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Report to the Cabinet 

 
15th December 2014  
 

Visit Hull and East Yorkshire Tourism Strategy (2015 – 2018) 

 
Report of Director of Strategic Commissioning & Delivery 

1 Purpose of the Briefing Note and Summary:  

1.1 To present to Cabinet the joint Visit Hull and East Yorkshire Tourism Strategy 
(attached as Appendix 1) to cover the period from 2015 to 2018.  

1.2 The joint Hull and East Yorkshire Tourism Strategy (2015-2018) has been 
developed by Visit Hull and East Yorkshire (VHEY) as a joint strategy. It has been 
jointly led by the two local authority lead Cabinet members with responsibility for 
tourism: Portfolio holder for Visitor Economy (Hull City Council) and  Portfolio 
holder for Economy, Investment and Inequalities (East Riding of Yorkshire Council).  

1.3 The joint strategy establishes a clear vision and a set of priorities for the tourism 
partnership between Hull and East Riding Council (VHEY) and their partners.  The 
development of the strategy has been sector led. It will enable both local authorities 
to develop their own individual action plans but also joint working initiatives. 

2 Recommendations 

2.1 That Cabinet endorses the joint Hull and East Yorkshire Tourism Strategy (2015 – 
2018) as detailed in Appendix 1.  

2.2 That Cabinet advise on any changes required to the joint Hull and East Yorkshire 
Tourism Strategy prior to it being endorsed  

This is a key decision.  The matter is in the Forward Plan Ref: 0063/14 
 

3 Area Committee Impact 

3.1 There is no specific area committee impact. This is a city wide strategy. 

4 Background 

4.1 The development of a joint Hull and East Riding Tourism strategy started in late 
2012, following a joint decision by both Councils to develop a partnership approach 
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to delivering tourism following Visit Hull and East Yorkshire Ltd ceasing to trade as 
a company which had been established in 2008 as a Destination Management 
Organisation (DMO).   

4.2 It was agreed as part of the changes to governance that a sector led partnership 
advisory group with Cabinet members contribute to the development of a joint 
strategy which provide a framework for delivery. 

4.3 The brief for the strategy was to provide a framework that will be developed over 
time with key industry stakeholders and lead to action plans designed to deliver its 
strategic recommendations. The strategy would focus on vision, direction, and 
establishing priorities for delivery whilst aligning with both Councils strategic 
priorities.  

5 Issues for Consideration 

5.1 The joint strategy reflects the importance of the visitor economy to both the city and 
the region. As a key objective of Hull‟s City Plan (Creating a World Class Visitor 
Destination); it creates a strategic framework to develop the visitor economy and 
importantly the tourism industry and particularly sustainable employment in the 
sector.   

5.2 The current impact of tourism is outlined in Appendix 2. This demonstrates the 
value and volume of tourism (2013) and its impact on the local economy as 
identified by the annual tourism survey conducted both by Hull and East Riding 
Councils. 
 
This important annual survey will be conducted as part of the partnership 
arrangements to demonstrate impact of UK City of Culture 2017 and other 
significant  visitor economy related projects.  

5.3 The strategy is based on four joint key areas for strategic development:  

 Partnership – be a key player and a beacon for the visitor economy 

 People – develop customer service and raise the quality of the visitor offer 

 Product – create experiences and supporting businesses 

 Promotion –  promote a positive image of Hull and East Yorkshire in a way 
that inspires visitors to experience the destination. 

5.4 These four areas provide a focus for the development of a three year business plan 
based around the following six themes: 

 Understanding the visitor journey  

 Respond to trends  

 Communicate with industry partners  

 Develop experiences and packages  
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 Deliver with destination partners  

 Engage with visitors  

These themes are further expanded in Appendix 1.  
 
5.5 As the strategy provides a framework for developing action plans which will align 

with Hull‟s strategic priorities outlined in the City Plan, the next stage will be to 
develop a detailed three year action plan 2015-18 which will be  overseen by the 
VHEY advisory group which is made up representatives from both authorities and  
the private and voluntary sector. 

5.6 As a joint initiative the final strategy will be subject to endorsement by both the 
Cabinets of both Councils. The final strategy will go to East Riding of Yorkshire 
Council for their endorsement in late November 2014. 

6 Options and Risk Assessment 

6.1 Option 1: That Cabinet endorse the joint VHEY Tourism Strategy (2015 -18)  

6.2 Option 2: That Cabinet endorse the joint VHEY Tourism Strategy (2015 -18) with 
recommendations  

6.3 Option 3: That Cabinet do not endorse the VHEY Tourism Strategy (2015 -18) and 
make instruct officers to develop a new strategy for consideration  

6.4 As this is a joint strategy with East Riding of Yorkshire the key risk surrounds 
Option 3 which would mean that subject to East Riding of Yorkshire endorsing the 
strategy that the two local authorities could be effectively unable to coordinate joint 
initiatives. It would effectively compromise the ability of Visit Hull and East 
Yorkshire (VHEY) to engage effectively with the visitor economy sector at a critical 
time with the city hosting UK City of Culture 2017. Finally, there is a reputational 
risk with major partner organisations such as Visit England and Visit Britain who are 
key partners in developing joint national and international Campaigns and 
potentially access to the resources available. 

7 Consultation 

7.1 Over 400 tourism industry sector operators have been consulted as part of the 
development of a joint strategy. In addition workshop events attracted over 100 
participants  

7.2 The VHEY Advisory Group has worked with the relevant Portfolio holders and 
council officers to develop the final strategy. This group represents the following 
sectors:  

 Hospitality / accommodation  

 Media and Market  
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 City Centre Management  

 Facility and Venue Management  

 Event Management  

 Higher Education  

 Tourism Marketing  

 Business Tourism  

 Inbound Tourism 
 

7.3 Economy and Regeneration Overview and Scrutiny Commission have received the 
draft strategy for recommendations. 

8 Monitoring Officer Assurance Statement 

8.1 The Strategy will be a key Executive Strategy moving toward City of Culture 2017.  
It is noted that there was a 6% increase in the value of Tourism to the City of Hull 
between 2012 and 2013, of which the major component was international visitor 
spend both while present in the city and overnight, however, it is not clear whether 
this increase is a consequence of Business Tourism or increased international 
holiday visits. 

 
Of the core six themes within the strategy four are focused upon customer 
intelligence: 

 

 Engage with visitors 

 Understanding the visitor journey 

 Responding to trends 
 

The three remaining themes concentrate upon application of market intelligence: 
 

 Develop experiences and packages  

 Communicate with industry partners 

 Deliver with destination partners  
 

As the three year Action Plan toward City of Culture 2017 is developed it will be 
important to understand the Customers that are travelling to, or may in future travel 
to the city, to ensure that the city offer is able to meet expectations and promote 
further growth. 

9 Section 151 Officer (Assurance Statement) 

9.1 The City Treasurer notes the Visit Hull and East Yorkshire Tourism Strategy (2015 
– 2018). 
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10 Comments of City Human Resources Manager 

10.1 The impacts on the economy and on jobs for the City and surrounding areas are a 
great benefit.  In terms of the content of the strategy this should include something 
about access for all and the equalities agenda.   

11 Comments of Overview and Scrutiny  

11.1 This report is due to be considered by the Economy and Regeneration Overview 
and Scrutiny Commission on Monday, 8 December, 2014. Any comments or 
recommendations agreed by the Commission will be forwarded to Cabinet for 
consideration alongside the report (Sc4294).  

12 Comments of the Portfolio Holder for Visitor Destination 

12.1 The report details the work undertaken by VHEY on the Tourism Strategy for 2015-
18.  Overall, the strategy is coherent and gives a clear vision of the partnerships 
between Hull and the East Riding. 

13 Conclusions 

13.1 The strategy provides a strategic framework to maximise the impact of the visitor 
economy on the City and region and provides a strategic framework for future 
partnership working and the development of detailed action plans.  

13.2 The strategy supports the delivery of the City Plan and one of its key objectives: 
creating a World Class Visitor Destination. It provides a framework to maximise the 
impact of Hull hosting UK City of Culture in 2017. 

 
 
 
 

Trish Dalby, Director of Strategic Commissioning & Delivery 
 
 
Contact Officer :  Jon Pywell   Telephone No. :       4820 
 
Officer Interests:  None 
 
Background Documents:  None 
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Appendix 1 
 
DRAFT VISIT HULL & EAST YORKSHIRE - TOURISM STRATEGY 2015-18 
 
1. FOREWORD [by Councillor Steven Bayes (HCC) & Councillor Jane Evison ( ERYC)] 
 
Visit Hull & East Yorkshire is a partnership between the East Riding of Yorkshire Council and 
Hull City Council and local private sector businesses which leads and coordinates a range of 
activities with a strong focus on improving the visitor experience and increasing visitor 
spend. 
 
The value of the visitor economy in Hull & East Yorkshire is worth an impressive £757 million 
per annum. This represents an increase of £142 million since the creation of the VHEY 
partnership in 2007. Our target is to grow this economy by 5% year on year. 
 
This ambitious three year tourism strategy for 2015-18 is a first for Hull & East Yorkshire.  
It establishes a clear vision and a set of priorities that both councils and their partners will 
work together towards. The strategy is sector led has been developed following extensive 
stakeholder consultation in 2013-14. 
 
We strongly believe that this joined up approach on tourism delivery will provide clarity and 
reduce duplication and provide efficiencies. More importantly the strength of the tourism offer 
will provide the visitor with more reasons to visit Hull & East Yorkshire stay longer and spend 
more money within the local economy. The celebration of Hull as the City of Culture in 2017 
is a unique opportunity which we all must grasp. 
 
It is essential that businesses access and engage with the strategy and work with us to  
deliver the outcomes. This is the cornerstone of the strategy and ongoing communication  
with the tourism industry is critical. 
 
Our strategy is based on four key recommendations: 
 

 Partnership – be a key player and a beacon for the visitor economy 

 People – develop customer service and raise the quality of the visitor offer 

 Product – create experiences and supporting businesses 

 Promotion –  promote a positive image of Hull and East Yorkshire in a way      
that at inspires visitors to experience the destination. 

 
A three year action plan 2015-18 will provide a framework and set out how we will go about 
our business. We look forward to working with you to deliver the benefits.  
 
2. Our Tourism Landscape 
 
Tourism across Hull & East Yorkshire in 2013 was worth £757million*, delivering 16,581*  
actual jobs and supporting an estimated 1800** private and public sector businesses all of 
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which directly benefitted from the local visitor economy. The complementary tourism offer of 
an urban, rural and coastal product makes Hull & East Yorkshire a destination with a huge 
potential and the opportunity to maximise further economic growth. 
 
Hull has a rich resource to present to visitors a vibrant maritime city boasting unique 
attractions, arts, heritage, retail, festivals and events, creative industries, open spaces and 
eating and drinking venues including the winner of Visit England‟s Taste of England award 
2014, 1884 Dock Street Kitchen.  
     
The city centre offers a diverse tourism product of the old and the new where the historic  
Old Town, Fruit Market and rich heritage combines with the latest architectural features  
and visitor offer including; The Deep, St Stephen‟s and Hull Truck Theatre.  The Freedom  
Festival, launched in a pilot event in 2008, joins a portfolio of events that include the Jazz  
Festival, Humber Street Sesh, Comedy Festival, and Humber Mouth literature festival. 
 
The award of UK City of Culture 2017 provides Hull with an opportunity to transform attitudes 
and perceptions of Hull, locally, nationally and internationally as a place to live, work, play 
and visit.  It is estimated that City of Culture 2017 will grow visitor spend by £184million 
between 2015-20, with new jobs in construction, creative industries and tourism driving the 
city in a very positive economic direction. 
 
The East Riding covers an area in excess of 930 square miles and its tourism offer 
encompasses a stunning coastline, colourful seaside resorts, market towns and villages with 
unspoilt countryside.  
 
The undulating Yorkshire Wolds are home to a range of quality tourism products with a  
varied accommodation, food and visitor attraction offering. The natural topography makes  
it ideal walking and cycling country with routes that take you past quintessentially Yorkshire  
market towns and villages and grand houses. It is a landscape that has inspired, amongst  
others, David Hockney. 
 
Beverley is a picturesque market town with an inspiring minster, historical buildings and  
an upmarket shopping experience with a great variety of restaurants, cafes, bars and pubs.  
The beautiful greenery of Beverley Westwood - home to Beverley Races - and the growing  
list of cultural festivals and events make the town an ideal short break destination.  
 
The traditional seaside resorts of Bridlington, Hornsea and Withernsea already provide  
significant benefits to the visitor economy within East Yorkshire. More recently the 
development of the nature tourism offer has provided further opportunities for growth and the 
collaboration with Scarborough Borough Council will offer the opportunity to present the 
Yorkshire Coast and waterfront to new visitor markets. 
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The Visitor Economy 
 

 East Riding Of 
Yorkshire 

Hull VHEY 

Value of 
Tourism 

£497 million £260 million £757 million 

Overnight Trips 805,000 352,000 £1,157,000 

Visitor Nights 2,675,000 1,287,000 3,962,000 

Overnight Visitor 
Spend 

£136 million £56 million £192 million 

Day Trips 9.32 million 4.4 million 13.72 million 

Day Visitor 
Spend 

£230 million £139 million £369 million 

Business 
Turnover 

£131 million £201 million £332 million 

Actual Jobs 10,971 5,610 16,581 

    

    
 

*Cambridge Economic Impact Model 2013 
** VHEY Business Tourism Monitor, Bowles Green 2011 

 
3. VHEY – The story so far…. 
 
VHEY was created in 2007 as a Destination Management Organisation (DMO) to deliver the 
sub-regional outputs of the Yorkshire Forward Strategic Framework for the Visitor Economy. 
 
With the abolition of Yorkshire Forward the partnership now working alongside both our  
LEPs will continue to lead and coordinate the development of the visitor economy with a 
strong focus on improving the visitor experience and increasing visitor spend through the 
development and promotion of the visitor economy sector. VHEY has had considerable 
success and developed a reputation for delivery. Some of the successes so far have been: 
 
Freedom Festival in Hull – VHEY created this pilot concept and delivered it in 2008. 
 
Remarkable East Yorkshire Tourism Awards [REYTAs] – This annual awards ceremony,  
now in its sixth year, recognises and celebrates quality within the industry. 
 
Yorkshire Passion – This innovative customer care and product knowledge training 
programme has already been delivered to over 3,000 people.   
 
Yorkshire Wolds – VHEY has developed the brand, created the Yorkshire Wolds Cycle  
Route, developed the Wander project (Art on The Yorkshire Wolds Way), and is responsible  
for the ongoing delivery of the Yorkshire Wolds Walking & Outdoor Festival. 
 
Award winning Marketing Campaigns which have achieved national recognition. 
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Working with regional partners to deliver success including Welcome to Yorkshire,  
Ryedale District Council, Scarborough Borough Council and Visit York to deliver success  
and growth in the local visitor economy.  
 
These successes were built on a firm foundation of planning, sourcing external funding  
where available and working together in partnership. This formula will need to be repeated 
when delivering the recommendations within this strategy. 
 
VHEY will provide a single voice and platform for the visitor economy with Visit England,  
Local Enterprise Partnerships (LEPs) and other relevant national, regional and international  
groups. 
 
The partnership will have three overarching objectives: 
 
To focus on quality tourism development and marketing which maximises the impact 
 of the visitor economy on the wider economy of Hull & East Yorkshire. 
 
To develop and market innovative and quality tourism products in partnership with 
 visitor economy businesses for new and existing visitors to experience and enjoy. 
 
In line with the aspirations of Visit England and local strategic plans, VHEY has a 
target  
of a 5% year on year increase in tourism spend. 
 
 
4. Promoting Tourism in Hull & East Yorkshire 
 
VHEY‟s promotion of the tourism offer by VHEY has been designed to align product 
strengths  
with key market segments and target those potential customers that offer growth 
opportunities.  
The tourism offer will be based around the following destination brands:- 
 

 Yorkshire Wolds & Beyond 

 Yorkshire Coast 

 Beverley 

 Hull 

 
Our key market segments will to be aligned to Visit England priorities and will be reviewed  
annually by gathering regular intelligence to enable resources to be targeted effectively.   
 
Resources will continued to be focused on high quality digital marketing campaigns to  
priority and emerging markets. The key campaigns will be:- 
 

 Domestic Leisure Visitors   
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 Overseas Visitors 

 Business Tourism 

 Travel Trade and Group Visits 

 
The tourism offer across the destination brands is complimentary and provides an 
opportunity to cross sell the destination to both new and existing visitors.  
 
5 The National, Regional and Local Strategic Context 
 
The Visit Hull and East Yorkshire strategy has been aligned to the key strategic priorities 
relating  
to the visitor economy at a national, regional and local level.  
 
5.1 Nationally 
 
Visit England, in its tourism strategic framework „England: A Strategic Framework for 
Tourism  
2010-2020‟ intends to increase the value of the nation‟s tourism by 5% per annum over the 
 next ten years. The framework priorities are: 
 

 Marketing to drive sustainable growth  

 Offer visitors compelling destinations of distinction 

 Champion a successful, thriving tourism industry 

 Improve the quality of the visitor experience  

 
Visit England activity is focused on four key areas, Research and Insights; Integrated 
Marketing; Business Support; and Partnerships. These areas are reflected in VHEY‟s key 
priority themes  
for 2015-2018. 
 
5.2 Regionally 
 
Hull and the East Riding falls within two Local Enterprise Partnership (LEP) areas; the 
Humber  LEP and the York, North Yorkshire & East Riding LEP.  The role of the LEPs has 
evolved significantly since their establishment in 2011 and they are now formally recognised 
as key leaders and conduits of sub regional economic development. This process has 
included the development of Strategic Economic Plans (SEPs), which, by outlining 
overarching priorities for each LEP area, provide the strategic rationale for the agreement of 
„Growth Deals‟ with Government and the creation of European Union (EU) Structural 
Investment Fund Strategies which set out how EU funds will support these ambitions.  The 
SEPs reflect the LEPs‟ leadership role in the planning of skills provision and transport 
funding allocations, both of which impact upon Hull and the East Riding‟s visitor economy. 
 
The Humber LEP‟s 2014-2020 Strategic Economic Plan (SEP) emphasises the importance  
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of „Place‟, along with the economy and skills, in realising its vision for the Humber.  The LEP 
envisages that “By 2020 our visitor economy will be stronger than ever, civic pride will have 
risen and a stronger sense of ambition and self-confidence will be evident across the LEP 
area.  The area will be benefitting from the legacy impacts of Hull: UK City of Culture 2017”. 
 
To enable the realisation of its vision, the Humber LEP has identified five “strategic 
enablers”.  Each of these has an overarching objective and an accompanying set of 
priorities.  The “strategic enabler” most pertinent to this strategy is: 
 
A Great Place to Live and Visit – The Humber will be recognised as a great place to live with 
 the range and quality of homes for a growing workforce.  Work will be undertaken with a 
broad  range of partners to ensure that the Humber has a vibrant and distinctive cultural, 
leisure and visitor offer that creates new business opportunities”. 
 
The SEP recognises the national significance of Hull: UK City of Culture 2017 and, in 
particular, the potential for the „year‟ to “act as a very significant catalyst for the development 
of the visitor economy across the Humber LEP area”.  
 
The SEP recognises that “the visitor economy in the Humber is set to grow as a result of  
Hull: UK City of Culture 2017, which will not only create more than 500 FTE jobs but which  
will also see a surge in visitor numbers to the area and a large rise in visitor spending”.   
The SEP notes that the “2013 UK City of Culture, Derry/Londonderry, saw a doubling of  
visitors to the city with an estimated extra 600,000 tourists over the course of the year” and  
highlights the need to provide a sufficient range of high quality accommodation, cultural 
venues and visitor attractions across the Humber LEP area in order to cater for this expected 
increase.  
 
In supporting the visitor economy, the SEP has the objective of “encouraging and enabling   
businesses to support a thriving, more diverse and sustainable tourism and visitor economy  
driven by, but not limited to Hull: UK City of Culture 2017”. In order to achieve this, it 
recognises the need to change perceptions of the area through targeted marketing. 
 
Supported by the Local Growth Fund and the EU‟s structural and investment funds, the 
Humber LEP envisages the following key activities to promote the visitor economy in Hull 
and East Yorkshire: 
 
Skills development programmes to help local residents, including those that are out of work,  
to access employment opportunities generated by Hull: UK City of Culture 2017; 
 

 Promotion of Hull and the Humber as a location for major national and 
international conferences and events, building on the opportunities presented 
by Hull: UK City of Culture 2017;  

 Continuing to work with partners to develop and promote the Humber‟s 
natural features and its rich landscape, heritage, nature conservation sites 
and built environment; 
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 A business support offer that enables local businesses  to take advantage of 
the opportunities created by a larger visitor economy, either through 
diversification and entry into new markets or strengthening existing markets; 
and 

 Ensuring critical infrastructure requirements are in place in order to maximise 
the success and legacy benefits of Hull; City of Culture 2017.  

 
York, North Yorkshire & East Riding Local Enterprise Partnership 
 
The York, North Yorkshire & East Riding (YNYER) LEP‟s Strategic Economic Plan (SEP)  
explicitly recognises the importance of the area‟s tourism industry through promoting Lonely  
Planet‟s recent vote of Yorkshire as „the best tourism destination in Europe‟.   It reflects the  
already world class offer of York and the importance of the Yorkshire Dales and North York  
Moors National Parks in creating business opportunities.  
 
The Plan is built around five key priorities: 
 

 Profitable and ambitious small and micro businesses 

 A global leader in food manufacturing, agri-tech and biorenewables 

 Inspired People 

 Successful and distinctive places 

 A well connected economy 

 
Priorities 1 and 3, which emphasise the need to support small and micro businesses and  
inspire local people to develop the requisite skills to pursue careers in growth sectors,  
specifically highlight the visitor economy, identifying the need for tailored advice and support 
to businesses and for increased productivity.  
 
Priorities 4 and 5 are structured around enhancing growth in targeted locations and  
connecting businesses effectively with their markets.  Raising the quality of visitor 
infrastructure across the area, and offering distinctive experiences, is highlighted specifically.  
This includes the development of higher quality tourism offers in Scarborough and 
Bridlington, shaped by a new brand and marketing approach for the Yorkshire Coast. 
 
Overall, the growth opportunities through leisure tourism are, however, a relatively small  
element of the LEP strategies.  Their focus is on achieving the global potential of the Humber  
as the UK‟s Energy Estuary and York and North Yorkshire‟s role in manufacturing, agritech a 
and biorenewables.  
 
Investments  in offshore wind manufacturing and servicing facilities from multi-national 
corporations, such as Green Port Hull, and the creation of a bio-technology hub to the east 
of York will result in an increase in local „business tourism‟, with the associated need to 
provide high quality, well-positioned accommodation with versatile conferencing and 
business support facilities. 
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The Yorkshire and Humber Local Government Association 
 
The Yorkshire and Humber Local Government Association is co-ordinating a local authority 
led  Visitor Economy Strategy. The strategy aims to outline an approach for local authorities 
which will inform and support visitor economy activity from 2015 to 2020.  The regional 
strategy will examine improved collaboration and communication to include: 
 

 A more collective focus and understanding of the biggest growth opportunities 

 Maximising access to available public funding 

 Brokering new local partnership models and industry-led collaboration and 
funding  

 A shared understanding of the value of arts and culture in local economic 
prosperity 

 A more strategic approach to unlocking the economic potential of events 
(local, regional and international) and key visitor economy infrastructure 

 Better connecting tourism into wider economic growth strategies 

 Both Hull City Council and The East Riding of Yorkshire Council are engaged 
with this regional strategy and the outcomes will be reflected in future VHEY 
strategic plans. 

 
5.3 Locally 
 
Hull City Plan  
 
The Hull City Plan is focused on tackling citywide issues and seizing opportunities and 
bringing the whole of Hull together to set out:- 
  

 A clear goal and ambitions for the city over the next 10 years  

 What needs to happen, when it will be delivered and who‟s involved  

 How the lives and opportunities of local people will be improved as the plan is 
delivered  

 What it will mean for the city as a whole and wider region 

Hull will work with partners to develop and enable the delivery of a new City Plan which is 
expected to give renewed impetus, focus and direction to all of the efforts to bring jobs and  
prosperity to Hull.  
 
In terms of the visitor economy, a key aim is to make Hull a world class visitor destination,  
to be known across the UK and beyond for its unique heritage and culture – a city with  
fascinating, world class places to visit and great things to do. Visitor numbers will treble and 
more residents will take part in Hull‟s rich and varied culture, leisure and sporting activities. 
 
As a core strategic aim „to create a world class visitor destination‟ recognises that improving 
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the city‟s cultural offer will benefit existing residents and help achieve the city‟s stated target  
of tripling visitor numbers. Furthermore it acknowledges the link between a strong, vibrant  
cultural offer and economic regeneration and prosperity providing employment opportunities  
which match the city‟s skills base. 
 
The strategy identifies eight strategic objectives, the majority of which are relevant to and  
support the development of Hull‟s visitor economy. 
 

 To make Hull a distinctive and competitive cultural destination 

 Enrich the lives of residents and visitors who engage and participate in the 
cultural offer 

 Provide a clear and sustainable strategy to support the future of the city 
centre as a key economic driver 

 Provide employment opportunities which match Hull‟s skills profile 

 Maximise the economic impact of Hull as a cultural and visitor destination 

 Create a distinctive, authentic and planned cultural offer 

 Maximise the strategic positioning of the city globally through its cultural offer 

 To maximise the impact on health and learning through sport and leisure 

The award of only the second UK City of Culture to Hull in 2017 offers a unique opportunity  
to attract visitors into the city whilst also maximising the impact on the surrounding area.  
 
The impact of being UK City of Culture has already had an impact on the visitor economy 
with increased hotel occupancy and it has accelerated a number of capital projects which will  
prepare the city as a venue for 2017 as well as contribute to the legacy and sustainable  
growth across the visitor economy sector.  
 
East Riding of Yorkshire Economic Development Strategy 2012-16 
 
The East Riding Economic Development Strategy 2012-16 sets out a long-term vision, 
a strategic framework and series of key actions to support sustainable economic 
development across the East Riding. Building the economic resilience of the East Riding and 
its constituent businesses and workforce and harnessing growth opportunities will be 
achieved through partnership working coordinated through the East Riding Local Strategic 
Partnership‟s Economy and Skills Action Group. 
  
The Strategy sets specific priorities, actions and outcomes around enhancing the East 
Riding‟s tourism offer, specifically around its market towns, the Yorkshire Wolds and its 
extensive coastline. 
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Emerging external funding 
 
It will be important to assess emerging external funding opportunities, both through public 
sector loans and grants and via private sector partners contributing to specific campaigns 
and development activities.  By extending the reach of VHEY and by individual partners 
covering wider geographical areas, new opportunities will emerge which can be maximized.   
 
6. Recommendations 
 
The four key recommendations of the strategy are:- 
 
6.1 Partnership – be a key player and a beacon for the visitor economy 
 
Key actions are: 
 

i. that the partnership provides leadership and innovation and responds to regional  
 and national opportunities. 
 
ii. to ensure that the VHEY visitor economy is represented at the LEP level  
 
iii. to ensure that the VHEY visitor economy is represented in relevant regional, 

national  
 and international relevant tourism forums. 
 
iv. to ensure that the VHEY visitor economy is represented within relevant local  

industry  
 groups and organisations. 
 

 
6.2 People – develop customer service and raise the quality of the visitor offer 
 
Key actions are: 
  

i to maintain and further develop the Yorkshire Passion visitor welcome 
programme.  

 
ii to encourage and promote quality upgrade and standards to meet the 
      expectations of tomorrow‟s visitor. 
 
iii    to provide a contemporary Visitor Information Service which meets the needs of  
 tomorrow‟s visitor. 
 
iv   to support and develop industry partners so they can actively engage with their 

customers  
 and potential customers and improve on-line and social media activity. 
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6.3 Product – create experiences and support businesses 
 
Key actions are: 
  

i to support and encourage visitor economy businesses to develop new products  
and packages to stimulate additional visits and bookings. 

 
ii to develop a range of new unique and distinctive experiences to include food and  
 drink, events and festivals, arts and culture, history and heritage and outdoor 

activities.  
 
iii    to provide relevant visitor economy data and intelligence to ensure businesses are 

better informed and support private sector investment. 
 
v. to create a framework of dedicated local industry groups within Hull and the East 

Riding which are based around key product themes or business development 
opportunities. 

 
6.4 Promotion –  promote a positive image of Hull and East Yorkshire in a way that 
inspires visitors  to experience the destination 
 
Key actions are: 
 

i.  to produce an annual marketing and communications plan for VHEY  
  
ii to identify and provide clarity around target market segments and potential  

visitors.  
 
iii to develop VHEY online communications to meet the needs of the visitor. 
 
Iv to rationalise and reduce the amount of printed materials 
 
v to maintain strong visual consistency so images and text content reflect  brand 

messages. 
 
7. The Three Year Action Plan 
 
The recommendations in this tourism strategy will be implemented over the next three years 
and delivered using the framework below. The key actions will be based around the following 
six themes:- 
 

1. Understanding the visitor journey – understand the key influences and 
decisions 

 that the visitor will take when choosing where to visit, how they will book and what       
experiences they expect in the destination. Provide relevant data and market 
intelligence relating to the visitor economy. Identify key market segments. 
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2. Respond to trends – understand the external influences and current trends that 
will impact on the visitors decision making. 

 
3. Communicate with industry partners - ensure that our visitor economy 

businesses understand what VHEY is doing and encourage participation. Listen to 
their concerns and ideas and respond accordingly. 

 
4. Develop experiences and packages – link together the experiences and 

interactions the visitor can expect on a visit to Hull & East Yorkshire in an 
innovative, exciting and creative way.  

 
5. Deliver with destination partners – deliver high quality electronic marketing and 

promotional activity in partnership with national and regional agencies and other 
local authority partners. 

 
6. Engage with visitors – deliver high quality visitor information before, during and 

after their visit. 
  
 
The next stage will be to develop a detailed three year action plan 2015-18 which will be  
overseen by the VHEY advisory group which is made up representatives from both 
authorities and the private and voluntary sector. 
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Appendix 2 
 
The Economic Impact of Tourism 2013 (Hull)  
 

1. Summary 
 

This report details the economic impact of tourism on the city of Hull which was  
estimated at £260 Million in 2013, an increase of 6% compared to 2012.  It also 
considers at the National and Regional picture and trends using surveys sponsored 
by VisitEngland, VisitScotland and Visit Wales (the Tourism Department of the 
Welsh Government). 

    
 

2. Background Information 
 

2.1 The council delivers its Tourism Marketing and Development through Visit Hull & 
East Yorkshire (VHEY) which is a partnership between the East Riding of Yorkshire 
Council and Hull City Council and local private sector visitor economy businesses. 
The partnership leads and coordinates a range of activities with a strong focus on 
improving the visitor experience and increasing visitor spend. These activities are 
overseen by an advisory group comprising both local authority representatives and 
local tourism business people. VHEY achieves a joined up approach on tourism 
delivery reducing  duplication and greater efficiencies are achieved. 

  
2.2 The partnership has three key objectives which are:- 

 
(i) To focus on quality tourism development and marketing which maximises the  
 impact on the visitor economy in Hull & East Yorkshire 
(ii) To develop, market and position innovative and quality tourism products for  
 new and existing visitors to enjoy. 
(iii) In line with the aspirations of Visit England, both Hull and The East Riding  
 of Yorkshire has a target of 5% year on year increase in tourism spend. 

 
2.3 A summary of the economic impact of tourism within Hull in 2013 can be found in  
 Table 1 of the report. Comparative figures are now available as the study was also 

commissioned in 2012. 
 

3. Process and Overview 
 

3.1 The study is commissioned on an annual basis and undertaken by Tourism South  
 East who provides a similar service for many visitor destinations around the 

country.  The aim of the research is to provide an indicative estimate of the volume, 
value and  resultant economic impact of tourism on the destination. The research 
utilises the computer based Cambridge Tourism Economic Impact Model which can 
be divided into three parts:- 
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(i) Visitor trips and visitor spending at a regional/county level derived from 
national survey sources. 

(ii) Local supply data on accommodation, attractions and other factors specific to  
 the area. 
(iii) The use of multipliers derived from business surveys in England to estimate  
 employment generated by visitor spending. 

 
3.2 The estimates are derived from the following national surveys:- 

 
(i) Great Britain Tourism Survey 
(ii) International Passenger Survey 
(iii) Great Britain Day Visits Survey 
(iv) Visits to Attractions Survey 
(v) Annual Survey of Hours and Earnings 
(vi) Census of Employment 
(vii) Census of Population 
(viii) Labour Force Survey 

 
4.  Current Performance Information: 

 
4.1 A summary of the current performance information is detailed in Table 1 of the 

report and is not impacted by the UK City of Culture announcement made in 
November 2013. 

 
5.  Details of Benchmarking Including any External Assessment Information: 

 
5.1 This model is used by a number of local authority destinations which allows 

comparisons  to be made. 
 

6.  Financial Implications: 
 

6.1 The research is commissioned at a cost of £1,000 which is met from existing 
budget provision. 

 
7. Table 1: The Volume and Value of Tourism – Hull 2013 v 2012: 

 2013 2012 Increase/ 

Decrease 

Value of Tourism £260 Million £245 Million +6% 

Overnight Trips 352,000 368,100 -5% 

International Overnights 34,500 33,100 +4% 

Visitor Nights 1,287,000 1,298,000 -1% 

International Visitor Nights 363,000 322,000 +13% 

Overnight Visitor Spend £56 Million £57 Million -2% 

International Overnight Visitor Spend £15.7 Million £14.2 Million +10% 
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Day Trips 4.4 Million 4.4 Million Static 

Day Visitor Spend £139.2 Million £125.4 Million +11% 

All Visitor Spend £195.6 Million £182.6 Million +7% 

Business Turnover £201.3 Million £188.9 Million +7% 

Actual Jobs 5,610 5,297 +6% 

 
8.0 National, Regional Summary 

 
 

8.1 Great Britain Tourism Survey – (GBTS): 
  

The GBTS presents volumes and values of domestic tourism in Great Britain - 2013 
Tourism by residents of Great Britain in 2013: the report presents the principal  
findings of the Great Britain Tourism Survey. GBTS is jointly sponsored by 
VisitEngland, VisitScotland and Visit Wales (the Tourism Department of the Welsh  
Government).  The report enables data to be analysed at County/Regional level. 
 

8.2 National Summary & Overnight Trends: 
 

In 2013, British residents took 102 million overnight trips in England, totalling 297  
million nights away from home, with expenditure of £18.7 billion. £184 was spent 
per trip, and with an average trip length of 2.9 nights, the average spend per night 
was £63. The number of domestic trips was 3% lower than in 2013, and the 
amount spent fell by 4%. 

 
8.3 Yorkshire Summary & Overnight Trends: 

 
Across Yorkshire and the Humber, the volume of domestic overnight trips fell by 
10% (from 11.2 million to 10.1 million), but against the national trend, trip spend 
was up marginally by 1% compared to 2012 (from £1.795 billion to £1.809 billion). 

 
 

8.4 Great Britain Day Visitor Survey – (GBDVS): 
 

The GB Day Visitor report presents the main findings of the 2013 Great Britain Day  
Visits Survey (GBDVS 2013). The survey measures participation in Tourism Day  
Visits taken to destinations in the UK (including Northern Ireland) by the residents  
of England, Scotland and Wales. GBDVS 2013 is jointly sponsored by the statutory  
tourist boards of England and Scotland and Visit Wales (the Tourism Department of  
the Welsh Government). The report enables data to be analysed at ounty/Regional 
level. 

 
8.5 National Summary & Day Visitor Trends:  

 
Figures published in the Great Britain Day Visits Survey indicate that there were  
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1,370 million Tourism Day Visits undertaken in England during 2013 (down 7%  
compared to 2012) and that day visitors spent a very considerable £46 billion  
undertaking these trips (though this was down by 5% compared to 2012). 

 
8.6  Yorkshire Summary & Day Visitor Trends: 

 
At regional level, there were 134 million tourism day trips which was down by 5% 
on 2012 but tourism day trip expenditure at regional level was up by 11% (from  
£3.8 billion to £4.2 billion). 

 
9.0 Summary of National, Regional & Local Trends: 

 
When benchmarking the City‟s visitor economy performance against national and 
regional trends using the 2012 and 2013 data, Hull‟s -5% fall in domestic overnight 
trips is on a par with the England average of  -4%.  Across Yorkshire the volume of 
domestic overnight trips fell by -10% double the percentage fall that Hull 
experienced for the same period. 
 
Hull‟s „no change‟ status in the number of day trips taken also outperformed the 
Yorkshire average fall of -5 %.   Hull‟s „no change‟ also outperformed the England 
fall of -7% for day trips taken during period 2012 v 2013. 
 
The UK City of Culture Bid Document projected that in 2013 total visitor spend in 
Hull would be £190 Million.  The actual Total Visitor Spend performance in Hull for 
2013 was £195.6 Million, +3% above the projected total. 
 
Tourism continues to be a key economic driver for the city of Hull supporting some 
4,098 FTE jobs within the visitor economy. The overall annual increase of 7% in 
overall visitor spend is an excellent result against a yearly target of 5%, yet the City 
still has room to exploit the future opportunities in the lead up years to 2017. 

 
 
AY/JP 
Source – The Economic Impact of Tourism – City of Hull 2013 – Tourism South East –  
September 2014 
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Implications Matrix 
 

This matrix provides a simple check list for the things you need to have considered within 
your report 

 
If there are no implications please state  

 

I have informed and sought advice from HR, Legal, 
Finance, Overview and Scrutiny and the Climate 
Change Advisor and any other key stakeholders i.e. 
Portfolio Holder, Area Committee etc prior to 
submitting this report for official comments 

Yes 

Is this report proposing an amendment to the budget 
or policy framework? 

Yes. Strategy  

Value for money considerations have been accounted 
for within the report 

Yes  

The report is approved by the relevant Corporate 
Director  

Yes  

I have included any procurement/commercial 
issues/implications within the report 

N/A 

I have liaised with Communications and Marketing on 
any communications issues 

Yes  

I have completed and Equalities Impact Assessment 
and the outcomes are included within the report   

N/A 

I have included any equalities and diversity 
implications within the report 

Yes  

Any Health and Safety implications are included within 
the report 

N/A 

Any human rights implications are included within the 
report 

N/A 

I have included any community safety implications and   
paid regard to Section 17 of the Crime and Disorder 
Act within the report 

N/A 

I have liaised with the Climate Change Advisor and 
any environmental and climate change 
issues/sustainability implications are included within 
the report 

Yes  
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I have included information about how this report 
contributes to City/Council/ Area priorities within the 
report 

Yes  
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