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90% Excellent or Good reviews since acquisition

December 2019
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Christian Dangerfield

christian@greendragonhotel.com
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Visit Britain: “Britain Visitor Economy Facts 2019”
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Visit Britain website: “Things to Do”
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London 356

Cotswolds 41

Cornwall 34

Lake District 31

Cheshire 14

Powys 4

Shropshire 1

Monmouthshire 1

Herefordshire 0
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The Marches Visitor Economy

“The Marches has a very low profile in the marketplace... 

A lack of strategic support for the visitor economy, changes to how destination 
activity is organised, under-resourcing and a tendency to fragment funds 
across a wide geography have all taken their toll on the market positioning of 
the Marches and in delivering a consistent high-quality visitor offer.” 

“Visitor Economy Strategy for the Marches” Blue Sail Consultancy  June 2019
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The cost of failure

Day Visitor
Spend

Day Visitor 
Value pa 

(m)

Stay Visitor
Spend

Stay Visitor 
Value (m)

Total Visitor
Value (m)

U.K. Average £35 £337

Marches Average £27 £241

Marches Total £594 £1,564 £2,168

Upside to UK Average £175 £623 £798
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Sources: STEAM, Blue Sail Consultancy















Katrina Michel
CEO of Visit Cheshire 2013-2018

Cheshire’s tourism economy grew by 75%

Now worth £3.5 billion p.a.

Employs more than 36,000 people

“Think Big. Think Different.”
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Chester Zoo Jodrell Bank Cheshire Oaks Chester Races

          Our Hero Products
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‘Discover England Fund’ projects
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Arts Council England Cultural Destinations Fund 
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 Ice Cream Farm Quarry Bank Mill

Great Local Attractions
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Cheshire Residents Festival in 
English Tourism week
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Filmed in Cheshire
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Your new best friends
Andrew, Sally and Stephen 
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            Lay some trails
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Embrace your inner woke
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Make it Social
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      Don’t...
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Good Luck

Katrina Michel
http://linkedin.com/in/katrinamichel
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http://linkedin.com/in/katrinamichel


Culture and Heritage

 Nic Millington      Clare Purcell  Tim Evans     Lauren Rogers   Ed O’Driscoll
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What is Cultural Tourism?
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What do tourists want? 

70% of tourists want 
immersion in local 
culture.

36% are most attracted 
by Heritage and 
History.

30% are most attracted 
by Culture.

Visit Britain Survey 2017 32

Emotional 
impact

Different 
experiences

Immersion

To be moved 
and inspired

Spiritually 
enriched

Share with the 
'natives'

Astonished and 
amazed

Intellectually 
nourished

Not just a 
spectator

Awed and 
intrigued

Surprised, 
stretched

Genuine, 
authentic 
experiences

To feel welcome Sense of 
discovering new 
places and 
things
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https://vimeo.com/378766573
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https://vimeo.com/378766573
https://docs.google.com/file/d/1SE_ADP8hERIF04OKONaw-o-_m-v3GNcr/preview
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The Box of Delights, Hereford

2Faced Dance, Tim Evans, the Green Dragon Hotel
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Museum without Walls, Ross on Wye

CreateRoss
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Mother and Child,
Berrington Hall

Oliver Jones,
Meadow Arts



Nic Millington

Rural Media

01432 344039 | nicm@ruralmedia.co.uk

www.ruralmedia.co.uk
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mailto:nicm@ruralmedia.co.uk


BREAK

38



Food and Drink

 Martin Orbach   Dorian Kirk   Gabe Cook      James Swift  Bill Sewell
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“Food is now a main motivation for travellers choosing their 
destinations. Travellers are spending more time and money on 
unique food and beverage experiences.” World Food Travel Association 

27.6% say popularity of a 
destination for F&D helps decide 
where they go on holiday

Millennials are nearly twice as likely 
as Baby Boomers to cite F&D 
popularity as a reason for choice of 
destination
Global Data: Key trends in Culinary Tourism 
2018

What is Food Tourism?
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What is Food Tourism in The Marches?
Our Heritage Great Producers  Great Places to Eat Experiences
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How do we 
join the dots?
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How do we join the dots?

Over to you…..
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LUNCHTIME
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    The importance of being idle

   Tom Hodgkinson

@idler.co.uk
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Eco and Values Tourism

Richard 
Hammond
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Clare
Hearne

Ed Busby Rob 
Finley

Angela 
Martin



Eco and Values Tourism
Richard Hammond
richard@greentraveller.com

@greentraveller
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Eco and Values Tourism

What is Eco Tourism?
“Responsible travel to natural areas that conserves the 

environment, sustains the well-being of the local people, and 
involves interpretation and education”

The International Ecotourism Society
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Eco and Values Tourism

The Opportunity for Rural Areas:
● Overtourism

● Urban Population Growth
● Climate Crisis
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Inspiring Sustainable Tourism in Protected Landscapes
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Inspiring Sustainable Tourism in Protected Landscapes
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http://www.youtube.com/watch?v=dYkvOgxOfOw


Eco and Values Tourism

Collaboration and Importance of Networks

Example: COAST Project
The network provides the opportunity for an association of organisations and individuals committed to

the successful development of sustainable tourism in Cornwall to exchange ideas, knowledge and expertise.

Green Certification Networks

Green Key Wales

Green Tourism Business Scheme
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What is glamping and how does it fit into the eco-tourism sector?
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It’s estimated 
that there are 
around 3,300 

individual 
glamping units in 

the UK spread 
across 2,500 

operational sites 

The Marches 
counties make 

up 9.5% of these 
operational sites

50% of glamping 
stays are based 

on special 
occasions

Over 60% of 
stays booked by 

couples

OverduOvertimat
ed 

MARCHES 2020 FORUM



62

Who are the main operators and why have they entered the industry?

MARCHES 2020 FORUM



63

      Community wellbeing: creating a centre of excellence



Allinteractive 
Inclusion Project Herefordshire
Marches Family Network

     

MFN provides short breaks for disabled children 
and young people and siblings, together with 
support and signposting for families.
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What counts most of all is 
the experience

The experience for disabled children, 
young people, their families and friends. 



66(Visit Englandwww.visitbritain.org/business-advice/make-business-accessible

Trips taken by those with an impairment and 
travelling companions



Think about the experience that you offer.

❑ Talk with disabled young people and their families.

❑ Consider possible barriers to inclusion.

❑ Create clear signage and a good clear website with access 
information.

❑ Make inclusion show.  Good marketing considers who is 
in the photo having a great time.

❑ Share information and use good feedback.

❑ Contact Allinteractive for more information



Allinteractive 

● Accessibility is being able to get in 
the building

● Diversity is getting invited to the 
table.

● Inclusion is having a voice at the 
table.

● Belonging is having your voice 
heard at the table!



Allinteractive 
Inclusion Project Herefordshire

01568 614908
Angela Martin, Allinteractive Manager
development@marchesfamilynetwork.org.uk
www.marchesfamilynetwork.co.uk

Thank you

mailto:development@marchesfamilynetwork.org.uk
http://www.marchesfamilynetwork.co.uk


Festivals and events
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 Lyndy Cooke Tom Hodgkinson Kim Waters Chloe Garner
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Hay Festival
● From small beginnings in 1987...
● ...now a multi-million £ global brand 
● Cross-pollinating UK talent and achieving 

international recognition
● Bringing international talent to UK to 

showcase to new audiences
● Injects a minimum of £12m p.a. into the 

local economy



Case Study: Hay Festival Kells (Hinterland)

“One minute there was nothing much 
happening. Then it all happened. Hay 
Festival Kells came into the world, 
accompanied by the bang-bang-bang of 
a trio of literary firecrackers.”

Arminta Wallace, The Irish Times

72



Case Study: Hay Festival Kells (Hinterland)

● On arrival in Kells there were 26 boarded-up 
empty shops

● 2 years later there were only 2
● 10 pop-up bookshops, including a Sinn Fein 

bookshop
● 10,000 visitors in year 1
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Case Study: Hay Festival Kells (Hinterland)

The whole community got behind 
it - painting and doing up the 
facades of the buildings
Freshly painted and flower 
bedecked, ten ‘pop-up’ bookshops 
were created and manned 
Bustle in the town was also 
increased by the numerous art 
exhibitions curated especially for 
the weekend 
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The point of festivals
● Many organisations are understanding 

the need for investment in “Moments” 
● Many regions host Festivals because 

people love “live” events and moments

It’s all about the experience

77

Queen’s Park Book Festival



Festivals - how do they work?

● 2020 is Welsh Year of the Outdoors
● Importance of inclusion and buy-in 

of the local community
● Investment is key whilst keeping a 

balance of affordability and organic 
growth

78

Wimpole History Festival



Festivals - how do they work?
● Marketing a ‘product of excellence’ 

with events for all the family
● Importance of Local, National and 

International 
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Festivals are the future
Make Hereford and the Marches 
a go-to festival destination...

              HOW?

80

  Belfast
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Ledbury Poetry Festival
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Ledbury Poetry Festival
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Ledbury Poetry Festival



BREAK
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Packaging and Promotion
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Malcolm Bell Fiona Reece Mo Aswat Heidi 
Chamberlain 

Jones

Katrina 
Michel  
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A PR, DIGITAL AND CONTENT AGENCY WITH TRAVEL AND WELLBEING AT ITS HEART

Founder FIONA REECE



A PR, DIGITAL AND CONTENT AGENCY WITH TRAVEL AND WELLBEING AT ITS HEART

Packaging & Promotion Examples



• Dig Deep to create something 
quirky or different from what you 
may already have around you 

• Pig Arc Glamping in Carmarthenshire 

• Ice Running at the Icehotel in Sweden 

A PR, DIGITAL AND CONTENT AGENCY WITH TRAVEL 
AND WELLBEING AT ITS HEART

Headline Grabbing



Create experience packages
 
• Create experience-led stories by 

packaging accommodation with 
new creative content or activities 
nearby 

• Tudor Farmhouse and Wild 
Swimming Map  / Wildlife Safaris 

• Casa la Siesta and Family Weeks  

A PR, DIGITAL AND CONTENT AGENCY WITH TRAVEL AND WELLBEING AT ITS HEART



A PR, DIGITAL AND CONTENT AGENCY WITH TRAVEL AND WELLBEING AT ITS HEART



A PR, DIGITAL AND CONTENT AGENCY WITH TRAVEL AND WELLBEING AT ITS HEART



Make the destination the story 

• Creative themes work wonders
• New Zealand’s Small Five
• Carmathenshire Cawl Crawl and Travellers 

Triathlons
• Forest of Dean’s Leaf Peeping Drive

 

A PR, DIGITAL AND CONTENT AGENCY WITH TRAVEL 
AND WELLBEING AT ITS HEART
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 Unique WebsiteVisits
2016 = 752,000      2017 = 1,109,000      2018 = 1,233,000

www.cotswolds.com
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Unique Website Visits
2016 = 646,000      2017 = 832,000      2018 = 960,000

www.visitcheshire.com
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Unique WebsiteVisits
2016 = 279,000      2017 = 272,000      2018 = 266,155

www.visitherefordshire.co.uk
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Unique Website Visits
2016 = 79,000   2017 = 102,000   2018 = 154,000   2019 = 237,000 

118www.eatsleepliveherefordshire.co.uk



Next Steps
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THANK YOU FOR COMING
WE HOPE TO SEE YOU AGAIN SOON
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