
Presentation for Essex 

Rural Partnership 

 

Wednesday 2nd May 2012 



Current situation 

•Tourism worth £2.8 billion annually to Essex 

economy currently 
 

•Provides over 54,000 jobs (approx 7% of total) 
 

•New 3 year business plan to grow tourism 5% over 3 

years (over £3 billion impact over 60,000 jobs) 
 

•New board Chairman and re-structure 



National Picture 

•National Tourism Policy launched March 2011 
 

•Government sees tourism as a key growth sector 
 

•Tourism one of six largest industries nationally 
 

•Government target growth 3.5% GVA until 2020 
 

•Visit England target 5% growth within next 3 years 



Where are we now? 

•Visit Essex £490,00 income per annum 

•£290,000 from ECC 

•£75,000 from memberships (approx 200) 

•Other income from campaigns, advertising 

• EU funding – ‘Seaconomics’ activity 

 

 
 

 



The value of Rural Tourism 

•Approximately 18% of day visits are related to Rural 

Tourism 

•This has an estimated value £7,059,614. 

 
 

 



Rural Tourism action plan 

•The Rural Tourism action plan will be led by Visit 

England. 

•Visit Essex aims to support the action plan where 

possible. 

•The target is to grow Rural Tourism by 5% over the 

next 3 years. 

 
 

 



Rural Tourism challenges 

•Very seasonal 

•Many small businesses 

•Balance between access and environment 

•Planning constraints 

•Transport 

•Broadband 

 
 

 



Member mainstream activities 

•Website, facebook, twitter, database activity 

 
 

•Essex visitor guide, Coast magazine, 2012 voucher 

book 

 

•Exhibitions, events, T & L show 

 
 

•PR activities, press visits, coach and groups 
 



PR Activity in 2011 

Activities 
 

•Press trips 

•Media enquiries 

•Radio interviews 

•TV interviews 

Results 
 

•Press cuttings approximately £352,170 representing a ROI 8:1 

•Other results such as volume and value impact will not become apparent until we 

receive the report for 2011 and 2012. 

Key messages 
 

•Proximity to London and easy access to the region and Europe 

•High quality experience that is good value for money 

•Driest weather in the UK 

•More to Essex than you think 

•Diversity of the landscape and activities 

•Essex is traditional England 



Marketing Activity in 2011 
Website 
 

•1,606,216 unique visitors 

•9,644,781 page views 

•14,103 people registered on the website (over 22,000 now) 

Printed material 
 

•Essex Visitor Guide – 100,000 copies 

•Essex Festival of the Countryside – 40,000 copies 

•2012 Postcards – 175,000 copies 

•Posters at National Express East Anglia train stations 

Shows & Exhibitions 
 

•Lakenheath Travel Fair 

•Britain & London Visitor Centre 

•Leigh Folk Festival 

•Tendring Show 

•Essex Food & Drink Festival 

 

•V Festival 

•Essex Country Show 

•Clacton Air Show 

•Essex Pride 



Essex Discovery Coast Campaign 
Launch in June 2011 – ongoing 

Activities undertaken: 
 

•Launch of campaign 

•Advertising 

•Editorial 

•Publicity and press trips 

•Website 

Results 
 

•£27,714 AVE 

•14,723 page views to date 

Aim of campaign 
 

•To give the Essex coastline a sense of identity 

•To raise awareness of the Essex coastal product 

•Aid in promoting Essex as a versatile visitor destination 

•Drive visitors to the website 



Group Travel 

Tourism & Leisure Show 2012 
 

•879 visitors 

•96 exhibitors 

•Profit of £13,724 

Familiarisation trip 
 

•46 attendees 

•Event covered in 4 trade publications 

•Several trips already booked as a result 

Shows & Exhibitions 
 

•Excursions 

•Group Travel Fair, Kent 

•Group Travel Fair, Oxford 

•Steve Reed Tourism Showcase 



 

 

Business Tourism activities 
Website 

• Launched May 2011 

• 73 venues on the site 

• 15,000 – 19,000 users per month 

Exhibitions & Showcases  

• Essex Venue Showcases: Hylands House,  

         CEME Centre & Aspers, Stratford 

• Square Meal, Old Billingsgate 

• UK Venue Show, Olympia 

• International Confex, Excel 

Advertising and features 

• C & IT, M & IT  

        Conference News Essex Supplement 



Marketing Campaigns 2012/13 

Target markets 
•Local – over 40% of visitors are staying with friends and family 

Aim – to encourage repeat visit, explore new experiences, spend longer here 

•London – 93% of Essex visitors are day visitors; 52% from London 

Aim – encourage repeat visit, explore new experiences, stay over 

•Ireland – 3rd largest inbound market, Stansted and Southend airports key 

gateways and partner 

Aim – educate visitors that Essex is close to London, convert passing traffic to 

visiting 

•Holland – 5th largest UK inbound market, Harwich key gateway and 

partner, House of Britain our agent 

Aim – encourage Dutch visitors to stop over in Essex when visiting London or 

wider UK 



Visit Essex Marketing Campaigns 

Cross cutting themes: 
•Coastal 

•Rural 

•Heritage and Culture 



Marketing Opportunities 
Short-break Campaign 
•Working with Ryanair and 

Stansted Airport 

•Short breaks from Ireland in 

April/May 2012 

•Campaign value £50,000 

•Two lead partners - £5k per 

partner 

•Repeated in autumn 

 



Overseas Campaign - Holland 
 

•Stena Line – brochure distribution on board ferries 

•House of Britain 
• Attendance at Vakantiebeurs (leading trade/consumer 

  show) 

• Dutch AA database mail out (over 800,000 contacts) 

• Press trips 

• Campaign value £20,000  

Marketing Opportunities 

http://www.houseofbritain.nl/


We hope that today has been useful for you? 

 

Thank you for taking the time to meet us today. 


