbon reduction targets 
in the world.  Energy efficiency is increasingly an important factor of business 
productivity. Although such targets are a challenge, there is fertile common ground 
for business and the public sector to collaborate and share information and best 
practice so that the sector can improve its performance in this area, benefit 
financially through the adoption of more efficient practices and help to conserve the 
resources and assets on which it relies. 
 
Whilst respecting consumer choice, it is also possible to influence visitor choices and 
behaviour by adopting these practices and raising awareness of consumers. Whilst it 
is not yet proven that the majority of visitors will base their decision making or pay a 
premium for a ‘greener’ product it is increasing in importance. This should not hold 
the region back from being responsible with its valuable landscape, built and natural 
heritage and the earth’s resources. 
 
However, the region should take the opportunity to develop its tourism products in a 
way that will have a sustainable impact. There is a need to work more closely with 
partners to monitor the environmental impact of the visitor economy across a range 
of assets, establishing early warning indicators to manage potential threats and 
actively promote low impact activities and alternatives and wherever possible take 
the opportunity to emphasise in marketing and visitor information. 
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4. Action Area 1:  Creative Marketing 

4.1 Rationale 

Effective marketing and information provision are key tools in meeting the strategy’s 
objectives – for example:  

• Increasing spend per visitor – by up-selling, increasing dwell times and length of 
stay, providing more opportunities to spend on authentic experiences and 
products 

• Reducing seasonality, by emphasising off season products and stimulating 
interest and targeting markets with a propensity to travel out of season 

• Growing the volume of staying visitors 

• Increasing the region’s brand image and equity. 

The approach to marketing will be underpinned by a number of key principles – for 
example: 

• Differentiating the regional offer, as outlined in Section 3.1  

• Targeting to achieve the best mix of markets and using the region’s recognised 
assets to attract them – as outlined in Section 3.2  

• Maximising the use and impact of the attract and disperse approach to 
marketing to ensure development and growth of emerging destinations 

• Using the Internet as a key method for communicating with target market 
segments  

• Making decisions using robust evidence and clear market research, continually 
adapting and learning from results and evaluation. 

 
 
4.2 The Marketing Framework 

Every region faces a challenge that some places and experiences have a higher 
profile in the market than others and offer greater potential to achieve economic 
growth for the region in the prevailing market conditions.  This can create tensions 
amongst the range of destinations that have the ambition to grow yet are 
competing for resources. Too many different messages from destinations at different 
stages of development can confuse the consumer and use valuable promotional 
resources for little return. 

The Marketing Framework prepared by Tourism Network North East outlines an 
approach to marketing that enables a sharper focus on areas with sufficient profile to 
attract UK and international markets, but connecting them to experiences and 
products in emerging and developing parts of the region’s tourism offer to ensure 
that they too will benefit.  There are four broad implications of this policy: 
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• ATTRACT  - Focusing national and international promotion on experiences and 
destinations and attractors with sufficient profile to compete in target UK and 
international markets  

• DISPERSE - Using information to raise profile, spending and visitor numbers in 
emerging destinations, where the products meet the needs of the market 

• GROW - Guiding development of new product, and emerging destinations and 
experiences to increase visitor spend from existing and new markets with actions 
informed by good market intelligence  

• COLLABORATE - Ensuring partnership working within the region between 
localities, outside of the region, nationally and internationally 

 
Annex 2 provides more detail on the attract and disperse policy 
 
 
4.3 Using the Region’s Assets 
 
There are several different ‘brands’ across the region, each of which has a different 
resonance in the market place. The way in which these relate to, and are 
differentiated from, each other is of core importance to maximise the impact from all 
of the region’s investment. Each core destination ‘brand’ will strengthen its own 
identity but also need to offer the promise of an experience embracing a wider 
regional offer.  These brands must be more than a literal definition of a place; they 
must be the first step towards a dispersal process that will involve the wider region.  As 
such, they will support and strengthen the regional as a whole.  
 
Following considerable discussion and development within Tourism Network North 
East of its Marketing Framework, the Network’s main proactive consumer marketing 
will be primarily lead with destinations and attractors that research show appeal to 
our target markets looking for leisure breaks whilst always linking them to the wider 
products and experiences within the region. 
  
The core attractors and themes for destination marketing are:  

• Destinations13 - Northumberland (coast & country), Durham (focused on Durham 
City) and NewcastleGateshead.   

• Attractors14 – Hadrian’s Wall, Northumberland National Park and AONBs, Alnwick 
Garden, Durham Cathedral and Castle, Angel of the North, Beamish Museum 

                                                      
13 Destination ‘brands’ need to be understood as brands in the commercial sense of offering 
the promise of an experience which embodies elements from throughout the region rather 
than a literal definition of a place you are either in, or not if you step over the boundary. It is 
the first step in a dispersal process that will involve every other part of the region.  
14 Visitor attractions with recognition and resonance further a field for people looking for leisure 
trips. Attractors have been established as a result of structured research into the views of visitors 
and potential visitors. 
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and market towns with strong market appeal (like Berwick, Alnwick, Hexham and 
Barnard Castle)and major events.  

• Product15 themes – the main product themes are History and Heritage, Coast and 
Countryside (both  Outdoor and Active, and Peace and Tranquillity), and City / 
Urban Culture  

• Motivating Experiences: 

o Renewal (To make new again; to restore or give new life to; to rejuvenate; 
to re-establish; to recreate; to rebuild) 

o Discovery (To find information, a place, objects or experiences, especially 
for the first time – including personal discovery) 

o Relaxation (The act of relaxing or the state of being relaxed; the opposite 
of stress or tension; the aim of recreation and leisure activities). 

The region has made great steps forward in increasing its profile as a visitor 
destination in the last five years - see section 2.3. The next stage will be to continue to 
communicate strong messages about the destinations and products in the region to 
increase consumer familiarity with the regions offer and build confidence that the 
region can deliver great and varied experiences. There will be many organisations 
and businesses promoting the region in various forms but for even the smallest 
businesses there is value in aligning with established high profile regional and sub-
regional brands and promotional activities to gain value from wider public sector 
marketing investment. Likewise there is added value for established brands to 
reinforce their location within North East England through use of the North East 
England geographic identifier, so that as consumers receive these different 
promotional messages they are able to associate them with the region, helping to 
build a strong and positive image of the whole of the North East. 

 

4.4 Proactive Promotion and Accessible Visitor Information 
 
Business Tourism 
For the key sector of conferences and meetings, promotion will take place at a 
destination level – for UK and international markets.  The lead destinations will be 
NewcastleGateshead and Durham, who will work in partnership with each other, 
major venues, including the higher education sector.   
 
Effective promotion will be founded on developing good relationships with leaders in 
key sectors of the economy locally and with carefully targeted conference buyers.  A 
focus will be on priority sectors based on Regional Economic Strategy priority sectors, 
such as health and energy; and also on those with opportunity to achieve significant 
influence and profile in appropriate markets. 
                                                      
15 Clusters of products and experiences that the region can deliver and that will be attractive 
to our three market segments. These have been established as a result of structured research 
into the views of visitors and potential visitors and previous 5 years experience. 
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Leisure Tourism 
Domestic leisure tourism promotion will take place at regional, sub-regional and local 
levels following the principles of the marketing framework to ensure the most 
effective use of resources and return on investment and to avoid duplication of 
resources and effort of the different partners involved. Promotions will use a range of 
media based on the best return on investment and utilising technology solutions to 
meet the increasing demand for real time information and easy booking solutions.  In 
destination terms: 

• Strategic promotion, focused on awareness raising, will take place at a regional 
level to grow awareness and interest with consumers who have little familiarity 
with the region, which will in turn act as a stimulus to those already familiar with 
the region.  Strategic promotion of North East England whether seasonal or 
thematic in nature, will use the lead destinations and attractors (see Annex 2) to 
increase the depth of consumer awareness of the region’s offer and link to the 
range of destination level promotions  

• Tactical promotion, which takes awareness and interest to conversion, will take 
place at regional and sub-regional levels. This will also be based on lead 
destinations and attractors but will add more depth of information and 
awareness. However, the marketing framework is responsive and dynamic in 
that it allows for organisation at sub-regional and local level to develop and 
lead promotions in specific and niche markets as appropriate. 

 
The web will be the main tool for delivering pre-visit information.  E-marketing, to 
harness to growing market demand and the need to improve the cost-effectiveness 
of campaigns, will be a primary focus and key challenges will be: 

• Continuously improving the web platform and the consumer facing websites to 
ensure provision of comprehensive, up-to-date, accurate information for each 
market segment  

• Ensuring that the positioning and brand identity are clearly reflected on all 
electronic communications with consumers 

• Facilitating and encouraging more and better user-generated content (UGC) 

• Ensuring that visitor economy related businesses are supported to link into these 
marketing campaigns through the regional e business platform and their own 
electronic marketing capability to meet the need for real time booking and 
information capability 

• Developing innovative technology solutions to provide ‘during visit information’ to 
meet the increasing consumer demand and deliver on the attract and disperse 
approach 

 
In the rapidly changing environment of information and communication 
technologies, new media will have an increasingly important role to play, facilitating 
electronic distribution of dynamic information and booking opportunities, with GPS 
based mapping and searching as a critical new element.   
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The provision of staffed visitor information at key locations will always be important, 
but visitor information centres will need to adapt and re-skill to take advantage of 
new technology to assist them to provide the 24/7 information demands of the 
market through various media.  
 
The provision of people based information will need to be sited in strategic locations 
such as urban centres, gateways to the region, especially ports, airports, and in 
locations where visitors naturally converge and seek information (e.g. attractions, 
hotel concierges etc. However, there is a need to ensure all of those who have face 
to face contact with visitors are able to provide an appropriate level of service, and 
the range of locations where visitors might seek out information needs to be more 
fully understood and technology should be used to assist.  Information must be 
accurate, consistent and effective for all stakeholders. The ATPs will be best placed 
to advise on strategic locations within a regional framework and enable greater 
engagement with both promotion and technology.  
 
During-visit the provision of information (i.e. ‘things to see and do’) to visitors, 
including day visitors, when they are in the region, will be primarily executed at a sub-
region level, coordinated by Area Tourism Partnerships in conjunction with 
information providers. This link is important because; 
 

o The provision of information, whether through new technology or face to 
face contact provides an opportunity to achieve the objectives of this 
strategy at a very local level, encouraging visitors to stay longer, explore 
new areas, return on another visit and increase their spend 

o The providers of information need to be more closely linked with the wider 
tourism development progress, aspirations, business development and 
promotional activities of the destination 

o It is a very local but highly important aspect of delivering tourism and is 
difficult to resource because its direct impact is difficult to track for both 
the public sector and businesses. New technology and better monitoring 
will help to demonstrate to businesses and investors the importance of this 
service. Better monitoring of this information will also help us to better 
understand how these services can improve and adapt in the future 
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5.  Action Area 2: Developing Great Products, Places and Experiences 

5.1 Rationale 
 

Destinations and experiences need to deliver the promises made in promotional 
campaigns and the values communicated by North East England and England’s 
national brand.  In future the region needs to ensure that products, places and 
experiences throughout the North East: 

• Increase spend per visitor  

• Create an offer that actively attempts to reduce seasonality and meets the 
needs of the target markets identified 

• Increase the attractiveness of the region to grow the volume of staying visitors 

• Deliver a highly satisfying and sustainable visitor experience 

• Provide equal access and are accessible for all customers. 

Visitors bring additional money to a locality, from outside that locality, but they are 
influenced to stay in an area by similar factors to residents such as:   

• Is the place clean?  

• Is it safe?  

• Are there things to see and do?  

• Are there things to buy?  

• Is it a good place to be?   

Getting these factors right can increase the amount of time people spend in an area 
and increase economic activity in leisure, retail, catering and associated services.   

Core principles will include: 

• Differentiating the offer by focusing on its distinctiveness whilst relating to the 
overall strengths of the region 

• Focusing on core product themes. Whilst the region has a varied offer, too much 
variation can create a lack of depth insufficient to create a critical mass to 
convince the visitor that their needs will be easily met 

• Ensuring that the visitor economy is integrated with wider developments of a 
location and destination (place making)  

• Integrating the visitor economy fully in the policy and planning framework at 
local, sub-regional and regional level and within the policies of public sector 
bodies that influence these frameworks such as Local Authorities, Natural 
England, English Heritage, One North East, Homes and Communities Agency and 
Central Government departments. 
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5.2 Great Experiences – Core Product Themes 
 
The region has a number of core themes for product development.  These include: 

• History and heritage 

• Coast and country 

• City / urban culture 

• A place to meet and do business. 

 
The focus to growth is to further strengthen the offer.  This will be achieved in a 
number of ways: 

• Adding depth to, and connectivity between, the offer through new product 
development, examples could include; improvements to the conference 
capacity of NewcastleGateshead, new attractions to increase the critical mass 
and thus dwell time in Durham City,  improvements in the quality of, and 
relationship between, interpretation and visitor facilities of the Hadrians Wall 
World Heritage site, development of Wearmouth-Jarrow World Heritage Site, etc.; 
using the potential of the region’s universities to stimulate visits and raise profile in 
both leisure and business tourism markets; using major events such as the Belsay 
House and Gardens Triennial or Evolution music festival to highlight the offer. 

• Improving and communicating the quality of existing offer – through, e.g. new or 
improved visitor facilities, creative interpretation, signage and innovative 
transport solutions.  An example would be type of developments taking place at 
the Bowes Museum, Great North Museum, Rockliffe Hall – and some of the smaller 
investments made by tourism businesses. Improving the visitor experience and 
visitor management at unique sites such as Lindisfarne, the visitor experience and 
access to the unique landscape within the national park and areas of 
outstanding natural beauty, such as the North Pennines. 

• Ensuring opportunities for visitors to interact with the best of local culture, heritage 
and natural environment, using events and local people to ‘tell stories’ of the 
region. 

 
Cultivating new product offers will also be key in helping to strengthen and diversify 
the appeal of the region for existing visitors but also opening up new markets.   
Examples in this respect include new outdoor activities such as water-sports, horse 
riding, supporting the smaller operators to collaborate with each other and related 
tourism businesses to facilitate their growth. Partners will be encouraged (and 
supported where necessary) to follow a robust product development process. This 
process is outlined within the Tourism Business Toolkit16, available on-line.    
 
Sustaining the region’s resources is vital.  Effective conservation of the heritage and 
environmental assets is central to the region’s appeal and therefore fundamental to 

                                                      
16 www.tourismnortheast.co.uk/site/business-toolkit 
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the visitor economy, generating spend from visitors is vital to this process as is 
increasing their understanding and awareness of the intrinsic value of these assets. 
 
However, the visitor experience is about far more than the attractors noted above.  It 
is also about products that have relevance extending well beyond the visitor 
economy, including: 

• Events:  For visitors, events can be the main reason for a visit – or they can simply 
be something to do when staying in an area, adding to the vibrancy and 
atmosphere of a place.  They represent an excellent way to either add depth to 
a product or help develop a destination and address troughs in demand.    Core 
priorities across the region are to: 

o Improve capacity to deliver high quality and events of all sizes 

o Create, nurture and develop indigenous festivals and events throughout 
the region 

o Attract and host high profile and high quality events of international and 
national significance; and grow events that have been developed locally 
to become high profile events for the region in the future 

o There are major opportunities over the next 10 years for the region to 
benefit from national and international sporting events being held in 
England. Notably the London 2012 Olympics and Paralympic Games and 
the Rugby League World Cup, Rugby Union World Cup, the Cricket World 
Cup and potentially the FIFA World Cup. Outside of the sporting arena, 
opportunities to be the British City of Culture exist, bringing new visitors, 
high profile events and changing perceptions. Attracting these events 
and winning these opportunities requires the region’s venues and spaces 
to maintain and develop their offer to compete with other facilities and 
places nationally and internationally so that they are places of choice for 
sporting bodies, athletes, audiences and visitors alike. 

• Retail:  Improving the overall retail offer in a way that supports the proposed 
market positioning is key to increasing visitor spend. Distinctiveness is vital.  Key 
priorities are to integrate the retail offer more fully with the visitor economy and, 
also, to foster and cultivate appropriate retail clusters that are capable of 
drawing visitors.  Market towns are a priority, but clusters of visitor orientated retail, 
needs to be encouraged in other destinations and identified within Destination 
Management Plans (DMPs) and Area Tourism Partnership Management Plans 
(ATMAPs). 

• Evening entertainment:  Within the region’s cities, evening entertainment (like 
bars, clubs, restaurants, theatres, galleries and music venues) are a core part of 
the appeal and a significant element of the competitive positioning of the 
region.   While this is largely driven by local demand, a development opportunity 
exists in ensuring the visitor can experience and participate; integrating the 
existing product into the visitor economy; developing products with consideration 
to visitors in terms of scheduling and targeting visitors and those whose business it 
is to provide information before and during visit will be essential. 
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• Food and drink:  Enhancing the food and drink offer is a key way to drive visitor 
expenditure.  It is important also as an element in the authenticity and positioning 
of the regional offer but also in sustainability, as there are significant 
environmental and economic benefits to the region in using local suppliers.  As 
with retail, priorities are, to integrate restaurants and cafés more fully with the 
visitor economy, with a continued emphasis on fostering the use and promotion 
of local food and produce delivered through a high quality experience to meet 
the demand of visitors. ATMAPs and DMPs will identify weaknesses within the offer 
at specific locations where there is an opportunity to grow visitor spend. 
Integrated working between ATPs, business support and enterprise agencies will 
assist in meeting these needs.  

• Accommodation:  Accommodation provision will ultimately be driven by market 
demand, which varies from area to area.  As a consequence, the nature of 
accommodation stock also varies from area to area.  Branded chains dominate 
in the region’s main urban areas.  Larger independent establishments are present 
throughout the region; their priorities are about maximising productivity, profit and 
ensuring continued investment to compete effectively.   

Many of the region’s establishments are relatively small enterprises and often 
seasonal businesses. The Regional Accommodation Study indicates that 
opportunities exist including: 

• Encouraging large hotel companies to look at the North East across all 
their brands. A wider range of hotel brands represented in the region will 
deliver choice for the visitor and expose the North East to more and 
wider corporate hotel marketing activity 

• Sunderland is entering a period of growth and development with new 
business parks underway, a well established theatre, an aspiration to 
grow leisure and tourism and developments at Sunderland AFC. City 
Centre hotel development is now a priority 

• Development of bunkhouse facilities to cater for walkers and cyclists 

• Improve the quality of accommodation in Tees Valley alongside the 
development of new spaces such as Middlehaven 

These opportunities should be exploited to meet market demand and assist 
conversations with potential investors to create innovative solutions.  

Research also indicates that traditional B& Bs will need to differentiate themselves 
(providing for example packages, local advice or offers with other providers) in 
order to compete with increases in branded hotels. Collaborative working 
between the regions business support and enterprise networks and tourism 
expertise will therefore be essential to match market demand with business 
development and enterprise opportunities. To meet growth demand, 
opportunities for talent attraction also exist in this area – see section 6. Priorities 
remain quality, productivity and differentiation in the market place. 

• ‘Sense of Destination’: The key stage in the development of the region’s offer will 
be to stimulate a stronger sense for visitors of being a visitor destination, in terms of 
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the way the regions destinations look and feel and how skilled they are in looking 
after the needs of visitors. These range from ‘hard’ factors, such as infrastructure 
and signage which assist with ease of visitor flows, access and ease of travel 
around the destination, to ‘softer’ factors such as mapping software and printed 
information to enable visitors to orientate themselves quickly and feel familiar with 
a place, to subtle factors such as customer care and service that meets their 
needs and makes the most of the North East welcome. Creating destinations that 
are legible to visitors is a priority across the region’s urban and rural areas, major 
roads and gateways such as ports and airports.  Signage and interpretation 
schemes will also be an important requirement for emerging destinations to 
consider as part of their development. The region has a number of road and 
pedestrian signage schemes in place but there are identified weaknesses along 
major routes through the region and gateways that need to be addressed 
coherently for the visitor economy to benefit. 

• Transport infrastructure:  The transport infrastructure is a fundamental part of the 
visitor economy but is dictated by the needs of residents and the wider economy.  
A key priority is to ensure that the visitor economy is an influence in transport 
planning at macro and local levels.  Promotion of alternative transport options will 
be a priority. 

 
 
5.3 Great Places 
 
Priorities vary from place to place.  Across the region, places are at very different 
stages of their development with, for example, emerging and maturing destinations 
and destinations requiring economic diversification.  However, the principles of 
development are largely the same. 
 
While opportunities for strengthening and cultivating product themes and 
experiences have been identified across the region, ultimately product development 
is about places. The priorities identified above should represent a framework for 
development at the sub-regional and local levels but ultimately the needs and 
opportunities of different places in the region will vary. 
 
There needs to be a focused approach to growth.  Places need to identify how the 
visitor economy can benefit them and how they can stimulate the visitor economy.  
The visitor economy should be integral to place development and considered as the 
region’s cities, towns and villages develop and grow.  A focused approach to place 
and visitor economy development also provides the mechanism to engage with 
businesses that may not traditionally see themselves as part of the visitor economy 
(e.g. shops or restaurants).  
 
The existing and developing planning and management frameworks that exist in the 
region to facilitate and develop the visitor economy at different spatial levels (Area 
Tourism Management Plans, local Destination Management Plans, AONB and 
National Park Management Plans) and their links to statutory Local Development 
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Frameworks, are fundamental to the delivery of the visitor economy. The integration, 
adoption and implementation by a wide range of partners of these plans at regional 
and local levels will be vital in the next 5 – 10 years in order to inextricably link the 
visitor economy with place making and shaping, maximising the impact of public 
and private sector investment. Consideration should also be given to establishing 
Destination Management Plans for additional key areas e.g. geographical areas of 
the coast, along with ensuring that existing master planning documents are ‘visitor 
economy proofed’ and have visitor economy expertise included (where 
appropriate) to support their delivery.     
 
Combined Area Tourism Management Plans and Destination Management Plans, 
alongside national framework agreements with Visit England and an overarching 
Tourism Network North East operating Plan will become the Action Plan for the 
delivery of this strategy. See section 7. 
   
Summarised visitor economy place priorities across the region include: 
 
Tees Valley:  The majority of the Tees Valley is still emerging and developing as a 
destination.  Core priorities are around changing perceptions, development of the 
physical product, and increasing the length of stay of visitor markets.  This will be 
predicated on a number of different themes such as ‘Urban Playground’ (in Stockton 
/ Middlesbrough), and ‘Great Outdoors’ (market towns such as Guisborough, the 
countryside and coast at Redcar & Saltburn) and needs to address broad elements 
of the visitor economy such as accommodation provision, attractions, arenas, the 
retail offer and the transport infrastructure. The development of a programme of 
national and international events is a priority.   The visitor economy has an important 
role to play in assisting the wider economic development goals of the Tees Valley 
and its development will support a higher quality of life and positive perceptions of 
the area supporting inward investment and the business community.  
 
Durham:  While Durham City is an established destination, it is important to increase 
average length of stay for both staying and day visitors.  Thus enhancing product 
depth through the development of new attractions and revitalising existing ones.  The 
wider county offer is a developing destination which can and will benefit from the 
increased visitor footfall attracted to Durham City.  Different areas of the County are 
at different stages of development.  Specific priorities are to increase appeal through 
developing complementary products in areas such as the Durham Dales and the 
North Pennines AONB, developing existing attractions and orientating places more to 
the visitor economy in terms of their basic offer. 
 
Tyne & Wear:  NewcastleGateshead is maturing as a destination and has reached 
sufficient critical mass to generate considerable private sector investment.  Given the 
rapidly growing competition, it is important to maintain the momentum and realise 
new opportunities for business tourism development.  The City of Sunderland is 
redefining its image and is poised to exploit the benefits of ongoing regeneration to 
improve quality of place.  A remaining challenge for Tyne and Wear is to improve the 
quality of the experience, legibility and ease of access across all its diverse offering to 
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ensure the benefits of the visitor are felt across the wider area as well as supporting 
the region’s other offers such as, ensuring its links to Hadrians Wall World Heritage Site 
are visible to the visitor for example. The coastal towns are diversifying their 
economies and repositioning themselves with regeneration, cultural programmes 
and leisure developments.  
 
Northumberland: Northumberland is the region’s primary leisure destination and has 
seen significant investment in its product offer.  However, it is still characterised by 
seasonal dips in demand and addressing these is a core priority.  In leisure markets, 
Northumberland is key to increasing average regional visitor spend and length of stay 
(through e.g. greater low season self catering use).  This will be achieved by 
strengthening the product offer through, for example, the development of cycling 
and walking opportunities, improved packaging of the offer for visitors and 
improvements to existing attractions, and developing low season events and 
festivals.  In addition, strengthening the food and drink and retail offers is a priority.  
This ties in with further development of Northumberland’s destinations (like Kielder 
Water, the National Park, Hadrian’s Wall, the coast and its market towns and tourism 
hubs – Alnwick, Berwick, Morpeth, Hexham, Haltwhistle, Seahouses, Amble and 
Wooler) which are key to improving visitor satisfaction, spend and length of stay.   
 
More detailed analysis of places in the region is available within the Area Tourism 
Management Plans (ATMAPs) created by each Area Tourism Partnership.  
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6. Action Area 3:  Supporting Innovative and Growing Businesses  

6.1 Rationale 
 
Quality businesses and people lie at the heart of a successful visitor economy. They 
drive visitor satisfaction and regional distinctiveness but are also the primary 
beneficiaries of visitor spend.  They will be fundamental in helping to: 

• Increase visitor spend 

• Reduce seasonality 

• Deliver a highly satisfying and sustainable visitor experience 

• Increase business profitability and create jobs. 

However, it is often the case that smaller visitor economy businesses find themselves 
spending much of their time working ‘in’ the business as opposed to ‘on’ the business. 
As a result there is limited opportunity for strategic planning, following trends, 
monitoring competition and assessing new opportunities.  
 
Principles in relation to business development include: 

• Helping to differentiate the offer through harnessing the strengths of the region’s 
people through excellent welcoming services 

• Focusing business support activity on businesses that have the ability and 
aspiration to grow and enabling access to market and research intelligence, 
advice and guidance online for all businesses to use 

• Ensuring that the visitor economy businesses are engaged with, and have access 
to high quality business support  

• Developing stronger links between businesses and agencies whose role it is to 
develop and train the workforce, such as Sector Skills Councils, Universities and 
Colleges. 

 
 
6.2 A Highly Skilled Workforce 
 
Small businesses within the visitor economy face a number of issues.  Their workforce is 
small which reduces their capacity to free up staff to undertake training. High staff 
turnover also acts as a disincentive for businesses to invest in their staff.  Career 
progression can therefore be difficult to achieve and management and leadership 
capacity in the sector suffers.   Some of the skills issues faced by the sector are17: 

o Lack of key skills e.g. customer services, team working and communications, 
management 

o Poor basic skills  

                                                      
17 Information taken from the national skills strategy 2008 ‘Raising the Bar’ by People 1st and the 
State of the Nation Report 2009 by People 1st. 
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o Difficulty in recruitment and poor retention in professions such as high quality 
catering and senior management 

o A lack of investment in training 

o Limited training and awareness in key areas including e.g. resource efficiency, 
access and information and digital technology.  

Significant investment is made by the public sector in skills development activity for 
the visitor economy.  A key need, if this strategy is to be achieved, is to ensure that 
such provision is flexible and meets the needs of visitor economy businesses in the 
region and that barriers to access (real or perceived) are reduced.  
 
It will therefore be essential to work collaboratively with national (People 1st and 
VisitEngland) and regional partners to integrate the needs of the sector within the 
national Visitor Economy Strategy and emerging Regional Skills Strategy and with 
local training providers to adapt provision and provide innovative solutions to clearly 
defined needs.  
 
 
6.3 New Enterprise 
 
The visitor economy offers a strong route for new enterprise and the potential to 
create or contribute to the formation of approximately 900 new businesses during the 
period of this strategy. Effective routes to enterprise will therefore be vital in this 
strategy period to ensure successful business creation.  Of paramount importance is 
ensuring greater partnership working between Business Enterprise North East, 
enterprise agencies, organisations such as the Entrepreneurs Forum and the tourism 
sector, to combine expertise and intelligence, identify opportunities and work to 
reduce barriers.  
 
For example, opportunities exist to link identified gaps in accommodation, food and 
drink and retail offers with enterprise opportunities and talent attraction initiatives to 
drive geographically focused business start ups. The Area Tourism Partnerships and 
Hadrians Wall Heritage Ltd are well placed to raise awareness of, and signpost to 
enterprise support, thus increasing referrals for start up support. The innovative solution 
of establishing Area Tourism Partnerships as a Business Collaboration Network18 (a 
Business Support Product) is the first step in achieving this. 
 
ATPs will also work with the regional tourism team at One North East to make 
available information and market intelligence, to help individuals to start businesses, 
to understand the market and make well informed decisions about their new 
business. 
 
 
                                                      
18 As an agreed Business Collaboration Network, ATPs are considered to be trusted 
intermediaries of Business Enterprise North East, able to work with tourism businesses to increase 
access to tailored support. 
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6.4 Quality 
 
Having quality businesses operating in the region is vital for the growth of the visitor 
economy. Quality businesses are businesses that offer value for money, exceed 
customer expectations but also operate effectively, responsibly and efficiently. This 
means that businesses are productive and profitable and able to invest further in their 
product offer, training and their growth whilst minimising their impact on the 
environment. 
 
Evidence suggests that there is a relationship between businesses that invest in the 
quality of their offer and their occupancy levels, profitability and their resilience to 
external economic factors.  Statistics suggest that the higher the quality rating of an 
accommodation business, the higher its occupancy figures19.  
 
Businesses offering visitors a quality of experience are generally recognisable 
because they actively communicate the quality of their offering through nationally 
recognised schemes, such as National Quality Assessment Scheme 
(accommodation) Visitor Attraction Quality Assessment Scheme, Michelin Stars, AA 
rosettes and recommendations in well known guides such as Good Food etc.  
 
Nationally recognised quality schemes are important because they give the 
consumer a level of confidence in the businesses offer and demonstrate 
commitment to offering a quality experience. Quality schemes also allow business 
owners, managers and employees go through a quality awareness process which is 
beneficial to the business and the way it operates. 
 
Yet the growth of user review technology on sites such as Trip Advisor means that 
consumers do not just rely on recognised accreditation schemes any longer. The 
ability to review other customer’s opinions of a business is growing as more tourism 
websites are incorporating customer feedback within their sites to add value to the 
customer decision making process.  This provides an opportunity for the region’s 
businesses to embrace, actively manage and respond to consumer opinion directly. 
But it also provides a challenge, as consumers will increasingly use a range of 
information to inform their holiday choices. There is a need to increase business 
awareness, skill and expertise to adapt to these changes. 
 
Specialist accreditation schemes have grown in importance as a result of 
environmental and consumer pressure.  ‘Access’ and ‘green’ schemes have 
operated in the region. These have typically responded to market demand and 
have enabled businesses to differentiate their offer as well as reduce operating costs. 
 
Improving access makes business sense. The spending power of disabled people is 
estimated at £80 billion. Consumer spending amongst UK people aged between 50 
and 69 currently runs at £300bn. The baby boomers are getting older, people are 

                                                      
19 On average across a five year period, occupancy rates are approximately 6 points higher in 
the highest rated serviced and non serviced accommodation properties.    
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living longer. By 2025 a third of the UK's population will be over 55. Businesses ignore 
this market at their peril and they could lose customers just by standing still. 
 
Such specific tourism accreditation schemes, focusing on the visitor experience, have 
received significant public subsidy in the past.  However it is recognised that 
supporting visitor economy businesses to improve their generic business skills is just as 
important in ensuring productivity and profitability. Therefore aligning Tourism Network 
North East with mainstream business support services, specialising in generic business 
support, is crucial. This will ensure that visitor economy businesses are quality and 
sustainable businesses for their customers and their bank manager.  
 
Tourism Network North East will continue to encourage businesses to participate in 
recognised accreditation schemes whilst signposting businesses to mainstream 
business support services.  
 
 
6.5 Focusing Help for Business 
 
The visitor economy is made up a wide range of business types. 
 
There is a dominance of small businesses in the visitor economy which has in the past 
led to it being perceived as low value. In North East England this is also true but if the 
sector is to grow we have to work with the whole range of businesses from major 
branded hotel products to small bed and breakfasts. This is a constant challenge, but 
to support the sector and achieve the aims of this strategy, there is a need to be 
targeted on businesses with the capacity and potential to grow.  This strategy will 
support a more targeted approach by Tourism Network North East and its public 
sector partners to work with those businesses and entrepreneurs. 
 
Yet this is not to ignore businesses that do not wish to grow further. It will be important 
to maintain a consistent and effective supply of information, intelligence, advice and 
guidance through regular communication and support using resources effectively 
and efficiently to these businesses, for example, through the use of online toolkits and 
through tourism business networks and associations. 
 
Investment by the public sector in business support and skills development, and 
improving the effectiveness of this work is a high priority. Engagement of visitor 
economy businesses with such mainstream provision has been historically weak for a 
range of reasons.  In the last 5 years, steps have been made to simplify and improve 
the effectiveness and accessibility of these services, this work needs to continue so 
that more businesses are confident to use these services to assist them to develop 
and grow. 
 
This strategy will support approaches to ensure that visitor economy businesses 
benefit from these investments in skills and business support provision equally and that 
such support and provision is continually improved to meet the needs of visitor 
economy related businesses. 



 
 

36

 
7. Making It Happen: Organisation and Monitoring  

 
7.1 Collaboration and Action  

The strategy is ambitious but realistic. Success will require a high standard and level of 
collaboration of effort, expertise and financial resource from the wide range of 
players in the visitor economy nationally, regionally and sub-regionally.  
 
7.1.1 National  
Nationally, the region (primarily through One North East) will work with VisitBritain and 
the newly created VisitEngland, in  a two way process of influencing and seeking to 
deliver national tourism policy, including, most importantly, the emerging new tourism 
strategy for England.  The Regional Development Agency will be a key delivery 
partner within this strategy and its actions will be delivered and monitored through 
National Framework Agreements. North East England will also work with other regions 
as appropriate and with VisitBritain and with neighbouring regions (the North West 
and Yorkshire), for example in overseas markets.   
 
7.1.2 Regional 
Regional strategic leadership of the visitor economy in the region will be the 
responsibility of One North East supported by North East Tourism Advisory Board 
(NETAB) and working in partnership with the four Area Tourism Partnerships (ATPs).  The 
five organisations will work together in a strong partnership, Tourism Network North 
East (TNNE), alongside Hadrians Wall Heritage Ltd, enabling close collaboration in the 
development and delivery of regional priorities.  
 
One North East will work with other partner organisations at regional level 
Including, Natural England, Arts Council England, MLA Partnership, Sport England, 
English Heritage, Tyne and Wear Museums and Archives, the Association of North East 
Councils, The Environment Agency, Forestry Commission, People 1st, Business 
Enterprise North East, Chamber of Commerce, Northern Business Forum and the 
Regional Skills Partnership. 
 
An opportunity exists to further develop these relationships and interpret the roles and 
responsibilities of these partners for the delivery of this strategy through the expansion 
and development of the Network Regional Framework Document. 
 
7.1.3 Sub-Regional and Local 

At the sub-regional level, the ATPs will act as the focal point for the development and 
delivery of sub-regional policies, responding to sub-regional needs within regional 
frameworks and working in close partnership with Local Authorities, tourism businesses 
and development trusts and local communities.  Partners will collaborate in the 
development and delivery of the Area Tourism Management Plans (ATMAPs), which 
set out the tourism priorities in each sub-region and local destination management 
plans (e.g. for Northumberland’s Market Towns, AONBs, National Park and specific 
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urban and costal locations). ATPs can also provide the expertise to integrate 
destination management needs and issues within master planning and regeneration 
frameworks.     

ATMAPs and DMPs act as key delivery or actions planning tools for this strategy.  

  

7.2 Implementation Responsibilities 

‘Place Making – a Charter for Destination Management’ was compiled a forum at 
national level made up of a range of national representative bodies/organisations 
including DCMS, the Local Government Association, VisitBritain and VisitEngland, the 
Tourism Alliance, the RDAs, Tourism Management Institute, Destination Performance 
UK and the British Resorts and Destinations Association. The Charter is championed by 
Partners for England and was created to recognise the cross cutting economic, 
social and environmental benefits of a thriving visitor economy and therefore 
highlight the need for destination management and joined up thinking in its 
development and implementation.  
 
It focuses on 5 core principles which continue to have resonance within this strategy 
for Tourism Network North East and the emerging VisitEngland Strategy: 

• Integrate – ensure a clear understanding at all levels of the key role that the 
tourism and visitor economy plays in supporting an areas economic and 
social well being 

• Innovate – take the lead in agenda setting, provide best practice, forward 
strategic thinking and innovation to support industry growth  

• Inform – collect and share intelligence, adopt shared methodologies, 
highlight place based visions and core values and provide a modern visitor 
information service 

• Improve – improve the quality of all visitor services and experiences and the 
structures and support in place to underpin this         

• Invest – deliver on the component parts of area tourism and destination 
management plans, ensuring value for money  

  
Over the past 5 years, the North East, through the establishment of Tourism Network 
North East with its wide range of stakeholders and partners has gone a long way to 
deliver this joined up approach. However, an opportunity exists to revisit and interpret 
the Charter to reflect the structure and support the visitor economy in this region. An 
interpretation of the Charter is attached as Table 1 which we are keen to receive 
feedback on.  
 
Particular focus should be placed on Integration, ensuring that the role that tourism 
and the visitor economy plays within place making and shaping is fully understood 
and embedded across key regional and sub-regional delivery organisations. This will 
take time but is central to the role and adoption locally of the Area Tourism and 
Destination Management Plans as these will act as the Action Plans for the delivery of 
the Strategy. However, it is recognised that some capacity issues in the region in 
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relation to skill, expertise and human resources on the ground must be addressed in 
order to achieve this.  
 
Further clarification of the roles and responsibilities will also support the development 
of the National Framework Agreement with Visit England and refinement of the 
Network Regional Framework Document.        
 
A high level Action Plan will be established to set out core Network responsibilities in 
relation to the delivery of the strategy, in addition to the ATMAPs and DMPs, and 
underpinned by the outcome of the roles and responsibilities work. This will be 
completed following the consultation period as feedback on table 1 suggesting key 
roles and responsibilities is required and feedback from partners on what they will 
implement.  
 
See Table 1 
 

7.3 Performance Monitoring  

Progress and performance of the strategy and action plan will be monitored annually 
and the following criteria will be used to evaluate the success: 
 
7.3.1 Outcomes  

The results of the outputs on the aims of the strategy i.e.  

o Yield - spend per person, length of stay, consistency/non-seasonality of arrivals 
-  see 2.3 and Annex 1 

o Image - changes in perceptions and expressed consideration of the region 
among target market audiences – see 2.3 and Annex 1 

o Growth - changes in visitors numbers and spend – see 2.3 and Annex 1 

o Quality - measured through satisfaction rating surveys and, product quality 
ratings - See Annex 1 

 

7.3.2 Impact 

The visitor economy will remain an important key industry sector, continuing to 
account for 4.6% of regional GVA, in an economy that grows above the national 
average.  It will be an economic driver and a major factor in the development of 
profitable businesses and employment opportunities, creating or contributing to the 
formation of approximately 900 new businesses in, or relating to, the visitor economy 
and 5000 new jobs.  GVA as a measure of productivity will be monitored every three 
years using the same methodology established in 2007.  

The effects of the visitor economy on natural habitats, environments and resources 
will be measured by working with partners to agree key sites and attractions which 
can be used to monitor overall environmental changes, acting as an early warning 
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indicators in order to implement mitigating or adaptive behaviours that preserve and 
conserve our considerable visitor assets.  

In addition, an opportunity exists to monitor the impact the visitor economy has on 
local communities, particularly where visitor numbers are high within a localised area 
e.g. Lindisfarne, Alnwick and Saltburn.  

 

7.3.3. Outputs 

Timely delivery of actions set out in agreed action plans, ATMaps and DMPs. 

 

7.4 Strategy Review  

The strategy has a time horizon of 10 years in order to provide consistent long term 
direction to guide the significant ambitions of TNNE and its partner organisations.  
 
However, whilst the aims and direction of the strategy will remain constant, there is 
clear recognition that markets will change and actions will need to develop. In 
addition, Government Policy will also evolve and delivery mechanisms and funding 
priorities may shift. Tourism Network North East has achieved a considerable amount 
in its first four years, but there will need to be a 5 year review to assess progress 
towards the vision and aims.  This will be an opportunity to refocus the direction, 
update and refresh actions.  Where necessary and appropriate it will be adapted to 
take account of performance, react to implementation practicalities, and 
accommodate opportunities and challenges in the macro environ



Summary of Roles and Responsibilities in Relation to the Visitor Economy         Table 1

                                                      
1 E.g. Arts Council England North East, MLA Partnership, concert halls, exhibition and gallery spaces, theatres etc. 
2 Hadrians Wall Heritage Ltd. 
3 E.g. Development and Civic Trusts, Business Improvement Districts 
4 Defined as non-government, not-for-profit organisations – e.g. charities, voluntary and community groups, social enterprises, co-
operatives and mutuals 
 

Activity Organisation  
 One 

North 
East 
Tourism 

ATPs Local 
Authorities  

Cultural  
Partners1  

Natural 
Environ  
Partners  

HWHL2  Private  
Sector  
Businesses  
& Forums  

Civic 
Soc.  
inc Dev  
Trusts  
& BIDs3  

Carriers 
& 
Transport 
Providers  

Skills 
Providers 

Regional  
Business  
Dev 
Partners 

3rd 
Sector4 

Strategies & Plans ● ○ ○ ○ ○ ○ ○ ○ ○ ○ ○ ○ 
Destination 
Management & 
Place Shaping 

○ ● ● ○ ○ ○  ◘    ○ 

Research & 
Evaluation  ● ○ ○ ○ ○ ○  ○     

National 
Relationship 
Management  

● ○ ○ ○ ○    ○    

Local Relationship 
Management ○ ● ○ ○ ○ ○  ○     

Leisure Tourism 
Marketing and 
Branding 

● ○ ○ ○ ○ ○ ○ ○ ○   ○ 

Business Tourism 
Marketing and 
Branding 

○ ● ○          

ICT Infrastructure ● ○ ○ ○ ○ ○ ○ ○ ○ ○ ○  

Visitor Information 
Network ● ○ ○ ○ ○ ○ ○ ○ ○ ○ ○  



Table 1 continued 
Activity Organisation  
 One 

North 
East 
Tourism 

ATPs Local 
Authorities  

Cultural  
Partners  

Natural 
Environ  
Partners  

HWHL  Private  
Sector  
Businesses  
& Forums  

Civic 
Soc.  
Inc Dev  
Trusts  
& BIDs  

Carriers 
& 
Transport 
Providers  

Skills 
Providers 

Regional  
Business  
Dev 
Partners 

3rd 
Sector 

Product 
Development & 
Encouraging 
Investment 

◘ ◘ ○ ○ ○ ○ ○ ○ ○ ○ ○ ○ 

Event Promotion & 
Investment  ◘ ◘ ◘ ◘ ○ ○ ○ ○ ○ ○ ○ ○ 

Raising Quality & 
Improving the Visitor 
Experience 

○ ● ○ ○ ○ ○ ○ ○ ○ ○ ○ ○ 

Business 
Development inc 
QA 

◘ ○ ○   ○ ○ ○  ○ ◘  

Workforce 
Development/Skills ◘ ○ ○   ○ ○ ○  ◘ ○ ○ 

 

● Leadership Role 
○ Supporting Role 

◘Leadership & Supporting Role 
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Objectives, Outcomes, Baselines and Measurements           Annex 1 
 

• To increase spend per visitor from £172/£32 per overnight/day visitor (all expenditure) in 2007 to £217/£36 per overnight/day visitor 
by 2020 

Most recent figures available on regional spend per visitor come from STEAM 2007. Overnight and day visitor spend can be calculated as 
direct and all expenditure – see footnote 10. Other regional figures (and therefore comparators) are calculated using the overall 
definition. On this basis, the region is likely to exceed the target established in 2005 in relation to overnight average visitor spend but has 
not yet achieved the national average in relation to day visitor spend. 

However, significant differences in visitor patterns and products across North East England should be taken into consideration and 
therefore applying these averages as targets equally across the region is less helpful. An opportunity exists to develop targets for visitor 
spend at sub-regional level through the consultation process that take into account the visitor patterns and products as described in this 
Strategy. This will provide a clearer measure of improvement and would continue to be measured through nationally recognised 
methodologies.  

In the longer term, when standard methodologies for measuring visitor spend have been established across England through the English 
Tourism Intelligence Partnership (ETIP), the opportunity also exists to benchmark sub-regional areas and/or destinations with close 
comparators and review targets. 

      

• To stimulate increased dwell times, longer stays, repeat visits and recommendations by achieving high levels of customer satisfaction, 
positive perception and loyalty – increase the regional average length of stay from 2.7 in 2007 to 3.0 by 2010 (serviced 
accommodation increasing from 1.8 to 2.0 nights and non serviced increasing from 6.6 to 7.0 nights)   

Most recent figures available on regional dwell times come from STEAM 2007. Regional targets have been established based on an 
average growth rate of 0.1 day every 4 years since establishing a baseline of 2.6 days in 2003 and projecting forward to 2020.  

However, the significant differences between the serviced and non serviced parts of the sector and the variation of product types across 
the region should be taken into consideration. Whilst a regional target provides a useful overall indication of market trends and a national 
comparator, it may be more useful to monitor dwell times for serviced, non serviced and visiting friends and relations at a local level.  
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As with visitor spend, when standard methodologies for measuring visitor dwell times have been established across England through the 
English Tourism and Intelligence Partnership (ETIP), the opportunity also exists to benchmark sub-regional areas and/or destinations with 
close comparators and review targets. 

 

• To reduce the difference in tourism revenues earned between June - September and the rest of the year – percentage tourism 
revenues in 2007 were Q1 19%; Q2 27%; Q3 34% and Q4 20%. However, to establish meaningful measurements, targets will be discussed 
and established at sub-regional level during the consultative period    

At a regional level, based on evidence provided through STEAM, there has been little change in percentage tourism revenues across the 
year as shown in the table 2 between 2003 and 2007.  

Table 2: Economic Seasonality 

% annual tourism 
revenue 

Quarter 1 Quarter 2 Quarter 3 Quarter 4 

2004 18 26 34 21 

2007 19 27 34 20 

 

However, it is worth noting that actual visitor numbers have grown throughout this period. Establishing regional targets on seasonality is 
considered to be misleading as different areas of the region have different seasonality issues which are often a result of the make up of 
their accommodation and product offer. It therefore appears more appropriate to establish sub-regional seasonality measures based on 
the existing and developing product offer of an area.  

During the consultation, discussions about the opportunities to measure changes to accommodation capacity during off peak periods at 
sub-regional and/or regional levels and the collection of data on opening periods will continue.    
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• To grow the volume of staying visitors – established through STEAM as 8.9 million in 2007, a 14% increase from 2003. Regional target set 
at 10 million by 2020  

As shown, the volume of overnight staying visitors in the region has grown significantly since 2003. This was quite an accelerated growth 
following significant investment in marketing including the TV campaign and as a result of business development activities and ICT 
improvements. It will be a challenge to achieve this continued level of growth, however, within continual improvements in quality and 
product, working closely with Visit England and Visit Britain, a further growth of 15% by 2020 is not considered unachievable.  

   

• To increase the number and quality of jobs – figures for 2007 collected through STEAM indicate that the tourism sector directly employs 
60,700 FTE. Based on growth projections this should increase to 65,700 FTE by 2020 and create or directly support the formation of 
approximately 900 new enterprises.  

New businesses and jobs will be monitored via two different channels. The Inter Departmental Business Register gathered through the 
Office of National Statistics will allow tracking of VAT registered businesses. Tracking of non VAT registered businesses will be undertaken 
through record keeping at Area Tourism Partnership level and developments through the Desti.ne ICT platform through which Tourism 
Network North East works will allow for monthly reporting.  

The quality of employment will be monitored through consideration of career progression and access to work based training opportunities. 
It should also be noted that part time and portfolio working is an essential and valued element of the visitor economy, particularly in those 
areas that have higher levels of seasonality. 

• To increase the market awareness and recognition of the region and its destinations by developing the region’s brand image and 
equity, that is unique, vibrant and inspiring, admired and valued by visitors and the region – in 2007, 52% of people asked from outside 
the region knew a fair amount/great deal about North East England and 11% of people knew nothing (compared to 23% and 27% 
respectively in 2004)20. By 2020, 70% of those asked will know a fair amount/great deal about North East England and less than 5% will 
know nothing.  

MORI Research into perceptions of the region commissioned by One North East has previously focused on general perceptions of the 
region. However in 2010, research will be re-run looking specifically at the tourism element of the Regional Image Campaign.  

  

                                                      
20 Perceptions of the Region MORI Survey 
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• Quality (measured through satisfaction rating surveys and, product quality ratings)  

Improving the quality of the visitor offer is vital to increasing visitor yield. However, measuring improvements in quality at a regional level is 
very complex. Satisfaction surveys have traditionally been used, but these surveys measure satisfaction levels as opposed to the quality of 
the product and their validity can be easily contested as having a significant amount of positive bias. At a local and sub regional level 
however, satisfaction surveys can have a more meaningful role acting as business support tools to inform where quality improvements in 
product and services may be required.  

Alternative measurements such as the number or percentage of businesses accredited with various schemes could also be useful but 
schemes are voluntary and therefore do not provide a clear indication of regional quality improvement, and participation in a quality 
scheme can, but does not always indicate an improvement in quality. The important factor will be to offer a good quality of product and 
service at all levels. 

A debate is therefore required on how the regional Tourism Network can best measure increases in the quality of its products and services.     
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ANNEX 2 
THE PRINCIPLE OF ‘ATTRACT AND DISPERSE’ – Extract from the Marketing Framework 
 
Attract  
 
Despite the major growth in tourism investment, visitor numbers, occupancy levels and employment since 2003, North East England 
remains a relatively undiscovered region for holidays and short breaks for most UK residents. 
 
The customer life cycle theory suggests that every individual is somewhere on the following spectrum of attitudes in relation to every 
destination: 
 

• No knowledge / Indifference  
• Knowledge / Awareness (but not necessarily intending to visit) 
• Interest in booking (may still need to be convinced or to find the right offer) 
• Visitor / Decided to visit (may not necessarily return) 
• Regular or Repeat Visitor 
• Advocate (will actively encourage others to visit) 

 
Considerable research has been undertaken to inform the Marketing Framework. This research has established that a relatively high 
proportion of UK consumers are still in the first two categories of the customer life cycle in relation to North East England. The ‘Passionate 
People, Passionate Places’ campaign has had a significant and measurable impact. But raising awareness of the region remains a major 
priority, to enable businesses to convert that interest into firm bookings and repeat visits. 
 
It is widely acknowledged that the success of awareness campaigns is closely linked to the development of a credible and easily 
understandable proposition. Trying to appeal to everyone or to claim to offer ‘something for everyone’ almost always results in poor returns 
on investment. This principle applies as much to consumer goods (such as cars, groceries and toiletries) as it does to holiday destinations. 
That is why so much attention is paid by companies to distinguishing their brand and their unique selling proposition (USP) from all others in 
the marketplace. 
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To be successful the Network Marketing Framework must therefore establish clear focus on: 
 

• Our target markets: The customers who are most likely to be interested in our product; and who will deliver the best economic 
return on investment  

• Our lead destinations: The destinations in the region that are the most familiar to visitors and potential visitors from our target 
markets; and where there is the greatest desire to visit. These will be the destinations that will be used as the major hooks in all 
future marketing campaigns to attract people who will then be dispersed across the region to emerging and growing destinations 
through regional and sub-regional activity  

• The key attractors and themes that will be of most interest to our target markets and which should therefore underlie all our 
marketing activities, from campaigns and websites to print and PR  

 
Disperse 
 
The Tourism sector and visitor economy benefit all parts of North East England and has the potential to continue to be a major economic 
driver across the region.  The Marketing Framework does not seek to prioritise those geographic areas which will benefit most from Network 
marketing activities, nor does it seek to identify those parts of the region most in need of tourism marketing support. Its aim is for the 
economic benefits delivered by additional visitors to the region to be spread across the region through a core principle of ‘Dispersal’. 
 
Although a small number of ‘lead destinations’ is identified in the Framework these are done so purely on the basis of their current 
resonance with visitors and potential visitors: They are the destinations that will act as the main hooks for the region. Once introduced to 
the region, visitors may well choose not to stay in (or even visit) a lead destination and they will certainly be encouraged to travel across 
the region to discover its less famous attractions and its hidden gems.  
 
To meet these aims, the application of the ‘dispersal’ principle does not just begin with providing information to visitors once they arrive. It 
begins at the earliest stage possible – from national advertising and PR campaigns, if appropriate, through to all print and websites. Every 
Network marketing activity should therefore take account of the ‘attract and disperse’ principle: Namely to lead with a key destination 
but – if space and the advertising medium allows – to always seek to introduce other relevant areas and activities that will enhance the 
visitor experience. The Network’s dispersal protocols to achieve these aims include: 
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• All ATP printed Holiday / Days Out Guides to have a recommended two-page spread (or equivalent) to promote the key product 
and emerging and growing destinations from all four sub-regions  

• All ATP printed guides and websites to also include a map of the wider region, relevant to their visitors (not necessarily the same 
map for all ATPs)  

• Clear Cross-links be established between all Network websites 
• On the regional website, equal focus to be given to all four sub-regions, in terms of the structure of the site. Searches on the 

regional site to return products (accommodation, attractions and events) from across the region, with no priority given to any 
particular destinations 

• All ATP websites to include a ‘further afield’ section that will promote key product highlights from across the region. 
• An ‘If you like this, you might also like…’ feature to be developed for key product pages on the ATP and regional websites to 

promote related attractions from across the region 
• All ATPs to supply their ‘top 10’ attractions and their ‘top 10’ events to the regional team and other ATPs to help inform future 

marketing across the Network 
• The ‘top 10’ from each area (with short descriptions) to be included in a map of the region supplied to all tourism journalists visiting 

the region. All journalists planning to visit the region with an interest in a specific attraction or destination to be informed about 
related attractions from other parts of the region (at the visit planning stage) 

• Businesses to be encouraged to consider relevant advertising and other marketing opportunities in print and e-marketing activities 
from neighbouring ATPs  

 


