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Overview
 

 Defining ͚Heritage͛ 

 The ͚Value of Heritage͛ 

 England s͛ Historic Cities 

 Enhancing the Value of Heritage
 
– 6 approaches 

 Measuring Impact 

 Conclusion 



  

 

 

 

 

 

  

 

 

Heritage Defined 

Visit Britain 

 Cathedral 

 Church 

 Abbey 

 Historic house
 

 Stately home
 

 Castle 

 Museum 



  

 

 

 

 

 

/or is it?
	

 People 

 Produce 

 Stories 

‘DN! of a Place’
	



  

   
 

 
 

 

 

Value of Heritage
 

 c £5billion in England 
. 

 c 4% whole UK tourism market 
14% domestic market 

 Education 

 Differentiation 



  

 

 

 

Visitrac
 

“Reasons for visit” to Greenwich
 

Greenwich = 59%
 

59% of £800million is £472million
 



  England s͛ Historic Cities
	



 

 

  

  Criteria
 

 > 5m tourists 

 Heritage led 

 Not in London, UK
 



 

 

 

 

 

 Benchmarking 

 Best practice 

 Bulk buying 

 Funding 

 Discover England Product Development Fund
 



 

 

 

 

 

 

 

  How to Enhance the Value of Heritage
 

6 ideas: 

 Branding 

 Partnership working/clustering
 

 Packaging 

 ICT 

 New product development 

 Events and conferences 



  1. Destination Branding 



  

   

Marketing Toolkit
 

Copy guides Logo guides Image guides
 



  

 

 

 

 

 

2. Partnership Working
 

 Product training
 

 Fam visits 

 Brand Toolkit 

 Networking 

 Reciprocation 





  

 

 

 

 

3. Packaging ͚Experiences͛
	

 Tour operators
 

 Ticketing 

 Itineraries 

 ͚Old and New͛
	





 4. ICT  

 

  

 

 

 Augmented reality (AR) 

 Virtual reality (VR) 

 Mobile friendly websites 

 Apps 



  EHC App
 



  

 

 

 

5. New Product Development
 
/the hard bit! 

 DMP Vision 

 Lobby for new product development 



        London City Cruise Port The O2 Retail Outlet InterContinental London – The O2
 



  

 

 

 

6. Events/Conferencing
 

 Utilise capacity 

 Bid for events that ͚fit͛
	

 Subvention 



      Greenwich Music Time Christmas Ceiling Tours of The Painted Hall
 



  

 

 

 

Measuring Impact
 

 Perceptions 

 Performance 

 Economic impact
 



  KPIs 



Economic Growth, 2008-2019
 

  

 

  

 

26% employment = 

28% economic impact 

3,300 jobs 

Projected Growth 

Actual Growth
 

  



  

 

 

 

 

 

 

Conclusions
 

 Understand the power of heritage 

 Take a wide view of what your ͚heritage͛ is 

 Build experiences with other products and services that fit
 

 Animate through storytelling/ICT 

 Lobby for new product development 

 Build effective partnerships 



 Questions?
 






