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90% Excellent or Good reviews since acquisition ( 1

tripadvisor@ December 2019

Review Status at 19/08/2018 Review Status 20/08/2018 - 30/12/2019

@ Excellent-10% @ Good-31% Average-30% @ Poor-15% @ Terrible - 13% @ Excellent-69% @ Good-21% Average-5% @ Poor-3% @ Terible - 2%



MARCHES 2020 TOURISM FORUM
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Christian Dangerfield

christian@greendragonhotel.com



Visit Britain: “Britain Visitor Economy Facts 2019”

&, 9:9%
£257.4bn R UKcop

by 2025

Tourism is predicted to grow... ...and be worth
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international
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Visit Britain website: “Things to Do” ﬁ

London 356 {j @
&
P

Cotswolds 41
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Cornwall 34

Lake District 31

Cheshire 14

Powys 4 <
Shropshire 1
Monmouthshire 1

Herefordshire 0



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



The cost of failure

Day Visitor | Day Visitor | Stay Visitor | Stay Visitor | Total Visitor
Spend Value pa Spend Value (m) Value (m)
(m)
U.K. Average £35 £337
Marches Average £27 £241
Marches Total £594 £1,564 £2,168
Upside to UK Average £175 £623 £798

Sources: STEAM, Blue Sail Consultancy

MARCHES 2020 FORUM



The cost of failure

£800 million

3bn

2.75bn

2.5bn

2.25bn

2bn

1.75bn

1.5bn

1.25bn

1bn

0.75bn

0.5bn

0.25bn

Obn _|
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What
is the
Marches?

HOLYHEAD W

CHESTER

ABERYS

WORCESTER
ALVERN

GLOUCESTER

MONMOUTH

SWANSEA

ASEREl e BRISTOL

BIRMINGHAM"

NOTTINGHAM

LEICESTER

KEY

@ HEREFORDSHIRE
@ SHROPSHIRE
© Powys

O MONMOUTHSHIRE




e 9,000 square miles
e 800,000 people
e Huge Staycation
potential




Multiple
Visitor
Attractions




5 million people within 60
minutes drive
3 international airports

25 million visitors a year







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.”

16



Our Hero Products

Chester Zoo Jodrell Bank Cheshire Oaks Chester Races




‘Discover England Fund’ projects

[NE[AN" BRILLIANT Liverpool
ime hace

ORIGINALS I8l e

FROM ENGLAND 'S MISTONIC CITIES

GCGARDENS &7
GOURMETY
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Arts Council England Cultural Destinations Fund
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Great Local Attractions

Ice Cream Farm Quarry Bank Mili




Cheshire Residents Festival in
English Tourism week

|

.
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Cheshire Residents' Festival




Filmed in Cheshire

NOBODY UNDERSTANDS THE TRUE
OF WAR BETTER THAN WOMEN

NEW EPISODES




Your new best friends
Andrew, Sally and Stephen




Lay some trails

23:28 Wed 1Jan = 51%m
MNot Secure — old.yorkshire.com

[Searcn this site W S Select Language ¥

Welcome
to Yorkshire

Media | Members | Venues | Shop | Contact | Coakles

yorkshire.com
THE OFFICIAL VISITOR SITE FOR YORKSHIRE
£ - e HAVE A BRILLIANT YORKSHIRE! ER—
g
§ Home » What to do » Delicious Trails > Delicious Tes Trail DELICIOUS TEA TRAIL
g Sign Up to see what your friends like { 269K followers |
=

ALE

»
: INTRODUCTION

Welcome to Yorkshire's Deliclous Tea
Trall which will give you more than a
taste of the fabulous tea offer right
across Yorkshire.

There's nothing quite like a good cup of
tea — whether it's enjoyed in the
aflternoon with cakes or sipped outdoors
while admiring the county's stunning
natural beauty.

Our trail features everything from
information on our wonderful producers
and tea companies to places in perfect
surroundings where you can enjoy a
good brew. While we couldn’t fit in every
place to enjoy a good cuppa, these
examples highlight some of the ones
definitely worth a visit.

So enjoy exploring al
trail will be eve

nd we truly hope aur

MARCHES 2020 FORUM



Embrace your inner woke




Make it Social

SMTLMOMENTS







Good Luck

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



http://linkedin.com/in/katrinamichel

L

Nic Millington

Culture and Heritage

Clare Purcell

Tim Evans

Lauren Rogers Ed O’Driscoll

29
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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.

Emotional

impact

Different
experiences

Immersion

To be moved Spiritually Share with the
and inspired enriched 'natives'
Astonished and | Intellectually Not just a
amazed nourished spectator
Awed and Surprised, Genuine,
intrigued stretched authentic
experiences

To feel welcome | Sense of

discovering new

places and

things

Visit Britain Survey 2017 |, rcHES 2020 FORUM
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https://vimeo.com/378766573
https://docs.google.com/file/d/1SE_ADP8hERIF04OKONaw-o-_m-v3GNcr/preview

The Box of Delights, Hereford

2Faced Dance, Tim Evans, the Green Dragon Hotel







Mother and Child, Oliver Jones,
Berrington Hall Meadow Arts

/
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S e |
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Nic Millington
Rural Media
01432 344039 | nicm@ruralmedia.co.uk

www.ruralmedia.co.uk



mailto:nicm@ruralmedia.co.uk

BREAK



Food and Drink

=

Martin Orbach Dorian Kirk

Gabe Cook

James Swift

Bill Sewell

39



What is Food Tourism?

“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

Global: Which of the below regions do you associate with
high quality food/drink products?

Europe

USA

Asia (Ex. China)

China

Central & South America

Africa

I c0°-
I o

I

B 0%

Bl 0%

B 3%

v Q4-2016



What is Food Tourism in The Marches?

Our Heritage Great Producers Great Places to Eat Experiences




How do we
join the dots?






Food and drink wonders

Road tripping back to

Aberystwyth by Esylit of the Wye Valley
Sears Rob Morgan's guide to Eued ) Ak vl o e Wi Valler Interesting eats along the
Welsh comedy writer and performer, Esyllt Gower 2 BT B Welsh-Enalish
Sears, shares her favourite places to visit Howden border g 3
around her hometown, Aberystwyth. Fifth-generation farmer Rob Morgan of Countryside | Food | Drink | Outdoor oroeriancs
Gower Fresh Christmas Trees has lived on
Wellness Activities | My Place | Food Hia Gower Pentnsgls Fis entice Ko REE ® WYE VALLEY AND VALE OF USK g‘i‘;‘ée S:":f.g‘e‘“\}’ali‘m t; ;j: ;ﬁ
| Wanker: | hadous shanes his favonrite lisdden places and i .xrmi;aﬁ o Tha e Wl g
@ MID WALES “‘tm [ winter activities E discover what shares her favourites with us - discover an
you can do.on Gower during the colder edible treasure hunt along the Welsh
months, borders.

Family | Wales CoastPath | Coastline List | Food | Restaurant | Drink

| Food | Autumn | Winter | Outdoor

[Tl
Anglesey's accidental chef

Discover how Ellis Barrie has transformed

The Welsh whisky revival

Discover the history of the Penderyn







A MOVEMENT FOR
ESTAURANTS WHO

BELIEVE LOCAL

FOOD MATTERS.  mision

Or oxrasi®

— -
GeRTITIED Ty,



How do we join the dots?

Over to you.....



LUNCHTIME



The importance of being idle

Tom Hodgkinson
@idler.co.uk
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@. GET FREE NEWSLETTER

IDLER Q

IDLE THOUGHTS ONLINE COURSES EVENTS ABOUT SUBSCRIBE LOGIN

BOOK OF THE WEEK: SQUARE HAUNTING MOST
The story of a radical square in Bloomsbury POPULAR

Zen and the art of
. dishwasher maintenance

Book of the Week:
. Coventry

50
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Richard
Hammond

Eco and Values Tourism

Clare Ed Busby Rob
Hearne Finley
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Eco and Values Tourism

Richard Hammond

richard@greentraveller.com
@greentraveller

oreentraveller

productions
words | pictures | films

53



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

entraveller

productions

- - 54
words | pictures | films



Eco and Values Tourism

The Opportunity for Rural Areas:

e Overtourism
e Urban Population Growth
e Climate Crisis

traveller

productions
words | pictures | films
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Inspiring Sustainable Tourism in Protected Landscapes

The Protected Landscapes of Wales

Clwydian
Range & Dee
Valley AONB
Pembrokeshire

Goast NP

2

56



Inspiring Sustainable Tourism in Protected Landscapes

57


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
ntraveller

productions

; : 58
words | pictures | films
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to the eco-tourism sector?

n

fit

o
Q
o

o
3
o

<

o

is glamping an

What




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




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

..
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Community wellbeing: creating a centre of excellence
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Allinteractive

Inclusion Project Herefordshire ™. .«

Marches Family Network

2 5

MFN provides short breaks for disabled children
and young people and siblings, together with
support and signposting for families.



What counts most of all is
the experience

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

65



Trips taken by those with an impairment and
travelling companions

Trips and spend

/by those with an impairment and

£17BN £
o

SPENT ON TRIPS R
WHERE A MEMBER $ NUMBER OF TRIPS
OF THE PARTY HAS eSO, i O.%M

AN IMPAIRMENT
TOTAL SPEND

£]2BN

-------------

v

v 2

DAY TRIPS ESSBN £328N DOMESTIC OVERNIGHT TRIPS

NUMBER OF TRIPS NUMBER OF TRIPS

236M 151

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



Think about the experience that you offer.

Q

Q

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

Lyndy Cooke

Festivals and events

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

[

handheld
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handheld

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)

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

e 2 years later there were only 2

e 10 pop-up bookshops, including a Sinn Fein
bookshop

e 10,000 visitorsinyear 1l

The high street is dead. Long live the high street.

handheld

73



I
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

74
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handheld

The point of festivals

e Many organisations are understanding
the need for investment in “Moments”

e Many regions host Festivals because
people love “live” events and moments

It’s all about the experience

Queen’s Park Book Festival
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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

Wimpole History Festival

78
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Festivals - how do they work?

Marketing a ‘product of excellence’
with events for all the family
Importance of Local, National and
International

79
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Festivals are the future

Make Hereford and the Marches
a go-to festival destination...

HOW?

Belfast

80
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| Rathbones |
|Marquee




, A

It’s important to remember to have fun!

handheldciooiis



LEDBURY £

m POETRY
i FESTIVAL

Ledbury Poetry Festival

LEDBURY 7]
POETRY =™
FESTIVAL

9-14 JULY 2019 B
MERITORIOUS 47 s:
BUHEMIAN("OP {CETIC
ORTHOMETRY s *
ADRQi WONDERFUL!
ENSORCEN®Y PROSODY

PULGHRITUDINOUS

BALLADRY DITHYRAMB

B #LPF2019 Diedburyfest
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Ledbury Poetry Festival

LEDBURY
POETRY
FESTIVAL

LEDBURY
POETRY
FESTIVAL
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Malcolm Bell

Packaging and Promotion

Fiona Reece Mo Aswat Heidi
Chamberlain
Jones

Katrina
Michel

88
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Tourism in Cornwall 2018
Key Points

e Cornwall attracts circa 4.5 million staying visitors

eStaying visitors accounted for an approximate
25+ million visitor nights

eStaying visitors spent £1.5 billion pounds

*The average length of stay in Cornwall was 6+
nights

e11% to 14% GVA and circa 20% GDP

eStaying tourism supports approximately 53,000
40,000 jobs (FTE)

Visit
Cornwall




Attractions/ places of interest planning to visit %

Fishing villages/ harbours | 87
Seaside resorns | 40

Remote sandy beaches
Gardens

Heritage! historic sites

Rural towns and villages

Popular beaches
South West Coast Path
Estuaries/ rivers

Larger towns/ city
Art galleries/ exhibitions

Museums

Parks/ woodland j

Family attractions
Arts venuos

Shops/ markets

Visit
Cornwall




55 to 64

4945 to 54

35 to 44

25 to 34

16 to 24

Visit
Cornwall

>

90%

92%0

89%0

S92%%

92%%

83%0

84%0

Interest in Visiting Cornwa.ll

Female

Regular

Residents




Imagery

easvirom 27%  23%
Has lots of thi o see

and do g 32%  20%
Is good for couples 33% 23%
Is good for families with

g 10%  31%
Offers unique experiences 32% 13%
Allows you to relax 18% 22%
e R o T 18%  18%
Creates lasting memories 2284 16%
e S 17%  19%
Is good value 12% 199%
Ol gros faod 24%  16%
Is & real from

;‘, .7,,,,,,,',7;‘;"' 14% 13%
Oelights and surprises 189% 11%
Makxes me want to retum

SR DO Sk 15%  12%

isit
Cornwall

11%  13%

27%
25%
27%
25%

18%

15%
25%
18%
1i7%
14%

13%
14%
13%
13%

26%

22%
19%

9%
14%
10%
16%
12%
12%
18%

17%

9%
9%
7%
6%

32%
35%
25%

26%
31%
35%

18%
18%

16%

40%
12%
16%

17%

15%
17%
21%

13%

149%
11%
10%

12%

23%
22%
20%
15%
12%
16%
15%
15%
19%
14%
17%
129%
129%
10%
10%

23%
28%

27%

28%

32%
20%
23%
23%
18%
17%
29%
21%
19%
19%

28%
29%
2%

8%
25%
13%
18%
19%
15%
10%
22%
12%
15%
12%

9%

12%

7%
10%

23%

15%
16%
10%
12%
13%
13%
13%
15%
13%

11%
10%
7%
8%



What We Do

DIGITAL MARKETING PR

Visitcornwall.com PR and media relations
PR DIGITAL MARKETING

Film and TV relations Social media

TRADITIONAL MARKETING @ SEGITHL MARIE T ING @ Targeted email
Print Content advertising

@ Industry PR and media TRADITIONAL MARKETING
- relations Visitor information service

Research, market

~
i~ intelligence and data Business resources 1 () Prolects to support the |

future of tourism

Visit
Cornwall ¢




Our Target Audience

New — Lapsed - Repeat

Visit
Cornwall SCdl




Our Target Audience - New and Lapsed

— S —

(: | sTvie HounDs )
Youra W&u
T
Srond courts
Lookiong Tar Pun wilh firianads
Mass Market v. = McS! Nat Sty sporty
i X

COSMOPOLITANS
Stong, active, conficery
o ke DUt 25 an cpression of thelr seif

L4
High spandess aspacally on Innovation and sechoology
LoGking for new chalenges, New nperientes,

HIGH STREET
Man stream early adopters
Followers of high strees fastoon
Care what others thanx -
sanpy to buy packaged optiornts B - , i D acdon

i oew aptiocs
By on functon and vaiue to thern
Looking for rew ond educaticnal expericnces

FOLLOWERS
Strangly Infiuenced by what others will thek
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Our Target Audience - Repeat

STYLE HOUNDS Innovators
Young Free Single’, Imputsive A B
Fashion counts - COSMOPOLITANS
Srond courts - Stang, active, conficent
Lookiong Tar Pun wilh firianads Shie & bhrand important, but 25 an cgression of thelr seif
Mass Market . MOST MOt Serionusty SEerty made identity
— = AR X Hgh spendess aspacally on Inrowatinn and sechrododgy
. n g . ieno
HIGH STREET atr-)r‘g O e Chalenges, New expariences,

Man stream early adopters

Followers of Ngh street fasroon o
Care what others thanx

sanpy to buy packaged option s

DISCOVERERS
Independant i mird and acdon
Lrte InNuenced by styte or bramnd DUl anlerastec

-
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-
K
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FOLLOWERS
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Our Target Audience - Short Break

Young Free Singls
Srond courts
Lookiowg Tar fun wilh friends
Most Nal Seariously sporty
N o

made iGantity.
Hgh spanders aspacially on innovation and secheodogy
LoGiing for nesw chalenges, New eaparienues,

L but 25 an cxpression of thelr self

HIGH STREET

Mo stream early

Care what others thanx 3
sanpy to buy packaged option s e wd and acdon
Wed by style or brand DUl Dlerasted
in few optiocrs

By on functon and vadue to thern

Looking for rew ond educaticnal expericnces

FOLLOWERS
Strangly Infiuenced by what others will thek
Cont wart o De scen a5 ofd fashvoned

Less active - ~ —
Slow o adept TRADITIONALS P .
Avold risk ST rollart intetrnally referencec
Slow to adopt new ostiors Independent
—_— Strong etentalion towards raditicrss! valous Ma
ITUALS FUNCT IONALS Value ndhacus! attertion _’- servicoe | rket

Largely FMacihee, oy Spanaing grosan
Very tracitional, ssrongly
resistant to change
Riek adverse
| Valus refaxntson, peace anc guict

Self rabiant
Prica drven
Valus function over style
Tracitonal walees, but Interested n
Farey expesiEnces, Nol risk advars

Sustainers
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__Season | KeyThemes Messaging

Winter

Jan - Mar

Spring Early
Summer

April May,

June
Mid July

Summer —

July -
August

September
Oct - Dec

Wild , Winter, Romantic
Cornwall

Cornwall @ It’s Best
(for less)

Reconnecting - intimacy

Kids Love Cornwall

Foodie & Culture
Relax and Recharge

Detox in Cornwall
Romantic Cornwall
Dogs Love Cornwall
Spring Gardens

Wild Weather - Storms

Cornwall — be first

Awaken in Cornwali

Hygge (hue-gah) Destination
Get going activities

Gardens plus

Skip-Gen

Dogs Love Cornwall
Foraging - Cooking

Last Minute Cornwall

Multi Generations memories
First time families

Beach life

Beach as a venue

Coast Life

October Half Term
Cultural Cornwall
Foodie Time
Christmas Shopping
Dogs in Cornwall

Vakantiebuer —NL
Britain Travel Show
Half term
Valentines day

ITB Berlin

Arts & Culture

Explore GB

Spring Festivals

Meet the Media

Media “Stunt”

Festivals — Porthleven +
Regional Events
Alfresco Dining

Arts & Culture

Countryfile Live Shows
Key Festivals
Boardmasters +

Food Festivals
Arts & Culture
Christmas



Content

Foreign
languages

CRM Campaign
Support

Social Editorial
Media Plan
Travel
:;e:t Mobile Trese
Visit |
Cornwall SCdi
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Social Media i =5

* Building on momentum e e
through Facebook and Semencisinmiom >
Twitter e =

* Extending reach across e - -
multiple platforms e =

e Harvesting UGC S 1o

TESTWAT N DA Cateent

T AV "e> n

* Building advocacy s

I L - T - e n
ALCTITIN SeONE TROMOTIONS e .

e —

Visit

Cornwall Pinterest SO

—
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The Cornish fishing port of
Mevagissey will feature in...

7 January at 16:18
Posted by Mark Camp
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Some brave souls starting
the 500m dash to the very...
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A PR, DIGITAL AND CONTENT AGENCY WITH TRAVEL AND WELLBEING AT ITS HEART }
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Packaging & Promotion Examples

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



TRAVEL 77t

Headline G rabbing PR, digital & creative content

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

e Pig Arc Glamping in Carmarthenshire

e lce Running at the Icehotel in Sweden

A PR, DIGITAL AND CONTENT AGENCY WITH TRAVEL
AND WELLBEING AT ITS HEART
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PR, digital & creative content
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Create experience packages

BRIED
v

e Create experience-led stories by
packaging accommodation with
new creative content or activities
nearby

e Tudor Farmhouse and Wild
Swimming Map / Wildlife Safaris

e (Casa la Siesta and Family Weeks

A PR, DIGITAL AND CONTENT AGENCY WITH TRAVEL AND WELLBEING AT ITS HEART }
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A PR, DIGITAL AND CONTENT AGENCY WITH TRAVEL AND WELLBEING AT ITS HEART
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TRAVEL (70t

PR, digital & creative content

ity

Spanish lessons, flamenco and a hip finca .

)|
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Travélle

A PR, DIGITAL AND CONTENT AGENCY WITH TRAVEL AND WELLBEING AT ITS HEART
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PR, digital & creative content

Make the destination the story

e Creative themes work wonders

e New Zealand’s Small Five

e Carmathenshire Cawl Crawl and Travellers
Triathlons

e Forest of Dean’s Leaf Peeping Drive

. #|EAF PEEPERS
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A PR, DIGITAL AND CONTENT AGENCY WITH TRAVEL
AND WELLBEING AT ITS HEART
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| 'CHESTER
¥ CHESHIRE
& beyond

Unique Website Visits
2016 = 646,000

www.visitcheshire.com



Visit
I-Ilglrefords}pré

Unique WebsiteVisits
2016 = 279,000 2017 =272,000 2018 = 266,155

www.visitherefordshire.co.uk
MARCHES 2020 FORUM
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_HEREFORDSHIRE
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Jnique vvepsite VISITS

2016 = 79,000 2019 = 237,000

www.eatsleepliveherefordshire.co.uk




Next Steps



Herefordshire
Council
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Clir Trish Marsh, Herefordshire Council

Cabinet Member for Economy, Environment and Skills




THANK YOU FOR COMING
WE HOPE TO SEE YOU AGAIN SOON




