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Value of Heritage for Tourism

CEO, Visit Greenwich

Wednesday 3 May, 2017
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Overview

Defining ‘Heritage’
The ‘Value of Heritage’
England’s Historic Cities

Enhancing the Value of Heritage
— 6 approaches

Measuring Impact

Conclusion
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Heritage Defined

.l 5 —'T 0N
S L S

S e R

Visit Britain

= Cathedral

" Church

= Abbey

* Historic house
= Stately home
= Castle

" Museum




L.oris it?

" People
= Produce

= Stories

‘DNA of a Place’
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Value of Heritage

= ¢ £5billion in England

= ¢ 4% whole UK tourism market
14% domestic market

= Education

=  Differentiation
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Visitrac

to Greenwich
Greenwich =

59% of £800million is
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Scotland

. Durham
Carlisle

Lancaster

’

Chester =
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Salisbury

Lincoln

Cambridge |

Bath Greenwich |
y

Canterbury
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Criteria

= > 5m tourists
" Heritage led

= Notin London, UK




Benchmarking
Best practice
Bulk buying

Funding

Discover England Product Development Fund
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How to Enhance the Value of Heritage

6 ideas:

Branding

Partnership working/clustering

Packaging

= ICT

New product development

Events and conferences
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1. Destination Branding
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Marketing Toolkit

Talking about the
wider Greenwich offer

Copy guides

Secondary Logos

Primary Logos

ol visitgreenwich &

=" =4
it (]

e visit & L]

» greenwich 3

= ... S 59

,.G, 5 time g
9 g

Logo guides

Experiences =-m:—=—=u==
. . == == -
#H]"-

e ool FEa o g
Highlight images shortlist 10 3

———— — - e

Image guides
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2. Partnership Working

" Product training
=  Fam visits

" Brand Toolkit

= Networking

= Reciprocation
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3. Packaging ‘Experiences’

= Tour operators
" Ticketing

" |tineraries

= ‘Old and New’
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Day 1 Morning: Explore Royal Museums Greenwich

Greenwich has a rich marntime history. and in fact Mantime Greenwch 15 one of London's four World

Hentage Sites. 5o iravel there by boat along the var Thames. There are many mver boat sarvices
10 Greenwich fram Central Longon, Catch a City Cruises (kids trave|

free wWen two paying adults
on 1he River Red Rover tckel), or MBNA Thames Clippers boat from Westimmster, Waterioo and
Tower plers, and see Big Ben, he Coca-Cola London Eye Tate Modern and Tower Bridge along
the way

Day 1 Evening: Family Dinner in Greenwich

Afer walching the sun dip Delow the memorable Loncon skyine these are a number of

restaurants 0 Gréenwich 3o enjy as i Ramily

Rivington Greenwich & willn willong @istance fram She museun gquirier and e resisutant hus B

NNVEN'S Men, INCucing (333

4 Such as fish and chipa Vi

Wonday 1o

fday befode 7pm
ANG your kids wil &3t for fres

FOr 3 cramatic anner s2ting nead for Frankie & Benny's Zizzl or $31l Lot for rverside temace

VNS BCTOSS the Thames Ad Ihesa rastaurants also hawe be

OOk KKIS memis

Day 2 Afternoon: Climb and Drive at The O2
Hiep the SOrensin pumpang Dy Crtmng e roof of the world'
Up at The 02 The view
1 2m tak for this expenence

populy entEclanmen! venue al

e lnp sre unrvated Chikdren 0 De ol l=ast 10 yesrs oM aod

FOr uoch, head gown nsigs The OF and ShoCck up 0n SomMe CAms 10 kead vou Qoieg for e rest of

me day Tuch o & peza o Pieza Express, O opt for paala duhes ot Tzl of Franikoe &
Banny's af of which hasye plenty of family fre=ndly ophions

T NISSan iInmovation Station 1o put your Grvng sidls 1o tn

5t Fnaowt fyouora

ne

it Tamaly 15 e Heat FACNG Champon on the GT Academy simolaorn Erger the fun

pholobooth b SNET S0 yOU Cah Lake yOUr SxDENEncs Home anih you

INTERCONTINENTAL.

LONOON « YL O

Lrge the InterCoutinental fife,

THIS EASTER

EXPLORE GREENWICH

t
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4.1CT

Augmented reality (AR)

Virtual reality (VR)

= Mobile friendly websites
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1. The penny panorama

2. The birth of time The Greenwich Tavern

1 King William Walk

1
3. A key to stars and sea London SE10.9JH

4. On the ball!

1. The penny panarama

Royal Observatory, Blackheath Ave
Greenwich, London
SE108XJ

5. A right royal start and change of heart )

1. The penny panorama

VIEW ON GODGLE MAPS
&. A queen’s eye view

— 02083126565
[5x] FLoorpLAN = STORIES [5%] FLoorpLAN

t
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5. New Product Development
...the hard bit!

= DMP Vision

" Lobby for new product development
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London City Cruise Port

The 02 Retail Outlet

InterContinental London — The 02
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6. Events/Conferencing

= Utilise capacity

= Bid for events that ‘fit’

= Subvention

visit



Greenwich Music Time

Christmas

Ceiling Tours of The Painted Hall
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Measuring Impact

= Perceptions

= Performance

"= Economic impact
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KPIs

ATTRACTIONS

All top performing attractions:

m ¥ 1%

Down on 2015

m A 4%

December 2016 v December 2015

HOTEL PERFORMANCE

@ ¥ 15%
Occupancy
0) A 10%
ADR (Average Daily Rate)
é“ VY 6%
’® RevPAR (Revenue Per Available Room)

GREENWICH TOWN CENTRE FOOTFALL

9 A 1.5%
¥ .. Up on 2015

ANNUAL VALUE & VOLUME

Visitor Numbers

2009 2010 2011 2012 2013 2014 2015 2019
(forecast)

Million

Economic Impact

1600 o

1200

200

2009 2010 2011 2012 2013 2014 2015 2019
(forecast)

£Million

Employment

e » 15,036 Jobs
% ﬂ supported by tourism in 2015

t

V1s1



Economic Growth, 2008-2019

PROJECTION - TOTAL TOURIST EXPENDITURE £M

e®
. -
.
. -
. -
. .
.
“
P

/- el economic impact

employment - 3,300jobs

e O] Expenditure PrOjeCted GI’OWth

Actual Growth

el
.
et
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Conclusions

= Understand the power of heritage

= Take a wide view of what your ‘heritage’ is

= Build experiences with other products and services that fit
= Animate through storytelling/ICT

= Lobby for new product development

= Build effective partnerships
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Questions?
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