


8.8 DAY VISITORS

The City Region will focus marketing activity on the
higher spend target markets of Cosmopolitans,
Style Hounds and Traditionals because this
reinforces messages within these target audiences.
However, individual destinations may want to
extend their promotional activity to other markets
reflecting particular opportunities. This approach
recognises the diversity of the City Region, is an
appropriate and cost effective approach for day
trip activity and provides opportunities for parts
of the City Region to work together on specific
campaigns where it is cost effective to do so.

The City Region will ensure it continues
to performs strongly in the day visitor
market and improve visitor spend by:

Broadening the day visitor catchment for
major events and festivals - currently City
Region festivals do not draw strongly on day
visits from outside the local catchment?.

The European Capital of Culture 2008 began

to change that trend and future promotion

will ensure a regional as well as a national
marketing reach for major festivals and events.

Packaging and presenting the visitor experience
to day visitors in a way that helps drive up spend -
overall day visitor spend per trip lags behind some
other parts of the Northwest?. A key push will

be to increase the number of day trips and their
associated spend using targeted marketing activity,
particularly to coach operators and plugging gaps
in the visitor experience where they occur. The
approach is to present a package of activities for
a day out to target markets that bring together
different products and experiences, whilst seeking
to drive up secondary spend via, for example, retail
and catering opportunities. The main international
cruise operators will also be targeted to capitalise
on the city’s investment in cruise facilities and
cruise tourism success to date.

9. FESTIVALS AND EVENTS

The City Region will focus on major events and
festivals that build on the success of 2008 and
on major sporting and cultural opportunities.

9.1

Bidding for events (PR and image led) - winning
major international and national events and
conferences that bring significant and powerful
PR opportunities to Liverpool City Region and
which reinforce the positioning of the City Region
as a cultural, heritage, waterfront and sports
region. There will be a focus on events such as a
Liverpool International Boat Show but also events
that reinforce the diversity of the cultural offer,
including music, the visual and performing arts,
classical and contemporary culture etc.

9.2

Cultural and Sporting Events (drivers for visitors)
- the City Region will focus on those events,
exhibitions and festivals with the potential to draw
on international and national markets and where
there is capacity (creative and physical] to develop
them further. This will be delivered through
innovative programming in the City Region and will
support the major cultural institutions to deliver
this. The City of Liverpool will also capitalise on the
opportunities to host and facilitate major festivals
including the development of a limited number of
blockbuster festivals that will create landmarks
along the City Region timeline to 2020 including
the Titanic Centenary in 2012 and music festivals.

9.3

Better packaging and cross-selling of events and
festivals is also required. In particular there are
opportunities to encourage extended stays by
promoting the events and festivals programme to
different markets such as conference delegates.

9.4

England’s Golf Coast has contributed towards
the continued success of Royal Birkdale and
Royal Liverpool in attracting international golfing
championships and will continue to target

those major events in the golfing calendar.

In football, the 2018 (or 2022) World Cup offers
an opportunity for the City Region with Liverpool
being potentially a host city, providing that the
right infrastructure is in place. Additionally, the
2013 Rugby League World Cup and the 2015 Rugby
Union World Cup also offer opportunities for the
City Region. In the immediate term the London
2012 Olympics offers opportunities for the City

22 Northwest Day Visitor Survey, Final Results, Northwest Development Agency, September 2008
2 though it is acknowledged that free entry to many of Liverpool's attractions plays a role in this.
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Region to develop overseas linkages through the
hosting of training camps, whilst in the longer-
term benefitting from the opportunities for global
exposure offered by the Olympics themselves and
access to London by rail in particular.,

9.5

Stakeholders will work together to ensure

that strategic and operational structures are in
place to bid, manage and market festivals and
events effectively through a Major Events Group
that brings together the key partners to ensure
a streamlined approach. This will require the
development of a focused Events Strategy setting
out research parameters, the bidding process
and with an overall vision aligned to this Visitor
Economy strategy.

10. THE CONFERENCE MARKET

The Liverpool City Region will present the market
with its two strong conference destination

offers in Liverpool and Southport. Both will

build on their investment in venue facilities,
accommodation and infrastructure to grow their
profile in the marketplace and achieve significant
growth in events and delegate visitors.

10.1 LIVERPOOL CONFERENCE VISION

In just two years, Liverpool has become a serious
player in the convention market with the opening of
ACCLiverpool attracting conferences such as the
TUC in 2009, the Lib Dems in 2010 and the Labour
Party in 2011. The challenge now is to establish
Liverpool as a global conference destination
building on established international brands

to deliver a world-class visitor experience with
business tourism contributing to economic success.
Liverpool will become an ICCA top 50 international
destination and be recognised in the UK industry as
a top five destination which delivers a compelling
experience for meetings and events. The key asset
of the BT Convention Centre will be communicated
strongly, but the city’s strength in depth in

terms of its sheer diversity of secondary and
complementary venues, which in themselves can
help to secure an event, will also be demonstrated.

That success will include Liverpool being
recognised as a leading UK event destination for a
broad cross section of conferences; from a small
scale meeting to an international association

conference attracting thousands of delegates.
There is potential for Liverpool to attract a
larger share of the exhibitions market with an
extension to exhibition space currently offered
at ACCLiverpool. The City Region will actively
target conferences and trade events of 2-3 days
duration that need delegate accommodation
because these events deliver greater economic
benefits. Liverpool will target the following three
categories of event and conference to the City:

Political and governmental events - party
conferences, Intergovernmental conferences

High profile events - media/branded large
scale events, e.g. sports events, MTV awards

Large conferences which offer strategic
connections and opportunities - both corporate
and association:

e Corporate - e.g. AGMs, sales conferences

e Public sector - e.g. health, local
government conferences

e Association - across all sectors and
professions working closely with the
universities to identify the sectors and
professions offering the strongest
synergies with the city and which
support the knowledge economy

10.2 SOUTHPORT CONFERENCE VISION

To develop a sustainable market proposition
using England’s Classic Resort appeal to
market a conference destination experience
that attracts national association, trade
union and public sector agency conferences.
The key asset of Southport Theatre and
Convention Centre will form the lead
message in marketing communications.

The aim will be to build on the Southport
conference product by retaining primary target
markets including destination conferences
but also introduce additional markets to the
destination over time that will sustain and
complement the improved facilities and hotel
accommodation. This improved product

will also enable Southport to expand the
range of activities that it is able to attract

to include new exhibitions and festivals.
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10.3
Overall, the objectives across the City
Region for conference tourism are:

To invest in building Liverpool as a conference
city for the benefit of the whole of the City
Region - using the city’s cultural and waterfront
collateral to differentiate the city in the
conference marketplace recognising Liverpool as
the hub for the City Region. The whole of the City
Region will benefit from this approach through
the ripple effect it has on hotel occupancy and
the opportunities it offers the whole of the City
Region for ancillary activity, secondary venues,
corporate entertainment, delegate trips and
partner programmes. To be successful the
primary focus of marketing activity will be on
Liverpool and its outstanding conference offer.

To target conferences that are related to industries
and sectors that are strong in the City Region

and which are linked to sub-regional investment
priorities - including conferences and exhibitions
related to culture and heritage. This approach

will help grow the value of business tourism and
increase its GVA contribution to the economy of
the Liverpool City Region. It will contribute to
raising the profile of the City Region for inward
investment and as a place to do business.

To raise the profile of Liverpool and Southport

in the conference market to increase the City
Region’s share of this sector in the UK - this
approach will directly benefit venues outside of
Liverpool and Southport by introducing them to
more and new potential markets that would not
otherwise be available to them. A differentiated
approach to the marketing of the Southport offer
as a conference destination is acknowledged

as the way forward. This cannot be effectively
achieved as an ‘add-on’ to the Liverpool message.

To explore new ways of driving business to

other venues across the Liverpool City Region -
recognising that there are a significant number of
venues within the City Region capable of attracting
business through their own unique attributes,

be it for example, a location close to a motorway
e.g. Haydock Park, or the heritage or aesthetic
appeal of the venue itself e.g. Knowsley Hall or
New Brighton Floral Pavilion. For these venues
most such business will be regionally sourced.

To ensure a world-class comprehensive
conference service through the Liverpool
Convention Bureau - that is capable of
optimising opportunity and selling all of the
offer. This will focus not only on attracting
conferences to the area but also ensuring
that destination welcome services ensure a
seamless and enjoyable experience both for
the conference organiser and the delegate.

11. DELIVERING THE STRATEGY

1.1

This strategy is deliberately high level and does not
detail the who, how and when of delivery. This will
be detailed in local tourism strategies and action
plans produced by local authority partners plus
the annual Destination Management Plan (DMP)
which sets out a 3 year rolling programme of
activity which underpins the delivery of the
strategy. It will also report on progress to date.
The Mersey Partnership (TMP) and its partners
in the Visitor Economy will also work with
Government to produce an action plan based on
the strategy as part of the Multi Area Agreement.

No single agency can be responsible for delivery.
It will require concerted effort by all public and
private stakeholders to address the issues and
opportunities outlined.

11.2

TMP, as the Tourist Board for Liverpool City Region
will monitor progress on the strategy and report
to stakeholders through the new governance
arrangements that are being put into place.

1.3

The Visitor Economy Panel and Committee will
take responsibility for developing an Action

Plan to drive forward the sector in the short to
medium term. This will also address funding
issues at a time when there will be diminishing
public funding to support the sector. The private
sector, local authorities, Merseytravel, North West
Regional Development Agency, cultural institutions
plus many more partners will pool resources,
where appropriate, to effectively drive forward the
Visitor Economy to achieve the vision for 2020.
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APPENDIX A:
A FUTURE SCENARIO FOR
THE LIVERPOOL CITY REGION

It is 2020 and the Visitor Economy is now
central to the regeneration of the Liverpool City
Region. The Visitor Economy supports 37,000
jobs (up from 23,000) and an annual visitor
spend of £2 billion (up from £1.3 billion].

Liverpool is now well established as one of
Europe’s top 20 favourite cities to visit. It is also
one of the top five UK cities for short breaks, for
conferences and for retail and cultural visits.

Occupancy in the city’s 50 hotels outstrips
the competition and the city is frequently in
the top three of some of the most prestigious
consumer awards like Condé Nast Traveller.

Liverpool is now renowned for its diverse

and distinctive culture, for its waterfront, for
its heritage and for its festival spirit. It has a
reputation for being a stylish and vibrant 24
hour city; popular with couples and singles

of all ages. Good food and good shopping
underpin that offer and the City Region is
famous for its friendliness and visitor welcome.

Liverpool is deservedly known as having one
of the world’s most stunning and recognisable
waterfronts, successfully blending iconic
contemporary buildings such as the Museum
of Liverpool and further exhibition extensions
to the BT Convention Centre with historic
dockland buildings that now have new leisure
and commercial uses. A digital led approach to
the animation of the waterfront means visitors
have a personalised interactive experience
with the past, present and future. A number
of new 4 and 5 star hotels on both sides of

the river are evidence of the commitment to
quality of place and design. A commitment
that is shared by all waterfront stakeholders.
The physical transformation of the waterfront
continues apace with construction now on-
site at Wirral Waters and Liverpool Waters
with an exciting mixed use of commercial,
leisure and residential developments.

Liverpool's success as a cruise port of call is
now complemented by a healthy turnaround
cruise business with thousands of visitors
starting and finishing their cruises in the City.

The cultural offer of Liverpool City Region has
always been one of its strengths but it was the
European Capital of Culture that kick started a
new way of developing, managing and promoting
culture. This means that the City Region’s
cultural offer is now the pride of the region,

a significant contributor to regional GVA and,

of course, a driver of visitors from the rest of
the UK and all over the world. Liverpool has
become the definitive European cultural capital.

That new way of making the most of the City
Region’s cultural assets is all about recognising
that while culture has many strands, it is

the collective impact of the sheer volume

of quality venues, iconic buildings, national
museums, distinctive historic quarters, sporting
and musical events and associations and
spectacular festivals that creates the wow
factor. That wow factor is Liverpool City Region.

Key stakeholders have developed a strong
culture-focused response to delivering a
lasting legacy from The European Capital of
Culture 2008 tackling head on the opportunity
and challenge of making culture really work
for them. This is all about using culture as a
theme to connect different venues and locations
within the city and across the City Region; to
bring diverse stakeholders together to deliver a
shared agenda; to illustrate how best practice
in one area benefits another; to help visitors
make a connection with places that leaves a
lasting and positive impression and to join up
the creativity of businesses. The result is one
of the most creative and culturally rich city
regions in Europe that has been particularly
successful in attracting creative businesses,

in part through a very strong support of
entrepreneurship. The City Region is now a
byword for excellence in cultural regeneration
attracting thousands of business and academic
visits every year from all over the world keen

to learn how to do things ‘the Liverpool Way'.
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Visitors from Brazil, China, India and Russia now
form an important part of the city’s international
market and the city conference market

has benefited too, attracting some exciting
conferences and exhibitions that are creating new
inward investment opportunities. The growth of
international arrivals at Liverpool John Lennon
Airport has been an important part of accessing
this market, while at the same time consolidating
European markets through improved services.

Liverpool is now a mosaic of special places
each with its own distinctive character and
appeal. Hope Street is home to a completely
new Everyman Theatre which retains the
ambience and reputation of its predecessor but
with a contemporary offer. The Phitlharmonic
has extended its footprint and now offers
additional performance space for a wide range
of performing arts. Boutique hotels and award
winning restaurants extend from Hope Street
through a rejuvenated Chinatown down Duke
Street to join Liverpool One. The Ropewalks

is a lively bustling quarter characterised by
independent retail, restaurants and markets
that also extend the Chinatown experience.
This complements and adds choice to the
main shopping experience of the city, which
underpins the destination sell and is popular
with trend conscious visitor markets.

Liverpool has become shorthand for the urban
culture, heritage and waterfronts of the City
Region. Visitors are attracted to the City of
Liverpool but also travel out to take trips to
other attractions and venues during their stay.
This positioning has been achieved by all the
stakeholders getting behind and supporting
the Visitor Economy and by investing in quality
attractions, facilities and locations across the
City Region that add to the choice of things

to see and do on a short break. This has

then been followed through by undertaking
effective and targeted marketing to position the
wider offer with key markets. This approach

is underpinned by the creation of distinctive
localities each with their own sense of place.

Improved transport connections in the City
Region have been a key enabler of that approach.
There is now a modern, innovative and high quality

integrated public transport system across the City
Region that links up the key destinations with the
key transport infrastructure, and which utilises
both the water- and land-based assets available.

Southport has become firmly established as
England’s premier classic resort, presenting
an excellent resort experience tuned into the
expectations of the 21st century UK visitor
looking for a weekend away by the sea.
Visitors enjoy the range of family friendly
activities and attractions on the seafront,
while others spend time browsing the well-
preserved Lord St shopping area packed with
interesting and unusual independent shops
and cafés. They can also hire a bike and take
a ride out along the seafront to explore the
Sefton coast. Southport has also become
one of the UK's most successful conference
resort destinations. Excellent conference
facilities, new boutique and 3-4 star hotels
backed up by efficient personalised service
and a beautiful resort are a hard act to beat.

The City Region has played to its international
and national brands, using them as PR to
retain and grow profile on the international
stage and add value to the visitor experience.
Festivals and events are playing a key part

in that approach. The highlights so far have
included the Titanic centenary in 2012, which
captured the imagination of people the world
over and the FA's successful bid for the 2018
World Cup which strongly featured the
Northwest with Liverpool hosting some

key matches. The City’'s annual arts festival
combined with the regular summer
blockbuster exhibitions from the city's
cultural institutions, starting with Tate
Liverpool's hugely successful Picasso in 2010,
continue to delight and surprise visitors.

High profile festivals and events across
the City Region continue to play a key
role in maintaining the profile of the City
Region and underline the quality values
it represents. Sport, music, maritime
heritage and the visual arts lead the way.

England’s Golf Coast is established in
Europe’s top five golf destinations alongside
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Spain, Portugal, Ireland and Scotland.

Royal Birkdale and Hoylake - boasting both
Royal Liverpool and Hoylake Golf Resort - are
now synonymous with the best of golf offers,

and Southport and Wirral provide excellent bases
from which to explore and enjoy England’s Golf
Coast. This is also presenting opportunities

to link golf and conferences to create some

great work and play packages that link in to the
post-recession emphasis on work-Llife blend.

This approach has been a key part of the
phenomenal success of the conference

incentive sector in Liverpool and Southport.

Both conference destinations have not only
outrun their competitors on facilities and

service but also defined how you combine

sport, culture and conference. This ‘business
extender” approach whereby conference and event
attendees are encouraged to stay on or return as
leisure visitors was a winning approach leading
up to 2012 with sport at the forefront of culture.
This has grown apace, providing new business
opportunities for Haydock Park, Aintree,
Liverpool and Everton Football Stadiums,
Widnes Vikings' Halton Stadium and

St.Helens” new Saints Rugby stadium.

The City Region has also recognised that a key
ingredient to successful destinations is to create
places that people aspire to live because of the
quality of life, sense of place and community
pride. The City Region has invested in its public
spaces and their maintenance, its infrastructure
and making the most of its coast and countryside
to attract inward investment and reinforce sense
of place. That has strengthened the City Region’s
reputation as a leisure destination for people
living in the Northwest and looking for a

day out or a short break close to home.

It has also invested in its gateways to ensure that
visitors receive an excellent first impression of
the City Region, which sets the tone of the visit.
Incremental investment in the public realm now
means that wherever you go in the City Region
visitors are greeted with distinctive public art and
well maintained local streetscapes and landscapes.

This ranges from Antony Gormley’s ‘Another
Place, - the stunning men on Crosby Beach, the
continued international acclaim of the Liverpool
Biennial, the Superlambananas that have become
a fun dimension to the legacy of Liverpool 08', to
Jaume Plensa’s ‘Dream’- a nationally significant
gateway artwork to rival the ‘Angel of the North’
that has catalysed a spectacular programme of
varied artworks across St.Helens adding a new
attractor and dimension to the cultural identity of
the City Region.

Part of the success of the Liverpool City Region
has been investing in getting right the visitor
experience; in particular the welcome and
customer service that underpin sense of place.
There has been a focus on the key arrival points
- John Lennon International Airport, the cruise
terminal, Lime Street Station and on Liverpool
and Southport as the leading destinations.
Attention to detail - animation of public spaces,
public art, creating distinctive quarters and
spaces for shopping and eating out, visitor
management - means that the experience
delivers the marketing promise.

What has been especially important is that
investment in place shaping has not only
focused on Liverpool and Southport but is
evident everywhere you visit in the City Region.
It is embedded in the experience and the vision
for the Wirral Waterfront, in the experience

of Port Sunlight and is clearly at the heart

of regeneration plans for St.Helens.

Huge commitment and investment has been
made in getting that right. Each part of the
City Region is daring to be different because

it recognises that the trend for ‘the desire

for the real is where the future lies.
Distinctive places sit at the heart of that.
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APPENDIX B:
ARKLEISURE
MARKET SEGMENTS

The information below sets out the key
characteristics of the targeted ArkLeisure market
segments. Understanding these characteristics
will help channel investment in development

and marketing for individual products, themes
and destinations in the Liverpool City Region.

The target market segments for the City Region
are set out below. These are Cosmopolitans,
Style Hounds and Traditionals.

COSMOPOLITAN
OUTLOOK

Early adopters but this is generally based

on their personal interest in new products
and opportunities rather than on fashion
trends. Strong, active and confident. Do what
they want rather than follow any particular
fashion, but they do want to look good.

Stylish people but it is individuality rather
than fashion that is important to them.

Comfortable trying new things
that are out of the ordinary.

Happy to adopt traditional
values when appropriate.

High-spending market and find it easy to
Justify buying expensive alternatives.

Cosmopolitans will pay for service, by which
they mean the things that enable them to do
what they want with the minimum of fuss

Are risk takers and this is reflected in
their purchases and their desire for things
that are new and different. They like new
challenges, both physical and intellectual.

Have an appreciation of art and culture.

Life for this group is full and active, yet peace
and relaxation is still valued in the right
circumstances as a break. They are therefore
a key health and well being market.

INTERESTS & ACTIVITIES

Personal interests - Cosmopolitans like shopping,
new products, cooking and arts and culture.

Days out and attractions - Cosmopolitans have a
slight bias towards heritage and arts or cultural
attractions. Their active nature is also reflected

in the fact that they have a strong appeal towards
days out in the ‘great outdoors’ - this could be
visits to a National Park, a walk in the countryside
or a day at the beach. The atmosphere that they
are looking for in a day out is something that is
different, educational and perhaps a challenge.

Shopping - Cosmopolitans spend a lot of
money on clothes and up market fashion
chains (e.g. GAP) are where they are likely
to be found. They also like places to shop
that have a strong independent sector (e.g.
antique shops or specialist shops).

Eating & drinking - Cosmopolitans are the
segment to eat out most often and are drawn
to new, self found, or non-chain restaurants.
Wine bars are popular for drinking

Nights out - Cosmopolitans have a range
of nights out that appeal and these include
comedy, cabaret, theatre and ballet.

Media - Into films, news and comedy. Less
time spent viewing TV than other segments.

Holidays - Take the most holidays of any
group 83% took a UK holiday in 2007. They
contribute; 25% of all UK short breaks (1-4
nights) and 23% of all longer holidays. They
are by far the most active group for both kinds
of trip in both absolute and relative terms.

Most likely segment to use the long haul
and more independent operators (e.g. Kuoni,
Expedia, Trailfinders or cruise operators).

A good short break for a Cosmopolitan allows
them to maximise the use of the time they
have to achieve what they want to do, whether
this is just to relax or do a bit of extreme
adventure they want to maximise their return
from the holiday. Their definition of good
service is the invisible delivery of this 'no
hitch” enjoyment anticipating their needs.
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DEMOGRAPHIC PROFILE

19% of the GB population

Even breakdown of ages. 34% under 35; 29% over 55
69% have internet access

33% have children at home

27% single; 51% married/living as married

57% ABC1, 21% retired

STYLE HOUNDS
OUTLOOK

Style Hounds are very fashion conscious, and
keen not to be seen as old fashioned. They like
to be part of the latest trends and therefore
quite strongly influenced by others, though they
have a spending power to do what they want.

They are very brand focused; they
see fashion as being stylish.

They are early adopters, and will go
for things out of the ordinary, probably
believing that they are setting fashions.

Limited responsibility means that if they have
money they are prepared to spend it. They find
it easy to justify buying expensive alternatives
and will pay for better service. Style Hounds
are risk takers who like to try new and different
things and they live a full and active life, but
active does not mean serious sports.

Peace and relaxation in the traditional
sense is not sought out; fun and excitement
Is what defines a good time.

They haven't much interest in more
‘sophisticated” arts, or cerebral activities

INTERESTS & ACTIVITIES

Personal Interests — Gossip and Celebrity
news, fashion, pop culture and shopping.

Shopping - They are a high spending segment
when it comes to clothes shopping. They will
shop at the main high street outlets (Next,
Warehouse, etc) but are very keen on their
brand names. They are the Fashion Tribe
referred to by many clothes retailers keen

to buy what is in (once itis in) - i.e. they are
told what the fashion is they don't create it.

Days out and attractions - they are seeking
attractions that are fun, entertaining and
thrilling. Alton Towers is a perfect day out.
A good night out for this segment would be
clubbing, live music or a visit to the cinema.

Eating and drinking - Style Hounds go to places
they consider fashionable and stylish - the

sort of place they can show off their fashion
brands. Their judgement is based mostly on
media and celeb opinions. An example of this
would be ‘trendy’ bars and night clubs.

Holidays - they are the group most averse to
taking UK holidays; even so 74% took a UK break
in 2007. 11% of UK short breaks (1-4 nights) and
9% of UK longer holidays. This makes them the
group least likely to take a UK long holiday.

This segment is likely to use the main stream
package tour operators for their overseas
holiday. They are likely to book holidays via
the Internet and book them last minute.

They want lots to do - by which they mean
experience — nothing too cerebral but lots of

fun. Good shopping and eating, casual ‘sport’,
swimming pools, partying all night and meeting
new people defines a good short break with friends
for this segment. In the UK this trend tends to
mean weekend breaks in big cities, where they can
enjoy the nightlife and take in some shopping.

Media - This segment has the highest proportion
of Sun readers. They are into the male and
female lifestyle magazines as well as celebrity
gossip magazines. For TV viewing, they enjoy
reality TV, music TV and soap operas.

DEMOGRAPHIC PROFILE

10% of the GB population

A young group; 60% under 34; 35% single
Very high internet access; 79%

58% have no children at home

60% ABC1

55% working full time
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TRADITONALS
OUTLOOK

As the name suggests this is a group more
likely to hold traditional values. Their members
are relatively self reliant and internally
referenced with a tendency towards being
sustainers (i.e. uncomfortable with change).

Functionality is far more important than
fashion. Brand is not a key purchase driver
for this segment, but this does not mean
that they are brand averse. They are not
looking for media driven fashion but "quality’
and established 'brands of substance’.

Traditionals are quite a main stream market
though they will be slow to adopt new products
or ideas. They are also often modest spenders,
slow to choose expensive alternatives.

They value good service, by which they
mean personal recognition and attention.
They value form” and a personal interaction
with the restaurant, shop or hotel.

They live life at a relaxed pace and enjoy
intellectual challenges, arts and culture.

INTERESTS & ACTIVITIES

Days out and attractions - Traditionals are
looking for days out that are peaceful & relaxing,
nostalgic and educational. Offers that are
geared towards heritage and exploration will
appeal to Traditionals. This includes National
Trust attractions, churches and cathedrals and
botanical gardens. They are also happy just
exploring the countryside or a market town.

Personal interests - include
gardening and arts and culture.

Eating & drinking - For Traditionals,
the traditional pub is the type of place
that holds the greatest appeal.

A good night out - would be going for a
drink or a meal out with family or friends.

Holidays - 81% took a UK holiday in 2007.

They are second only to Cosmopolitans in their
readiness to holiday in the UK, contributing 11%
of short breaks (1-4 nights) and 11% of longer
holidays in the UK, they take more holidays in the
UK than overseas and love the UK countryside.

Being an active older segment, they are big group
for the service Saga offers, but also domestic
niche operators (e.g. English Country Cottages).
However they also like to use independent hotels
and other serviced accommodation where there
is a personal touch and interaction with the staff.

They are likely to use the telephone for
booking - they want to speak to someone.

A good short break for Traditionals would give
them the chance to explore, escape, slow down
and do their own thing. They are quite interested
in art and other cultural attractions as well as
England’s heritage; buildings and gardens.

DEMOGRAPHIC PROFILE

10% of the GB population

Older profile; 73% over 45; 53% over 55
57% with internet access

21% with children at home

51% married or living as married; 28%
widowed, separated or divorced

43% C1C2; 36% DE
58% taken an overseas holiday in past 3 years.

41% retired; 31% working full time
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APPENDIX C :
VOLUME AND VALUE OF TOURISM
TO THE LIVERPOOL CITY REGION

1. OVERALL VALUE AND VOLUME OF TOURISM

GROWTH IN VOLUME AND VALUE OF TOURISM ON MERSEYSIDE

2004 2005 2006
Tourist Numbers (000's) 56,997 61,440 61,728 63,027
Tourist Days (000's) 63,008 67,870 68,128 69,554
Economic Impact (Em) £1,084.2 £1,219.5 £1,253.2 £1,345.2

Source: STEAM Economic Impact Model 2008

VOLUME AND VALUE OF
TOURISM BY DISTRICT

Value of Tourism by District
in Liverpool City Region (£m]
® Halton - 8% £101.8m

® Liverpool - 35% £473.8m
® Knowsley - 6% £85.6m

® Sefton - 26% £344.1m

® St.Helens - 10% £138.2m
® Wirral - 15% £201.7m

VOLUME AND VALUE OF TOURISM
IN ENGLAND'S NORTHWEST

Note: The Northwest STEAM figures use a different
spend co-efficient, so in absolute value terms are not
directly comparable to the Merseyside figures, above.

Volume of Tourism in
England’s Northwest (£Em)

® Cheshire - 12% £1,655m
® Cumbria - 9% £1,144m
® [ancashire - 21% £2,911m

® Greater Manchester -
41% £5,597m

® Merseyside - 17% £2,320m
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Volume of Tourism by District
in Liverpool City Region (000s)
® Halton - 8% 4,720

® iverpool - 33% 20,617

® Knowsley - 7% 4,665

® Sefton - 22% 13,845

® St.Helens - 12% 7,623

® Wirral - 18% 11,558

Volume of Tourism in
England’s Northwest (m)

® Cheshire - 14% 40.1m
® Cumbria - 6% 15.4m
® [ancashire - 21% 58.4m

® Greater Manchester -
36% 100.6m

® Merseyside - 23% 63.0m




2. STAYING VISITORS

INTERNATIONAL STAYING VISITS?: TOP TOWNS RANKINGS FROM THE INTERNATIONAL PASSENGER SURVEY 2005 - 2007

RANK  TOWN/CITY

1

2

20

London
Edinburgh
Manchester
Birmingham

Glasgow

Oxford
Cambridge

Bristol

Brighton / Hove

Nottingham
Cardiff

Bath

Newcastle-
upon-Tyne

York
Inverness
Leeds
Reading
Coventry

Luton

* 2008 figures just released

VISITS (000s)

13,893

684

437
416
398

332

282

282

269

266

246
227

202

RANK  TOWN/CITY

20

London
Edinburgh
Manchester
Birmingham

Glasgow

Oxford
Bristol
Cardiff

Cambridge

Newcastle-
upon-Tyne

Leeds

Brighton /
Hove

York

Inverness
Bath
Nottingham
Reading
Aberdeen

Chester

- Liverpool retains 6th place with 553,000 visits

VISITS (000s)
15,593
1,338

912

779

741

449
403
355

348

317

292

265

253

252

243

202

195

RANK  TOWN/CITY

1

2

13

14

15

16

17

18

19

20

London
Edinburgh
Manchester
Glasgow

Birmingham

Bristol
Oxford

Cambridge

Brighton / Hove

Cardiff

Leeds

Newcastle-
upon-Tyne

Bath

Nottingham
Inverness
York
Reading
Windsor

Canterbury

VISITS (000s)
15,340
1,338

971

735

700

470
460
376

325

304

301

278

278

275
238
210
182
167

156

%all visits including business tourism
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DOMESTIC STAYING VISITS: ENGLISH TOP TOWNS RANKINGS FROM THE UNITED KINGDOM TOURISM SURVEY 2006 - 2008

RANK TOWN/CITY VISITS (000s) RANK  TOWN/CITY VISITS (000s) RANK  TOWN/CITY VISITS (000s)
1 London 10,959 1 LLondon 10,144 1 London 11,315
2 Manchester 2,490 2 Manchester 2,330 2 Manchester 2,501
3 Birmingham 2,287 3 Birmingham 2,293 3 Birmingham 2,374
4 Bristol 1,825 4 Blackpool 1,873 4 Bristol 1,469
5 Blackpool 1,787 5 Bristol 1,553 5 Leeds 1,464
6 Leeds 1,436 6 Scarborough 1,488 ) Blackpool 1,382
7 Scarborough 1,383 7 Leeds 1,403 7 York 1,344
8 L'?‘mcaﬁi 1,298 8  York 1,191 8  Scarborough 1,341

9 Sheffield 1,137 9 ng:]c?rsytri 1,336
10 York 1,247 10 ngfaﬁi 1,09
11 Nottingham 1,116 1 Bournemouth 1,059 11 Brighton /Hove 1,014
12 Isle of Wight 1,079 12 Isle of Wight 1,052 12 Bournemouth 959
13 Bournemouth 1,047 13 Brighton / Hove 975 13 Sheffield 944
14 Brighton/Hove 1,008 14 Southampton 871 14 Isle of Wight 884
15 Skegness 1,007 15 Nottingham 858 15 Nottingham 827
16 Sheffield 938 16 Norwich 816
17 Norwich 758 17 Torquay 841 17 Skegness 808
18 Newquay 657 18  Norwich 830 18  Newquay 749
19 Southampton 682 19 Skegness 800 19 Southampton 740
20 Plymouth 615 20 Plymouth 763 20 Exeter 695

Statistical Health Warning: Visit Britain, who source both of these tables, advise that
caution should be used as sample sizes can be low. For this reason we tend to place
higher reliability in locally gathered data, such as hotel occupancy figures.
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HOTEL OCCUPANCY 2004 TO DATE

2004 2005 2006 2008 2009 (June)
Room occupancy 68.9% 73.6% 73.2% 71.3% 75.8% 66.3%
City Centre rooms sold 725,984 796,397 694,311 724,783 915,204 414,588
GROWTH IN HOTEL ROOM City Centre stock
STOCK 2004 TO DATE I Total Liverpool City Region stock
(excl. City Centre)
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2004 2005 2006 2007 2008 2009

PROJECTED HOTEL GROWTH 2009 -2011 - LIVERPOOL CITY REGION

Total rest of Merseyside

Total Liverpool City Region

END 2009 END 2010 END 2011
LOCATION HOTELS ROOMS HOTELS ROOMS HOTELS ROOMS
Liverpool City Centre 36 3965 40 4296 43 4664
Liverpool suburbs " 732 12 833 12 833

s A T

Knowsley 6 352 6 352 6 352
Halton 9 628 9 628 9 628
Wirral 25 629 27 812 29 1003
Sefton b4 1351 67 1501 67 1501
St Helens 790

LIVERPOOL CITY REGION - VISITOR ECONOMY STRATEGY TO 2020



3. INTERNATIONAL COMPARISONS

EUROMONITOR 2007: SHOWING TOP 5 DESTINATIONS RANKED ABOVE AND BELOW LIVERPOOL

CITY RANK 000’s TOURISTS ARRIVALS
Mumbai 86 672
Dalian 87 666
San Diego 88 650
Bruges 89 641
Antwerp 90 636
T N
New Delhi 92 612
Valencia 93 611
Kunming 94 607
Granada 95 606
Wuxi 96 594

Data drawn from national data sources; in the case of
the UK, this uses the IPS data (as displayed above)

4. BUSINESS TOURISM
ICCA INTERNATIONAL CONGRESS AND CONVENTION ASSOCIATION RANKINGS
2006 2007 2008

o | s | e | e

RANKING OF UK CITIES, 2008

CITY RANK
London 19th
Edinburgh 28t
Glasgow 42 Adelaide
Manchester 68t Brisbane
Graz
m Cities in similar rank: Marseille
Belfast 120 g.“a”do
iga
Oxford 1641 San Francisco
Southampton 164
Cambridge 181+
Newcastle 187st
Birmingham 234
Cardiff 2651

Note: To achieve ICCA rankings, the events that are taken into consideration are:
e a minimum of 50 delegates

e regular event (not ad hoc]

e an event that rotates between at least three countries
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5. KEY ATTRACTIONS AND EVENTS - 2008
TOP 10 FREE ATTRACTIONS TOP 10 PAID ATTRACTIONS

ATTRACTION DISTRICT  ATTENDANCE ATTRACTION DISTRICT ATTENDANCE
1 Tate Liverpool Liverpool 1,088,504 1 Mersey Ferries Liverpool 697,222
/ Wirral
2 Merseyside Liverpool 1,020,712 2 Knowsley Safari Park Knowsley 525,000
Maritime Museum
3 World Museum Liverpool 787,767 3 Beatles Story Liverpool 188,834
Liverpool
4 Liverpool Cathedral Liverpool 520,355 4 Aintree Racecourse Liverpool 188,603
/Sefton
5 International Liverpool 414,480 5 Haydock Park St.Helens 182,774
Slavery Museum Racecourse
6 Walker Art Gallery Liverpool 396,356 6 Croxteth Hall Liverpool 171,071
& Country Park
7 National Trust, Sefton 370,710 7 Royal Court Theatre* Liverpool 143,905
Formby*
8 Liverpool Metropolitan Liverpool 364,347 8 Liverpool Football Club Liverpool 143,122
Cathedral Museum & Tour*
9 Southport Pier Sefton 292,741 9 The Brindley* Halton 124,499
10 Atkinson Sefton 217,122 10 Speke Hall, Liverpool 82,392
Art Gallery* Gardens & Estate
TOP 10 FREE EVENTS TOP 10 PAID ATTRACTIONS
ATTRACTION DISTRICT ATTENDANCE ATTRACTION DISTRICT ATTENDANCE
1 Tall Ships Races Liverpool 325,000 1 Southport Airshow Sefton 150,000
/ Wirral
/ Sefton
2 Wirral Show Wirral 300,000 2 Grand National Liverpool 149114
/Sefton
3 La Machine Liverpool 200,000 3 Southport Sefton 71,200
Flower Show
4 Mathew Street Liverpool 185,000 4 Imagine Liverpool 63,750
Festival
5 \/intage Organ Halton 50‘000 5 Creamfields Halton 48,000
& Steam Rally
6 Halton Fireworks Halton 45,000 6 Liverpool Sound Liverpool 36,000
7 Opening Event - Liverpool 38,500 7 British Musical Firework  Sefton 30,000
The People’s Opening Championships
8 Southport Food Sefton 36,000 8 Wirral Food Wirral 26,000
& Drink Festival and Drink Festival
9 Hoylake RNLI Wirral 30,000 9 Southport Sefton 22,000
Open Day Jazz Festival*
10 Birkenhead Festival Wirral 28,000 10 World Liverpool 18,000
of Transport Firefighter Games

* 2007 figures
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6. FUTURE TOURISM GROWTH PROSPECTS FOR LIVERPOOL CITY REGION

Data Shown below comes from the latest Destination Management Plan, with figures and trends updated
to show latest STEAM. Traffic for LJLA for 2009 and Room Occupancy figures have also been adjusted
based on year-to-date figures in comparison with 2008 and 2007.

Figures in bold represent actual data. All £ values at current values

2007 | 2008
CORE MEASURES

No. of staying nights (m] City Region 10.7 10.8 11.0 11.2 11.6 11.9
No. of staying nights (m] Liverpool 3.7 3.8 4.3 3.8 4.1 4.3 4.5 4.6
No. of overseas visitors nights (m] 4.5 3.9 4.7 4.3 4.5 4.7 4.9 5.0
Total staying tourism spend (m) £504 £552 £607 £514 £532 £549 £585 £603
Tourism related employment* 22,000 23,000 25000 23,000 23,000 24,000 25,000 26,000
Average spend per staying night £47.00 £50.29 £55.34 £48.65 £49.06 £49.59 £51.88 £54.16
Index of attractions (indexed to 2003) 125 130 160 132 136 138 142 146
Room occupancy - Liverpool 73% 71% 76% 70% 72% 73% 74% 76%
Bed-spaces* 27,000 28,000 31,000 34,000 37,000 38,000 40,000 41,000

Soomowaioowors 1 L1 | 1| | |
No. of day visits (m] 57.4 58.6 61.5 61.3 62.8 64.3 66.3 68.2
Total day visit spend (m) £749 £793 £838 £794 £814 £825 £858 £892
Nights spent in serviced accommodation (m) 3.4 3.6 4.3 4.2 4.8 5.1 5.4 5.6
Total room nights sold in Liverpool (000 851 915

PERFORMANCE MEASURES --------

Passenger traffic via LJL Airport (m)

2014 2017 | 2018
CORE MEASURES

No. of staying nights [m] City Region 10.7 12.3 12.8 13. 13.9 14.6 15.2
No. of staying nights (m) Liverpool 3.7 4.7 4.9 5.1 5.3 5.6 5.9 6.1
No. of overseas visitors nights (m) 4.5 52 5.4 5.6 5.9 6.1 6.3 6.6
Total staying tourism spend (m) £504 £635 £667 £697 £733 £773 £816 £863
Tourism related employment* 22,000 27,000 28,000 29,000 31,000 32,000 34,000 37,000
Average spend per staying night £47.00 £56.65 £58.79 £61.00 £64.24 £67.98 £72.28 £77.21
Index of attractions (indexed to 2003) 125 151 155 160 164 169 174 178
Room occupancy - Liverpool 73% 75% 75% 75% 75% 76% 76% 76%
Bed-spaces* 27,000 43,000 44,000 46,000 47,000 48,000 49,000 49,000
Ssomowcwoorors 111 L |
No. of day visits [m] 57.4 70.2 72.3 Th.b4 76.7 79.2 81.8 84.5
Total day visit spend [m) £749 £928 £965 £1,004 £1,052 £1,107 £1,168 £1,236
Nights spent in serviced accommodation (m) 3.4 5.8 6.0 6.3 6.5 6.6 6.7 6.8
Total room nights sold in Liverpool (000) 1,028 1,065 1,104 1,130 1,150 1,165 1,175

PERFORMANCE MEASURES --------

Passenger traffic via LJL Airport (m)

* Rounded to nearest 1,000
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APPENDIX D :
USEFUL REFERENCES
AND WEBSITES

WEBSITES
Merseyside Online Support for Tourism Wirral MBC
(MOST) Tourism industry site www.visitwirral.com

www.merseyside.org.uk/MOST Northwest Regional Development Agency (NWDA]

_ www.nwda.co.uk
The Mersey Partnership

www.merseyside.org.uk VisitEngland

: : _ , www.visitengland.com
Liverpool City Region consumer site

www.visitliverpool.com VisitBritain

www.visitbritain.com
Halton BC

www.visithalton.com Business Link Northwest

www.businesslink.gov.uk/northwest
Knowsley MBC

www.visitknowsley.com ICCA (International Congress and Convention
Association]

St.Helens MBC .
www.iccaworld.com

www.visitsthelens.com
People 1¢

Sefton MBC www.peoplelst.co.uk

www.visitsouthport.com

PUBLICATIONS

The Strategy for Tourism in England’s Northwest (Revised 2007)
http://www.nwda.co.uk/publications/quality-of-life/the-strategy-for-tourism-in.aspx

United Kingdom Tourism Survey 2009
http://www.tourismtrade.org.uk/MarketIntelligenceResearch/DomesticTourismStatistics/UKTS/UKTS.asp

International Passenger Survey
http://www.statistics.gov.uk/ssd/surveys/international_passenger_survey.asp

National Skills Strategy for the Hospitality, Leisure and Tourism Sector in England
http://www.people1st.co.uk/webfiles/NSS/NSS.pdf

England’s North West Staying Visitor Survey
http://www.nwriu.co.uk/tourism/documents/NWDA_Staying_Visitors_Report-FINAL.pdf

Business Tourism to the Northwest
http://www.nwriu.co.uk/tourism/documents/NWDA_Business_Tourism_Final_Report.pdf

Northwest Day Visitor Survey
http://nwriu.co.uk/tourism/documents/NW_Day_Visitor_Survey07.pdf

Destination Management Plan 2008-11
www.merseyside.org.uk/most - research
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L&R CONSULTING

L&R Consulting
Unit 252

5-9 Slater Street
Liverpool

L1 4BW

T: 0151 707 2255
F: 0151 707 2577
infodlrconsulting.co.uk

For tourist information - VisitLiverpool.com
For sector information - Merseyside.org.uk/MOST

Tourism Development
The Mersey Partnership
12 Princes Parade
Liverpool

L3 1BG

Tel: 0151 227 2727





