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2.  BACKGROUND STATISTICS 
 

2.1 Current Visitor Profile 

The latest general visitor survey carried out for Staffordshire was in 2005. Heart of England Tourism 

looked at the broad visitor profile, both day and staying. 

• 71% of visitors are Day Visitors and 92% travelled to Staffordshire by car/motorcycle 

• 28% originate from with the West Midlands Metropolitan Area 

• 42% travelled to Staffordshire with their family 

• 52% are classified as ABC1 demographically 

• 43% are aged 45 years and over 

• 88% are repeat visitors of which 42% have visited Staffordshire more than 10 times in the past 5 

years 

• 89% were on an additional holiday/short break  &  62% stayed with friends or relatives 

• 31% of visitors were visiting an attraction  and 59% had used a TIC  in Staffordshire 

• 25% of visitors stated they liked the countryside/ rural nature of the area 

 

Day visitors account for 71% of visitors to the county, so it is not surprising that over a quarter (28%) of 

visitors come from the West Midlands region.  The high levels of visitors from within a 1-1 ½  hour drive 

time  may also account for the high levels of repeat visitors (88%), half  of which have visited more than 

10 times in the previous 5 year period.  Just less than half travel with their family and area aged 35+.  

There is clearly scope here to increase the low number of new visitors to the area and to convert some 

of the high levels of day visitors to overnight stays.  

 

Origin of visitors (2005) 

Day visitor Touring UK Overnight UK Overseas Visitors 

West Mids (28%) Oxfordshire (15%) West Mids Met Area (9%) Australia (20%) 

Staffordshire (23%) Cheshire (7%) Essex (5%) USA (19%) 

Cheshire (8%) West Midlands (6%) Worcestershire (4%) Japan (6%) 

Derbyshire (7%) Merseyside (6%) Hants/Isle of Wight (4%) New Zealand (6%) 

Shropshire (6%) Kent (6%) Surrey (4%) Germany (5%) 

Lancashire (5%)   Ireland (5%) 
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   Rest of Europe (5%) 

 

The next table shows the breakdown of visitors by type of group, whether they have been to 

Staffordshire before and their socio-economic group. 

Visitor Profiles 

 Total Day 

Visitor 

Touring 

UK 

Overnight 

UK 

Touring 

Overseas 

Overnight 

Overseas 

Solo 6% 8% 0% 2% 0% 5% 

Partner only 38% 40% 54% 30% 35% 34% 

With family 42% 39% 26% 52% 41% 41% 

With friends 9% 8% 4% 12% 12% 19% 

With friends and 

family 
4% 4% 15% 4% 3% 0% 

Organised 

group/coach party 
1% 1% 2% 1% 9% 0% 

 

Children in Group–

yes 
37% 38% 24% 39% 31% 19% 

Children in group-no 63% 62% 76% 61% 69% 81% 

 

New visitors 12% 6% 46% 15% 89% 47% 

Repeat Visitors 88% 94% 54% 85% 11% 53% 

 

AB 21% 20% 26% 21% 27% 35% 

C1 31% 30% 48% 33% 45% 25% 

C2 15% 16% 26% 12% 9% 10% 

DE 33% 34% 0% 33% 18% 29% 

 

UK visitors on holiday and overseas visitors are more likely to be new visitors, travelling without children 

and in higher socio-economic groups. 
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Main Activities Undertaken – HET 2005 

 Total Day 

Visitor 

Touring 

UK 

Overnight 

UK 

Touring 

Overseas 

Overnight 

Overseas 

Visiting an attraction 31% 35% 39% 18% 50% 17% 

VFR 22% 10% 15% 61% 9% 59% 

General Sightseeing 16% 17% 20% 10% 32% 10% 

Shopping 15% 20% 2% 3% 3% 2% 

Walking and Hiking 6% 8% 7% 2% 0% 3% 

Cycling 3% 4% 2% 0% 0% 2% 

All activities Undertaken by Type of Visitor 

Eating Out 61% 55% 56% 78% 69% 86% 

Visiting an attraction 53% 47% 48% 71% 69% 79% 

General Sightseeing 53% 48% 72% 61% 74% 78% 

Shopping 46% 38% 35% 67% 63% 84% 

Walking/hiking 35% 29% 44% 50% 34% 47% 

VFR 28% 15% 37% 67% 26% 74% 

Other 8% 9% 11% 4% 11% 7% 
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More recent data is available for staying visitors from the 2010 self-completion Visitor Survey. Both 

accommodation and attraction operators participate in this, which had a total of around 50 businesses 

providing questionnaires to visitors.  Information is analysed by the Research Unit at Staffordshire 

County Council showing the type of visitors who come to the area, what they do and how much they 

spend.  This information is then used to inform the marketing campaigns carried out within the county.  

The following findings are based on overnight visitors to participating accommodation establishments 

across Staffordshire.  Day visitors are not included.  

Source of Awareness 

 How did you find out about Staffordshire? 

Website 35% 

Repeat Visit 26% 

Other 13% 

Local Awareness 11% 

Personal Recommendation 11% 

Tourist Information Centre 7% 

Tourism Leaflet/Brochure 7% 

Advert in Newspaper/Magazine 2% 

Numbers add up to more than 100% as more than one response could be given 

 

Use of the website (35%) and a previous visit (26%) were the top sources of information cited on finding 

out about Staffordshire by those staying overnight in the County. 
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Main Reasons for stay/holiday in Staffordshire 

4%

4%

8%

10%

12%

13%

13%

17%

18%

19%

25%

35%

0% 10% 20% 30% 40%

Stop over as part of a longer journey

Recommendation from others

Business trip

Other

Event

Easy to get to

Enjoyed previous visit

Outdoor activities

Peace and quiet

Visiting friends/relatives

Scenery/landscape

Visit a theme park

What are your main reasons for your stay/holiday

 

Over a third of overnight visitors indicated their main reason for staying in the area or on holiday was to 

visit a Theme Park (35%).  The scenery/landscape was noted by a quarter (25%) of visitors, with a further 

19% citing a visit to their friends/relatives as their main reason for staying. This offers a different 

perspective from that of the e-survey where results suggested that walking was the main activity for 

guests? 

How was accommodation booked? 

63% of visitors had booked by phone and use of the internet to book accommodation was noted by 29% 

of visitors. It is not known if this is due to a lack of online booking availability or simply a preference to 

ring. Only 7% had booked via email with just 1% booking via postal method.  Either way, there is a need 

to know the influencing factors on such variation. 
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How did you book your stay?

 

Start date of stay in Staffordshire 

 

The months of May and June were most popular with visitors when starting their visit to Staffordshire.  

November and February were the least likely times that respondents would make a visit, much the same 

as usual patterns for UK leisure tourism. 
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Length of Stay 

On average, visitors were staying in Staffordshire for 3.7 days
1
 

1%

1%

1%

13%

2%

8%

15%

19%

25%

14%

15 days and over

14 days

8 days

7 days

6 days

5 days
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2 days

1 day

0% 10% 20% 30%

Length of stay in Staffordshire

 

 

Expenditure 

The average spend per party of visitors staying overnight in Staffordshire was £382. 

 

                                                 
1 Slightly less than the earlier HET study showing an average of 4.4 days 
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Age group of visitors 

41% of visitors to Staffordshire were aged 45 and over 18% were aged 0-15.  There has been little 

change in the age profile of visitors since the survey undertaken in 2005. 
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Other responses received included: 

• 95% of visitors rated their visit to Staffordshire as excellent or good.  

• 99% of visitors stated they would or they had recommended Staffordshire to a friend/relative
2
 

• 53% of visitors stated green issues were an important or very important consideration when 

deciding upon a holiday 

• 90% of visitors to Staffordshire were visiting with family and/or friends  

 

The visitor attractions participating in the Staffordshire Visitor Survey 2010 also collect general data 

which includes day visitors.   

• 76% of respondents were on a day trip to Staffordshire 

• 34% of respondents found out about the attraction from local awareness (not specific 

marketing) 

• 70% of respondents stated the main reason for their visit to the attraction was for the attraction 

itself 

• 76% of visitors to attractions within Staffordshire had visited with their friends and/or family 

• 36% of overnight visitors were staying in Staffordshire for 4 days 

• 46% of overnight visitors were staying  with friends or relatives 

• May was the peak month when 25% of respondents visited the attraction, perhaps reflecting 

both the early May holiday and the school half term week 

• 66% of visitors stated they had spent between 1-3 hours at the attraction 

• 24% of respondents had a total party spend of between £10-£19 at the attraction during their 

visit 

• 89% of respondents stated they had not used any promotion voucher, including the Enjoy 

Staffordshire Card, for their trip 

• 99% of visitors stated they had or intended to recommend this attraction to a friend/relative  

(see footnote 12 again) 

• 60% of visitors had not visited any other attraction in Staffordshire on this trip 

• 85% of respondents rated Staffordshire as excellent or good 

 

                                                 
2 A highly encouraging figure which should be used in marketing and PR if robust enough a sample 
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Staffordshire Market Segments  

A study was undertaken by Arkenford on behalf of AWM (Advantage West Midlands) in 2009.  The 

research was specifically to understand the current visitor profile to the West Midlands and the eight 

different DMPs within the region and how each DMP area appeals to each of the eight ArkLeisure® 

segments – summarised in the diagram below.  The ArkLeisure® Model splits the population into distinct 

customer groups and their differing holiday and leisure behaviour, what drives their choice of 

destination, use of information channels and their response to different marketing messages.  

© 2009 Arkenford Ltd

The Model

•
•
•
•

e 

•

•
•

•
•

•
•
•
•

Mass Market

Independent 

Market 

Innovators

Sustainers

HABITUALS
Largely inactive, low spending group

Very traditional, strongly 

resistant to change

Risk adverse

Value relaxation, peace and quiet

FUNCTIONALS
Self reliant

Price driven

Value function over style

Traditional values, but interested in 

new experiences, not risk advers

STYLE HOUNDS
‘Young Free Single’, impulsive

Fashion counts

Brand counts

Looking for fun with friends

Most not seriously sporty

HIGH STREET
Main stream early adopters

Followers of high street fashion

Care what others think 

Happy to buy packaged options

FOLLOWERS
Strongly influenced by what others will think

Don’t want to be seen as old fashioned

Less active 

Slow to adopt

Avoid risk

COSMOPOLITANS
Strong, active, confident

Style & brand important, but as an expression of their self 

made identity.

High spenders especially on innovation and technology

Looking for new challenges, new experiences, 

Globetrotters

DISCOVERERS
Independent in mind and action

Little influenced by style or brand but interested 

in new options

Buy on function and value to them

Looking for new and educational experiences

TRADITIONALS
Self reliant internally referenced

Slow to adopt new options 

Strong orientation towards traditional values

Value individual attention & service

10%
19%

12%

11%

9%8%

13%

18%

% of UK pop’n

 

Day Visitors – Staffordshire receives more Cosmopolitans and Functionals than the West Midlands 

average, with far fewer Habituals. 
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Day visitors from a holiday base - Staffordshire receives more Discoverer, Cosmopolitans, Functionals 

and Traditionals than average with far fewer Style Hounds and High Streets. 

0% 5% 10% 15% 20% 25%

Style Hounds
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High Street

Discoverers
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70 80 90 100 110 120

Style Hounds
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Followers
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Functionals

Habituals

Index against total

 

Staying visitors – Shows a different pattern with more than average Habituals, High Streets and 

Followers and far fewer Traditionals.  
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Conclusions from this analysis might indicate that marketing to the customer segments already coming 

to Staffordshire is, as classic marketing theory dictates, is the most likely way to succeed and that day 

visitor campaigns should be targeted to different segments than staying visitor campaigns. The only 

segment which does not visit much in any of the three charts above is Style Hounds – the young, free 

and single types into fashion and fun. This is puzzling, bearing in mind the Alton Towers factor and likely 

visitor profile. Indeed up to 50% of their market is young adults.   

The research confirmed that most of the UK staying visitors (not touring) come from the East or West 

Midlands and the North West. London and the South East are rather low source areas for visitors staying 

only in Staffordshire but the SE is the highest source for touring visitors as shown below. 

0% 5% 10% 15% 20% 25%

South East

London
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North East
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Yorkshire

West Midlands

East Midlands

East

Scotland

Wales

N Ireland

Origin region

Staying visitor Staying visitor to Staffordshire
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Arkenford’s online methodology, surveying and screening from a  countrywide database of 3,500 split 

into day, stay, possible (called in their study ‘potential’) and ‘rejecter’ visitor markets resulted in a 

picture of  what are called ‘potential visitors to Staffordshire’ meaning that these are people who 

haven’t ever been but have not rejected the idea out of hand. The larger ‘potential’ i.e. possible visitor 

figure from London and the SE, obviously reflects the larger population base and is generally always the 

biggest potential market for most consumer sectors. However, it does offer opportunity for the DMP to 

grow both volume and value from these areas. 

 

 

2.2 Industry Performance  

Economic Impact of Tourism 

All DMOs want to be able to demonstrate the economic impact their activities have had. The models for 

doing this have long been argued over especially the comparative virtues of the top down ‘Cambridge’ 

or the bottom up ‘STEAM’ models. ‘Satellite accounting’ models have all but disappeared from the 

argument due to their complexity and cost,
3
 the latter being the normal barrier for measuring the 

performance of tourism in general. Thus there is a general anxiety about the robustness of almost all 

data from national level down. However, it is vital to make the case for both public and private sector 

                                                 
3 Although still used by a number of countries elsewhere  
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support and often the reason why most local authority tourism units are in Economic Development 

departments. In recent years the NWDA, for example, invested heavily in measuring the value of the 

heritage pound and the Heritage Lottery Fund (HLF) undertook a large study to measure the value of 

heritage tourism working with Visit Britain and the newly established Visit England. It demonstrated that 

heritage tourism alone outperformed both the car manufacturing, film and the advertising industries
4
 

estimating its gross domestic product (GDP) contribution to be £20.6 billion.   

Key points  

• Over 10 million holiday trips are made by overseas visitors to the UK each year with 4 in 10 

leisure visitors citing heritage as the primary motivation for their trip to the UK – more than any 

other single factor 

• Domestic tourism or the ‘staycation’ is the main component of this expenditure; of the annual 

£12.4billion spent on heritage-based tourism, 60% comes from UK residents on day trips and 

UK holidays 

• £7.3billion of heritage expenditure is based on visits to built heritage attractions and museums, 

with the bigger £12.4billion including visits to parks and the countryside as well 

• The direct GDP contribution of heritage tourism – the wages and profits earned by tourism 

businesses, such as hotels, restaurants and shops, as well as heritage attractions themselves – is 

estimated at £7.4bn a year. Once economic multiplier impacts are added – such as the income 

earned by suppliers to tourism businesses – the total GDP contribution of heritage tourism is 

£20.6bn a year  

 Tourism at England level is estimated to contribute c 8% of GDP. Such comparisons are often easier to 

project than bare figures alone. Indicators most used are overnight stays, type of accommodation used, 

nature of party, length of stay and services used whilst on trip. 

An economic impact assessment has been undertaken in Staffordshire over the past three years.  The 

assessment focuses upon the estimates of the overall volume of visits undertaken to the County, 

expenditure in the local economy and the number of jobs that are dependent upon tourism during this 

period.   

The following is a summary of tourism’s most recent economic impact in Staffordshire: 

• Growth in trips, nights & spend in past 3 years, though 2008 total trips fell (beginning of credit 

crunch) 

                                                 
4 Investing In Success – The value of Heritage Tourism 2010 HLF 
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• Day trips account for 93% of the total trips to Staffordshire, only 7% attributed to overnight 

visits. 

• Expenditure over £1 billion in 2009  

• Tourism-related jobs have increased by over 13% since 2007 

• Overall, 2009 was a positive year for UK domestic tourism in Staffordshire, in line with the 

national trend and possible ‘Staycationing’ effect due to economic recession 

 

Staffordshire Economic Impact of Tourism 2007-2009 

 2007 07-08  
% Change 

2008 08-09 
% Change 

2009 % Change 
07-09 

 Million  Million  Million  

TRIPS  

Total Trips 18.6 1.08- 18.4 9.24+ 20.1 8.06+ 

Day Trips 17.2  0 17.2 8.72+ 18.7 8.72+ 

Overnight 

visits 
1.4  14.29- 1.2 16.67+ 1.4 0 

NIGHTS 

Total nights 4.3 4.65+ 4.5 2.22+ 4.6 6.98+ 

SPEND 

Total spend £902 0 £902 10.87+ £1,008 10.87+ 

Overnight £190.4 0.21+ £190.8 21.59+ £232 21.85+ 

Day trip £711.5 0 £711.5 9.15+ £776.6 9.15+ 

JOBS 

Total jobs 22,992 1.57+ 23,353 11.68+ 26,081 13.44+ 

Tourism 

related 
16,890 1.51+ 17,145 11.33+ 19,088 13.01+ 

Non-Tourism 6,101 1.75+ 6,208 12.67+ 6,994 14.64+ 

 

Tourism Volume and Value performance comparisons 

The United Kingdom Tourism Survey (UKTS) is a national consumer survey measuring the volume and 

value of overnight domestic tourism trips taken by residents of the United Kingdom. The survey covers 

trips taken for any purpose, whether for holiday, business, visiting friends and relatives or some other 

reason. 

The International Passenger Survey (IPS) is a large multi-purpose survey that collects information from 

passengers as they enter or leave the United Kingdom. It is carried out by the Office for National 

Statistics (ONS) for a range of public and private sector organisations. Travellers passing through 

passport control are randomly selected for interview and all interviews are conducted on a voluntary 

and anonymous basis. Interviewing is carried out throughout the year. 
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2009 was a positive year for domestic tourism and reported an increase in the number of trips taken in 

the UK. This followed a difficult year in 2008 which was probably hit by the economic recession which 

became evident in the second half of the year. The increase in 2009 was due to a rise in demand for 

domestic holiday trips during the year as people took holidays closer to home not only due to financial 

reasons but other factors such as fear of air strikes, volcanoes and unrest in certain parts of the world. 

2011 may indeed turn out to be the same. 

 

Domestic Tourism 

 UKTS Data 

 West Midlands England 

 2007 2008 2009 % 

change 

over 3 

years 

2007 2008 2009 % 

change 

over 3 

years 

Trips  8.4 7.76 8.45 +0.6% 100.17 95.53 102.95 +2.8% 

Nights 20.12 20.7 20.1 0% 307.8 295.38 312.9 +1.7% 

Spend 1184 1149 1214 +2.5% 16531 16433 17281 +4.5% 

 

The economic downturn of 2008-9 has negatively impacted on inbound visitor numbers from outside 

the UK, though spend has held up, supported by the weaker pound. In 2009, there were 25.4 million 

inbound visits to England, of which 1.6m were to the West Midlands region together accounting for 6% 

of all trips.  4% of the £14.4 billion spent by overseas visitors was spent in the West Midlands (£595bn). 

Overseas visitors spent 199 million bed nights in England, and the average visitor stayed for 7.8 nights 

and spent £568. 

International Tourism 

 IPS Data 

 West Midlands England 

 2007 2008 2009 % 

change 

over 3 

years 

2007 2008 2009 % 

change 

over 3 

years 

Trips  1.7 1.8 1.6 -5.9% 27.8 27.3 25.4 -8.6% 

Nights 12.4 13.4 11.9 -4.0% 218.1 215.6 198.6 -8.9% 

Spend 522 614 595 +13.9% 13812 14272 14426 +4.4 
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The UKTS and IPS data shown in the tables above do not include day visits so cannot be directly 

compared with the Cambridge Model figures shown above. Thus, whilst it might appear that 

Staffordshire visitor figures are performing above the national statistics it is not possible to claim a direct 

comparison, like with like. 

The heavy dependence on day visitor markets to Staffordshire plus the very high repeat visit figures do 

however, almost perversely, offer considerable scope for increasing value from the ‘staycationing’ 

opportunities as well as the  additional short break takers trading ‘down’ from overseas short breaks 

into Europe. 

 

Accommodation Occupancy 

There are currently two surveys providing occupancy data for Staffordshire.  The England Occupancy 

Survey (EOS) looks at all types of serviced accommodation including B&B’s, Guesthouses and Hotels and 

collects information on both room and bed occupancy levels.  In the West Midlands region, LJForecaster 

provides room occupancy levels on the larger hotels only.  The following charts look at both sets of data 

and how Staffordshire accommodation occupancy compares with the rest of England.   

Overall, the room occupancy levels in Staffordshire are significantly below those witnessed in the West 

Midlands and across England as a whole.  The sample size within Staffordshire for the occupancy survey 

is very low (9) and results should thus be treated with a degree of caution.  Those participating 

represent the smaller establishments and not the larger volume hotels, making the results rather less 

representative.  Increased participation in this study needs to be encouraged to show a more 

representative picture of the accommodation sector in Staffordshire.  One way of increasing 

participation would be actively to encourage members of Destination Staffordshire to join the national 

survey and to understand its value to them in the future: 

  Room Occupancy 2010 – England Occupancy Survey 
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A similar pattern is shown in the bed occupancy levels: 
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Bed Occupancy 2010 – England Occupancy Survey 

 

 

Hotel Room Occupancy – LJForecaster 

The highest levels of room occupancy was witnessed in July 2010, with January 2011 showing only 49% 

room occupancy in Staffordshire. 
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Visitor Attraction Attendances 

The table below lists most of the main visitor attractions and demonstrates how important some are to 

the visitor economy.  Visitor numbers are not available for all attractions as some attractions do not 

report their numbers and some don’t report every year. However, attractions listed in bold bring over 

100,000 visitors each annually to Staffordshire. 

Attraction 2007 2008 2009 +/- % 

Alton Towers not supplied but estimate 3m in 2009-10  + 

Biddulph Grange Garden (NT) 60,926 57,501 72,506 +19% 

Boscobel House (EH) 10,528 10,274 10,384 -1.4% 

Brindley Mill and Museum 715 586 567 -20.6% 

British Wildlife Rescue Centre     

Chasewater Railway 43,400 49,345 58,054 +33.8% 

Cheddleton Flint Mill 5,000    

Churnet Valley Railway 75,000    

Coors Visitor Centre (now National 

Brewing centre) 

46,000    

Drayton Manor Park not supplied but estimate 1.1m 

Heart of the Country Centre  250,000    

Ilam Hall Country Park     

Lichfield Cathedral 100,000    

Moseley Old Hall (NT) 23,031 23,614 24,271 +5.4% 

Museum of Cannock Chase 59,727 44,562   

National Memorial Arboretum 130,034 294,792 267,836 +106% 

The Potteries Museum & Art Gallery 110,227 127,258 150,338 +36.4% 

Samuel Johnson Birthplace Museum 10,170    

Sandon Hall      

Shire Hall Gallery 86,510 86,257 83,736 -3.2% 

Shugborough Hall (NT and SCC) 121,638 104,440   

Staffordshire Regiment Museum 13,813 9,555   

Trentham Gardens Visitors to Trentham Estate estimate 3m 

Trentham Monkey Forest 229,000 211,543 227,844 -0.5% 

Tutbury Castle     

The Wolseley Centre 28,022 30,439 36,055 +28.7% 

Wall Roman Site (Letocetum)      

Waterworld 470,000    

Weston Park (house visitors only) 27,455 22,255 19,761 -28.0% 

Whitmore Hall 1,859 1,524 1,375 -26% 

Wightwick Manor (NT) 28,955 32,738 42,860 + 48% 
Source: Visit Britain, Visitor Attractions Surveys 
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The huge growth in visitors at the National Memorial Arboretum is of considerable importance, which, 

because of international circumstances, will probably grow still further in the next few years. Whilst the 

reasons for this are sad, the significance of the Arboretum to the county visitor economy cannot be 

missed and the DMP must, working sensitively with partners, ensure that this is factored into the 

character and personalisation of the visitor offer. Alton Towers had its best year in 2010 and its 10 year 

plans mean further investment in both the attraction and also in its heritage assets. The increased 

numbers at the Potteries Museum, due to the Staffordshire Hoard, must also be regarded as an 

indicator of interest at local and national level and likewise maximised. These issues are covered in the 

strategic recommendations. 

Business Tourism 

This element of the tourism industry is important to the Staffordshire economy.  Staffordshire and Stoke 

on Trent Conference Bureau is responsible for raising the profile of Staffordshire as a conference 

destination bringing new business and increasing the volume and value of business tourism into the 

county.  The bureau is a public/private sector partnership generating on average £150-200,000 per year.   

Research undertaken by KPMG in 2005 on behalf of Tourism West Midlands found that an estimated 

208,000 conference and 392 exhibitions were held in the West Midlands Region during 2005, in turn 

attracting 14 million visitors and delegates. 

Further research using both the KPMG study and the Staffordshire Cambridge Model
5
, was undertaken 

by The Research Solution in 2009 to assess the value of business tourism in Staffordshire using both 

these studies as a basis. 

 

• In terms of business tourism, Staffordshire is worth 10% of the West Midlands business tourism 

total.  

• When applied to the KPMG model West Midlands total of £6.6 billion, this equates to a business 

tourism impact for Staffordshire of approximately £660 million (generated through the 

conference bureau marketing and the marketing work of the individual venues). 

• The direct and indirect impact of £660 million supports around 20,000 jobs in Staffordshire.  

 

Business Tourism in Staffordshire 

                                                 
5 The Cambridge Model is economic tourism model looking at volume and value of the tourism industry 
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 Visits (m) Nights (m) Spend (m) 

West Midlands Total 14 3.7 6600 

Staffordshire Tourism Proportion (%) 12% 11% 10% 

Staffordshire Total 1.7 0.4 660 

 

The Bureau’s own research has indicated an overall return on investment of about £17 for every £1 

invested in business tourism activity. 

 

General Tourism Business Confidence 

Destination Staffordshire has commissioned business monitoring research every year since 2006 

collecting data on the activities and experiences of a selection of about one hundred businesses from 

across the area. The latest headline indicators are for April - September 2010 and report results on five 

key aspects of the Staffordshire visitor economy. These appear reasonably mixed, given the difficult 

economic climate. Many indicators are reasonably positive, except for staffing levels where there 

appear to be some cuts in staffing. 

 

Business activity 

51% reported growth (compared to 48% in the previous monitoring period but 58% in Spring-Summer 

2009) 

27% reported a reduction (31% in the previous monitoring period) 

 

Staffing 

14% recorded growth in staff levels (18% previously) 

21% recorded reductions (12% previously) 

 

Business Investment levels 

62% reported new business investment over and above normal maintenance activity (73% in the 

previous monitoring period and 65% in April-September 2009) 

Businesses participating in the monitoring invested around £4.5m over the period 

 

Expectations 
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37% expect increased business over the next six months (whereas 51% were in this category in the 

previous monitoring period) 

44% anticipate no change (32% previously) 

19% expect a decrease (17% previously) 

 

Marketing and promotion 

35% of businesses increased their marketing activity (26% in the previous monitoring period) 

13% reduced their activity (as against 10% previously) 

 

2.3 The Staffordshire ‘visitor offer’ 

The 1990s campaigns characterised the Staffordshire proposition as “Short breaks with long 

memories”. The 2004 description of Staffordshire as a visitor destination when the DMP was formed 

centred on:  “a unique industrial history, a rich cultural heritage and stunning landscapes.” 

 

Enjoy Staffordshire’s Press pack opening proposition 2010 was: 

“Staffordshire is not only a hidden gem, it is also a one-stop destination for nature lovers, culture 

vultures and thrill addicts alike. 

As well as being home to the recently discovered Staffordshire Hoard the county is full of national 

treasures, from great expanses of glorious countryside, historic forest and more miles of canal than any 

other shire county, to celebrated museums and castles, world renowned theme parks and the UK’s only 

monkey forest.” 

This reveals the difficulty of creating a compelling and unified  offer from a large county with a diverse 

mix of urban/rural, north and south reach, theme parks and industrial heritage  to name a few of the 

divergences.  It also highlights the weakness of trying to be ‘all things to all people’ and the fatal 

“something for everyone” tag, driven understandably by the very fact of being a partnership, having 

members and needing to  provide an ‘umbrella’ that all can comfortably get under. The “World of 

Possibilities” and “For Culture, Nature or Adventure, Staffordshire has it all” does try to cover everything 

and has generic support from partners.  

For now, it is worth looking again at Arkenford’s 2009 research to review perceptions of the West 

Midlands county areas by non-local markets, where Staffordshire and other Midlands shire counties all 

reveal approximately the same levels of “no perception”, “would not consider” and “would consider” 

and thus growth potential for higher awareness and visitation levels. 
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[From sample base of over 5000 responses] 
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3.  CONSULTEES 

The following individuals agreed to be interviewed in connection with the strategy. Those who were 

approached but who were not able to speak to the consultants or did not reply at all are not listed. (12 

in number) 

Ben Adams (Cllr) Staffordshire County Council 

Paul Armstrong Staffordshire Moorlands District Council 

Janet  Baddeley Newcastle Borough Council 

Charles Bagot-Jewitt National Memorial Arboretum 

Roger Bradshaw Staffordshire County Council 

Mo  Chaudry Waterworld 

Tracey Clement National Trust  

Guy Corbett-Marshall Staffordshire Wildlife Trust 

Paul Costiff East Staffordshire Borough Council 

Janene Cox Commissioner for Culture & Leisure S.C.C 

Amanda  Dawson Trentham Leisure Ltd 

Claire Furnell Moat House, Stoke-on-Trent 

Carole Hammersley Wedgwood Visitor Centre 

John  Higgins Staffordshire Peak District Tourism Assoc 

Ruth Hytch Cannock Chase AONB 

Mark Kerrigan Alton Towers Resort 

Bob Keys Drayton Manor Theme Park 

Nicky Lister British Waterways 

Julie Obada Stoke-on-Trent City Council 

Dean  Piper East Staffordshire Borough Council 

Julie  Price SEAL 

Sue Prince Beechenhill Farm 

James Roberts Tamworth Borough Council 

Lesley Roberts Peak District National Park Auth 

Mike Smith Stafford Borough Council 

Simon  Smith Business Adviser 

Niki Taylor South Staffordshire District Council 
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Lizzie Thatcher Lichfield District Council 

Karen  Ward Cannock Chase District Council 

Andrea Webster Weston Park 

Ian  Weightman Ian Weightman Media Services 

Graeme Whitehead Staffordshire County Council/Destination Staffordshire 

Kate Whitworth Heritage & Arts Manager Staffs CC 

Penny Wilkinson National Forest 

Claire  Williams Staffs & Stoke Conference Bureau 

Richard Williams Staff Tourism Bureau/ Showground 

Marcus Wilson Keele University 
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4. CONSULTATION QUESTIONS AND SUMMARY 

1. What is your involvement/working relationship with Destination Staffordshire and could you tell 

us what benefits you (or your organisation/area) gain from the DMP?  Plus 1a. What is the most 

important thing you get from the DMP? 

Key benefits 

Most consultees felt the main benefits of being members and working with Destination Staffordshire are 

either the marketing and promotion of the whole county and specific opportunities for their own 

business/organisation and/or the joint working and round table discussions involved in the Partnership. 

The DMP helps make small budgets go further – especially for those local authorities most engaged. 

Some larger attractions  felt, almost altruistically that it was  part of their “attract and disperse” role  but 

of course  it also helped their relationships with the public sector.  There was a slight concern about the 

move of the DMP from the heart of economic development  at the County Council into the Culture and 

Leisure department  and whether the value of tourism would still be understood and also if the  

language and aspirations would clash in any way. This was not exclusively a concern to the private 

sector. 

“It’s good to be part of the discussions.” 

“We have such limited resources we wouldn’t be able to deliver tourism and promote the local offer on 

our own.” 

“Good newspaper and promotional campaigns which people can’t produce on their own. It makes our 

marketing budget go much further.” 

“The cross over with Staffs and Peak District has strengthened and additional funding for rural tourism 

very welcome.” 

“Being part of a bigger brand is great.”  

“We’re part of the Staffs family and cross promote.” 

“We see ourselves as the DMP – it’s like a shared service – utilising scarce resources effectively.”  

“It’s good to network with other districts, have contact with key attractions and the economic data is 

very useful. The DMP is an umbrella for us all and brings us round the table.” 

“we want to help others to grab hold of some of the  dispersed wealth” 

“They have got it – understanding the needs of the attractions and local destinations. Over the past 18 

months it has grown well. People are involved and have a good relationship. We get good partnerships 

support from the DMP.” 

“It’s a chance to participate in promotional work – more bang for your buck and truly joined up 

thinking.” 
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A couple of more specific comments were made about key benefits: 

“Businesses benefit from specific campaigns and access to business advice and training.” 

“A major advantage is the DMP role in increasing our marketing and links into business and conference 

activity.” 

“Particularly keen on the EQM and green quality scheme – anything which is addressing more 

sustainable and responsible ways of attracting people to the Peak District.” 

“I just want to see the best possible return to tourism businesses and bring more value into the county” 

1b. What is your view on the ‘Culture, Nature, Adventure,’ proposition and the strapline of “Open up 

a world of possibilities! For culture, nature or adventure, Staffordshire has it all!” 

Most people were positive about the Culture Nature and Adventure proposition. Most felt it was an 

effective way of encompassing the very varied offer that Staffordshire has – which is recognised to be a 

significant challenge.  “It’s a strong proposition – seems to cover all bases and encompass the offering.”  

Some people appreciated it more than at the start. However some felt the order of the three words 

should be changed to Adventure, Nature, Culture. Others thought the proposition needs to be refreshed 

or sharpened up. There was a significant number of comments about it being too vague, that it could be 

applied to almost anywhere and that it needs to be used to emphasise the distinctive Staffs offer, 

especially on the website. . “It’s lost its way slightly and needs to be looked at again – review how it’s 

applied and sharpen it up.” And “it’s like ‘something for everyone’ which is weak. What is Staffordshire 

actually famous for – be more specific – what does it mean in practice for you or for this time of year.” 

Another suggestion was: “It works well, but there are no ‘tools’ created to use it, to cascade the concept 

down to businesses to use it. What does it really mean? Need a marketing workshop to help businesses 

to use it.” 

“That logo is really hard to understand especially when used on A4 paper and online. It’s artistic but 

you’d have to know what all the things in it were and then maybe you might know it was Staffordshire 

but it doesn’t seem that helpful” 

One additional issue was that gardens are included in nature and it then appears in publications as lots 

of manicured gardens not wild places and wildlife. 

There were some remarks about “Culture” being all things to all people and what did it really mean to 

the potential visitor? Did it  mean heritage  for instance? Some people also thought there should be 

more engagement  with  whoever represented the “culture” offer in order to  help with this and make it 

more tangible for visitors. 

There were fewer specific comments about how “Open up a world of possibilities” worked. Consultees 

tended to understand the thinking behind it as a way of encouraging people to explore but some 

queried whether it actually means anything and several acknowledged how difficult it is to find a 

strapline which encompasses the offer of a county as diverse as Staffordshire. 
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Views on the visual imagery used on the cover of the guide and other publications were mixed. Many 

liked it and appreciated how it is used to present Staffordshire’s mixed offer. “I like it – it encompasses 

everything Staffs has to offer and introduces a fun element.” It was thought to be easily recognisable 

(although of course it must be noted that these are insider views who know  Staffordshire.)  However 

many expressed an unprompted preference for a photographic image, which they said would have more 

impact and sit alongside other guides better. “The bitty thing on the front cover is not as good as a really 

good photo. It’s difficult to pull off selling the whole county and the contrasts – Alton Towers alongside 

the nature and peace.” “I still don’t like the cover – photographic one would be better. The reinvention 

each year is a bit tired. On the shelf against other guides it looks a bit odd.”  

“The strange front cover reminds me of that Lloyds advert and I’m not sure anyone would know it was 

meant to be Staffordshire. Have we ever done any market research on it to see if visitors like it?” “It 

doesn’t work very well on the website – just looks a bit confusing”. 

2. What are Destination Staffordshire’s strengths and what has it done well? (how has it improved 

tourism’s performance in Staffordshire)? 

Many positive comments were listed by respondents. The DMP is seen as dynamic, enthusiastic and well 

organised. Many people appreciate how it has brought a good representation of public and private 

sector representatives round the same table and harnessed efforts to deliver some strong activity. Some 

private sector respondents welcomed the opportunity to explain business  issues to the public sector. 

“It’s a tight group and tends to get things done. It’s realistic about what is achievable – not too pie in the 

sky.”  

“It’s a really good team – you are not allowed to not follow through on actions.”  

“It’s very enthusiastic and well organised. They deal with statistics very well – make strategic decisions 

based on statistics and facts.”  

“DS is such an enthusiastic and efficient committee – the best I’ve ever been to – they fizz with 

enthusiasm and were very welcoming.” 

“It’s a public-private partnership which works. It’s not just for the sake of it. It has a framework and 

delivery programme and is strongly backed by commercial thinking. It’s backed up by good research on 

trends – proactive…The people are very committed – it’s not just a talking shop but produces tangible 

results. It’s one of the best examples of a DMP in the country.”  

“Seems a more high profile DMP than others across the region, with good quality well promoted 

marketing activity” 

 “It’s a balanced board which has been keen to experiment with new things.”  

“We get a lot of calls on our time to go to meetings but the DMP is very worthwhile – it’s doing a good 

job – a safe pair of hands.” 



 33 

“Has taken a long time to get things like the website right, but it now performs well. Key success is in 

marketing and profile raising.” 

“It has involved the private sector well and made a good effort to listen to and engage them in the 

decision making.” 

“The private sector won’t stand any messing about.” 

In terms of the DMP’s specific activities there were many positive comments about marketing, research 

and the use of KPIs, the STAGS and new focus on environmental issues and Taste of Staffordshire. 

Consultees acknowledged that good progress had been made on raising and improving the profile of the 

county as a whole by pulling and pushing constituent parts together.  

“It’s getting to grips with new types of marketing – online etc.” 

“Marketing materials are good on the whole. Good focus groups working on environment/STAGs.” 

“The website’s looking good now and the mobile version of it.” 

“It is generating positive attitudes towards the destination.” 

“Good campaigns, high profile, good use of outdoor imagery.” 

 “The enjoy card is an example of how the DMP is proactive rather than reactive.” 

“GuestLink, website and mobile website are great. Thrill hopper tickets good but not enough people 

know about it. The training proposition has been very well received. Publications, map, brochure, 

newspaper all very good.” 

“It’s strong in terms of the visual look – vibrant. Good short breaks campaign. The Out and About has 

been good.” 

“Research survey of businesses has been v useful. The marketing, training, EQM, Taste, rural work, 

apprenticeship scheme and Talents group are all very good.” 

3. What has worked less well over the last 3-5 years and what weaknesses do you consider the DMP 

has? 

There was less consensus over perceptions of the DMP’s weaknesses and activities which had been less 

successful. A handful felt there were no serious weaknesses “Given the context everyone does incredibly 

well”,   “ we spend too much time chasing money and any other weakness is small in comparison” but as 

might be expected most people had some criticisms and often suggestions as to how they could be 

addressed.   

In terms of how the partnership works there were a scattering of negative comments. Some 

respondents felt: 
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“Key figures are quite autocratic and can be a bit unbending.” In contrast some wanted more autocracy: 

“It’s overly administrative – with uninspirational board meetings which are too long with too many 

people wanting to say too many things. It needs to be more decision based and executive.” 

“DMP Meetings are not always that productive, you don’t always get much of a real say. Still seems a bit 

too local authority focused, although it’s good there is stronger private sector now.” 

“The Board is too big – you can’t expect to get rapid decisions made with that number of people. What’s 

needed is a very small strategy group sitting above it so that we don’t spend Board  time mixing strategic 

issues up with more operational ones and it would be more effective” 

There were quite a few comments that the DMP was seen as too dominated by large attractions and 

private sector players. There were a few comments from some of the private sector who felt the public 

sector were too dominant. 

Those representing the views of smaller businesses felt their views were not heard sufficiently and local 

authorities had concerns: 

“We have limited influence. What has it done for my area – I need to demonstrate the benefits better – 

eg booking stats. I’m not sure if this is perception or reality but the districts feel removed from the 

decision making (especially in the south) – and this is reflected in our current position.” 

“The DMP is opaque and difficult to get into/connect with. Especially for small organisations.”  

Specifically the National Trust, Cannock Chase AONB and National Forest said they’d like to be more 

involved. There were also several comments about imbalances between different parts of the county – 

the balance between north and south or Stoke and the county or about how some of the southern 

districts are looking to relationships with Birmingham and other southerly partners. 

There were a handful of criticisms about the need for a more strategic approach. For example: 

“DS is not sufficiently able to take a strategic view – what do we want to achieve at a county level – what 

sort of attractions and improvements do we need? It’s too funding led for projects – we need a more 

strategic approach – what is needed and what are the priorities. (The current strategy work and advent 

of LEPs may help).” 

“The DMP should concentrate on the big strategic issues and lobby for greater investment” :  this view 

tended to be shared by some of the major bodies/players who were more involved and closer to 

strategic issues. 

 A few people  felt that there was still an incomplete commitment to the DMP by some districts .ie   that  

some local authorities were still “padding their own paddles” when together there was more power and 

that ‘separateness’, and fragmentation was an obstacle to many areas of progress. 

There were several comments about the DMP’s communications both in style and content: 
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“The message about the benefits of membership is not getting across.” 

“I still feel there’s a bit of a lack of communication. It could link more with LA tourism officers who have 

the relationships with tourism businesses – but little is  made of this opportunity – eg we could help with 

a membership drive. Need to engage a wider range of businesses – especially retail and food and drink.” 

“The e-newsletter could do with improvement. Communications to members are a bit clunky and rushed 

– they need a bit more thought – checking the technology eg using the correct address and the style of 

writing. It’s slightly slapdash and inefficient – people are probably overworked but communications are 

very important.” 

Most other comments addressed specific DMP activities. The comments below are indicative and most 

points were made by more than one consultee: 

“There are lots of skills within the team but they outsource too many things eg copy writing, buying 

advertising space – better to take some things back in house in these times - it’s not viewed well 

politically.” 

“Not sure that the loyalty card will be very successful because of people’s cash constraints – businesses 

have to pay to join the scheme on top of all the other marketing and it might be a cost too far – but it is 

worth trying.” 

“Research group is good but we could have used data more – there’s lots more detail from the business 

survey – we should spend more time on it and its implications.” 

“The overly generic branding – it’s not captured the essence of the county. Not enough was made of the 

Staffordshire Hoard – we were slow to react as it became over politicised and hijacked. Scope to make 

more of it now.” 

“Website offer is OK but not that sophisticated – very search and database driven –little on experiences 

or editorial – needs more propositions. But it’s only a small team.” 

“We’ve struggled with data ownership across the county – we’ve lost opportunities to share across 

counties which has been a fly in the ointment at times – especially re e-marketing – would achieve more 

if we pooled out info and there’d be efficiencies.” 

“We need a more proactive approach to the enjoy card especially through e-marketing. We’ve lost a bit 

of momentum. People need reminding that they have it periodically – do offer of the month/week.” 

“Their ability to stand manage at exhibitions/conferences is poor – they are less directed and purposeful 

than some and don’t seem to focus on getting contacts. They have great stands but it’s a lost 

opportunity.” 

“Businesses aren’t getting enough bookings through official sites. Need to try to do more with national 

commercial websites eg opodo, trip adviser, last minute, late rooms – so why would they be members. 
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Destinations are going to have to work harder with national brands and sell additional benefits – eg 

Taste, enjoy card – enable users to review businesses.” 

“It could be done better. Group business needs to be discussed earlier – plan the whole calendar earlier. 

Use social networking and email campaigns better – use email newsletters which are more cost 

effective.” 

“Duplication of materials between Stoke and Staffs is a problem – we could choose to go in one and not 

the other but want to support. If the teams got together more businesses could make savings and not 

have to choose. They’re doing things which are too similar.” 

“PR is really important. Having two separate PRs  for Staffs and Stoke would work better if they were 

more aligned and worked more closely together but think that might be tricky” 

“DMS system – it’s been a lot of investment but what is it achieving? There seem to be few online 

bookings – we need to take another look – would late rooms be better –should we continue to invest?” 

“ the website search function/key words really doesn’t work well – and events listedseem only to be very 

narrow and don’t reflect the huge variety and spread of things going on” 

“Not been as successful in engaging with and maximising cultural and heritage assets, particularly the 

County Council’s assets such as museums, galleries and Shugborough, these tend to do their own thing 

with more community focus.” 

“Need to do more to capitalise on 2012.” 

“We need to market ourselves as a business tourism destination – do more research into what can be 

done and raise the profile.” 

“The Talent subcommittee sends the wrong message out to tourism businesses about skills and quality.”  

“It needs to demonstrate ROI to districts better.” 

“Need more research on consumer experience – real visitor research – how relevant is ‘Staffordshire’ to 

the visitor experience?” 

“The theme groups have been patchy – not always had reports back to the Board – some streamlining is 

in progress. A task and finish group might be better - some have lost direction.” 

“There has not really been any success in reducing the range of local authority guides, there seem a lot of 

brochures still in production, we have not succeeded in bringing all publications under one umbrella. The 

local guides do not reflect any branding or reference to the county image.” 

“We are really surprised that suppliers remain  in meetings when we are discussing their performance 

and work. This means we often can’t say what we would really like to and could easily be remedied.” 
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4. Can you identify any new activities the DMP could lead on/instigate in future or any 

new/enhanced roles it could play? We are interested in identifying activities which are new to the 

DMP (or a gap in their service provision) as well as any innovative activity or actions you would 

like to see. 

A good proportion of respondents suggested that now is not the time for the DMP to take on additional 

activities and roles, given the funding challenges. Several suggested consolidating existing activities: 

“Concentrate on getting the message across – businesses need to understand ‘what’s in it for me’.” 

“Refocus on core activities and maintain relationships.” “Nothing new, but just do the  important things 

really well”, “They need to improve the website and general online presence  - that would make a big 

impact”. 

A good number suggested that the main focus should be on building relationships with the new LEP(s): 

“LEPs- we’ve got to be an important part of that. We must be very proactive – putting things forward 

and driving things on the projects we support. Not much money so need to find new ways of delivering 

things.”  

“We need to be major partners as it develops.” 

Some suggestions and questions about efficiencies came forward: 

“Review the working groups and which are needed – could some merge – business tourism to feature 

more centrally in marketing group? Slim them down and make them stronger.” 

We don’t always know what print is being done by whom and targeted at what markets. If everyone 

received the same information we could be more target d and perhaps cut out some duplication” 

“We don’t seem to be clear about what Stoke does and what Staffordshire does e.g. does Staffordshire 

link up with the overseas marketing of  well known ceramic  brands like Wedgwood?” 

“We should overcome any issues around sharing data and thus make a bigger impact on more people 

together” 

Comments on external issues which may need addressing included the quality assurance scheme plus: 

“The Hoard will be interesting – we’re keeping it here in Staffs not Birmingham.” 

“The Peak District is now one of VE marque areas so will be working with VE on promotions.” 

“Churnet Valley – there’s a TEAM  tourism study underway which will feed into the masterplan and 

specific planning documents for key sites inc Frog Hall Quarry, Copperworks and Alton Towers. We want 

DS input and involvement to help planning ahead.” 

“Need to align thinking and exploit potential of new landscape initiatives, MNA, Middleton Lakes, Canals. 

Bring in new ideas and an innovative approach.” 
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“The DMP needs to have a stronger role in strategic forward planning, particularly where it can link 

tourism with regeneration etc. and issues that affect the whole county.” 

Comments about the need for additional activity included: 

“Make the KPIs clearer and stronger.” 

“Simplify the KPIs – they were really just plucked out of the air” 

“Business tourism – evaluating impact, promotion of Staffs for location and accessibility.” 

“Potential to share best practice across visitor attractions.” 

“More resources into mobile phone technology eg HCL maps flashing up as people move around.” 

“Food and drink – more membership recruitment in this area as many of best offers are not included and 

only members are promoted via Taste.” 

“Engaging with bigger partners – working with Birmingham and Manchester airports, London Midland 

Trains, Virgin and Cross Country and national hotel chains.  Plus the national booking websites.” 

“we should be looking at sponsorship and affinity relationships with other brands and coming up with 

good offers” 

“It would be good to discuss visitor dispersal around the area eg Chasewater, NMA, National Forest. 

DMP just tries to get people into Staffordshire rather than working out best locations within Staffs.” 

“More should be done to make use of the National Park, AONB, National Forest as beautiful landscapes, 

and the canal network – promote the quality landscape of Staffordshire and it is very much an outdoor 

county. The rural overlaps with Derbyshire, trails and into the Peak District should be maximised.”  

 “We need to raise or address the issues which are holding small businesses back (eg red tape relating to 

employing staff). Maybe have more small businesses on the Board too (90% are small).” 

“We would be interested in looking at scope for a visitor payback scheme – or at least opening the 

debate – for tourism businesses and other businesses who use Cannock Chase.” 

“We need more focus on history and heritage – its’ one of whole GB’s strongest assets so identify what 

role Staffs has played in the country’s history and promote this.” 

“Make more of walks, cycling, canal towpaths.” 

“Social networking – could do more of this as very cost effective way to talk to people. Plays to strengths 

of individualism. There’s something very right about promoting tourism this way.” 

“The DMP should be more open minded to the neighbours and make better links with the surrounding 

areas for school trips, promoting youth hostels, education visits and National Forest”  
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“Transportation is an issue – getting around from attraction to attraction once in the county – it would 

be good to have more direct public transport for leisure visitors.”  

“Make more of the museums, heritage, Staffordshire Hoard – it reflects that Staffs was not a ‘Dark Age’ 

county then and is an enlightened place now. Lichfield Gospels, Tamworth Castle, capital of Mercia – 

there is opportunity to grow the Anglo Saxon heritage credentials to appeal to different markets from 

the family theme parks/days out.” 

“A local campaign to increase pride in county and raise enthusiasm eg target local taxi drivers – boost 

understanding and pride.” 

 “Make more of group travel and packages, more thematic breaks – a dedicated groups campaign. 

Whilst there is a strong family product offer, I feel more could be done for older/ empty nesters.” 

Several people identified business support as a key issue due to imminent changes in the system: 

“Business Link going – so there will be a need for more business support in future – skills etc.” 

“Training – we could beef it up more – it’s a bit ad hoc – raise the profile of training as a member benefit 

– could formalise and make it more of a programme and sell it more effectively.” 

5. What are the main challenges facing Destination Staffordshire currently and in the future? 

Almost all consultees identified funding as the most significant challenge facing Destination 

Staffordshire in the near future. There was a clear balance as several private sector respondents 

suggested that more funding would be needed from the public sector and vice versa. The need to make 

the most of the LEPs and identify funding through them was identified by many. 

“Need to aim for more sponsorship.” 

“Engaging with the LEP – need to work in partnership – for funding and programmes and ensure there’s 

no duplication.” 

“How do we respond to cuts – need to look at this more seriously and move fast. Need to balance needs 

of Stoke and the rest of the county – particularly with the new LEPs and how the DMP fits with it.” 

There were many similar comments about the need to try to retain both public and private sector 

partners on board during a time of cuts and financial pressures. A key issue is proving the value of the 

DMP and the economic importance of tourism. 

“It risks fragmentation in the current state of flux between RDAs and LEPs. We’re on dangerous ground. 

Need to clarify where it sits and what it means – need strong communication about purpose.” 

“Engagement from LAs will be a challenge and how to keep the private sector on board and engaged. 

Need to demonstrate performance and value for money. Tourism is a growth sector but it often bears 

cuts. We need to be more self-sustaining.” 
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“Making the most of opportunities – new activities and angles given the shrinking resources. There are 

fewer people on the ground eg TICs and tourism officers.” 

“Getting more businesses involved. Public sector to take more of a back seat in future – the offer is 

largely private – DMP to become more of an independent business. Will link to localism agenda.” 

“Public sector need to let businesses lead and not push their own agenda so much” 

“DMP needs strong strategic leadership when dealing with LEP” 

Other comments included: 

“Competition from other destinations. Branding – we need to keep up and focus on the strongest offer.” 

“Raise the profile of countryside, heritage and industrial heritage.” 

“Get more personal and conversational with marketing messages – involve people in the story more. Use 

people stories, recommendations, film clips, personalise the marketing.” 

“Getting people to recognise Staffs as a destination. Starting to build a sense of place and reputation. 

Need to capitalise on this and encourage more repeat visitors.” 

“Olympics – not aware that we’re doing anything.” 

“Communications – only 30% of people open the newsletter – need to be more clever with this and put 

more effort in.” 

6. What should be the DMP’s priorities over the next 3-5 years? (if it had to focus on just 3 things 

what would they be?) 

Many consultees identified some of the key issues as priorities to address – namely funding, working 

with the LEP, demonstrating value for money to local authorities and members, widening membership 

and identifying new ways of working which help address reduced funding, or new sources of funding. 

“We have the foundations of a good Board – the right people in place but it’s too big and time 

consuming – too much local politics. So need to make better use of the time – make things punchier and 

stick to the facts.” 

“We need to look beyond conventional funding – how to get businesses to contribute more.” 

“The DMP business model may need to change in the future. The private sector can create growth and 

needs public sector help  with them facilitating.  At times feel they take the private sector for granted” 

“We still need to raise profile of tourism and the economic value and rationale. Politicians need to take it 

more seriously. Tourism is still poorly understood.” 

 “Communications – maintaining and growing the presence to maintain members and confidence.” 
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“Far more emphasis and resource into quality  online activity is a priority” 

Partnership working within Staffordshire, overcoming any tensions, and also with neighbouring areas 

was also highlighted. 

“We need to try to engage with non members as well. Promote the conference to non members.” 

“Perhaps there’s scope for Birmingham new tourism organisation to work closely with DS staff.” 

“Making sure everyone is working together to maximise effect. We’ll be losing jobs in the public and 

private sectors so there will be fewer people who need to do as much if not more. Keeping focus and 

holding things together.” 

“The private sector can and should do more to help the DMP activities be more efficient.”  

“Lichfield and Tamworth etc will always be part of Staffordshire and have a strong role within the DMP, 

even though they are to be part of the urban Birmingham/Solihull driver – Keep their attention with the 

Staffordshire DMP, not just be looking to the south to Birmingham”. 

“Efficiency re budgets – working with partners. Linking more between Stoke and Staffs – avoid 

duplication and work together more.” 

“Stoke and Staffordshire need to get on together – the LEP may help. They can do more for tourism by  

collaborating” 

Another key priority theme was being innovative and keeping up with technological advances. 

“We need an online strategy.” 

“The website could generate revenue – eg through affiliates – New Vision looking are at this – displaying 

availability through other engines and earning commission, plus other commercial opportunities.” 

There was a also a strong focus on the DMP’s marketing activities and on ensuring activities are focused 

on priority markets. Successfully addressing the issue of promoting such a diverse county was 

mentioned by many. 

“Branding – try to hone more what Staffs actually means to consumers and more relevant to business 

community.” 

“Building packages, offers, communications.” 

“Marketing and PR are essential priorities. Especially high quality PR activity.” 

“Ensure that PR activity is integrated across the whole county” 

“The website has to be constantly top of the class, and maintained to best effectiveness.”  
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“Continue to do what it does well – don’t mess with it. Raise profile of Staffs and keep refreshing and 

strengthening it.” 

“We should  do more to make  the link with the Peak District as it is so well known but the  style of the 

DMP brochure and website makes this harder” 

“North and south of the county is so different we need a cleverer way of getting the messages across” 

“Bringing more people to the area and making them stay longer – how do we communicate and what 

mix of materials is best – where is the best impact and value?” 

“Stronger business tourism profile – eg Telford have had success with business marketing recently.” 

There were also mentions of specific issues of concern to particular partners. For example: 

“I want to put cycling on the agenda soon – especially the need to identify more gateway points on the 

fringes of the National Park for people to park and cycle from into the NP.” 

“Supporting businesses – identify their needs better and help provide training and business advice eg 

through partnerships with local colleges and agencies.” 

“Green destination – many businesses are ready and poised to go greener – we could do it much better 

and the markets are increasingly wanting it.” 

“Need to promote STAGS – market it as you need to be in it if you care about tourism in Staffordshire  

and sell it in a positive way.” 

“Quality of B&B provision – focus on the basics – what visitors find in reality and work with businesses to 

boost quality collectively.” 

“Taste scheme – try to link to bigger businesses and try to get corporate sponsorship eg Waitrose.” 

“To do more with the group travel markets and to build packages between venues.”  

“Use the rural outdoor identity and seek to reinforce the 
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5. E SURVEY QUESTIONNAIRE 
Destination Staffordshire Tourism Strategy Review 

 

Destination Staffordshire is the Destination Marketing Partnership (DMP) for Staffordshire – the main 

tourism marketing and development body made up of a partnership of local authorities, private sector 

members and other tourism related organisations.  Destination Staffordshire is responsible for the Enjoy 

Staffordshire website and publications plus activities to support the tourism industry across the county. 

 

We are currently developing a new Strategy to guide our work over the next 3-5 years and we want 

views from a wide range of people involved in the tourism industry in Staffordshire.  Letting us know 

what you think is most important and useful.  How can we help your business and the wider visitor 

economy?  The Research Solution has been commissioned by Destination Staffordshire to undertake this 

review.  Please spend 10 minutes or so completing this survey to let us know what you think. 

   

Q1 Is your business? 

 

Private Sector  1  Public Sector  2  Other (e.g. voluntary/partnership)  3 (please specify) 

 

 

 

Q2 Which of the following best describes your business type 

 

 Hotel     1  Wildlife/countryside   12 

 B&B/Guesthouse   2  Theme park    13 

 Pub/Inn     3  Heritage Site/Church   14 

Self Catering    4  Craft     15 

Youth Hostel    5  Garden     16 

University    6  Tourism Officer/TIC   17 

Camping/Caravan site   7  Marketing and PR   18 

 Restaurant/Cafe   8  Curator     19 

Transport provider   9  Guide     20 

Retail     10  Other (please specify)   21 

Museum/Art Gallery   11        

    

Q3 Where is your main business location? 

 

  Rural Location   1  Urban Location  2  

 

Q4 Which of the following do you feel generate the most business for you? (please tick all that 

apply) 

 

  Business tourism   1 Shopping in the potteries  7 

  Special events    2 Alton Towers    8 

  Festivals    3 Theme parks generally   9 

  Visiting Friends or Relatives  4 Outdoor activities   10 

  Walking     5 Other (please specify)   11 

  Heritage and museums   6      
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Q5  Have you heard of Destination Staffordshire?  

 

  Yes 1 (go to q6)    No  2 (go to q7)  

 

Q6  If yes, are you currently a member of Destination Staffordshire? 

 

  Yes 1 (go to q6a)    No  2 (go to q7)  

 

Q6a If you are a member, how much information/communication do you receive? 

 

  Too Much information   1 

  Just enough information  2 

  Not enough information  3 

 

Q6b How often are you in contact with Destination Staffordshire? 

 

  Weekly  1  Half yearly   4 

  Monthly 2  Annually   5 

  Quarterly 3  Other (please specify)  6 

           

  

Q6c How would you rate the following activities undertaken by Destination Staffordshire?  

 

 Very 

Good  
Good Average Poor Very 

Poor 
Not Aware 

Enjoy Staffordshire Brochure 5 4 3 2 1 6 

Training 5 4 3 2 1 6 

Business Advice Service 5 4 3 2 1 6 

Taste of  Staffordshire scheme, 

competition and publications 
5 4 3 2 1 6 

Enjoy Staffordshire website 5 4 3 2 1 6 

Enjoy Card 5 4 3 2 1 6 

Out and About newspaper 5 4 3 2 1 6 

Visitor Map 5 4 3 2 1 6 

Advertising campaigns 5 4 3 2 1 6 

Representing tourism 

businesses interests 
5 4 3 2 1 6 

Research and statistics 5 4 3 2 1 6 

Influencing policy or 

contentious issues locally 
5 4 3 2 1 6 

Social media campaigns 5 4 3 2 1 6 

Co-ordinating tourism 

activities/marketing in the 

County 

5 4 3 2 1 6 
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Q6d Are there any other activities you would like Destination Staffordshire to undertake? 

 

               

 

               

   

Q6e From the following list, could you please rank the top 5 most important activities undertaken by 

Destination Staffordshire. 

 

 Rank 1 to 5  

Enjoy Staffordshire Brochure  

Training  

Business Advice Service  

Taste competition and publications  

Enjoy Staffordshire website  

Enjoy Card  

Out and About newspaper  

Visitor Map  

Advertising campaigns  

Representing tourism businesses interests  

Research and statistics  

Influencing policy or contentious issues locally  

Social media campaigns  

Co-ordinating tourism activities/marketing in the County  

 

Q6f What are your views on the main marketing themes of (Culture, Nature and Adventure)? 

   

 Very happy 

☺☺☺☺ 

Quite happy 

☺☺☺☺ 

Neutral 

���� 

Unhappy 

���� 

Very unhappy 

���� 

Don’t Know 

A World of 

Possibilities 
5 4 3 2 1 6 

Culture, Nature 

& Adventure 

5 4 3 2 1 6 

 

Q6g Do you have any specific comments about the marketing themes/propositions? 

 

               

 

               

 



 46 

Q6h How important do you think the following special interests or opportunities are for tourism in 

Staffordshire? 

 

 Very 

Important 
Important Neither  Not Important Not at all 

Important 
Don’t 

Know 

Staffordshire Hoard 5 4 3 2 1 6 

Ceramics/Design/Biennale 5 4 3 2 1 6 

Industrial Heritage 5 4 3 2 1 6 

Genealogy Tourism 5 4 3 2 1 6 

Well Dressing/Traditional 

Events  
5 4 3 2 1 6 

Pilgrimage 

Tourism/Churches 
5 4 3 2 1 6 

Food and Drink 5 4 3 2 1 6 

2012 Olympics 5 4 3 2 1 6 

 

Q6i Which market sectors do you think Destination Staffordshire should focus on?  (please tick all 

that apply). 

  

  Domestic day visitors   1 

  Domestic overnight visitors  2 

  Domestic groups   3 

  Overseas visitors   4 

  Business tourism   5 

 

Q6j What added value does Destination Staffordshire bring to tourism in Staffordshire and to your 

business that you could not do yourself?   

 

               

 

               

 

Q6k What do you think the priorities should be for Destination Staffordshire over the next 3-5 years? 

               

 

               

 

Q7  Have you ever been a member of Destination Staffordshire 

 

  Yes  1 (Go to Q7a)  No 2 (Go to Q8) 

 

 

Q7a How long were you a member?      
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Q7b Whilst you were a member, how did you rate the following activities undertaken by   

  Destination Staffordshire? 

 Very 

Good  
Good Average Poor Very 

Poor 
Not Aware 

Enjoy Staffordshire Brochure 5 4 3 2 1 6 

Training 5 4 3 2 1 6 

Business Advice Service 5 4 3 2 1 6 

Taste of  Staffordshire scheme, 

competition and publications 
5 4 3 2 1 6 

Enjoy Staffordshire website 5 4 3 2 1 6 

Enjoy Card 5 4 3 2 1 6 

Out and About newspaper 5 4 3 2 1 6 

Visitor Map 5 4 3 2 1 6 

Advertising campaigns 5 4 3 2 1 6 

Representing tourism 

businesses interests 
5 4 3 2 1 6 

Research and statistics 5 4 3 2 1 6 

Influencing policy or 

contentious issues locally 
5 4 3 2 1 6 

Social media campaigns 5 4 3 2 1 6 

Co-ordinating tourism 

activities/marketing in the 

County 

5 4 3 2 1 6 

 

Q7c Can you please give your reasons for opting out of Membership? 

              

 

Q8  If you have never been a member of Destination Staffordshire is this because: 

 

  I don’t know what it does      1 

  It isn’t relevant to my business (please state reason)   2 

               

  Its activities are not what I am looking for    3 

  I don’t feel it would benefit my business (please state reason)  4 

               

  It’s too expensive       5 

  I like to do my own marketing/website/PR    6 

  I belong to another organisation (please state which one)  7 

               

  Other (please specify)       8 

               

 

Q9  Would you like more information on Staffordshire DMP and what it could do for you? 

   Yes 1  No  2   
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Destination Staffordshire will lose the significant financial contribution which it currently receives due 

to public sector spending cuts.  Given this, and the challenging economic situation, the following 

questions are to obtain your views on how tourism within Staffordshire should be led in the future.  

 

Q10 Do you think a Staffordshire wide tourism body will be/is needed? 

 

  Yes 1  No  2  Don’t Know  3 

 

Q11 What kind of tourism organisation would you prefer to be involved with? 

 

  None     1  Local/district group  4 

 Private sector group  2  Broader tourism partnership 5 

  Marketing only group  3  Current DMP model  6 

 

Q12 How would you wish to influence this organisation? 

 

  As a Board member 

  Member of a sub-group 

  Attending annual conference  

  Feeding comments as part of the industry  

  Wouldn’t want to - 

 

Q13 What would you do to promote your tourism business if Destination Staffordshire was no longer 

in existence? (please tick all that apply) 

 

  It wouldn’t affect me    1 Join a different organisation 4 

  I would do it myself    2 Don’t know   5 

  I would collaborate with other businesses 3 Other (please specify)  6 

   

             

 

Q14 It is likely that the DMP will “report” to the newly-formed Local Enterprise Partnership for 

Staffordshire & Stoke on Trent.  Have you any views on this? 

 

 

 

 

 

 

 

 

Q15 Do you have any other comments/suggestions you would like to make on the current or future 

role of Destination Staffordshire? 
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Q16 To gain further insight and build on the feedback from this survey, we will be holding a 

workshop on  Monday 7
th

 March 2011.  Would be interested in attending? 

 

 Yes 1  No  2  Possibly  3 

 

To ensure that you are not contacted again regarding this on-line survey, or if you wish to attend the 

workshop, can you please provide your name and contact details below. 

 

 Contact Name:            

  

Business Name:            

  

Telephone Number:           

  

Email Address:            

  

Thank you for your assistance with this very important survey 
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6.  E SURVEY REPORT   

6.1  Introduction 

 

To gain an understanding of the views of the industry in Staffordshire, an on-line survey was sent to 400 

members and 920 non-members from the database of Destination Staffordshire.  The email was sent on 

the 26
th

 January and a reminder on the 1
st

 February.  By the closing date of the 4
th

 February, 83 

completed responses were received by The Research Solution which represents a response rate of 6% 

 

This summary report shows the responses received to both general questions and specifically to those 

who are current members, lapsed members and those who have never been in membership of the 

organisation. 

 

Notes: 

• All percentages are rounded to the nearest whole figure so on occasions figures may not exactly 

equal 100% 

• A “0” indicates a value of less than 0.5%  

• A dash (-) indicates no value 

 

6.2 Business Sector 

 

Almost three quarters of respondents (72%) stated their business was part of the private sector with 

16% attributed t0 the public sector.  A further 12% who were not part of the public or private sector 

stated they were a not for profit voluntary organisation, a charity, a church, a partnership organisation 

or a museum. 
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Business Sector by Member/Non Member (79) 

 Member Non-Member 

Private Sector 76% 67% 

Public Sector 12% 20% 

Other (e.g. 

voluntary/partnership) 12% 13% 

 

Type of Business 

 

Respondents were asked to state what best described their business type.  A precoded list was provided 

for the respondent to choose from.  The highest response was from those owning a self catering 

property (27%).  A full list is shown below. 

 

Type of Business (82) 

 % No 

Self catering property 27% 22 

Other 18% 15 

B&B/Guesthouse 16% 13 

Restaurant/Cafe 15% 12 

Heritage Site/Church 10% 8 

Retail 9% 7 

Museum/Art Gallery 7% 6 

Hotel 5% 4 

Pub/Inn 5% 4 

Camping/Caravan Site 4% 3 

Transport provider 4% 3 

Gardens 4% 3 

Wildlife Park/Countryside 

Park 2% 2 

Craft business 2% 2 

Tourism Officer/TIC 2% 2 

Theme Park 1% 1 

 

Those who had given “other” as a response were asked to specify what they considered to be their 

business type, these included: Theatre, sports complex, artist (painter), visitor destination offering retail, 

food and drink, accommodation and attraction, Arts Festival, steam railway, golf club, leisure business, 

tour group, leisure trail, recording studio, vineyard and waterway network. 

 

Location of Business 

 

Respondents were asked where their main business was located.  The majority of those who had 

responded were based in a rural location (69%), with just under a third (31%) based in an urban area. 
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Just under three quarters of members (71%) were based in a rural location compared with 66% of non-

members. 

 

Generates most business 

 

The visiting friends and relatives market was noted as the most important type of tourism that 

generates business for the respondents with over half (53%) stating this. Day Visitors (47%) and walking 

holidays (41%) were the next most noted by all respondents.  A full list of shown in 

below
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“Other” responses included: 

• People working in the area 

• 2nd home or weekend break for summer season 

• Canal trade 

• Local visitors using the waterways to walk the dog, enroute to shops etc 

• Touring family holidays 

• Previous visitors who have been to exhibition and bought work. 

 

The visiting friends or relatives and day visitor market generated slightly more business for non 

members then members of Destination Staffordshire.  Business tourism was felt to generate more 

business for members than those respondents not in membership. 

 

Heard of Destination Staffordshire 

 

A large percentage of respondents had heard of Destination Staffordshire (86%). 

 

 
 

6.3  Membership Responses 

 

Membership of Destination Staffordshire 

 

Almost two thirds (62%) of respondents are currently a member of Destination Staffordshire leaving 

38% not currently in membership of the organisation.  There is of course an opportunity for Destination 

Staffordshire to convert these into becoming members. 

 

Responses from Members of Destination Staffordshire 

 

The following section is based on those respondents who are currently in membership of Destination 

Staffordshire and their views and opinions on what the organisation offers to them.  Respondents were 

asked how much information they received from the organisation. 

 

• Encouragingly a large percentage (86%) felt they received just enough information from 

Destination Staffordshire whilst only 14% felt they did not receive enough information from the 

organisation.  No one stated they received too much information. 
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Contact with Destination Staffordshire 

 

Contact with Destination Staffordshire ranged from weekly to yearly.  Overall, just under a third (31%) 

had contact with the organisation on a quarterly basis, followed by 27% who had contact on a monthly 

basis.  Just under a fifth (18%) had contact every six months, 8% on an annual basis and 6% had contact 

with Destination Staffordshire every week.  Only 10% had contact with the organisation more than 12 

months. 
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Ratings of Activities Undertaken 

 

Respondents were asked to rate the range of activities undertaken by Destination Staffordshire.   

 

The Enjoy Staffordshire Brochure received the highest rating with 84% of respondents rating this good 

or very good. The Enjoy Staffordshire website received the next highest rating at 67%. 

 

Ratings of Activities undertaken 

 Very 

Good 
Good Average Poor Very Poor Not 

Aware 
Base 

Enjoy Staffordshire Brochure 35% 49% 14% - - 2% (49) 

Enjoy Staffordshire Website 25% 42% 27% 4% - 2% (48) 

Enjoy Card 11% 30% 23% 15% 2% 19% (47) 

Visitor Map 17% 53% 6% 4% 2% 17% (47) 

Advertising campaigns 4% 39% 30% 9% - 17% (46) 

Training 2% 13% 38% 11% - 36% (45) 

Representing tourism businesses 

interest 
4% 44% 22% 7% 7% 16% (45) 

Business Advice Service - 11% 32% 14% - 43% (44) 

Taste of Staffordshire scheme, 

competitions and publications 
11% 52% 20% 7% - 9% (44) 

Research & Statistics 5% 20% 30% 7% 5% 34% (44) 

Out & About Newspaper 5% 30% 16% 5% 2% 40% (43) 

Influencing policy or contentious 

issues locally 
7% 5% 28% 5% 9% 53% (43) 

Social media campaigns 2% 10% 33% 7% 7% 40% (42) 

Co-ordinating tourism 

activities/marketing in the 

County 

7% 24% 43% 2% 5% 19% (42) 

 

The Business Advice Service, influencing policy or contentious issues locally and social media campaigns 

received the lowest ratings of all the activities undertaken by the organisation. 

It is probably worth noting the high percentage of members who were not aware of many of the 

activities undertaken by Destination Staffordshire.  In particular, over half of all members who 

responded to the survey were not aware that the organisation is involved in influencing policy and 

contentious local issues with a further 43% who were not aware of the Business Advice Service that is on 

offer to them. 
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Ratings of Activities undertaken by highest ranking 

 Very Good/ 

Good 

Average Poor Very  

Poor 

Not 

Aware 

Base 

Enjoy Staffordshire Brochure  84% 14%  - 2% (49) 

Visitor Map  70% 6% 4% 2% 17% (47) 

Enjoy Staffordshire Website  67% 27% 4% - 2% (48) 

Taste of Staffordshire scheme, competitions 

and publications  
63% 20% 7% - 9% (44) 

Representing tourism businesses interest  48% 22% 7% 7% 16% (45) 

Advertising campaigns  43% 30% 9% - 17% (46) 

Enjoy Card  
41% 23% 15% 2% 19% (47) 

Out & About Newspaper  35% 16% 5% 2% 40% (43) 

Co-ordinating tourism activities/marketing in 

the County  
31% 43% 2% 5% 19% (42) 

Research & Statistics  25% 30% 7% 5% 34% (44) 

Training  15% 38% 11% - 36% (45) 

Influencing policy or contentious issues locally  12% 28% 5% 9% 53% (43) 

Social media campaigns  12% 33% 7% 7% 40% (42) 

Business Advice Service  11% 32% 14% - 43% (44) 

 

Other activities that Destination Staffordshire could undertake 

 

Respondents were asked if there were other activities that Destination Staffordshire could undertake.  A 

list of the suggestions is shown below: 

 

• No mention above of Enjoyart or Staffs Open Studios? 

• Please see again my response to question 4.  I should like DS to carry out extensive research into 

how other counties run Open Studios as they almost all seem very much better supported by 

artists and very much higher profile than our relatively young scheme.  Cambridgeshire, 

Oxfordshire and Devon are models to look at but there are many many more all over the 

country that are very popular and successful and have to be able to teach us a few things 

• Understand that some of the activities go some way towards the main one, for us... which is 

place marketing for Staffordshire - encouraging people to the destination and raising its profile. 

Marketing our own attractions, we each individually can, and do... do, using a full channel 

marketing mix. Effective PR is a very important element of destination marketing... maybe your 

questionnaire comes on to this later? PR would also rank in my TOP 5 (if it was there)! Too much 

of the current coverage is focussed on Taste of Staffordshire. Hard to rank the top 5 - there is 
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some overlap of brochure production / website activity with other tourism organisations in and 

around our county. The enjoy card is well intentioned and one that is targetted to people living 

in Staffordshire, which is a key target market for us, as most day visitors live within a one hour’s 

drive time. Would really like for the DMP to focus on activity that bring REAL returns. The 

research they commission should show them what this is and drive their campaigns - we find it 

rather wishy-washy in its current structure. For example, trying to establish what level of coach 

business the county attracts is nigh impossible to ascertain but would prove a really good 

indicator. 

• I would like to see a publicity campaign, not necessarily expensive or high profile, to encourage 

people to use Staffordshire in their address rather than Staffs. to give the county a higher 

profile. This could be done by articles in local papers for instance. 

• YouTube videos, and not just for the obvious honeypots 

• More activity outside the County 

• A comprehensive look at signage to attractions throughout the county 

• More promotion of small attractions packaged as a reason to visit Staffordshire - i.e: features of 

smaller towns in close proximity, not just Alton Towers and Wedgwood. 

• I'd like more feedback on their activities on our behalf e.g. marketing/media work etc. 

• Yes - stop spending money on research and reports, roll up their sleeves and engage with the 

businesses that make Staffordshire a destination.  I would like to see a working group with fair 

representation on it. 

• Front of house training sessions that pubs and restaurants could sponsor staff to undertake. 

• Looking at other attraction joining exhibition stands at places like the NEC so that the cost of 

appearing reduces for all businesses interested in having a presence at such shows. 

• More information in Rugeley so that visitors can find places to stay. 

 

Top 5 most important activities 

 

Following on from the rating of the activities undertaken, respondents were then asked to rank the top 

5 most important activities that, in their opinion, are undertaken by Destination Staffordshire. 

In order, they are as follows: 

 

1 Enjoy Staffordshire website 

2 Enjoy Staffordshire brochure 

3 Advertising campaigns 

4 Representing tourism business interests 

5 Visitor Map 

 

Views on main marketing themes/possibilities 

 

Most members were quite happy with the marketing themes and propositions undertaken by 

Destination Staffordshire.  Members were slightly happier with the Culture, Nature and Adventure 

themes (41%) than “Open up a World of Possibilities” (37%). 
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Respondents were then asked if they had any specific comments about these marketing 

themes/propositions.  The verbatim comments are shown below. 

 

• I like the themes in general but not sure the actual words or phrases used are very attention 

grabbing or fell exclusive to Staffordshire, maybe the two should be merged into one. 

• One of the problems is that DS has to cover so many very various types of activity with specific 

and often discrete enthusiasts.  As is so often the case, one size does not often fit all!  I believe 

something like Art needs a very different approach from something like a theme park or, for one 

thing, the message becomes unclear. 

• Brochure front cover I don't feel is appealing enough to want to pick it up. Looks like last years’ 

brochure, would of [sic] been nice for something new. 

• They are too generic. Virtually any county could claim the same, then you're stuck trying to fit 

into being adventure, culture and/or nature... which (for a destination like ours) isn't always 

clean cut as we're a combination of all 3! Not an easy task to theme a county and please 

everyone mind you, and at least the above is a theme/structure to hang the attributes of the 

county on. 

• Not enough recognition is given to the arts and culture. As an arts festival we are not even in 

your initial list of types of business. We have to tick "other" 

• Not aware of them and not included 

• For us Staffordshire needs marketing and representation in key feeder markets that will 

encourage overnight stays. Most come for Alton Towers and do not have time to do other 

things. Our customers are not aware of what there is to offer them outside of the Towers. This 

suggests that marketing is not necessarily reaching the right audience. This is even more 

important with so many not holidaying abroad. 

• Don't really know what a world of possibilities relates to.  Adventure, Culture and Nature tells 

you everything that's available in the county. 
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• Know little of them at this stage. 

• Before we do any of these promotions we need to get the infrastructure right, they are too 

many premier style hotel & poor quality eateries. cheap sometimes, ignored by the staff every 

time.  There is nowhere in Stafford where you can get a good roast Sunday dinner at any price. 

There are plenty of places to buy food during the week, real Staffordshire food ignored , by the 

“style over quality or quantity” brigade 

• Who are they for?  How were they received by those people? 

 

Importance of special interest/opportunities 

 

Members were asked how important they thought any special interests or opportunities are for tourism 

in Staffordshire.  Overall, special interest/opportunities were felt to be very important to the tourism 

product in the county. 

 

Importance of special interests or opportunities 

 Very  

Important 

Important Neither Not  

Important 

Not at all 

Important 

Don’t Know Base 

Staffordshire Hoard 47% 34% 9% 2% 2% 6% (47) 

Ceramics/Design/ 

Biennale 
32% 51% 11% - - 6% (47) 

Industrial Heritage 30% 53% 13% - - 4% (47) 

Genealogy Tourism 4% 21% 38% 17% 6% 13% (47) 

Well Dressing/ 

Traditional Events 
10% 50% 15% 17% 2% 6% (48) 

Pilgrimage 

Tourism/Churches 
4% 33% 33% 21% 4% 4% (48) 

Food & Drink 31% 38% 23% 6% - 2% (48) 

2012 Olympics 13% 25% 25% 19% 13% 6% (48) 

 

Staffordshire’s Industrial Heritage (83%), the Ceramics/Design/Biennale (83%) and the Staffordshire 

Hoard (81%) were all thought to be important/very important to the County. 

Next were Food and drink rated at 69% (important/very important) and Well-dressing/traditional events 

at 60%. 

 

Which Market Sector should Destination Staffordshire focus on? 

 

Members were asked to choose which market sector Destination Staffordshire should focus its 

marketing on.  More than one response could be given and therefore responses to not total 100%. 

81% of members felt that the organisation should focus on the domestic overnight visitor, whilst 2 thirds 

(66%) felt the domestic day visitor important to Staffordshire. 

Business Tourism was not felt to be as important as other sectors by members with just under half (47%) 

citing this as a key focus for the organisation. 
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What added Value does Destination Staffordshire bring to your business? 

 

Overall, many of the comments were very positive towards the work that Destination Staffordshire 

undertakes.  The majority of businesses recognise the added value that the organisation brings to their 

individual businesses and in particular the marketing of the area.  The following is a list of all comments 

received. 

 

• Destination Staffordshire brings together the tourism businesses in Staffordshire for a joined up 

marketing approach, therefore, giving us time to concentrate on the day to day running of our 

businesses. 

• Mainly volume, breadth and quality in terms of publicity plus a dedicated staff who should be 

able to carry out detailed research and have time to attend to smaller interest groups - such as 

art, craft and design.   I should like to think that DS will cultivate and maintain productive links 

with a wide range of national and international publications and be able to gain editorial and 

feature articles in a wide range of, say, art and culture periodicals and magazines. 

• Wider marketing and advertising opportunities. Working closely with organisations County wide 

and not just specific areas. 

• Brings us to notice of a wider audience 

• Brings together the various elements that form the tourism offering in the county and presents 

them coherently to visitors/prospective visitors, and by doing so raises the profile of the whole 

area. By necessity, our marketing MUST focus on the hard commercial reality of visitors to our 

own destination/attractions, increasing dwell time, repeat visits and secondary spend on site. 

With the best will in the world, we do not have the resources or contacts to pull together with 

other attractions/accommodation to achieve this. 

• Publicity on the wide variety of attractions in the area. 
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• Higher profile, wider marketing potential (including reciprocal links), direct cooperation. We can 

provide an experience that is currently being hindered by financial stringency as far as the 

County developing materials is concerned. 

• After a few years, I'm still not sure 

• None at all 

• Good promotion and advice at TIC's 

• Being a voluntary organisation we are particularly happy that DS advertising reaches the whole 

of the country which encourages visitors from other parts of the country.......however we do not 

think the uniform entries on the website make anything look very inspiring. 

• Advertising area nationally 

• It does a great job of creating awareness but appears inadvertently better for the day trip 

market. If DST did not exist I am not so sure we would be worse off. 

• Their website and brochure bring in bookings for my business. 

• Projects Staffordshire in a way that I could not, so hopefully gives a national or international 

presence that would not be achievable. 

• It promotes to more people than individual business would be able to on their own. 

• It targets on tourism and targets this market directly 

• Wider Advertising. Bringing together all the attractions, connections, the bigger picture. Taste of 

Staffordshire. Brilliant marketing. 

• Advertising via tourist information & web 

• increase in customer awareness. Publicising where Staffordshire is in the country 

• The publicity generated by the brochure I feel encourages visitors to the county .. Along with 

specific events 

• A wider coverage as part of a fuller programme of activities 

• Awareness of our site and our special event dates. 

• it gives a professional approach and brings together all that is available in the county (website) 

and there seems to be some national media coverage which may be influenced by the work of 

Seal PR. 

• I see very little evidence it does much at all for Staffordshire. There seems to be far too many 

council people running the operation. why do we have somebody from Advantage West 

Midlands on the committee?  The problem is in the name, they only care for the west mids. to 

them we don’t exist 

• TIC service 

• Partnership opportunities. Nationally distributed products. Advocacy. Strategic support. Website 

technical skills. 

• Added Value to my one self Catering because, without them I could not afford to promote my 

business alone, 

• Honestly difficult to answer 

• Co-ordinated marketing effort Greater advertising budget 

• Reach a wider circle of people thru' different publications and website 

• National coverage of attraction in the area. 

• Publicity 
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What do you think the priorities should be for Destination Staffordshire? 

 

Respondents were asked for their comments on what the priorities for Destination should be in the 

future.  A list of the comments is shown below. 

 

•  A wider campaign to advertise what is already here 

• Marketing Staffordshire Bringing the various tourism businesses together to support each others 

business Developing the regional domestic market 

• To really get to grips with EACH of the specialist areas it promotes rather than trying to look to 

glossy and self congratulatory.   

• To help to increase visitor figures both local and national to our County. I don't think they focus 

on International as much as they could. Help generate much needed income into the County by 

widening the use of the Enjoy Card and increasing the offers available with such card. 

• Carefully about how they can maximise results whilst working with minimal budgets. (The 

private sector has to, and this can be achieved in many ways. Here we employ marketing 

professionals with the capability to work directly with freelancers - design/print/PR -to take cost 

out of the business by organising activity directly, rather than using high base cost suppliers as 

'middle-men', and by using low-cost online channels such as social media which has the power 

of WOM, instead of high cost traditional advertising.)  Be brave! Don't try to please all members, 

but bring the prospective customer to the very front of every activity they undertake - that way, 

they'll please all members in the long run.  Less self-promotion (member campaigns appear far 

too fancy, and there's a feeling of almost being protective / justifying ones existence). More 

focus on tangible, impactful results e.g.; fight hard for the destination to be in the minds of the 

domestic day tripper, bring footfall to our county (focus on the taget with the higher spend 

capability!). Sell our excellent central location and motorway links (particularly relevant for 

travel trade). Keep up the good work! 

• To encourage visitors to the Olympics to come back to England and visit the area. 

• Keep us well and truly on the tourism map 

• Keep raising the profile 2. Encourage and coordinate private sector initiatives 3. Provide a forum 

for different bodies to use 4. liaise with neighbouring counties and bodies to get a strategic drive 

for the region 

• To get Staffordshire and what it has to offer better known in the rest of the country. To promote 

Lichfield more strongly. 

• Maintaining TIC's especially the Leek one 

• Promotion of the area 

• Building up ideas of trip packages.  i.e. Attractions of common interest and/or similar location.  

'Whilst you are here you could.....' 

• If DST really got its act together it might make a huge difference to ours and other 

accommodation providers business especially if it did something great for winter. 

• Spend perhaps the limited funding on the pure tourism activities, promotion and awareness 

projects, training and food interest will not be the drivers to bring continual numbers of visitors 

to the area, stick to the core principals, spend money wisely not on peripheral activities but on 

raising and keeping awareness of the are in the public domain. 

• To encourage groups into the area. 

• To look at overseas visitors coming into the area, offer new ideas for events to look at gathering 

information on what people actually want to see and attend, especially from overseas. To put 

together destination activity report. 
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• To continue the good work. 

• Marketing the area with Peak Park 

• look at all ways to drive business into Staffordshire for the tourism sector, in particular overnight 

visitors and not just day visits 

• Focus on the main areas in the county which have different things to offer the visitor.  Such as 

the Potteries with its industrial heritage. Burton for the brewing industry. Staffs Moorlands for 

walking, camping and  recreation - Alton Towers etc. 

• Promotion of free/cheap opportunities and special offers Promotion of transport links and 

networks to make visiting the county easier 

• Continue with the same and maintain the quality of all publications. Nikki Taylor has been 

particularly helpful, especially with regard to applying for tourism signs which we have now 

been granted. 

• We need to continue to sell the county as a whole and not focus disproportionately on them 

parks. This may require better connection between Stoke/Staffs moorlands/Peak District so 

guests see it as one county rather than 3 different holidays. 

• To push Staffordshire hard, that also include all of the six towns of the potteries. All the gifts & 

reminders of Staffordshire should be made here, as much as humanly can be. Local style foods 

served. not the chefey style junk we normally get. 

• We live in the Staffordshire Moorlands and feel the stunning scenery often attributed to 

Derbyshire along with the valuable historical/industrial sites are not marketed to their full 

potential. 

• More long stay visitors 

• Increasing visitor numbers to the county through advertising and advocacy 

• More promotion of the area, targeting people to stay in the area not just to pass through on 

their journey to some other holiday destination. Most of my customers have not realised there 

is so much to do in the area. 

• Engagement with the businesses that are active in the county. Identify and work with tourism 

champions cascade good practice get the word out beyond the walls of the office building. 

• Bring value into Taste of Staffordshire as a judging criteria - the competition is currently unfair as 

it grades attributes with no consideration of money spent by the customer. Thus the outcome is 

to award industry leaders, but these are not necessarily best value nor the businesses which 

create volume and tourist footfall. 

• Increasing awareness of the area, looking at new marketing channels including looking towards 

the digital age. Apps are becoming more important in consumers lives and so attempts should 

be made to offer this service.  Major events at various attractions throughout the year could 

help spread the word, with various destinations working together to other a package discount 

for incoming tourists. e.g. a heritage package: Railway, Ceramics, etc. Family Package: Trentham, 

Railway, etc... 

• Help the small business not the big hotels, 

• To attract more visitors to the county 
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Do you belong to other Tourism/Marketing Organisations? 

 

Over half (57%) of members belonged to another tourism/marketing organisations. 

 

 
 

Those who belonged to other organisations were asked to name who they were. 

•  Staffordshire Moorlands Peak District Association Peak District Tourism Association 

• HEFF Taste of Staffordshire 

• Stafford Tourism Bureau 

• Cheshire DMP, Peak District DMP 

• Visit England 

• Enjoy England(absolutely hopeless) dog-friendly Britain (brilliant) dogpeople (brilliant) 

• Visit Stoke Cheshire Gardens of Distinction Stafford Tourism Bureau Staffordshire Conference 

Bureau European Garden Heritage Network... to name a few! 

• Visit Peak District 

• Farm Stay Visit Britain Last Minute Cottages Leek Online 

• Peak District Farm Holiday Visit Peak District 

• Visit Lichfield 

• Peak District, Stoke DMP's Staffordshire Peak District tourism Association, ADAPT 

• we are using a marketing system based around a VIP club with is effectively a loyalty card 

• Stafford Tourism Bureau 

• Peak district 

• Peak District & Derbyshire 

• Stoke marketing and tourism. Visit England 

• visit stoke 

• Chamber of Commerce Staffordshire Golf Union Staffordshire County Golf Partnership 

• Visit Britain 

• Peak District and Derbyshire 

• BH&HPA, Local Authority tourism bodies 

• Coach Tourism Council  Confederation of Passenger Transport 
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• Visit Stoke. 

• Cheshire Tourism.  Best Western hotels 

• Audiences Central 

• Farmstay 

• visit peak district premier cottages 

• Group Travel Organisers Association 

• Staffordshire Peak District Tourism Assoc. 

• Stafford tourism bureaux 

• Lichfield Tourism Association 

• Visit Britain 

• Stafford Tourism Bureau 

• Visit Peak District 

• Peak District Farm Holiday Group. 

• Heff and Big Barn 

• Stafford TIC and Lichfield TIC 

 

6.4 Lapsed Members Responses 

 

Lapsed Membership of Destination Staffordshire 

 

Seven out of ten respondents (70%) had never been a member of the organisation and therefore were 

not asked to respond to the following questions.  The remaining 30% (8) who had previously been in 

membership were asked how many years they had been a member.  Only 6 people indicated the 

number of years they had been a member.  Two had been a member for four years, two had been a 

member for two years and the remaining two had only been a member for a year. 

 

Whilst you were a member of Destination Staffordshire, how did you rate the activities undertaken by 

the organisation?   

 

Those who had previously been in membership were not aware of many of the activities undertaken by 

the organisation.  The Enjoy Staffordshire Brochure and the Visitor Map received a positive response. 

 

Reasons for not renewing membership 

 

Those no longer in membership were asked the reason(s) for opting out.  The responses are as follows: 

• Value for money.  I didn't use the services.  The above question should have 'not used' as one of 

the options. I was aware of many of them but did not use them 

• Not impressed by the organisation. Didn't feel it was relevant to our business 

• We gained no bookings from the advertising and it is bookings we are looking for.  We felt that 

the whole organisation is very much geared to the 'big boys' i.e. Alton Towers Shugborough etc. 

• I didn't realise at first that the membership had been stopped and became a paid for.  I do not 

wish to pay to belong to an organisation that I feel does not represent my sector. I do not feel it 

would be worth paying for as there seems to be very little activity in East Staffordshire - Burton 

on Trent does not have a Tourist Information anymore and the Enjoy Staffordshire web site is 

not promoting the whole of Staffordshire only those who have paid and are accredited.  It is 

funded by public money and should therefore represent the whole county for tourism not just 

those who choose to pay. 
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• Cutting back on all advertising and other outgoings because of the current financial situation. 

• no particular reason except it got a little too expensive to advertise 

• Because of our location i.e. in Staffordshire but with DE6 2BB post code and Derbyshire address. 

We only needed to go either Peak District or Staffordshire. 

 

Membership of other organisations 

 

63% of non-members belonged to other tourism/marketing organisations.  These included: Visit 

England, Peak Cottages, Visit Britain, Trip Advisor, Farm Stay and Premier Cottages. 

 

6.5Non-Members Responses 

Non- Membership of Destination Staffordshire 

 

Around 70% of respondents who were currently non-members of the organisation had never been a 

member of Destination Staffordshire.  They were then asked to give their reasons for not joining the 

organisation. 

 

The most cited response by 52% of respondents was that it didn’t know what Staffordshire Destination 

did whilst just under a fifth (19%) stating they thought the membership fee was too expensive. 

 

 
 

“Other” reasons included: 

• Not any value for money with half baked unfinished areas only to promote 

• I am not sure whether we are or not I have no information to hand 

• We are not based in Staffordshire and that county is only one of the destinations we serve 

• financial reasons - we would have to join other DMPs that the waterways run through 
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74% of respondents who had never been members indicated they would like further information on 

Destination Staffordshire and how it could help their business. 

 

6.6 General Comments from all Respondents 

 

Going forward, Destination Staffordshire will lose part of the financial contributions which it currently 

receives, due to public sector spending cuts.  Given this, and the challenging economic situation, 

respondents were asked their views on how tourism within Staffordshire should be led in the future. 

 

Do you think a Staffordshire-wide tourism body will be needed? 

 

With these changes in mind, respondents were asked if they thought a Staffordshire-wide tourism body 

would be needed.  Encouragingly, 68% gave a positive response and felt that this would be needed in 

the future.  Over a quarter (27%) were unsure and only 5% felt there was no need for a Staffordshire-

wide tourism body in the future. 

 

 
 

What kind of tourism organisation would you prefer to be involved with? 

 

Six out of ten respondents (60%) stated they would like to be involved with a local/district tourism 

group, 34% would like involvement with a marketing only group and 31% would like to be involved with 

the current DMP model.   A broad economic partnership was stated by 18% of respondents and being 

part of a private sector group was the preferred organisation by 12% of respondents.  Only 4% did not 

want to be part of any tourism organisation in the future. 
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  NB:  

More than one response could be given and therefore responses to not total 100% 

 

How would you wish to influence this organisation? 

 

Influence Organisation                                                                                                          (77) 

 % No 

Feeding in comments on specific issues 61% 47 

Participation in marketing campaigns 32% 25 

Attending annual conference 31% 24 

As a member of a sub-group 29% 22 

Wouldn’t want to 13% 10 

As a Board member 12% 9 

 

Feeding in comments on specific issues was the most cited response by 61% of respondents. 
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What would you do to promote your business if Destination Staffordshire was no longer in existence? 

 

The majority of respondents (62%) said they would promote their business themselves if Destination 

Staffordshire was no longer around.  Collaboration with other businesses (40%), losing the organisation 

would not affect me (27%) and would join a different organisation (24%) was also stated by 

respondents.   

 

Promotion of business without Destination Staffordshire           (82) 

 % No 

I would do it myself 62% 51 

I would collaborate with other businesses 40% 33 

It wouldn’t affect me 27% 22 

Join a different organisation 24% 20 

Don’t know 11% 9 

Other 5% 4 

 

11% did not know what they would do to promote their business and 5% said they would do other 

things regarding their business.  Of those who gave “other” as a response, two of the comments said 

they would continue to carry on and promote themselves as they do now and the remaining two 

responses felt that having one tourism organisation in Staffordshire was absolutely necessary and it 

would be hard to find someone to take on this enormous task. 

 

It is likely that the DMP will "report" to the newly-formed Local Enterprise  Partnership for 

Staffordshire & Stoke on Trent which has confirmed tourism  as a priority for their attention.   

 

• Stoke on Trent has little in common with the rural business that I have.  These type of 

organisations seem to be 'jobs for the boys' and very little direct help is given to small 

businesses 

• As long as the body has distinct aims and objectives and is committed in terms of resource 

rather than rhetoric then the vehicle of delivery is less important 

• Is nonsensical to believe that the LEP will be any different from the previous controlling 

organisations who have failed miserably in the past.  Same problems, different names and 

possibly the same people in control.  Tourism of course is a priority but in order to attract 

people, firstly they need money in their pocket, secondly the will to visit and maybe more 

importantly finished and well maintained places of interest.  Stoke on Trent in particular is a 

mish mash of outside consultants ideas and visions funded by massive amounts of money that 

would have been better spent on the regeneration itself.  With the current economic downturn 

and austerity measures required, there is not enough money available to convince the general 

public to visit many places in this area when there are better alternatives in existence already 

online.  If there is such funds available then they perhaps should not be put to use for marketing 

but to ensure that problems are addressed first.  "Cart before Horse" appears appropriate to 

me. 

• Got no idea what the local enterprise partnership does or who runs it etc so can't express a view 

• No 

• Would like to know more about DMP before answering this.  To be honest, at this minute, I 

cannot unravel this acronym!  What is it??? 
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• Tourism should and will always be a priority for any County in the UK due to the income 

generated by visitors 

• The tourism around Staffordshire is targeted mainly at Alton Towers and not at other local 

businesses. The MAJORITY of our visitors have never even heard of Staffordshire Moorlands.  

Many have said have passed through it on way to Lakes!  Absolutely captivated by it when stay 

here. I am from Yorkshire and had never heard of Staffordshire Moorlands, prior to meeting my 

husband.  Never seen any TV or adverts in magazines in other counties.  We really feel that we 

are totally on our own with our marketing 

• Strongly hope that the LEP has a sound understanding of the tourism structure and history in 

this area, and that their commercial input will add impetus and focus on results based activity, 

directed at the prospective visitor. It would be wonderful if the new structure helps us cut 

through the politics and employs resources to their best effect, avoiding any duplication of 

effort. Tourism should be high on the agenda of any economy that has suffered such declines in 

employment in traditional (manufacturing) areas, particularly one with such a good track record 

in tourism (Stoke-on-Trent from the Garden Festival years!) We have some outstanding 

examples of how tourism has positively impacted the economy - the area's tourism organisation 

should be out there, flying the flag for us! Unlike other members, our destination/attraction has 

not/does not benefit/depend upon public sector funding. I'm sure the concerns of others, will 

focus more on the impact funding will have on  them. 

• Would need to know more about how it would work before I could comment. 

• Yes If they are truly passionate about this area and its future sustainability they will support 

tourism 110% because we have a long record of successful years developing a vibrant tourist 

market/destination which if they make the wrong decisions now could be lost We need forward 

thinking leadership to help us through what I believe will be challenging times ahead 

• The only danger is the development of an overly bureaucratic system. "Lean & mean" is almost 

essential in the current climate, so small groups with appropriate specialities need to be utilised 

to the full. This includes outside groups and bodies 

• Don't waste money on another layer of bureaucracy 

• I am not sure what the LEP will be doing 

• First time I have heard about this new organisation 

• Encouraging People to visit tourist hotspots is always going to be hampered if the wider issues 

e.g. in Brewood punitive parking enforcement damaging trade, business rates increasing by 40% 

this year and planning applications for a marina being refused and work on the lion hotel being 

held back unreasonably. Glossy brochures are nice but the nuts and bolts are more important 

and will drive visitor numbers 

• Do not understand what "report" will entail or how much say the LEP will have in the decisions 

taken or work done by the DMP 

• No confidence either organisation will make any difference to us. 

• This is fine for North but what about South? Do they share interests or even have the same 

attractions? 

• None at present do not have enough info 

• Yes I have, as far as I am concerned the politicians have let Stoke on Trent down very badly, with 

boarded up houses, high unemployment, a place where massive dereliction on the old industrial 

sites is now commonplace. Closing down the beloved pottery industry and mass immigration 

have taken the heart out of what was once a major centre of art and craft in Britain. Who on 

earth would want to visit Stoke on Trent now? Linking Staffordshire with Stoke on Trent is a bad 

mistake, as far as I am concerned 
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• Tourism is essential for all businesses as it brings in people to the area who spend money here 

• Whatever name is given to an organisation, the core principal is to drive interest and business to 

the area in the most cost effective way, which has always been true, whether lead by a county 

council or another organisation, 

• Tourism needs to be a priority due to the amount of money that it contributes to the economy 

• Good idea to have feed back as there is so much to offer visitors to the county. 

• Don't know enough about it 

• Sounds like a good idea but I'm only on the fringes 

• Don't know a lot about how this will work but it does seem that the more these groups work 

together the better. 

• I have seen no evidence of any partnership, the big attactions will run the show , everybody else 

will have to follow. 

• I trust the LEP will fully support the DMP 

• Get some real people on board 

• It is too early to understand the role of the LEP.  I believe these constant government reforms do 

not inspire confidence in the ordinary tax payer. Little real benefit has been seen from a number 

of regeneration initiatives locally, despite many millions being spent on consultancy fees. 

• No, because I feel the partnership to be a job creation scheme with very little value to it. 

• It will probably become another quango that loses its sense of purpose. Staffordshire is a 

pleasant place but there is a limit to how many tourists you can attract. Most probably go to 

"towers" spend all day there come away penniless and do not stop anywhere on the way home 

to shop but may eat at a pub nearby 

• A very good idea 

 

Do you have any other comments/suggestions you would like to make on the current or future 

role of Destination Staffordshire? 

 

• Though a difficult task the more joined up all aspects of the visitor experience can become the 

greater the potential mutual benefit. 

• Depending on its real cost?  If the powers that be truly believe that D.S. can honestly paper over 

the cracks present in this area to justify its cost then that’s a matter for fiscal decision maybe 

higher than my authority sits.  If D.S. exists at the cost of the children or elderly having their 

services cut then scrap it now, save the money and concentrate efforts on ensuring that decline 

is addressed by tidy measures, that existing buildings are helped as much as possible during 

these times and that rotten areas of administration are cut out of the program. 

• I do rely on them for marketing the region so to lose this function would be a big loss to the 

county 

• I think I have said enough to be going on with! 

• Never heard of them, didn't know about them.  Think that speaks for itself. 

• I hope that the comments contained herein are not read as harsh criticism. The DMP undertakes 

some worthwhile activities and I believe there's a vital role to play for a tourism organisation in 

Staffordshire, that goes above and beyond what the sum of its parts could ever achieve. "Vis 

unita fortior" and all that. 

• Destination Staffordshire have helped me look at Staffordshire in a different light. I think I am 

more able to promote the area as a result. 

• Would it be feasible to join resources with Derbyshire to cut costs of Admin? Both areas cover a 

percentage of the Peak District! Just a thought 
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• Staffordshire is a good idea in principle but it is not representative of the County it is supposed 

to be promoting as a tourist destination.  As it is funded by public money, it should be 

promoting all the businesses involved in tourism on its Enjoy Staffordshire website.  The 

accreditation scheme for food has skewed what is on offer - it would be better to list all the 

places to eat in particular areas whether they are pubs, restaurants, cafes etc. to give the visitor 

options of choice.  The accreditation system could be an option that food businesses choose to 

take or not.  This could work like Cask Marque which is a beer accreditation, or the rosette or 

star systems.  To alienate the majority of the food sector because they choose not to pay to be 

accredited it doing those involved in tourism a disservice.  What message is it giving to potential 

tourists? that the majority of pubs, restaurants and cafes are not worth visiting? I would ask 

what exactly is a Taste of Staffordshire supposed to be representing? The Enjoy Staffordshire 

brochure doesn't have a proper food section; it seems more accommodation and attraction 

based.  I feel the TOS scheme has lost its way as the number of entrants has dropped over the 

last 10 years despite the categories being expanded. The resources put into the Taste magazine 

would be better used in expanding the food section in the Enjoy magazine or producing a small 

pocket sized booklet and map that was more localised. 

• I would hope that it continues in some form, as it brings together the skills and experience of 

both public and private sector 

• Link up with the other agencies to support the strategy and visitor attractions. 

• Historically the organisation seems only interested in the name brands Alton Towers and 

Drayton Manor. There are some secondary headline attractions which get an occasional 

mention Trentham, Waterworld. The rest of us are ignored.  We are just getting on with it and 

growing still at a compound 20%. Destination Staffordshire has had no discernable impact on us 

one way or the other 

• Step up the marketing in the right markets and extend the Staffordshire card nationwide. 

• none 

• Yes, simplify the logo it is too garbled. 

• Stick to the fundamentals, promotion and advertising and driving up awareness to visitors, 

conferences and training although worthy are not as valuable in maintaining a strong tourism 

base. 

• Make sure it stays!  It's very important to the promotion of Staffordshire 

• keep up the good work 

• We try and support Staffordshire ( see our web site ) 

• Would like to see public transport (buses and trains) promoted more as a green alternative to 

cars and coaches 

• I am keen that the opportunities for marketing Staffordshire as a whole destination isn't cut 

back and that we don't under sell ourselves as simply somewhere to visit a theme park with 

some add on visits - but that it is promoted as the new Yorkshire/Peak District/Shropshire... 

• There needs to be a lot more tourism based training , for places like shops, pubs, cafes etc. to 

show them they are as much a part of Staffordshire Tourism, as Alton Towers or Wedgwood etc 

• Lets concentrate on STAFFORDSHIRE and not the Peak District 

• Continue to provide high level support to the local tourism community 

• To target out of season breaks 

• Change the name. Does it mean Staffs is a destination to go to or are they asking to what 

destination should Staffordshire go to? If you want tourists then call it a tourist office do not try 

to make people guess what you do. 
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• I write as a member of a church based voluntary committee that hires out its facilities to groups 

and organises special events (we are sited next door to Croxden Abbey). We are very keen to 

promote our facilities and the beautiful ruins of Croxden to tourists and welcome any help that 

is available. We could not afford to pay any kind of membership fees or affiliation costs 

however. 

• I have no knowledge of how useful your brochure is to visitors or tourists or whether they visit 

places because of your promotion. I always used to advertise with you. However with the 

wealth of websites and other letting agency fees + own website fee there is a limit to how much 

more one can undertake. Margins are small and it simply does not pay. So unless there is free 

advertising, I suspect that people like me will not be trying to promote ourselves much more. 

 

 


