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The importance of Heritage to the Visitor Economy
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Top 10 Free Attraction District Attendance

2008

1
Tate Liverpool Liverpool 1,088,504

2 Merseyside 

Maritime 

Museum

Liverpool 1,020,712

3 World Museum 

Liverpool
Liverpool 787,767

4 Liverpool 

Cathedral
Liverpool 520,355

5 International 

Slavery 

Museum

Liverpool 414,480

6 Walker Art 

Gallery
Liverpool 396,356

7 National Trust, 

Formby*
Sefton 370,710

8 Liverpool 

Metropolitan 

Cathedral

Liverpool 364,347

9
Southport Pier Sefton 292,741

10 Atkinson Art 

Gallery*
Sefton 217,122

Top 10 Paid Attraction District Attendance

2008

1 Mersey Ferries Liverpool / 

Wirral

697,222

2 Knowsley Safari 

Park

Knowsley 525,000

3 Beatles Story Liverpool 188,834

4 Aintree 

Racecourse

Liverpool 188,603

5 Haydock Park 

Racecourse

St.Helens 182,774

6 Croxteth Hall & 

Country Park

Liverpool 171,071

7 Royal Court 

Theatre*

Liverpool 143,905

8 Liverpool 

Football Club 

Museum & 

Tour*

Liverpool 143,122

9 The Brindley* Halton 124,499

10 Speke Hall, 

Gardens & 

Estate

Liverpool 82,392



What influenced visitors in 2008?
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Culture and Heritage led Strategy to 2020

• Grow visitor spend  from  £1.4 billion to £2 billion

• Support 14,000 new jobs

• Visitor Economy – key driver of regeneration



http://www.visitliverpool.com/roots/home
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http://www.visitliverpool.com/faith
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http://www.visitliverpool.com/blackheritage
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http://www.industrialpowerhouse.co.uk/
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Visitor Guide 2010/11



Visitor Guide 2010/2011
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Visitor Guide 2010/11



Business Tourism
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Business Tourism

13



Marketing Opportunities

Target Markets for the City Region Visitor Economy are: 

Cosmopolitans, Style Hounds & Traditionals
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Cosmopolitans Have a slight bias towards heritage, 

arts and cultural attractions. Looking 

for something that is different, 

educational or perhaps a challenge.

Style Hounds Little interest in heritage

Traditionals Looking for days out that are 

peaceful and relaxing, nostalgic and 

educations, heritage and exploration 

appeal, including National Trust 

attractions, churches and 

Cathedrals 



Launch of new National Advertising Campaign

• London Underground

• Saturday and Sunday Supplements

• ES magazine

• Condé Nast Traveller

• Sunday Times Traveller

• Lonely Planet

• Online activity on sites such as lastminute, Daily Mail and The Guardian
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Further Marketing Opportunities

Overnight visitors

• Older independent visitors – Midweek opportunities when more hotel 

availability and better value offers

• Groups  - Liverpool more coach friendly now, railway tours etc

• World Heritage Site – unique brand

• Heritage Open Days – build on existing success
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Location Based Partnerships

• TMP has supported the following:

• Liverpool Waterfront Partnership

• Hope Street Visitor Economy 

• World  Heritage Site

• Rope Walks

• Baltic Triangle
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