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1 Strengthening museums and the visitor economy 

 
1.1 Introduction 

 
1.1.1 In this document we report on the findings of the third strand of a four-strand project 

designed to maximize the tourism potential of Worcester’s Civil War credentials, 

specifically The Commandery and its potential to become a Civil War Hub. 

 
1.1.2 The study objectives are as follows: 

 
 To identify potential markets for Worcester's Civil War heritage 

 To identify potential markets for a heritage themed visitor package 

 To discover the strength, quantity and location of these markets, both domestic 

and overseas 

 To present the characteristics of these markets; what are their wants and needs 

 Test both the Civil War and other themes with these markets for attractiveness 

 To find out how we reach these markets; what are their preferred channels 

 To discover if a specific distribution channel is required 

 
1.1.3 This strand of the project is a demand led study. In order to develop products and themed 

packages rooted in the English Civil War and harness the existing heritage of the area to 

attract more visitors, an important starting point will be to have a comprehensive 

understanding of the target markets and how to reach them. 

 
1.1.4 The audience research which was carried out at The Commandery by MHM (strand 1) 

provided insights into visitor motivations, needs, and the types of experiences they seek, 

but there is a need to know more about the demographics of the wider visitor market 

which has an interest in heritage based tourism in order to know how to reach out to them. 

In particular, there is a need to know what the size of the market is, who the visitors are, 

how to attract them to visit, and which information channels are most effective for 

communicating with them 

 
1.1.5 Thus the questions which are germane to this element of the project and which has 

guided this study are as follows: 

 
How important is heritage tourism from an economic perspective? Does it have the 

potential to grow and support the local economy in the current economic downturn? 

 
Which consumer markets are most drawn to heritage based products? How do we attract 

them and maximise their ‘tourism yield’ by encouraging longer stays and greater spend? 

 
Is Worcester attracting the type of visitors interested in heritage products? Does 

Worcester’s Civil War heritage and wider heritage offer the qualities these consumer 

segments are looking for? 

 

 
1.2 Research activities carried out 

 
1.2.1 To achieve these objectives and outcomes we carried out three core research activities. 

We began with desk top research to review the type of visitors attracted to heritage 

products to assess growth potential among the domestic and inbound (overseas) 

markets. This included an exploration of visitor profiles, motivations and economic impact 



2  

in terms of the contribution heritage visitors make to the local visitor economy through 

spending money locally. 

 
1.2.2 Acorn demographic profiling of existing visitors was carried out to find ‘more of the 

same’ visitors within the wider population, enabling us to make recommendations as to 

where, very specifically, to place promotional material, according to their information 

preferences, reading, and shopping habits. 

 
1.2.3 As one of the key aims of the wider project is to strengthen the economic impact of The 

Commandery and allied civil war attractions on the local economy, the third research 

activity involved an economic impact assessment to establish current value and projected 

increases. The Project Impact Evaluation Model (PRIME) a nationally recognised and 

accepted approach to appraising the economic impact of visitor attractions was used 

to establish the economic impact of The Commandery, the Art Gallery & Museum and 

Hartlebury. 

 

 
1.3 Report outline 

 
1.3.1 We begin in Chapter 2 with a review of the economic significance of heritage tourism to 

the economy by assessing recent studies of its economic impact and likely growth 

prospects. 

 
1.3.2 In Chapter 3 we explore what draws visitors to heritage based attractions. The research 

shows that the search for learning and enriching experiences are among the main 

motivations for visiting. This includes an examination of visitor profiles and recent trends 

within the domestic and UK inbound tourism markets. 

 
1.3.3 Following a review of research at national level we turn our attention in Chapter 4 to the 

profile of tourism locally within the city and more widely across the county by drawing on 

previous studies. This contextual setting provides a backdrop to evaluate the strength of 

the Civil War proposition in relation to other potentially competing products locally. 

 
1.3.4 To gauge the current significance of the The Commandery and other allied museums to 

the visitor economy, the research also includes the results of an economic impact 

modelling exercise. The economic impact results will also serve as a baseline from which 

growth forecasts can be made. 

 
1.3.5 A review of the tourism market locally includes Acorn demographic segmentation to 

provide further insights into the profile of current visitors, but more importantly, to assess 

the geographic distribution of visitors and establish a catchment area for the museums. 

 
1.3.6 We conclude the report findings in Chapter 5 with an appraisal of the strength of product 

propositions rooted in the English Civil War history from the perspective of visitor needs 

motivations and anticipated visitor trends over the coming years. 

 
1.3.7 Together with the findings from the audience research carried out by MHM, the findings 

will also inform us on how best to progress the development of the themed products 

which form part of the final strand of the wider project (the Heritage Product Development 

Project). 



3  

2 Heritage as a key driver of tourism 

 
How important is heritage tourism from an economic perspective? Does it have the 

potential to grow and support the local economy in the current economic downturn? 

 

2.1 Definition of heritage tourism 
 

2.1.1 It is worth establishing what is meant by ‘heritage tourism’ as it can sometimes overlap 

with general cultural activities and in the literature, the term ‘cultural heritage’ is often 

used to describe the same subject matter. The definition used by the Heritage Lottery 

Fund and used in a recent study
1 

to establish its economic significance views heritage 

tourism as a distinct and separate identity to culture by adopting the interpretation 

presented by scholars Zepple and Hall
2
. They define heritage tourism as “an encounter 

with or an experience of being part of the history of a place through visiting historic sites, 

monuments, and landscapes. It focuses on learning and includes the experience of local 

traditions, social customs, religious practices and cultural celebrations. Historical tourism 

is a form of heritage tourism: its main focus is to stress the experiences of the past”. 

 
2.1.2 This definition has been developed by HLF to include the following: 

 

 

 
2.1.3 The HLF definition includes the natural environment of national parks and coastlines and 

arguably this does not fit in easily with the Zepple and Hall definition and it may be for this 

reason that the HLF report on the economic significance of heritage tourism provides 

separate impact figures with and without the natural environment added. 

 
2.1.4 Elsewhere, ‘culture’ and ‘heritage’ is used interchangeably, often driven by the fact that in 

the minds of the visitor culture and heritage is interlinked. For example, visiting a museum 

is both a cultural activity as well as one where the visitor learns about the people and 

 
 

 

1 
Economic impact of the UK heritage tourism economy 2013, Karen El Beyrouty and Andrew Tessler - Oxford 

Economics. 
 

2 
Zepple and Hall (1992), Heritage Tourism, London. Prentice-Hall. 

Figure 1: Definition of heritage tourism 

1. The 'historic environment' 

2. Museums / galleries (other than 
those containing modern art) 

3. Libraries 

4. Archives 

5. Historic public parks 

6. Industrial, transport and 
maritime heritage 

7. National Parks, AONB’s, Nature 
Reserves and Country Parks 

8. Canals and historic waterways. 

The “historic environment” include the following: 

'Historic enviroment' includes: 

A city or town with historic character 

A historic building open to the public (non- 
religious) 

A historic park, garden or landscape open to the 
public 

A place connected with industrial history (i.e. an 
old factory, dockyard or mine) or historic 
transport system (i.e. old ship or railway) 

A historic place of worship attended as a visitor 
(not to worship) 

A monument such as a castle, fort or ruin 

A site of archaeological interest (e.g. roman villa, 
ancient burial site) 

A site connected with sports heritage and not 
visited for the purpose of watching sport 

http://www.hlf.org.uk/news/Documents/EcoImpactHeritageTourism2013_07.pdf
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places of the past. In VisitBritain’s Topic Profile reports, culture and heritage is grouped 

together, although there is an attempt to separate this form of tourism into three key 

pillars. These are Cultural Heritage (e.g. the legacy of Shakespeare and his literature), 

Built or Historical Heritage (e.g. Tower of London) and Contemporary Culture (e.g. 

modern art, theatre). 

 
2.1.5 In this study our interest is with both Culture Heritage and Historical Heritage as arguably 

visits to museums straddle across both these pillars and this is particularly true for The 

Commandery which serves as a museum and is also a historic site in its own right. Thus 

when we refer to ‘heritage tourism’ or ‘heritage attractions’ we are referring to both the 

cultural and historical elements established above. That said, we acknowledgement that 

heritage tourism is incredibly difficult to define as it encompasses so many different 

elements of a destination. 

 

 
2.2 Importance to tourism 

 
Overseas markets 

 
2.2.1 The research shows that heritage is a strong driver for tourism globally. In a survey 

measuring motivations for holiday visits over half (57%) of respondents from 20 countries 

agreed that history and culture are strong influences on their choice of holiday destination 

(only 15% reported that history and culture was not particularly important)
3
. This finding 

would indicate that destinations excelling in this area are likely to be at the top of visitor’s 

consideration list as a place to visit and visitor data shows that the UK features high on 

this list. 

 

2.2.2 According to the Nation Brands Index (NBI)
4 

the UK is perceived to be the fourth best 

nation out of fifty for built heritage. The UK’s built heritage is most highly regarded in 

Australia, the USA, Canada, and South Africa, but almost all nations and age groups see 

Britain’s built heritage as a priority if they were to visit Britain. 

 
2.2.3 Britain is ranked 7th out of 50 nations in terms of its cultural heritage and this aspect is 

most highly regarded in the USA, Australia, Canada, South Africa, Poland, Argentina, and 

Russia. Countries that have ancestral or historical links with Britain are interested in 

Britain’s cultural heritage, as to a large extent this is considered part of their own. 

 
2.2.4 The NBI also measures perceptions on things to do at a destination and visiting museums 

is regarded as the 4th best activity in Britain (out of 32) and ranks 3rd on potential visitors’ 

to-do-lists - a key strength for Britain and a motivator to visit. 

 
2.2.5 Whilst there is worldwide recognition that the UK excel’s on many aspects of both culture 

and heritage, how many visitors to the UK actually visit heritage attractions during a trip? 

National level research suggests a very significant proportion. 

 
2.2.6 Results from the International Passenger Survey reveal that enjoying museums, art 

galleries, and visiting historic sites is a mainstream rather than niche activity for inbound 

visitors to the UK. Overall, 27% of visitors from overseas visited museums and/or art 

galleries during their visit in 2011 and a similar proportion (29%) visited castles and/or 

 

 
3 

Sponsored question added by Visit Britain to the Nation Brand Index survey in 2009. 
4 

Each year, a worldwide online panel of 20,000 consumers is polled on their perceptions of the cultural, political, 

commercial and human assets, investment potential, and tourist appeal of a number of developed and 
developing countries. This provides a clear index of national brand power, a unique barometer of global opinion. 
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historic properties during their visit. The popularity of these attractions are higher among 

those visitors whose visit was holiday based. Among overseas visitors on holiday in the 

UK, 43% visited museums and/or art galleries and around half of all holiday makers 

visited castles and/or historic houses (see Fig. 2). 

 
 

Fig. 2: Activities carried out by visitors from overseas 
 

% of all visits % of holiday visits 

 

 
 

 
 
 

2.2.7 There are however important differences in visiting patterns between the regions. 

Information on holiday activities gathered by the Office of National Statistics (ONS) as 

part of the International Passenger Survey present the profile of holiday activities at 

regional and national level for visitors to the UK from overseas. The figures presented in 

Table 1 are the combined averages across 5 years – 2006 to 2011. Therefore note the 

difference between the figures presented in Table 1 to that presented in Fig. 2 above. 

 
2.2.8 The ONS analysis shows that visiting heritage and cultural attractions is particularly likely 

in London and Scotland – famous buildings / monuments, religious buildings, museums 

and art galleries are especially popular with overseas visitors to these areas. Museums 

are also notably often part of a visit to the South East. 

 
2.2.9 Castles are far more likely to be included on a holiday in Scotland than elsewhere in the 

UK, though across the South and in Wales castles are also visited by many, Historic 

houses are especially likely to be visited in the South West, South East and Scotland. 

 
2.2.10 Results for the West Midlands reveal that visiting famous monuments and buildings is 

popular with 45% of overseas visitors holidaying in the region. Relatively fewer overseas 

holiday-makers visit museums in the West Midland compared to regions such as London, 

the South East and the nation of Scotland. However, overseas holiday-makers staying in 

the West Midlands who visit museums during their stay still represent a sizable proportion 

at 26%. It should also be noted that other regions also have many more museums than 

the West Midlands and this will also be a factor in the differences presented. 

Source: International Passenger Survey 2011 

71% 

 
58% 

54% 

48% 
43% 

50% 
46% 

35% 36% 

27% 29% 

22% 22% 
18% 

14% 
9% 

15% 
12% 13% 14% 

3%4%    3%4% 2%3% 
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Table 1: Activities carried out by overseas visitors on holiday in the UK - averaged results 2006 to 2011 

 Heritage attractions Cultural attractions 

 Famous 
monuments/ 

buildings 

 
 

Castles 

 

Religious 
buildings 

 

Historic 
houses 

 
 

Museums 

 

Art 
galleries 

 
 

Theatres 

 
 

Festivals 

All 64% 34% 33% 29% 48% 26% 18% 4% 

SW 55% 38% 38% 36% 32% 11% 7% 5% 

SE 57% 42% 37% 34% 42% 15% 6% 4% 

LDN 70% 30% 40% 30% 55% 32% 24% 3% 

E ENG 48% 24% 35% 28% 39% 11% 8% 6% 

W MID 45% 21% 18% 23% 26% 14% 9% 6% 

E MID 38% 17% 20% 18% 16% 3% 4% 6% 

YORK 44% 36% 35% 28% 37% 15% 3% 5% 

NW 36% 8% 20% 15% 28% 14% 9% 9% 

NE 41% 30% 16% 12% 14% 7% 4% 2% 

WLS 46% 37% 22% 14% 23% 9% 2% 1% 

SCOT 73% 67% 41% 35% 45% 23% 5% 11% 
Source: ONS/VE drawing on IPS 2006-2011 

 
Domestic market 

 
2.2.11 Turning to the domestic market, the latest results from GBTS reveal a growing interest in 

heritage among domestic overnight visitors. GBTS measured 60 activities carried out by 

domestic overnight visitors during their stay. 

 
2.2.12 Presented in Table 2 are those activities associated with heritage tourism. Results are 

presented for all trip purposes in 2012 compared to 2011 and for holiday motivated trips 

only for the same two years. All trip purpose includes business-related trips, visits to see 

friends and relatives, study visit as well as holiday visits. 

 
2.2.13 Trend data over a longer time-frame is not available to get a better indication if domestic 

based heritage tourism is growing. Previous surveys measuring domestic overnight trips 

used different categories of activities so direct comparisons are not possible. Based on 

the available data, the results reveal that more domestic visitors taking an overnight trip in 

England visited a heritage attraction (with the exception of visiting art galleries for ‘All 

trips’) in 2012 compared to 2011. 

 

Table 2: Cultural heritage and built heritage activities undertaken by domestic overnight trips in England 

 All trips 
millions 
(2012) 

All trips 
millions 
(2011) 

 

% 
difference 

Holiday trips 
millions 
(2012) 

Holiday trips 
millions 
(2011) 

 

% 
difference 

Visiting a museum 5.2 5.0 +4.0% 3.7 3.6 +2.8% 

Visiting religious 
buildings 

 

4.8 
 

3.9 
 

+23.1% 
 

3.0 
 

2.6 
 

+15.4% 

Visiting historic 
house 

 

4.7 
 

4.0 
 

+17.5% 
 

3.4 
 

3.1 
 

+9.7% 

Visiting castles/other 
historic sites 

 

3.7 
 

3.3 
 

+12.1% 
 

2.8 
 

2.5 
 

+12.0% 

Visiting art gallery 2.3 2.3 0.0% 1.6 1.5 +6.7% 

Source: GBTS Activities Table 

 
2.2.14 Whilst the recent survey data indicates growing interest in heritage, as a proportion of all 

activities undertaken (out of the 60 measured in GBTS) heritage based activities still only 

represents less than 10% of these. According to GBTS the most popular leisure pursuits 
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enjoyed by domestic holiday makers are ‘Sightseeing on foot’ undertaken by 31% of 

holiday-makers) and ‘Just relaxing’ (undertaken by 28% of holiday-makers)
5
. 

 
2.2.15 Among domestic day visitors, the proportion is even lower. According to the 2012 GBDVS 

only 2% of ‘tourism day visitor’ visited a museum during their day out and only 2% visited 

a historic house. Other heritage-based activities such as visiting religious buildings, 

historic house, castles/other historic sites and art galleries accounted for less than 2% of 

total day visits. The most popular day trip pursuits are visiting family or friends (29%) 

followed by going out for a meal (20%). 

 
2.2.16 The picture at national level shows very clearly that the UK’s heritage assets – its 

museums, art galleries, historic sites and castles, among other historical attractions, play a 

central role in shaping its USP among overseas markets and thus drawing visitors from all 

over the globe. The role of heritage tourism in stimulating domestic tourism is less 

unequivocal. Certainly many domestic holiday-makers and day visitors take part in 

heritage based activities during their visits but the overall proportions appear relatively low 

when compared to other pursuits such as general sightseeing and going out for a meal. 

 
2.2.17 It is worth noting, however, that even a pursuit like sightseeing will often involve the 

enjoyment of the countries built heritage. Simply walking or driving around a historic city  

or market town will provide plenty of opportunities to observe an area’s heritage. This 

illustrates the problem we presented earlier in that heritage tourism is incredibly difficult to 

define as it encompasses so many different elements of a destination. 

 
2.2.18 Definitional issues aside, the overall impression made by the statistics is that a greater 

number of domestic visitors could be enjoying the country’s cultural and built heritage and 

new research commissioned by VisitEngland on the motivations and barriers to holidaying 

in the UK among domestic residents indicates that there is certainly an appetite for 

holidays in the UK which are rooted in local history among some segments
6
. This then 

begs the question, why the domestic market is not making the most of the country’s 

heritage for holidays and days out. 

 
2.2.19 The VisitEngland research on motivations and barriers suggests there is a strong 

motivation to go on holiday among the British public and this has been highlighted in other 

earlier research
7
. The recent research also shows that there is a desire to go on holidays 

which provide learning experiences, an aspect which should place heritage attractions 

high on people’s minds. However, the research also identified key barriers to holiday- 

taking in England. The first two barriers identified are not entirely surprising. The country’s 

often poor, unpredictable weather and the perceived high cost of holidaying; a perception 

accentuated by the economic downturn have reduced the appeal for some visitor 

segments. 

 
2.2.20 Other barriers identified are, however, more of a surprise. The research suggests that 

despite domestic marketing efforts there is still a significant level of lack of knowledge 

about places to visit in England and among some people there is simply broad brush 

prejudice preventing considering much of England. These are expressed in sentiments 

such as: 

 
 
 

 
 

 

5 
GB Tourist, 2012, VisitEngland. 

6 
Domestic Tourism – Motivations and Barriers, 2011, VisitEngland. 

7 
VisitEngland’s series of ‘Credit Crunch’ studies have shown that despite the downturn Brits see holidays as a 

necessity rather than a luxury. 
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“Liverpool, Birmingham, Leicester triangle – is there any there to do and see?” (London 

resident from pre-family segment) 

 
“(South East) the wrong kind of people – not for me” (Derby resident from empty nester 

group) 

 
2.2.21 The preceding discussion has highlighted that knowledge or indeed lack of it has a strong 

influence on visitor behaviour. The type, quality, and veracity of information that a visitor 

consumes prior to their arrival will shape their expectations of the assets on offer. Getting 

that information right and ensuring that it passes through a variety of communication 

channels to reach target audiences will be critical to strategies designed to increase 

visitation. 

 
2.2.22 We explore communication channels in more depth in our report Heritage Product 

Development as part of the last strand of work. 

 

 
2.3 Local vs. tourist visitors 

 
2.3.1 For many attractions the largest and often therefore the most important customer base are 

not tourists but residents living in a relatively local catchment including residents living 

within the vicinity of the attraction as well as day trippers travelling a short distance from 

neighbouring cities, towns and villages. 

 
2.3.2 With the emphasis on tourism it is often easy to lose sight of this group who will also be 

the source for higher footfall and increased revenue to the attraction. 

 
2.3.3 According to the latest visitor footfall survey carried out for Heritage Counts 62% of 

visitors to historic properties are local visitors/day trippers
8
. This same survey presented 

separately for Visit England in 2012 also reveals that most attractions, not just heritage- 

based attractions see themselves as having a relatively modest role in being the main 

reason for non-local visits to the area
9
. 

 
2.3.4 However, larger attractions felt that they had a stronger gravitational pull. Visitor 

attractions receiving more than 200,000 visitors a year reported figures that suggest they 

attract twice as many non-local visitors to the area (attract 22% of non-local visitors) than 

attractions with fewer than 20,000 visitors (attract 11% of non-local visitors). 

 
2.3.5 These findings suggest two things which are important to note for this study: 

 
     Local residents provide a captive audience and local marketing, volunteering 

initiatives and working with local schools and colleges can help build future demand, 

though revenue generated through local visits is likely to be modest in comparison to 

tourist visitors who spend more locally. 

 
     The smaller heritage attractions may be suffering from a mindset dictated by the 

‘curator approach’ rather than a ‘business approach’ in that managers do not even 

consider themselves to be in the tourism business, but see themselves as curators 

of historic or cultural sites. This curatorial approach as Garrod and Fyall describe, 

 
 

 

 

8 
Visitor Attractions Trends in England 2010, Annual Report for Heritage Counts. Prepared for English Heritage. 

The report presents key tables from the ‘historic properties’ element of the Survey of Visits to Visitor Attractions 
undertaken in England by VisitEngland. 
9 

Visitor Attraction Trends in England 2012. 1,511 visitor attractions provided visits figures for the year 2012. 
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implies “a heritage mission that is primarily one of caring for the property and 

maintaining it in as pristine a state as possible, with issues such as financial 

solvency and public access entering into the decision‐making process only as 
secondary considerations”

10
 

 
2.3.6 Thus, the challenge presented is one of attracting new and diverse audiences from within 

and further afield regionally, nationally and overseas whilst at the same time maintaining 

the authenticity of the tourism products. 

 

 
2.4 The economic benefits of heritage tourism 

 
2.4.1 In the world of tourism all visitors are not equal. The local market may provide the most 

loyal customer base, particularly when entrance to local residents is free or reduced, but 

from a strictly macroeconomic perspective, their expenditure at the venue (e.g. spend on 

merchandise/food and drink and entrance fees) is considered “deadweight” or “not 

additional”. 

 
2.4.2 In other words if in a town there were no visitor attractions such as museums, zoos,  

stately homes, and so on, local residents are very likely to spend their money locally on 

other services available in the area such as going out for a meal to going to the cinema. 

So the absence of the attractions does not necessarily lead to a loss of local people 

spending money in the area – as they can spend their money on other provisions. This 

means that if there were attractions, say a museum in the area, local visitor spend on 

entrance fees and merchandise simply represents expenditure being transferred from one 

sector (for example expenditure on a meal at a local restaurant) to another (the attraction). 

 
2.4.3 The expenditure of visitors travelling from outside the local authority area is, however, 

additional. If there were no attractions in the area and no supporting infrastructure such 

as hotels, then arguably these visitors would not come to the area in the first place. Their 

expenditure on local goods and services thus provides a net economic stimulus for the 

local economy. 

 
2.4.4 Moreover, tourist visitors not only spend money directly on the attractions themselves but 

all manner of local businesses from accommodation providers, restaurants and retailers 

benefit courtesy of visitor spending that ultimately would have gone elsewhere were it not 

for the products and services available to them. 

 
2.4.5 Tourist visitors thereby generate direct economic benefit for other businesses in the area 

and an attempt has been made to quantity this additional benefit to the surrounding area 

from the perspective of heritage tourism. A review by the HLF of the economic impact 

associated with 62 completed projects between 2004 and 2007 found that spending by 

visitors within local economies is much higher than their spending at the heritage 

attraction itself. Of every £1 spent as part of a heritage visit, only 32p is spent on site. The 

remaining 68p is spent away from the attraction itself – but as a direct result of visiting 

heritage – in restaurants, cafés, hotels and shops
11

. 
 
 
 

 

 10  
Fyall, Alan and Brian Garrod. “Managing Heritage Tourism.” Annals of Tourism Research, Vol. 27, No. 3, 

682‐708, 2000. 
11 

Investing in success. Heritage and the UK tourism economy. 2010, Heritage Lottery Fund and Visit Britain. 
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2.4.6 The economic significance of the ‘tourism’ element of heritage is clearly demonstrated in 

the most recent HLF study
12

. Notwithstanding the definitional issue over what constitutes 

heritage tourism, the HLF research suggests that heritage tourism is a key contributor to 

UK GDP. The first report on heritage tourism, Investing in Success, compiled by Oxford 

Economics in 2010, based on data from 2007 established that the sector made an even 

bigger contribution to UK GDP than the advertising, car manufacturing or film industries. 

 
2.4.7 An updated version of this study drawing on 2011 data was published earlier this year and 

revealed that the heritage-based tourism economy is estimated to account for at least 

£14 billion in GDP
13 

(£26.4 billion with the inclusion of natural heritage) and supports 

393,000 employees. 

 
2.4.8 Based on the latest research the total economic value of tourism in the UK is estimated to 

be worth £115.4 billion
14

. This means heritage tourism represents 12% of the total visitor 

economy and this increases to nearly a quarter if we include the economic contribution of 

natural heritage to the figure. 

 

Table 3: Heritage based tourism economy 

Category Excluding natural heritage Including natural heritage 

GDP (£ billion) £13.95 £26.37 

Employment (jobs) 392,812 742,419 
Source: The Economic Impact of the UK Heritage Tourism Economy, 2013 

 
 
 

2.5 Tourism growth projections 
 

2.5.1 VisitBritian’s forecast for overseas visitors to the UK suggest that there will be steady 

growth in visits between now and 2020, with 40 million visitors being reached by 2020. 

Western Europe is, and is set to remain the dominant source market for visits to Britain 

followed by North America, in particular the USA. 

 
2.5.2 In terms of national GPD, it is estimated that tourism economy will grow by 2.6% a year 

between 2009 and 2018, higher than the 0.8% forecast for manufacturing and similar to 

retailing and construction
15

. 

 
2.5.3 VisitEngland report that domestic and inbound spending in England between 2011 and 

2012 rose by 10% to £84bn. Over the past two years since 2010, year on year growth has 

averaged at 8.7% against the projected target of 5% and well above the wider economy
16

. 

 
 
 
 

 
 

 

12 
The Economic Impact of the UK Heritage Tourism Economy, 2013 

13 
This figure excludes public parks, gardens, national parks, AONBs, nature reserves and country parks, coastal 

visits and other undesignated countryside. The report, like the 2010 report, provides two distinct sets of estimates 
in order to take into account: available on natural heritage visits including coastlines: 

 Excluding natural heritage – ie inclusive of heritage as defined above except for public parks, gardens, 
national parks, AONBs, nature reserves and country parks, coastal visits and other undesignated countryside 

 Including natural heritage – inclusive of all heritage including coastal visits and other undesignated 
countryside 

 
14 

'The Economic Contribution of the Visitor Economy – UK and the nations, Deloitte and Oxford Economics, 
2010. 
15 

Foresight Issue 100, February 2012, VisitBritain. 
16 

VisitEngland: Visitor Economy Growth paper for LEP’s October 2013 

http://www.hlf.org.uk/aboutus/howwework/Pages/InvestinginSuccess.aspx
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3 The heritage tourism visitor 

 
Which consumer markets are most drawn to heritage based products? How do we attract 

them and maximize their ‘tourism yield’ by encouraging longer stays and greater spend? 

 

3.1 Motivations for visits 
 

3.1.1 What really separates heritage visitors from other visitors is their motivation for travelling. 

Whilst the traditional beach holidays, city break or countryside retreats are often 

motivated by a desire for ‘escapism’ (the need to get away from the fast pace of life, the 

need to relax or have fun with family and friends), visits to cultural or historic heritage 

attractions are often motivated by a desire to be ‘enriched’ in some way through a 

learning experience. 

 

3.1.2 Museums in particular are regarded as places of learning
17

. The research shows that the 

overwhelming reason given for visiting museums is for some type of learning experience, 

usually described as “broadening one’s general knowledge”, “satisfying curiosity” and 

“doing something worthwhile”
18

. 

 
3.1.3 However, this does not mean that the recreational aspects of having fun, socialising with 

friends / family and being entertained are unimportant to visitors of heritage attractions. 

These recreational features are likely to be most important to the ’casual’ visitor – people 

who may be simply passing by or people looking to pass the time entertaining children. 

Indeed the research is often critical of ignoring the more hedonistic reasons for visiting 

heritage attractions as visitors may seek a worthwhile experience but expect at the same 

time to be entertained
19

. 

 
3.1.4 In addition to the above, there is another element which harnesses the ‘emotional’ 

connection a visit to a museum or historic site can provide when the attributes of the 

artifacts relate to the visitor’s own heritage
20

. 

 
3.1.5 However, all these elements (opportunity to be entertainment, to learn, to socialize, to 

connect with one’s own heritage) are part of the wider visitor experience which collectively 

enhance that experience for all visitors whatever their motivations for visiting. It is 

therefore useful to conceptualize visitor motivations as being driven by particular visitor 

needs. These needs were presented in a MLA paper in 2007 as a ‘matrix of needs’ and 

drew on similar models developed by Morris Hargreaves McIntyre and from Driving 

Cultural Engagement by Freshminds21
. These were: 

 

 
 

 

17 
Public perceptions of – and attitudes to - the purposes of museums in society. A report prepared by 

BritainThinks for Museums Association. 2012 
18 

Prentice, R., Davies, A. and Beeho, A. (1997). Seeking Generic Motivations for Visiting and Not Visiting 

Museums and Like Cultural Attractions. Museum Management and Curatorship, 16(1), 45-70. Prentice R. (2001) 
Experiential Cultural Tourism: Museums and the marketing of the New Romanticism of Evoked Authenticity. 
Museum Management and Curatorship Vol 19 No 1 pp5-26. 
19 

Leighton, D (2007) Step Back in Time and Live the Legend: Experiential Marketing and the Heritage Sector. 

International Journal of Non-Profit and Voluntary Sector Marketing. Vol 12 pp117-125; Prentice R. (2001) 
Experiential Cultural Tourism: Museums and the marketing of the New Romanticism of Evoked Authenticity. 
Museum Management and Curatorship Vol 19 No 1 pp5-26; Ryan, C (2002) The Tourist Experience. Continuum, 
London. 
20 

Links Between Tourists, Heritage, and Reasons for Visiting Heritage Sites, Y. Poria, Ben Gurion University of 

the Negev, Israel. R. Butler, D. Airey University of Surrey, UK. 
21 

What will consumers need from the MLA sector in 10 years? Prepared by Javier Stanziola, Ph.D, Head of 

Research and Evidence MLA Council June 2007. 
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 social (e.g., interaction with peers & relatives, entertainment) 

 emotional (e.g., aesthetic pleasure, awe and wonder and to experience or address 
current or past personal experiences) 

 identity-specific (e.g., sense of cultural identity) 

 and intellectual needs (e.g., academic/professional interest, self-improvement, 
stimulate children) 

 

3.1.6 Elsewhere, the key factors influencing the decision to visit museums in particular have 

been identified as
22

: 

 
 experiencing something new 

 entertainment 

 learning 
 the interests of children/family 
 doing something worthwhile in leisure 

 
 

3.2 Profile of heritage attraction visitors 
 

3.2.1 The socio-economic and demographic profile of visitors to heritage attractions can vary as 

much as their motivations for visiting. There are stereotypes of the heritage visitor being 

older, from a professional background and well educated and there is some truth in this. 

 
3.2.2 Research carried out by the Centre for Economics and Business Research drawing on 

the Taking Part Survey results 
23 

found that within the general public, the type of people 

most likely to visit heritage attractions will have access to a car, will be in good health, will 

be white, will be from a high socio-economic group, and will be university educated (see 

Table 4 overleaf). Participation in heritage is low among those in lower socio-economic 

and educationally attained households and among non-white ethnic groups. 

 
3.2.3 The above findings may highlight a perception of attractions like museums among under- 

represented groups as ‘elitist’ organisations and thus deter them from visiting. Also for 

Britain’s Black and Asian ethnic minorities, a lack of personal affinity/connection with the 

history on display or potential grievous with it where it displays artifacts presenting 

Britain’s colonial past or role in slavery may also be a barrier to visiting. However, dealing 

with these barriers to participation among the general British public is outside the scope of 

this research. 

 
3.2.4 The visitor characteristics described have come from research on visits by UK 

households, e.g. a visit to a local museum. Surprisingly research in the UK is limited on 

the profile of heritage visitors from a tourism perspective. GBTS and GBDVS do not 

publish any sub-sets of data showing the age, socio-economic status, or visitor origins by 

activity carried out during the visit. We expect however that the domestic profile of 

heritage tourism visitors will match that of residents. 

 

3.2.5 The results of visitor surveys carried out at museums gathered and reviewed for this 

research reveal that visitors have relatively consistent profiles
24

. 

 
 

 

22 
Paper ‘Developing a Model of Museum Visiting’ by Lynda Kelly, Head of Australian Museum Audience 

Research. 
23 

Main technical report: Attending heritage sites. A quantitative analysis of data from the Taking Part survey. A 

report for English heritage centre for economics and business research ltd. 
24 

Survey reports include Worcester County Museum Visitor Survey, 2005; Explosion Museum of Naval Power, 

2006; Royal Navy Submarine Museum, 2009; Darwin at Downes Visitor Survey, 2008; Rochester Castle Visitor 
Survey, 2008; Portsmouth Historic Dockyard, 2010; and Beaulieu National Motor Museum Visitor Survey 2011, 
2012. 
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3.2.6 Museum visitors are typically: 

 
 more highly educated, with post-secondary education likely in humanities or arts; 

 aged between thirty and fifty years, (or are primary school aged children if school 
visits are included in the profile); 

 visit with family or other social groups; 

 are in a higher socio-economic class, and 

 visited museums as children. 
 
 

Table 4: Economic and social factors correlated with heritage attraction attendance 

Variable Effect on attendance at heritage 
sites 

Comment 

Vehicle owner in 
household 

 
Strongest economic driver 

 
Highly correlated with socio-economic group and health 
. 

General health Very strong driver 
People with better health much more likely to attend 
heritage sites. 

 
Socio-economic group 

 
Very strong 

High correlation with many variables, including vehicle 
ownership and health. 

 
Ethnic group 

 
Strong 

None of the factors examined could explain low attendance 
by ethnic groups. Reason for not going  tended to be lack of 
time. 

 

Disability 
Limited A person’s health is more of a barrier than their disability. 

Gender Limited 
All else equal, a female is more likely to attend a heritage 
site but significance is low. 

 
Age 

 
Limited 

Bad health limits the older generation’s attendance, while 
younger people are less likely to be interested in heritage. 

Income Limited 
Socio-economic group and highest qualification achieved 
are much bigger influences than income. 

Highest qualification 
gained 

 
Strong 

 
Less of an impact than socio-economic group, which it is 
highly correlated with. 

 
Region 

 
Limited 

The region a person lives makes no significant difference. 
Vehicle ownership less of an impact for  Londoners, but 
this is not significantly different. 

 

Area type 
 

Volatile 
 

People living in rural areas more likely to attend but the 
strength of the relationship is unclear. 

Source: centre for economics and business research / Taking Part Survey 

 

 
3.2.7 The only visitor characteristics we are able to drill down to for data from IPS is for age. 

For this study the IPS data for 2012 was cross tabulated with activities and age to identify 

the age profile of those who visited a museum/art gallery, historic property and religious 

buildings. The results reveal that visiting heritage attractions is popular across all age 

groups. 

 

Table 5: Age profile of overseas visitors to UK heritage attractions 

0-15 7% 

16-24 18% 

25-34 19% 

35-44 18% 

45-54 18% 

55-64 13% 

65 plus 7% 
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3.2.8 Other research from North America, a key source of visits to the UK, suggests that 

heritage visitors may be slightly more differentiated in their characteristics than the UK 

domestic market
25

. A study of heritage visitors in Ontario found them to be: 

 
 younger, wealthier, more educated and more technologically savvy 

 Visitors in the age group 18-34 more apt than those aged 55+ to agree that trips 
where they can learn something new are more memorable to them; 

 Households headed by 35-54 most likely to participate in these heritage based 
activities. 

 

 

3.3 Anticipated future trends 
 

3.3.1 There are a number of significant themes which the Henley Centre has identified could 

have an impact on domestic tourism over the next 10 years. We feel that these features 

will affect all advanced western economies such as North America and Western Europe, 

and so should be viewed as trends at a wider level as social changes in these countries 

will shape their citizen’s leisure behaviour and decisions about holidaying to places like 

the UK. 

 
Table 6: Future trends impacting on domestic tourism 

 
Experience economy 

As we become affluent, our spending shifts from goods to services; as the process 

continues further, the types of services we buy shift towards ‘experiences’ rather than 

utility. 

 
Wellbeing 

One of the strongest of current trends is toward the pursuit of wellbeing; not just health 

but an overall sense of wellness. This links to Henley research which shows that people 

feel that the resource they most lack in their lives is not money, or even time, but energy. 

 
Changing social 

structures 

An ageing population, with high divorce rates, and a higher proportion of ‘reconstituted 

families’; young adults staying in education (and at home later); more people live on their 

own; and so on. This all changes the nature of leisure consumption and also makes 

more important social opportunities with friends and family. 

 

Environmental impact 

As climate change moves from being a hypotheses to being accepted as ‘best science’, 

so individuals and organisations are starting to move their behaviour to less damaging 

forms of consumption and lifestyle. Public intervention (e.g. through regulation, 

incentives, and planning practice) all tend to accelerate this. 

 
Urbanisation of culture 

 
A profound shift towards the city as the locus not just of work but of pleasure as well 

 

Networked society 

People are more networked, especially with each other, through the internet and mobile. 

This has implications for authority and the importance of peer group opinion, and so on. 

But over the next ten years the environment as well as the people will start to be 

networked. 

 
Fragmentation of leisure 

Customers are more demanding, and more empowered (partly through a combination of 

affluence and networks). In leisure as well as elsewhere, there is a greater fragmentation 

of the offer to match specific tastes, preferences, and requirements. 

 

Entitlement 

In the shadow of increasingly large gaps of wealth between the richest and the poorest, 

nonetheless public policy emphasises entitlement of all. It is a cultural expression which 

has its roots in the human rights movement, as embodied in the UK in the Human Rights 

Act. The strongest cultural expression 

 
 

3.3.2 In view of the trends identified above, we feel it is worth elaborating a little more on the 

following trends as we feel these will have the greatest influence on future visits to 

heritage attractions. 

 

 
 

 

25 
Ontario Cultural and Heritage Tourism Product Research Paper February 2009 
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3.3.3 We have an aging population – but many remain physically and mentally active having a 

‘young at heart’ attitude to life. Advances in healthcare and life expectancy have resulted 

in an ageing population that are in the main physically and mentally able to maintain active 

lifestyles. Many older professionals are changing their work profiles in later years to part-

time and portfolio careers, making more time available for leisure activities such as day-

trips, short-breaks and longer holidays. Many pensioners will have their state pension 

supplemented by private or workplace pension income and the current generation of 

pensioners often have benefited from significant gains in property values. In 2012 a record 

800,000 people turned 65 with a further life expectancy of 20 years, from 2013- 

2017 this figure drops to circa 650,000 per annum, but post 2017 increases year on 

year
26

. 

 
3.3.4 As well as ageing, the population is also becoming more ethnically diverse and this is set 

to increase. Regions like the Midlands are already very ethnically mixed. According to the 

latest census 17.4% of residents living in the West Midlands are from a non-white ethnic 

group, higher than the national average of 14% for England and Wales
27

. Currently these 

groups are under-represented as museum visitors but they present an untapped market 

which museums have the opportunity to unlock through stronger local engagement. 

 
3.3.5 The rapid rate of technological developments continues to have a major impact on how 

people acquire knowledge, organise their lives and learn. Home Internet connections have 

risen from less than 10% of households in 1997 to 80% in 2012. The increase in use of 

mobile and Wi-Fi Internet connections is inexorable, with most mobile phones now offering 

some degree of Internet connectivity. Full function smartphones (IoS/Android) now 

account for over 60% of all mobile phones owned in the UK. 

 
3.3.6 Young people today in particular are immersed in digital interactions and research is 

beginning to demonstrate that this is resulting in fundamental differences in the way 

young people think and process information. Recent research undertaken with US 

teachers
28 

stated that 87% felt modern technologies were creating an "easily distracted 

generation with short attention spans" this potential change in visitor behaviour will 

present future challenges to institutions such as museums that will need to adjust to both 

these changes and the needs of older generations that have preferences towards more 

traditional presentational methods. 

 
3.3.7 That said the move to embrace all things digital is not confined to young people, although 

at present they are the most active users, adopters of new technology and vocal 

advocates. All ages and socio demographics are showing increased use of digital with 

some sectors such as ‘silver/grey surfers’ becoming digitally aware during retirement 

when they have the time to learn new skills. Recent Age UK research found that in many 

areas over 50% of over 65 year olds were actively using the internet, initiatives such as 

‘Itea & biscuits’ were helping older people learn new skills and embrace new 

technology
29

. 

 
3.3.8 Visitors are increasingly expecting an experiential element within their visit. Visitors are no 

longer content to passively observe; they wish to take part, taste, feel, touch and 

genuinely experience. New ways of presenting exhibitions, displays and information with 

 
 

 

26 
Source: www.gov.uk/DWP pensions and ageing society 

27 
Source: Census 2011, Office for National Statistics 

28 
The Pew Research Centre America survey of 2,500 teachers 2013 

29 
The Itea & biscuit initiative launched by UK Age Concern is a week long event delivered mainly by local 

authorities is designed to enable the over 65’s learn about the benefits that the internet offers, and also help them 
to learn about other digital technology, such as smartphones, email, tablets and digital photography. 

http://www.gov.uk/DWP
http://www.pewinternet.org/Reports/2012/Student-Research.aspx


16  

digital advances present attractions with opportunities to heighten the level of their 

experiential offer. 3D technology once a ‘B movie’ gimmick has now moved to  

mainstream use with many new film releases presented in 3D. Home cinema players, HD 

TV and home gaming consoles now offer 3D options with full immersive surround sound 

and bass vibration speakers. Mainstream BBC television has now gone 3D with the 

Doctor Who 50
th 

Anniversary broadcast. Developments such as augmented reality (AR) 
are now merging technologies allowing new ways to display information via intelligent 

devices such as smartphones, tablets and the next generation of personal displays such 

as Google Glass. 

 

 
. 
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4 The tourism landscape in Worcester 

 
Is Worcester attracting the types of visitors interested in heritage products? Does 

Worcester’s Civil War heritage and wider heritage offer the qualities cultural heritage 

visitors are looking for? 

 

4.1 Volume and value of tourism 
 

4.1.1 To set the scene we begin by drawing on data available from the national tourism surveys 

to establish the current volume and value of tourism at local, county and regional level. 

 
4.1.2 The results from the national surveys drilled down to more local sub-sets indicate that 

approximately 3.5 million visits were made to Worcester in 2011 of which the vast majority 

were tourism day visits
30

. 

 
4.1.3 In total it is estimated that visitors spent £93 million on their visit which represents 12.1% 

of total visitor expenditure at county level and 1.9% of total visitor expenditure at regional 

level. 

 

Table 7a: Total number of tourism visits 

  

Worcester 
Hereford & 

Worcestershire 
 

West Midlands 

Staying domestic visitors 179,000 1,469,000 8,209,000 

Staying overseas visitors 34,000 158,000 1,561,000 

Day domestic visitors 3,560,000 11,860,000 109,000,000 

Total visitors 3,773,000 13,487,000 118,770,000 

Source: GBTS/IPS/GBDVS. Note GBTS data at local authority level based on 3 year rolling averages and 

GBDS data from the 2012 survey. 

 

Table 7b: Total visitor expenditure 

  

Worcester 
Hereford & 

Worcestershire 
 

West Midlands 

Staying domestic visitors £18,000,000 £179,000,000 £1,111,000,000 

Staying overseas visitors £14,628,608 £66,000,000 £549,000,000 

Day domestic visitors £60,510,000 £527,000,000 £3,144,000,000 

Total spend £93,138,608 £772,000,000 £4,804,000,000 

Source: GBTS/IPS/GBDVS 

 
 
 
 
 
 
 
 

 

 

30 
Tourism day visits are defined by VisitEngland as follows: 

 
These visits are a further subset of 3 hour+ Leisure Day Visits defined as follows: 

• Activities - involving participation in one or more of the activities listed in Table 1.1. 
• Duration - lasting at least 3 hours, including time spent travelling to the destination. 
• Regularity - the participant indicates that the visit (i.e. same activity in same place) is not undertaken 

‘very regularly’ (i.e. as recorded at question 29). 
• Place - the destination of the visit is different from the place (i.e. city, town, village or London borough) 

where the participant lives. If the visit is taken from a workplace, the destination is in a different place 
from the workplace. This rule is not applied when the visit has involved watching live sporting events, 
going to visitor attractions or going to special public events. 
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Table 8: Average spend per visitor per trip 

  

Worcester 
Hereford & 

Worcestershire 
 

West Midlands 

Staying domestic visitors £100.56 £121.85 £135.34 

Staying overseas visitors £430.25 £417.72 £351.70 

Day domestic visitors £17.00 £44.44 £28.84 
Source: GBTS/IPS/GBDVS 

 

Table 9: Tourism employment 

 Total employees % of total workforce 

Worcester 3,800 7.4% 

Hereford & Worcestershire 18800 8.2% 

West Midlands 226,300  
Source: Office of National Statistics 

 
4.1.4 A review of the volume of visits over the past few years suggest that at county and 

regional level, domestic overnight visits are down compared to 2006, slightly above the 

six-year average (Fig.3). 

 
4.1.5 Overseas also drop from 193,000 in 2006 to 146,000 in 2011. At the time of writing trend 

data was only available for domestic overnight trips based on three year rolling averages 

and this data also shows that volume has declined over the years (see Figs. 3, 4 and 5). 
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Fig. 5: Volume of staying domestic visitors - Worcester 
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Source: GBTS drilled down local data sets 

 
4.1.6 Setting the volume and value of tourism in Worcester against that of other historic cities 

and towns across England
31 

reveal that the overnight market is significantly smaller than 

the others with the exception of the cathedral city of Linfield. 

 
4.1.7 The domestic day trip market is also larger than in Lichfield and also larger compared to 

Peterborough and Durham. Gloucester’s day trip market is of a similar size but the other 

historic cities and towns attract a far greater volume of day trips. 

 

Table 10: Comparison with other historic cities / towns 

  
 

Resident 
population 

Total 
domestic 
staying 
visitors 

Total 
overseas 
staying 
visitors 

 

Total 
domestic day 

visitors 

Bath 177,844 783,000 211,000 6,140,000 

Bristol 433,950 1,331,000 395,000 13,030,000 

Cambridge 126,075 596,000 398,000 5,780,000 

Canterbury 153,573 450,000 155,000 6,525,000 

Chester 118,200 755,000 189,000 12,800,000 

Durham 514,506 880,000 120,000 1,600,000 

Exeter 119,333 451,000 98,000 6,340,000 

Gloucester 124,886 250,000 62,000 3,230,000 

Lichfield 100,955 98,000 24,000 2,670,000 

Norwich 134,199 395,000 86,000 6,938,000 

Nottingham 310,350 912,000 250,000 11,200,000 

Peterborough 186,249 339,000 89,000 2,899,000 

Salisbury 117,500 291,000 88,000 4,917,000 

Worcester 99,600 179,000 34,000 3,560,000 

York 200,00 1,215,000 221,000 4,623,000 
Source: Population: 2011 Census, Domestic staying trips: GBTS, 2010-2012; Cambridge Model, STEAM, 
Overseas trips: IPS 2012, Day trips: GBDVS, 2012; Cambridge Model 

 
 
 
 
 
 
 

 

 

31 
The list presented in Table 10 are of those historic cities and towns for which published data is available. 

228 222 

183 179 
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4.2 Economic significance of The Commandery 
 

4.2.1 The economic contribution The Commandery, The Gallery & City Museum and Hartlebury 

make to the local economy has been previously quantified using the Association of 

Independent Museums Economic Impact Toolkit and using data from Sept 11 – Aug 12: 

 
4.2.2 Based on this approach it was estimated that the three venues make a gross contribution 

of £2,664,005 to the local visitor economy. 

 
4.2.3 However, this approach has two main weaknesses. First of all it does not measure 

‘additionality’. A critical part of the estimation process is to establish what proportion of 

expenditure is genuinely additional, the net value. In other words, we can only include the 

expenditure of those visitors who stayed overnight in the area or who visited for the day 

as a direct result of the attraction and not because of another reasons such as passing by 

or holidaying in the area and choosing to visit local attractions as part of that holiday. 

 
4.2.4 The additionality criteria also require the removal of local resident expenditure given the 

treatment of such expenditure as deadweight. 

 
Table 11 : Economic impact of attractions based on AIM toolkit 

  

The Commandery 
Art Gallery & 

Museum 
 

Hartlebury 

Total visitors Sept 11 – Aug 12 20,035 69,864 25,762 

Total adults 12,622 50,990 13,396 

Overnight visits % 40% 21% 24% 

Overnight visits value x £55.51 £280,270 £594,401 £178,465 

Day trippers % 24% 18% 35% 

Day trippers value x £42.99 £130,217 £394,562 £201,580 

Local visitors % 36% 61% 41% 

Local visitors value x £21.50 £97,696 £668,736 £118,078 

Generating a total visitor impact of £508,183 £1,657,699 £498,123 
 

4.2.5 We have therefore used the PRIME Model
32 

to estimate the net value of the venues and 

establish a new economic impact baseline. The prime model differs from the AIM toolkit in 

the following ways: 

 
 It includes visitor expenditure incurred by overnight visitors for the entire duration of the 

visit not just the day of the visit to the attraction as all the expenditure can be linked to the 

attraction. For example, if 30% of visitors were drawn to the area as a direct result of the 

attraction and chose to spend 3 nights at the destination, then it is valid to include all the 

expenditure incurred over the three days. 

 
 Where direct motivation data is not available from local survey sources, the model uses a 

‘default’ option build into the model for estimating the proportion of overnight and day 

visitors whose purpose for being in the destination and spending money locally is a direct 

result of the attraction. The default option draws of the results of various attraction 

surveys carried out across England and Scotland over several years. 

 
 

 

 

32 
The PRIME Model was originally developed by former Northumbria Tourist Board in conjunction Geoff Broom 

Associates in 2000. It makes use of parameters derived from previous research studies of tourism projects in 
England and Scotland, as well as information on visitor spending from the national tourism surveys. 



21  

 In addition to local economic impacts, the model also estimates impacts at county level, 

and for very large attractions, the impact at regional level. For example, someone 

travelling from London visiting Worcester directly because of their desire to visit The 

Commandery may decide to stay overnight outside Worcester in some other town in the 

county. Their expenditure in the other town is still attributable to The Commandery as this 

is the sole purpose of their visit. Thus this ‘spill over’ element is captured in the model 

using survey data drawn from previous case studies. 

 
 The model uses regional multipliers to estimate the level of indirect and induced 

expenditure which occurs from direct expenditure. In order words for every £1 of direct 

expenditure there will be further expenditure downstream through the supply chain. The 

multiplier will create additional expenditure both locally but also further afield as not all 

suppliers will be locally based. 

 
 Finally the model excludes the expenditure of local residents as this is considered as 

deadweight. 

 
4.2.6 There is one similarity with the AIM approach in that the model first estimates the total 

‘gross’ impacts and this includes the expenditure of all visitors
33 

before it calculates the 

proportion which is a direct result of the presence of the attraction. 

 

Table 12: Economic impact of attractions based on PRIME Model  

 The Commandery Art Gallery & Museum Hartlebury Total 

Gross value 

Accommodation £459,699 £801,056 £346,756 £1,607,511 

Retailing £149,429 £482,037 £193,736 £825,202 

Catering £438,325 £936,201 £393,648 £1,768,174 

Attractions £6,366 £11,093 £4,802 £22,261 

Transport £67,606 £167,062 £69,000 £303,668 

Worcester £1,121,424 £2,397,448 £1,007,942 £4,526,814 

West Midlands £127,496 £277,512 £116,401 £521,409 

Direct impact £1,248,920 £2,674,960 £1,124,343 £5,048,223 

Gross direct impact with multipliers 

Worcester £1,550,333 £3,272,075 £1,377,978 £6,200,386 

West Midlands £595,285 £1,269,608 £533,938 £2,398,831 

Total £2,145,617 £4,541,683 £1,911,916 £8,599,216 

Net value with multipliers 

Worcester 202,981 £524,864 215,675 943,520 

West Midlands 28,424 £72,759 29,931 131,114 

Total 231,405 £597,623 245,606 1,074,634 

Net FTE jobs supported 

Worcester 3.7 10.2 4.0 17.9 

West Midlands 0.5 1.2 0.5 2.2 

Total 4.1 11.3 4.5 19.9 

 

4.2.7 The results of the model reveal that the gross economic impact generated across all three 

attractions amounts to £5 million and £8.5 million with multipliers added. As we have 

indicated earlier, the gross effects calculated are often substantial. As we have also 

 
 

 

 

33 
For overnight visitors the gross value include spend per trip rather than spend per day. 
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indicated, much of this expenditure would arise whether or not a particular attraction 

existed. For example, holiday makers may be staying in the area and decide to visit an 

attraction as part of a day itinerary. The primary purpose of their holiday is not to visit the 

attraction but to visit the destination. Likewise, much of the day visitor spending would 

take place in the area in any event either by people choosing to spend their money 

visiting alternative attractions in the local area. 

 
4.2.8 The net value estimated by the model once additionality is accounted for reduces the 

economic impact to £943,520 for Worcester City and £1,074,634 for the region as a 

whole (including the £943,520) with the inclusion of related expenditure (through both 

visitor expenditure and business expenditure on suppliers) which takes place in the wider 

county and neighbouring counties. 

 

4.2.9 This total direct and indirect/induced turnover is estimated to support 17.9 FTE jobs in 

Worcester and an additional 2.2 FTE jobs in the wider region
34

. 

 
4.2.10 Using the PRIME model, our projections for growth in visitor expenditure and jobs 

supported across all three attractions based on a 5%, 10%, and 15% increase in visitor 

footfall is presented below. 

 
Net value with multipliers following 5% increase in visitor footfall (all attractions) 

Worcester 990,701 

West Midlands 137,670 

Total 1,128,371 
 

Net FTE jobs supported following 5% increase in visitor footfall (all attractions) 

Worcester 18.5 

West Midlands 2.2 

Total 20.7 

 

Net value with multipliers following 10% increase in visitor footfall (all attractions) 

Worcester 1,037,880 

West Midlands 144,226 

Total 1,182,106 
 

Net FTE jobs supported following 10% increase in visitor footfall (all attractions) 

Worcester 19.2 

West Midlands 2.3 

Total 21.5 
 

Net value with multipliers following 15% increase in visitor footfall (all attractions) 

Worcester 1,085,059 

West Midlands 150,782 

Total 1,235,842 
 

Net FTE jobs supported following 15% increase in visitor footfall (all attractions) 

Worcester 19.8 

West Midlands 2.4 

Total 22.3 

 
 
 
 

 
 

 

34 
This is in addition to staff positions employed directly by Museums Worcestershire. 
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4.3 Visitor profile 
 

4.3.1 Unsurprisingly the profile of visitors to main attractions reviewed for this study – The 

Commandery, the City Art Gallery & Museum and Hartlebury share many of the features 

discussed in Chapter 3, though as we will see the age profile of The Commandery in 

particular has been older than the average museum visitor nationally. 

 
4.3.2 There is some evidence, however, that there has been some an increase in visits from 

the family market over the past 7 years or so and thus a shift towards a somewhat 

younger age profile. The changes are based on insights drawn from two surveys: one 

carried out in 2005 and one carried out in 2012. 

 
4.3.3 However, we do stress very strongly that the findings of the surveys particularly the 2012 

survey be treated with a large caveat as they are based on very small samples which 

make the results statistically unreliable. The following analysis of the results of the 

surveys thus needs to be interpreted with the health warning added above. 
 

2005 survey sample size 2012 survey sample size 

The Commandery 66 25 
City Art Gallery & Museum 61 28 
Hartlebury  29 

 

4.3.4 A survey of visitors to The Commandery and the Worcester City Art Gallery & Museum 
carried out in 2005

35 
revealed that: 

 
Table 13: Visitor profiles based on 2005 survey data 

The Commandery City Art Gallery & Museum 

 29% of visitors were staying overnight in 

Worcestershire. 

 40% were visiting for the first time; 

 65% were female; 

 51% were members of a heritage organisation 

 44% were over 55 years 

 21% were visiting with children 

 28% were retired 

 75% were visiting out of ‘general interest’ 

 16% of visitors were staying overnight in 

Worcestershire. 

 18% were visiting for the first time; 

 72% were female; 

 54% were members of a heritage organisation 

 26% were over 55 years 

 18% were visiting with children 

 7% were retired 

 62% were visiting out of ‘general interest’ 

 

4.3.5 The results presented above suggest that Worcester City Art Gallery & Museum attracted 

a younger age profile than The Commandery (the most popular age was the 45-54 age 

band) but the family market was small for both attractions. 

 
4.3.6 More recent research suggests that the profile has changed in a number of ways. A 

survey of visitors carried out at The Commandery, the City Art Gallery & Museum and 

Hartlebury
36 

reveals that visitors have got younger, are more likely to be visiting with their 

children, and are more likely to be visiting for the first time (see tables overleaf). 

 
 
 
 
 
 
 
 

 
 

 

35 
Snap survey software table files supplied by Museums Worcestershire. 

36 
The 2012 survey includes Hartlebury. Previous visitor surveys for Hartlebury was not available. 
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Table 14: Age of adult respondents – aggregated age across all 3 venues (2012) 

16-18 1% 

19-24 6% 

25-34 10% 

35-44 22% 

45-54 22% 

55-64 11% 

65 plus 27% 

Note: Survey report does not split age across the 3 venues 

 

Table 15: Group composition of respondents of visiting (2012) 

  
Commandery 

 
Hartlebury 

Art Gallery & 

Museum 

 
Total 

Partner 24% 28% 32% 28% 

Children 56% 41% 43% 46% 

Grandchildren 4% 28% 11% 15% 

Other relatives 12% 17% 14% 15% 

Friends 16% 14% 11% 13% 

Partner 24% 28% 32% 28% 

 

Table 16: Group composition of respondents of visiting (2012) 

  
Commandery 

 
Hartlebury 

Art Gallery & 

Museum 

 
Total 

Avg. number adults 1.8 2.1 1.8 1.9 

Avg. number children 1.0 1.9 0.7 1.2 

 
 

4.4 Potential catchment market 
 
4.4.1 The research review has established that there is a growing interest in heritage themed 

experiences among domestic visitors. The appeal is strongest, however, with visitors from 

overseas. In the accompanying Civil War report, we established that Worcester did have 

the potential to develop a very compelling Civil War and US Democracy theme as part of  

a wider Worcester ‘heritage city’ offer which would attract the US market in particular. 

However, we also established in the Civil War report that significant investment was 

needed to develop the product and US connections. 

 
4.4.2 ‘Quick wins’ can, however, be made among the domestic market. The national survey 

data (GBTS/GBDVS/IPS) indicates that at present Worcester is primarily a domestic 

destination and within the domestic market, day trips predominate. At museum level, 

Museum Worcestershire’s own visitor surveys has established that the majority of visitors 

to The Commandery, the Art Gallery & Museum and Hartlebury are UK nationals and  

most live relatively close by. Thus, there is already good traction with the domestic market 

and we feel this market offers the greatest opportunity for growth in the near term. 

 
4.4.3 In this section of the report, we identify the specific domestic markets which are most 

likely to be attracted to this type of product offer, the location of these markets and which 

communication channels they are most responsive to. The analysis is based on the UK 
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ACORN segmentation model
37

. It builds on the existing knowledge base of visitor 

demographics derived from the museum surveys by providing further insights into the 

lifestyle, behaviour and attitudes of both current visitors (the ‘core’ audience) and potential 

new visitors (the ‘developmental’ audience). Most crucially, the segmentation analysis 

identifies the geographical catchment area for the museums and the size of the respective 

consumer segments within the catchment. 

 
4.4.4 To carry out the analysis visitor postcodes were gathered at The Commandery and the 

Art Gallery & Museum. In total just over 900 postcodes were gathered. However, 

following deduping this reduced to 401 actual postcodes due to several visitors living in 

the same postcode sector. 

 
4.4.5 The results of the ACORN profiling show us which segments the museums are attracting 

in higher proportions than we would expect from a representative sample of the base 

population. These are the segments that are highly engaged with the current museum 

offer and can be considered as the museum’s core audience segments. Segments with 

strong potential for development (developmental audience) are also presented. In 

sections 4.3.6 to 4.3.10 we present the most engaged segments from the core and 

developmental audiences. However, we acknowledge that marketing budgets are unlikely 

to be available to reach all these segments so in sections 4.4.16 to 4.4.20 we prioritise 

and quantify the segments we believe offer the greatest prospects. 

 
4.4.6 The core audience segments the museums are currently attracting are: 

 
 Wealthy Executives (16% of catchment area) 

 Affluent Greys   (12% of catchment area) 

 Flourishing Families (10%) 

 Prosperous Professionals (3%) 

 Starting Out (13%) 

 Prudent Pensioners (5%) 

 
4.4.7 The Acorn profiling suggests these groups are generally well-off and well educated. They 

are mainly broadsheet newspaper readers though some segments read other 

newspapers such as the Mail and the Daily Express. Most segments are avid internet 

users, though they tend to use the internet is used for practical research and news- 

gathering more than for shopping or social activity. Social media will be used more for 

making business contacts rather than leisure activity. With regard to channels of 

communication with the core audience, direct marketing through email and mail are the 

most optimal for these groups. 

 
4.4.8 The core audiences most highly engaged with the heritage offer are presented in Table 

17 overleaf. 

 
 
 
 
 
 
 
 

 
 

 

37 
ACORN - A Classification Of Residential Neighborhoods is developed by CACI Ltd. It is based on hundreds of 

demographic and lifestyle variables of over 40 million people at postcode level in the UK. For the segmentation 
modelling, around 350 variables from the database is used, covering demographics, lifestage, lifestyle interests, 
financial holdings, media consumption, shopping habits and attitudes. 
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Table 17: Core audience profile 

 
 

 
Wealthy 

Executives 

Wealthy Executives are middle aged or older people, with many empty nesters. They are well 
educated individuals with high levels of academic qualification. Most are employed in senior 
managerial positions or run their own businesses. These are consumers with money and the 
space to enjoy very comfortable lifestyles. Many subscribe to a range of magazines and will 
read the Financial Times, and the broadsheet papers. They tend to be frequent users of the 
internet, generally more for practical than entertainment purposes such as shopping and 
keeping up with current affairs, although many will also read the broadsheets. Modern 
technology such as DAB radio, iPads or tablet PC’s, portable media players and smartphones 
are highly likely to be owned. 

 
Affluent 

Greys 

Affluent Greys tend to be older empty nesters and retired couples. They are more likely than 
the general population to be interested in culture and arts. They are more likely to read 
newspapers such as the Daily Telegraph, the Times, the Mail and the Daily Express. There is 
a mix of people who use the internet quite frequently and others who rarely go online. A few 
might own iPads but generally these people do not make extensive use of new technology. 

 
 
 

Flourishing 

Families 

These are high income achievers successfully juggling both jobs and family. Amongst this 
type are some people more likely to regularly read, comment on and write blogs. Long 
established and frequent users of the internet, they will research and purchase a variety of 
goods online. These families might well research topics online including, financial products, 
household utilities, sports equipment, eating out and entertainment. Ownership of 
smartphones, iPads and tablet devices is higher than average. Paid for content and apps for 
these devices tends to focus on music and multi-media, with a wider range of free apps being 
downloaded to phones. 

 

 
Prosperous 

Professionals 

They are well educated and include a mix of families, couples, singles and some retired. They 
read the major broadsheets and have a cosmopolitan outlook, being interested in theatre, the 
arts, and classical music. They are technologically sophisticated, and regularly use the 
internet for organising their leisure, finances or household services. More likely than most to 
own an iPad or similar device, they may use it to access content relating to travel, news, 
weather and to play games and, less frequently, access social networks or read blogs. Social 
networking may be more business focused than personal activity for these people. 

 
 

Starting 

Out 

Starting Out is a group comprised of younger adults, many at the start of their careers, and 
many are in their 20s and 30s. There are a lot of students in this group as well as young 
singles and some families with children under five years old. Most of the individuals are well 
educated to A-level and degree standard. This is the internet generation and they spend more 
time online than average. New technology including smartphones and tablet computers might 
be popular. 

 

 
Prudent 

Pensioners 

Prudent Pensioners are predominantly of retirement age, but are far from inactive. They show 
a marked propensity to be members of bodies such as the National Trust. Many have an 
interested in fine art and antiques, or have hobbies such as photography or arts and crafts. 

While not avid users of new technology a number will own iPads or other tablet devices. While 
many do not use the internet there are also a similar number who are very active online. 
Some typical interests of these people might be wine, antiques, cultural events, walking and 
photography. Readership of the Times and the Telegraph is much higher than average. 

 
 

4.4.9 The results of the ACORN profiling also indicate which segments the museums could 

target as part of future marketing and audience development work. These are consumer 

segments which have some propensity towards arts, culture and heritage and thus may 

have a degree of interest in the English Civil War and related heritage offer. 

 
4.4.10 The developmental audiences identified through the Acorn profiling are presented in 

Table 18 overleaf. All of the developmental groups offer potential for development, 

though according to the Acorn profiling, Secure Families offers the most potential. 
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Table 18: Development audience profile 

Educated 

Urbanites 

These are highly qualified younger people. They enjoy restaurants and bars and are 
interested in theatre and the arts. They are well informed about current affairs, reading The 
Guardian, Financial Times, and Independent. Ownership of iPhones, iPads and other 
smartphone and tablet devices is double the national average. Generally these people access 
the internet quite frequently, to keep up with current affairs, shop, download music or films, to 
watch TV channels and 
the like. 

Secure 

Families 

This group comprise of home-owning families living comfortably in stable areas in suburban 
and semi-rural locations. People are employed in a wide range or occupations including 
middle management and clerical roles. They enjoy leisure activities including golf, eating out 
and gardening. Generally household incomes are a little above the national median. The 
proportion owning a smart phone is above average. Internet use is fairly average with a few 
going online quite frequently, perhaps for games or to download films or music. While they 
may research purchases online fewer than average actually buy online. Papers such as the 
Daily Express or the Daily Mail might have good readership amongst this type. 

Settled 

Suburbia 

This group are up of empty nesters and retired older couples. The working population is in a 
mix of lower management, supervisory, manufacturing and retail jobs. They are unlikely to 
use the internet more than sporadically for practical purposes such as email, purchasing travel 
tickets. New technology is unlikely to attract these people and their phone is unlikely to be 
able to access the internet. They are likely to prefer to be contacted by regular mail rather than 
any other channel. Free digital services are likely to be preferred to a cable or satellite  
service. Whilst most people get their news from the TV, the Daily Mail is the most popular 
newspaper. 

Post 

Industrial 

Families 

Most households are traditional families with school-age children. Typical employment 
involves office or clerical jobs and retail sale jobs. 
Internet use is likely to be below average. The Sun and the Daily Mirror might find readers 
here. This group tends to prefer traditional communication channels, online, email and text 
communication tends to be less liked. 

Blue Collar 

Roots 

These are communities where the majority of employment is in traditional blue-collar 
occupations. Families and retired people predominate with some young singles and single 
parents. They are less likely than average to own a smartphone or to use the internet. Some 
will occasionally shop online, perhaps for clothes or music. Readership of the Star, the Sun, 
the Daily Mirror, the Daily Express, and the Daily Record are all above average. 

 
 

4.4.11 The Acorn segmentation has established the profile of the core and developmental 

audience base and has identified the communication channels most responsive to each 

segment. The next stage is to identify where the segments live. 

 
4.4.12 The results of the Acorn drive-time analysis reveal that the vast majority of current visitors 

and towns and cities most likely to be the source of new visitors are all within a relatively 

small catchment area. The results reveal that: 

 
 Over 62% of visitors come from within a 30 minute drive time radius 

 Over 81% of visitors come from within a 60 minute drive time radius 

 Under 19% of visitors come from over 60 minute drive time radius 
 

4.4.13 There appear to be more visitors travelling to the museum from areas to the north of 

Worcester. Clusters of visitor postcodes can be seen around Kidderminster, Stourbridge, 

Sutton Coldfield, and from the suburbs to the south of Birmingham. Within 30 minutes 

drivetime of the museum, visitors are travelling from Bromsgrove, Stourport-on-Severn, 

and Droitwich (see Fig 6 overleaf). 
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Fig. 6: Drive time area – North 

 

4.4.14 The distribution of visitors to the south of Worcester is noticeably thinner than from the 

north. There are clusters of visitor postcodes around Great Malvern to the west, and 

Evesham to the East. There are fewer visitors from Cheltenham and Gloucester to the 

south, which are both around 45 minutes drive away. 

 
Fig. 7: Drive time area – South 
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4.4.15 Based on the ACORN results, in the following sections we identify the potential groups we feel the museums could benefit from targeting. We feel 

the best prospect groups are Wealthy Executives, Affluent Greys, Flourishing Families, Secure Families, Prudent Pensioners and 

Prosperous Professionals. Consideration should be given to the sizes of the groups within the catchment area in order to prioritise a list of 

groups to take forward into future marketing and programming. Tables 19 to 24 show the top 20 postcode sectors by number of adults who belong 

to that ACORN group. The listed postcode sectors in the tables have been limited to the 60 minute catchment area. 

 
4.4.16 Wealthy Executives represent 16.3% of the catchment market. Table 19 shows that approximately 22,130 people from the Wealthy Achievers 

group live in Solihull, accounting for 29% of the top 20 postcode sectors for this group. 

 

  

Table 19: Wealthy Executives - 16.3 % of catchment market 

Post code Town County Number 

B91 1 Solihull Warwickshire 5528 

B91 3 Solihull Warwickshire 5160 

WS14 9 Lichfield Staffordshire 4799 

B97 5 Redditch Worcestershire 4777 

CV7 7 Coventry West Midlands 4657 

B93 9 Solihull Warwickshire 4177 

DY9 0 Stourbridge Worcestershire 4106 

B93 8 Solihull Warwickshire 4065 

WR9 7 Droitwich Worcestershire 3983 

CV34 6 Warwick Warwickshire 3755 

WS5 3 Walsall Staffordshire 3579 

WR7 4 Worcester Worcestershire 3439 

B74 4 Sutton Coldfield Warwickshire 3312 

B91 2 Solihull Warwickshire 3200 

CV8 2 Kenilworth Warwickshire 3183 

B75 6 Sutton Coldfield Warwickshire 3080 

B74 3 Sutton Coldfield Warwickshire 3079 

GL12 8 Wotton-under-Edge Gloucestershire 2995 

B60 1 Bromsgrove Worcestershire 2974 

B45 8 Birmingham West Midlands 2967 
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4.4.17 Affluent Greys represent 11.6% of the catchment market. Table 20 shows that the largest proportion of people (10,356) from the Affluent Greys 

group live in Hereford, accounting for 23% of the top 20 postcode sectors for this group. 

 
 

  

Table 20. Affluent Greys - 11.6% of catchment market 

Post code Town County Numbers 

HR6 0 Leominster Herefordshire 3115 

HR8 2 Ledbury Herefordshire 2753 

WV6 8 Wolverhampton Staffordshire 2654 

HR2 8 Hereford Herefordshire 2623 

GL55 6 Chipping Campden Gloucestershire 2603 

WR12 7 Broadway Worcestershire 2512 

HR7 4 Bromyard Herefordshire 2477 

HR9 7 Ross-on-Wye Herefordshire 2268 

HR1 3 Hereford Herefordshire 2262 

SY8 4 Ludlow Shropshire 2209 

GL54 5 Cheltenham Gloucestershire 2097 

WR15 8 Tenbury Wells Worcestershire 2088 

WV16 6 Bridgnorth Shropshire 2069 

WR8 0 Worcester Worcestershire 1912 

HR4 7 Hereford Herefordshire 1900 

CV8 1 Kenilworth Warwickshire 1838 

HR4 8 Hereford Herefordshire 1814 

GL19 3 Gloucester Gloucestershire 1810 

 

HR9 6 
 

Ross-on-Wye 
County of 
Herefordshire 

 

1799 

HR1 4 Hereford Herefordshire 1757 
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4.4.18 Flourishing families represent 9.8% of the catchment market. They are found in a number of towns in Worcestershire and neighbouring 

counties. The largest proportion of people from this group live in Gloucester (6,261 people and account for 16% of the top 20 postcode sectors for 

this group) and Solihull (5,528 people and account for 14% of the top 20 postcode sectors for this group). 

 

 

  

Table 21: Flourishing Families - 9.8% of catchment market 

Post code Town County Number 

GL2 4 Gloucester Gloucestershire 2640 

GL17 9 Drybrook Gloucestershire 2559 

B73 5 Sutton Coldfield Warwickshire 2545 

GL16 7 Coleford Gloucestershire 2363 

CV32 7 Leamington Spa Warwickshire 2217 

BS16 6 Bristol Gloucestershire 2181 

CV3 6 Coventry West Midlands 2147 

GL4 5 Gloucester Gloucestershire 1966 

B91 1 Solihull Warwickshire 1949 

WR4 0 Worcester Worcestershire 1938 

B76 1 Sutton Coldfield Warwickshire 1924 

DY13 8 Stourport-on-Severn Worcestershire 1917 

B97 5 Redditch Worcestershire 1816 

B90 2 Solihull Warwickshire 1796 

B90 4 Solihull Warwickshire 1783 

BS34 8 Bristol Gloucestershire 1720 

DY6 9 Kingswinford Staffordshire 1712 

DY3 3 Dudley Worcestershire 1708 

GL2 0 Gloucester Gloucestershire 1655 

WR5 3 Worcester Worcestershire 1645 
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4.4.19 The ACORN group Secure Families represents 13.1% of the catchment market. Table 22 shows that approximately 46,209 people from the 

Secure Families group live in Birmingham, accounting for 52% of the top 20 postcode sectors for this group. 

 

 

  

Table 22: Secure Families - 13.1% of catchment market 

Post code Town County Number 

B28 0 Birmingham West Midlands 5934 

DY5 2 Brierley Hill Staffordshire 5755 

B42 1 Birmingham West Midlands 5687 

B42 2 Birmingham West Midlands 4779 

B26 1 Birmingham West Midlands 4761 

WV12 5 Willenhall Staffordshire 4754 

B26 3 Birmingham West Midlands 4585 

B90 2 Solihull Warwickshire 4559 

B45 9 Birmingham West Midlands 4544 

B44 8 Birmingham West Midlands 4528 

CV31 2 Leamington Spa Warwickshire 4286 

DY8 5 Stourbridge Worcestershire 4163 

GL2 0 Gloucester Gloucestershire 4036 

WV4 5 Wolverhampton Staffordshire 3999 

B20 1 Birmingham West Midlands 3947 

CV3 2 Coventry West Midlands 3859 

B98 0 Redditch Worcestershire 3827 

DY8 4 Stourbridge Worcestershire 3758 

B43 5 Birmingham West Midlands 3724 

B28 8 Birmingham West Midlands 3720 
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4.4.20 The ACORN group Prudent Pensioners represent 4.5% of the catchment market. Table 23 shows that approximately 5,615 people, accounting 

for 28% of the top 20 postcode sectors for this group live in Birmingham. 

 

 

  

Table 23: Prudent Pensioners - 4.5% of catchment market 

Post code Town County Number 

CV37 6 Stratford-Upon-Avon Warwickshire 1782 

GL50 2 Cheltenham Gloucestershire 1322 

B31 2 Birmingham West Midlands 1207 

B73 5 Sutton Coldfield Warwickshire 1146 

CV34 4 Warwick Warwickshire 1130 

B30 1 Birmingham West Midlands 1100 

B91 2 Solihull Warwickshire 1015 

B27 6 Birmingham West Midlands 993 

WR14 3 Malvern Worcestershire 946 

GL1 3 Gloucester Gloucestershire 921 

HR1 2 Hereford Herefordshire 915 

B90 1 Solihull Warwickshire 904 

BS16 1 Bristol Gloucestershire 877 

B14 6 Birmingham West Midlands 852 

CV5 7 Coventry West Midlands 845 

CV32 6 Leamington Spa Warwickshire 822 

GL7 2 Cirencester Gloucestershire 787 

WS9 8 Walsall Staffordshire 755 

B17 0 Birmingham West Midlands 742 

B24 0 Birmingham West Midlands 721 
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4.4.21 Prosperous Professionals represent 3.8% of the catchment market. 50% people living in the top 20 postcodes for this group live in Birmingham 

(approximately 13,000 people). 

 

 

  

Table 24: Prosperous Professionals3.3% of catchment market 

Post code Town County Number 

B13 9 Birmingham West Midlands 2740 

B17 9 Birmingham West Midlands 2468 

CV32 5 Leamington Spa Warwickshire 2195 

B14 7 Birmingham West Midlands 2110 

GL50 2 Cheltenham Gloucestershire 1402 

B17 0 Birmingham West Midlands 1373 

WR14 4 Malvern Worcestershire 1220 

CV5 6 Coventry West Midlands 1212 

GL52 6 Cheltenham Gloucestershire 1185 

CV8 1 Kenilworth Warwickshire 1171 

CV32 6 Leamington Spa Warwickshire 1065 

B29 6 Birmingham West Midlands 986 

CV31 1 Leamington Spa Warwickshire 968 

B29 7 Birmingham West Midlands 954 

B15 3 Birmingham West Midlands 873 

B30 1 Birmingham West Midlands 832 

B73 5 Sutton Coldfield Warwickshire 817 

GL52 2 Cheltenham Gloucestershire 802 

GL53 7 Cheltenham Gloucestershire 746 

B13 8 Birmingham West Midlands 683 
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5 Conclusions 
 
5.1 Overview 

 
5.1.1 A significant number of research sources concur that heritage (however defined) is a 

strong driver for tourism globally. The UK is highly ranked for its cultural heritage, with 

overseas visitors having a high propensity to include culture, art and heritage activities 

within their itineraries. 

 
5.1.2 The West Midlands and specifically Hereford and Worcestershire are at present less 

successful in attracting overseas visitors compared to many other historic towns and 

cities. Our research for the English Civil War strand demonstrated how few US tour 

operators included Worcestershire within their tour itineraries, even when some operators 

had tours that passed Worcester on the M5 motorway. 

 
5.1.3 Worcester does however benefit from a comparatively strong domestic market with 

specific strength with the day visitor category. Although these domestic visitors have 

fewer propensities to participate in heritage activities, there has been a positive trend 

across most heritage categories over recent years, indicating future growth potential. 

 
5.1.4 The 2012 museums research and subsequent review of postcodes indicates a very local 

domestic market for The Commandery, the majority of most likely to be day visitors. 

 
5.1.5 The ACORN profiling for The Commandery audience indicates a very wealthy, well 

educated, professional, possibly urban and slighter older core visitor base. Conversely, 

groups underrepresented include ‘aspiring singles’, ethnic communities and those from 

poorer backgrounds. 

 
5.1.6 The statistical requirement to discount economic ‘deadweight’ and ‘additionality’ factors 

works against tourism products with a very high percentage of local day trip visitors. The 

bottom-line net-value impact of £1.07m may appear low but highlights the economic 

importance of attracting both domestic overnight and overseas visitors. 

 

 
5.2 Key learnings 

 
5.2.1 Referring back to the objectives of this research strand our conclusions are as follows: 

 
To identify potential markets for Worcester's Civil War heritage 

 
5.2.2 The ACORN report confirms very local market characteristics in both core audience and 

developmental audience; the reach is very local mainly around the West Midlands area. 

The ACORN audience profiling may be safe to use to identify more general domestic 

markets outside the 60 min drive time using propriety-marketing software. 

 
5.2.3 However we advise caution, as the sample size was relatively small. If Museums 

Worcestershire were to invest in targeted marketing outside the core drive time catchment 

we would recommend additional profiling with visitor data from other similar attractions 

both within the Museums Worcestershire portfolio and from external attractions such as 

the Cathedral, Porcelain Museum and NT Greyfriars. 

 
5.2.4 Our finding from the English Civil War research strand indicate the specific Civil War 

heritage market is primarily but not exclusively limited to education, historians and 
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enthusiasts. There may also be some additional ancestral market potential for those who 

have family connections with the Royalist mercenary forces deployed in Worcester. There 

are also US market development opportunities we cover below. 

 

To identify potential markets for a heritage themed visitor package 

 
5.2.5 Our main recommendation within the Civil War research strand (strand 2) is that the 

Worcester Civil War offer is rolled into a wider ‘Heritage City’ offer, with possibly 

‘Worcester, the Civil War City’ as its USP. The core Cathedral, timber-framed streets, 

riverside, cafes, shops plus civil war trail, Commandery, Fort Royal Hill etc would have a 

far greater resonance with a significantly wider number of visitors. In terms of a Heritage 

City this should have a significantly greater market resonance. 

 
5.2.6 The English Heritage Cities ‘umbrella’ instantly gives visitors both domestic and overseas 

a mental picture of what they should expect: cathedral, historic core, city walls, museums, 

galleries and culture. Worcester can offer the additional riverside experience and the Civil 

War heritage as its core USP, for US markets the Presidential and democracy linkages 

add additional key USP’s
38

. 

 
To discover the strength, quantity and location of these markets, 

both domestic and overseas 

 
5.2.7 The core research clearly demonstrates a growing appetite for heritage product and 

activities within the domestic market, although still only accounting for a small percentage 

of overall domestic visitor activities. The overseas market consistently looks for heritage 

product top be included within their core itineraries. However, the data suggests at 

present the Worcester is mainly attracting a domestic day visitor and at present has 

limited traction within the overseas markets. 

 
5.2.8 The absence of an up-to-date and detailed visitor survey for Worcester and 

Worcestershire is a disadvantage as since 2008 when the last survey was undertaken 

there have been significant changes to the global and domestic visitor economy. We 

would recommend that Museums Worcestershire use its influence to encourage the 

Destination Worcestershire DMO to commission a visitor survey for 2014. 

 
5.2.9 The ACORN profiling as previously discussed gives some indication as to potential 

market profiles. However, we would as stated express some caution if using the findings 

to identify markets outside the core 60-minute drive time. As recommended we would 

advocate some additional profiling to include other local heritage attractions such as the 

Cathedral, NT Greyfriars, Porcelain Museum etc. 

 
5.2.10 In terms of the overseas markets; the UK currently welcomes 2.84m US visitors per 

annum, worth an estimated £2.4bn
39

, therefore this market should be considered in light 
of the strong John Adams/Thomas Jefferson connections. Also from an ancestral tourism 
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Recent research carried out elsewhere gives some credence to this hypothesis. The 2011 Stratford upon Avon 

Visitor Survey reveals that the domestic market is mainly drawn to Stratford by its historical and architectural 
heritage and the scenic walks along the River Avon rather than Shakespearean Houses and Royal Shakespeare 
Theatre, though these are important too, but the latter are far more important for overseas visitors. The survey 
found that a third of domestic visitors named the town’s historical and architectural heritage as main influence for 
visiting and another third named the River Avon (and related waterside activities) as the main influence for 
visiting. In comparison the top reason 64% of overseas visitors named Shakespearean Houses as the main 
influence for the visit compared to only a fifth of domestic visitors. Stratford upon Avon Visitor Survey, Final 
Report 2011. Produced by Stratford-on-Avon District Council, Consultation Unit, November 2011. 
39 

Visit Britain inbound markets by volume 2012 
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market many of the mercenary troops deported post battle of Worcester went to US, so 

there are pockets of Battle of Worcester ancestors across the US. Once the US market 

adds Worcester to its itineraries and is featured with guidebooks and websites other 

overseas markets will inevitably follow. Again a new visitor survey would help identify any 

other specific overseas markets that are naturally attracted to Worcester. 

 

To present the characteristics of these markets; what are their wants 

and needs. 
 
5.2.11 Domestic Day Trip – This market currently makes up a significant percentage of the core 

visitor numbers. Data indicates that they are in the majority coming from under 60  

minutes drive time. These visitors are looking for a multi-faceted visit: shopping, eating & 

drinking and some cultural or historic experience. They require easy access to the City 

Centre, accessible and comparatively inexpensive parking or very good Park & Ride 

facilities. Clear signage and mapping is less of an issue as they often have local 

knowledge or have visited before. They may be accompanying friends and relatives. The 

use of mobile apps and websites is limited but increasing, especially among younger 

visitors seeking online vouchers and deals, some via GPS interaction. 

 
5.2.12 Educational – We within our Civil War report cover the educational marketing in some 

depth, although our research indicates that at present Worcester is not listed as an option 

by the key educational tour operators. Most educational visits appear to come from local 

establishments within the 60-minute drive time. Organised educational tours require 

specific packages to be created for them, ideally directly linking to the national curriculum 

and local exam board requirements. Visits require safe coach drop-off points, free or 

inexpensive coach parking, driver facilities and an itinerary that will fit within a school day 

in terms of travel time to/from Worcester, itinerary whilst on site and suitable location for 

group refreshments. Partnership working with other attractions e.g. Cathedral or NT 

Greyfriars is recommended to create a two-centre itinerary. The use of smartphones 

within this market is near universal, leading to the possibility of creating an educational 

tour app or mobile website to support educational visits to the City. 

 
5.2.13 Group Travel – this market sector continues to grow and evolve, developing away from 

the traditional budget format, group travel organisers are now seeking destinations that 

offer their clients a far more experiential package. Coaches have become more 

comfortable with executive seating, on-board catering, toilets and entertainment. The 

group travel market has a voracious appetite for new destinations they can offer to their 

client base. As with the educational tours above group travel tours require safe coach 

drop-off points, free or inexpensive coach parking, driver facilities and an itinerary that will 

fit within the tour itinerary, whether day-trip or overnight. Only Hartlebury is suitable for 

coach tours in parking terms, although the Commandery reportedly gets many 

educational tours and City Art Gallery & Museum is centrally located within Foregate 

Street. Worcester is not currently a major group travel destination but does have the 

potential to attract group travel operators and organisers. The proposed Worcester 

Heritage City/Civil War City theme will play well into the group travel sector. Again 

partnership working with other attractions e.g. Cathedral, Porcelain Museum or NT 

Greyfriars is recommended to create a multi-site itinerary. 

 
5.2.14 Domestic Overnight – In economic terms the conversion from a day-trip visitor to an 

overnight visitor creates significant additional economic impact in terms of the 

accommodation spend, the evening meal spend and possible retention of the visitor the 

following day. At present Worcester is mainly a day-trip destination. Our anecdotal 

research indicates that the serviced accommodation provision in the City is limited, there 

is at present no four-star provision and user-generated comment on the current providers 
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appears somewhat negative. This area was outside our scope of research but we would 

comment that if the City is to develop its overnight visitor market there does need to be 

sufficient quality accommodation stock to support it. 

 
5.2.15 Overseas – As we have seen from the core research data at present Worcester has 

some but limited traction with the overseas market. Its development as a Heritage City 

should increase the traction with this market, possibly using the proximity of Stratford 

Upon Avon as a leverage point. This market by its nature will require overnight 

accommodation, which we have mentioned previously as a potential issue in terms of 

quantity and quality. The City also needs to think in terms of how accessible and 

understandable it is to an overseas visitor in terms of signage, mapping, tourist 

information and supporting collateral whether physical or online. Overseas visitors are 

users of online resources especially apps and mobile websites, multi-lingual versions 

really send out a message of welcome to visitors who have limited understanding of 

English. For the US market especially, a high degree of customer service and quality of 

attraction is essential. The UK often plays its ‘quaint and quirky’ card as an excuse for 

poor quality and poor customer service. 

 

Test both the Civil War and other themes with these markets for 

attractiveness 

 
5.2.16 The MHM focus group sessions within the Commandery are primarily expected to inform 

this question. We have also undertaken some small-scale market testing within the Civil 

War strand and propose to undertake additional market testing of the selected themes 

within the final product development strand. 

 

To find out how we reach these markets; what are their preferred 

channels 
 
5.2.17 Domestic Day Trip – this key market for Worcester at present, is predominantly local 

within a 60-minute drive time. Therefore the optimum marketing channels will include: 

leaflets, local papers & magazines, local media such as commercial radio and direct mail. 

Social media is certainly increasing its impact especially with events, therefore campaigns 

including Facebook and Twitter should be considered, with Pinterest starting to gain 

popularity with certain market segments, especially female users. The local Commandery 

cardholders present an ideal market from which to maximise social media engagement as 

they are local and can visit all-year round. 

 
5.2.18 Educational – The educational market is a very specific segment. Locally within the 60- 

minute drive time a detailed database of all appropriate educational establishments 

should be built covering state, private, international establishments and appropriate FE 

and HE providers. Ideally the database research should try and identify the decision 

maker for educational visits, head of faculty etc. Promotional methodology should include 

targeted mailshots, telesales, specialist websites, and attendance at educational shows. 

As identified within the Civil War report at present Worcester is not on any of the key 

educational tour operator’s itineraries. This fact should be specifically addressed with 

targeted engagement and product development. 

 
5.2.19 Group Travel – this market is primarily accessed via specialist publications, websites and 

group travel shows/exhibitions. The group travel organisers whether commercial 

operators, club officials, pensioner groups or special interest groups tend to use these 

channels to identify possible destinations for their annual programme or brochure. Our 

field research at ‘Excursions’ group travel show in January 2014 indicated demand for 

destinations such as Worcester, especially those that could package a number of 
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attractions within either a day trip or short-break format. 

 
5.2.20 Domestic Overnight – The fact that this visitor is staying overnight infers that they have 

come from some distance outside the core 60-minute drive time. The ACORN profiling 

may possibly give some steer as to potential markets to target in terms of similarity with 

your core local audience: socio-economic profile, newspaper readership, magazines 

bought, television stations watched, radios stations listened to etc. In an ever-increasing 

digital age the search-terms used within proprietary search engines such as Google and 

the websites subsequently accessed will be increasingly important. Profile on these sites 

whether editorial, advertorial or pure advertising will be additional channels to consider. 

Partnership working with the local DMO and other attractions, accommodation and 

hospitality providers will be important to share costs and collectively benefit from 

exposure to new visitor markets. Attendance at key shows and events should also be 

considered to raise the profile of the destination, combined with extensive PR activity can 

generate media interest in a destination, especially if focussed on a particular theme. 

 
5.2.21 Overseas – directly accessing overseas markets will certainly be cost prohibitive, 

therefore very highly targeted or partnership working is recommended. Visit Britain is the 

primary agency for promoting the UK as an international destination. As local product is 

developed keeping VB informed and engaged will potentially help get the message out to 

overseas markets. Often VB undertakes collaborative marketing campaigns with 

destinations and major attractions; some of these may be appropriate for Worcester. In 

addition direct engagement with overseas tour operators, internationalising local 

websites, seeking reviews, promoting media coverage, organising familiarisation visits 

and targeted marketing for example to ancestral sites are options worth considering. As 

previously identified partnership working with both the DMO and multiple attractions, 

accommodation providers and hospitality businesses will be essential in sharing the cost 

of any such activity. 

 

To discover if a specific distribution channel is required 
 
5.2.22 The product development strand (fourth strand) will identify a number of specific themed 

products that we feel are strong contenders to develop further. The identification of these 

will to some extent lead to the identification of the optimum marketing and distribution 

channels. 

 

 

5.3 Next Steps 
 
5.3.1 The summary ACORN findings within this report and accompanying full ACORN report 

provide baseline market segmentation data for local marketing activity. Using this data 

test marketing packages should be devised with your appointed marketing agency using 

robust response monitoring mechanisms. Ideally joint campaigns with strategic city 

partners e.g. Cathedral, Greyfriars, Porcelain Museum should be sought to share 

marketing costs. 

 
5.3.2 The group travel market offers opportunities to build on Worcester’s popularity as a day- 

trip destination. However, group travel operator feedback indicates that the city needs to 

address both coach parking availability and coach parking pricing to help stimulate this 

market sector. The lack of suitable overnight accommodation was also a significant factor 

preventing inclusion in short-break itineraries. These issues should be prioritised for 

attention by the destination partners. 

 
5.3.3 Worcester’s tourism USP’s need to be agreed by the destination partners; such as 

remaining a pure ‘Heritage City’ or using the Civil War to create a ‘Civil War City’ heritage 

hybrid branding to differentiate from other similar heritage city destinations. If the Civil 
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War is to be included within Worcester’s USP, investment will be required to develop the 

Civil War heritage offer as per the linked report ‘English Civil War in Worcestershire’ 

 
5.3.4 Likewise if Worcester destination partners decide to pursue the US market opportunities 

presented through the US Presidential heritage then significant investment will be required 

in both feasibility and actual product development stages. This investment will be required 

if Worcester is to attract its share of the 2.84m visitor, £2.4bn annual US visitor       

market. 

 
5.3.5 Britain’s Heritage City partnership (subject to its continuation by key partners) would offer 

an additional branding and marketing opportunity for Worcester City. The partnership in 

2014 aims to increase its reach into US markets, which has particular synergies with 

Worcester’s US connections. We would recommend that Worcester destination partners 

formally evaluate whether they should seek to join Britain’s Heritage City partnership. 

 
5.3.6 The Destination Worcester DMO has both a countywide and city focus within its formal 

contractual remit. Within this there are positive synergies and economies of scale yet 

such an arrangement does have the risk that the core Worcester City offer is diluted 

across the wider Worcestershire County offer. In terms of Worcester City as an ‘attract’ 

destination in its own right it is important that the destination partners maintain pressure 

on the DMO to maximise the profile and traction of Worcester as a city destination. 

 
5.3.7 The Destination Worcestershire DMO partners should commission a detailed visitor 

survey for the core 2014 season to update the previous 2008 study. The survey should be 

designed to cover not only the peak season but also significant events within the City  

such as the Worcester Festival. 

 
5.3.8 This report forms one element of a wider four-strand research project. Therefore we 

recommend that this report is considered in conjunction with the finding from the other 

four-strands. 


