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HERITAGE COUNTS 2016
Heritage and the Economy
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Facts and figures on
the economic benefits of
heritage (£’s & jobs)
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HERITAGE AND
SOCIETY:

Facts and figures on
the benefits the historic
environment brings to
society



HERITAGE AND SOCIETY

Heritage participation is a driving factor for
wellbeing.

The public feels that heritage is important for sense
of identity and quality of life.

Heritage improves the perception of place and
sense of place.

The English public care deeply for their heritage.
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HERITAGE INDICATORS

* How many designated assets?

* Trends in memberships to heritage organisations

* How rapid is the decline in LA conservation staff?

* Who visits and participates in heritage?

How many GCSE students study history?

How many heritage champions are there?
Where does HLF funding go?



HERITAGE INDICATORS 2016

Types

Growing membership of
heritage organisations
Listed Building Consent applications
% 4' 3 are an increasing proportion of all
million
Pl sl

of designated heritage assets
planning applications
members

Trust — 2015 +8%

932,000 & I‘ O 7.1%

mem bll‘!

2015 +10% | ki 5-7“[6

Heritage participation is becoming more inclusive
Decreasing gap in participation between most and least deprived areas

" . : .
nﬂa lgsg;ued 44.4% Lqu;?:apsrlued
2009/10
e o0 o oo 0 0 2007/08 2015/16

59% participate 2015/16 83% participate .



HERITAGE COUNTS
The Historic Environment
in 2016: An Overview
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HERITAGE COUNTS 2016
Heritage and Place Branding
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HERITAGE AND
PLACE BRANDING

Research on place
branding in Business
Improvement
Districts
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HERITAGE AND PLACE
BRANDING

Distinctive places prosper

“Every place must identify its strongest, most distinctive
features and develop them or run the risk of being all
things to all persons and nothing special to any. [...]

Livability is not a middle-class luxury. It is an economic

imperative.”

Robert Solow, Economist and Nobel laureate, in Economics of
Uniqueness (2012)
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HERITAGE AND PLACE BRANDING
Managing place identity

Economic benefits from the UK's GREAT national bra nding campaign

Place '
_ Eﬁ ¢
branding is £144&@ ?ﬁfﬂ} h 3

associated
investment

with good
. Source: National Audit Office, Exploiting the UK brand overseos (2015)
economic
Value of the UNESCO brand to the UK
outcomes.

12
Source: UNESCO, Wider Value of UNESCO to the UK 2014-15 (2015}



HERITAGE AND PLACE BRANDING

Managing local place identities

Place branding is
happeningin
Fngland and itis
happening at
national, regional
and at the local
level.

Business Improvement Districts see
place branding as a part of their
responsibilities
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HERITAGE AND

PLACE BRANDING

Differentiation through
heritage

Heritage is used extensively in
ocal place branding, providing
places with a "unique selling
point" and shaping people's
perceptions and experiences of a
place.

Source:
The GREAT
campaign
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HERITAGE AND PLACE BRANDING

Heritage a source of authenticity

‘ ‘ , Is heritage important to...
Today’s consumer is very

market savvy and if a brand is ..yourimage  ..achieving your

constructed from scratch they and identity? objectives?

are suspicious; using heritage
brings credibility and

authenticity to the offer...
Newcastle NE1
Business Improvement
District Company, 2016 ,,

51%

agree
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HERITAGE AND PLACE BRANDING

Examples from BIDs - Lincoln

Heritage and Place identity

“The historic city is a fundamental part of the
city identity and a huge asset ... It gives
uniqueness to the place particularly when
the retail centres we are competing with all
have the same brands. We look different...
This cannot be created without the heritage
assets, which bring differentiation to the
place brand.” Lincoln Business
Improvement Group




HERITAGE AND PLACE BRANDING

Examples from BIDs - London Bridge

Heritage and place identity

The London Bridge BID appointed place branding

experts to establish a compelling place brana for

the area. The essence of the place brand:

A globally significant, historic and vibrant place of modern
commerce, enterprise and creativity.

The London Bridge Revealed place identity brand.

Heritage and the history of the area are a key part of the

brand.

Reueéled'
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HERITAGE AND PLACE BRANDING

Examples from BIDs - Liverpool

Heritage Trails

Liverpool’s BID employs a tour guide as part of a healthier workforce
initiative who leads heritage walks for employees in the commercial
district- lunchtime ‘Net Walk'.

“The aim is for workers in BID businesses to get to know the heritage
and highlights of this World Heritage listed area and to encourage a
more active lifestyle.”




HERITAGE AND PLACE BRANDING

Examples from BIDs - Blackburn

Heritage Events and Festivals

Blackburn’s BID has used heritage as part of a calendar of events,
including the Blackburn Heritage Festival linked to the national
Heritage Open Days.

‘It celebrates our fantastic history, architecture and r"n"fure: offering people the
chance to see hidden places and try out new experiences.”

“Last year's Blackburn Heritage Festival attracted additional footfall of 29.000 to the
town centre compared to an average weekend.”




HERITAGE AND PLACE BRANDING

Examples from BIDs - Newcastle

Heritage led Regeneration

Newcastle’s NE1 BID successfully applied for £1.6 million from the
Heritage Lottery Fund to redevelop and regenerate the city’s historic
Bigg Market. Home to 31 listed buildings the project aims to
transform the economic fortune of the market by capitalising on the

area’s heritage.

“...we have secured £3.2m of investment to re-develop the Bigg Market
which is expected to leverage a further £30m of private investment in
the area”
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HERITAGE AND PLACE BRANDING

Heritage a source of prosperity for the future
66

In order to be competitive, places are advised
to build a brand that is befitting to the sense of
place [and] to engage and develop meaningful
initiatives that reflect identity. The essential
role of heritage is obvious.
Robert Govers, 2014

))

The number of BIDs and other local place-making organisations is
growing in the UK. As they grow and mature, the role of heritage in
place-making and place branding will also grow.
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AGUIDETO
HERITAGE AND
PLACE BRANDING
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A GUIDE TO HERITAGE AND PLACE BRANDING

 What is Place Branding?

* Place Branding and BIDs

* The Benefits of Heritage in Place Branding
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THE BENEFITS OF USING HERITAGE PLACE
BRANDING

* Highlight the unique character and distinctiveness of a place - it plays
an important part in shaping peoples’ perceptions and experiences of a
place.

* Provides authenticity and credibility, signifying the culture of place.

24



THE BENEFITS OF USING HERITAGE PLACE
BRANDING

* Increases a places
attractiveness,
providing a competitive
advantage.

* A meansthrough which
greater substance can
be delivered through
place branding.

25



THE BENEFITS OF USING HERITAGE PLACE
BRANDING

* Heritage can provide an economic boost if used in
place branding.

26



Create ‘destinations’
through heritage -
Canterbury

Create Heritage
Festivals - Blackburn

Revive forgotten
heritage - Southport

27



Promote Heritage
Trails - Lincoln,
Liverpool, London
Bridge, Blackburn

Support Heritage
Events -
Bournemouth,
Canterbury

28



LONDON
BRIDGE
PLAN

A COLLECTIVE
VISION & STRATEGY
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Help support
regeneration of
heritage assets -
Newcastle, Southport

Engage with local
heritage
organisations and
assets - Lincoln,
London Bridge
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A Guide to Heritage and Place Branding
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Regions Reports



Thank you

Questions?

B
MR Historic England

32





