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1 Heritage Product Development 
 

1.1 Introduction 
 

1.1.1 This report references and supports the previous project reports: 
 

‘This really happened here’ 
MHM January 2014 
 
Strengthening Museums & Visitor Economy in Worcestershire 
TSE research March 2014 
 
English Civil War in Worcestershire 
TSE Research January 2014 
 
Marketing Strategy and Action Plan for the Commandery 
Blue Sail March 2014 

 
1.1.2 We also introduce additional research in relation to Elgar and market-testing of concepts 

with consumers and tourism trade operators both domestic and from the United States. 
 

1.2 Concepts examined 
 

1.2.1 We investigate the concept of Elgar, the links to his birthplace museum, links to the wider 
Malverns landscapes and possible scenarios to maximise the visitor connectivity 
between Elgar and Worcester, specifically the City Art Gallery and Museum (Chapter 2). 
 

1.2.2 We further investigate the concept of Worcester as England’s Civil War City and the 
possible product development needed, especially the potential promote the 
Commandery and Fort Royal Park as the core product offer (Chapter 3). 
 

1.2.3 We widen the above to investigate the concept of Worcester as a ‘Heritage City’ offering 
its Civil War heritage as its unique selling point. We outline options for Worcester to 
consider joining the England’s Heritage Cities marketing group (Chapter 4). 
 

1.2.4 We concept test the Elgar, English Civil War and Heritage City proposals with consumers 
via a two-sample market research on-line survey. We provide detailed results and 
interpretation from these surveys online surveys (Chapter 5). 
 

1.2.5 We further investigate the concept of the US Presidential visit and Worcester’s inspiration 
in the creation of the American Declaration of Independence. We market test this and the 
wider potential of ancestral tourism to the US market via a snapshot survey with US 
inbound operators (Chapter 6). 
 

1.2.6 We report back on informal market testing of the Worcester tourism product with group 
travel operators, engaged with at Excursions 2014 Group Travel Show (Chapter 7). 
 

1.2.7 The research and insights provided by this and the other projects will help us focus on 
how best to create the themed products that will achieve the greatest impact with 
consumers in the markets identified, and whether the thematic products resonate locally, 
regionally, nationally or internationally (Chapter 8). 
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2 Edward Elgar and links to Worcester City  
 

2.1 Introduction 
 

2.1.1 Edward Elgar is a highly recognised British composer with an international reputation. His 
connections with the area are well documented and are easily found in both printed and 
on-line resources. Two entries appearing highly ranked on internet searches are: 
 
The Malvern Hills Review writes: Probably Malvern’s most famous son was Edward 
Elgar who is said to have composed much of his music while walking the majestic 
Malvern Hills. Born in 1857 at Lower Broadheath, near Worcester, he lived in and around 
Malvern for much of his life. 
 
The Malvern Hills and surrounding countryside certainly inspired his music, as he lived in 
sight of the hills for about 55 of his 76 years and routinely cycled around the country and 
village lanes during that time. 
 
Largely self-taught as a musician and with a provincial tradesman as a father, Elgar 
struggled to gain recognition for his exceptional musical gifts in class-conscious Victorian 
and Edwardian society. With the support of his devoted wife Alice, he followed his 
vocation to compose, and of course found much of his inspiration from his beloved 
Worcestershire and Herefordshire countryside. Eventually his music became more widely 
appreciated, and his talents were rewarded with greater public recognition and honours 
including a baronetcy. 
 
Elgar wrote “Music is in the air all around you, you just take as much as you want”, and 
this inspiration helped him compose absolute classics, such as; Enigma Variations, the 
Pomp and Circumstance marches (one of which was set to words as Land of Hope and 
Glory) along with a whole range of Symphonies, Cantatas, Oratorios and Concertos for 
violin and cello. 
 
Visitors to the area often follow the Elgar Route or Elgar Trail, taking in such places as his 
birth place in Lower Broadheath (now a museum), the music shop that his father owned, 
and the various places he taught and lived later in life. There are prominent statues of 
Elgar in Malvern Church Street, Worcester High Street and near Hereford Cathedral. 
 
He died from cancer on the 23rd February 1934 and is buried in St Wulstan’s Church in 
Little Malvern, along with his wife Alice who died some 14 years earlier in April 1920 
 
The Malvern Beacon Writes: Sir Edward Elgar, renowned composer of, for example, the 
Pomp and Circumstance marches (one of which was set to words as Land of Hope and 
Glory) was born near Worcester and lived in and around the Malvern Hills during his life.  
Visitors to the region often follow the Elgar Route or Elgar Trail, taking in such places as 
his birthplace (now a museum), the music shop that his father owned, and the various 
places he taught and lived later in life.  Indeed there are prominent statues of Elgar in 
Worcester High Street, Malvern Church Street and near Hereford Cathedral. 
 
Certainly the Malvern Hills and surrounding countryside inspired his music - he lived in 
sight of the hills for about 55 of his 76 years and routinely cycled around the country and 
village lanes during that time.   
 
The large Post Office in Great Malvern was a piano shop in the Victorian times. Elgar 
used to give regular piano and violin lessons here and this is where he taught a pupil 
called Caroline Alice Roberts. They fell in love and married three years later, much to the 
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horror of her family who disinherited her for marrying a Roman Catholic, unknown 
musician. 
 
In 1903 Elgar founded the Malvern Concert Club with Arthur Troyte Griffith, a local 
architect, as his enthusiastic secretary.  The loyal support of the membership has enabled 
the club to flourish over all these years, with current numbers running at over 450 and 
often with 600 people attending concerts. 
 
Elgar died from cancer in 1934 and is buried in St Wulstan's Church in Little Malvern, 
along with his wife Alice who had died earlier. 
 

2.2 Elgar Birthplace Museum & Visitor Centre 
 

2.2.1 We visited the Elgar Birthplace Museum as part of the revised brief, took at tour as visitor 
but also had the opportunity to talk to volunteers, staff and the attraction manager. This 
visit helped us to appreciate the possible linkages with Worcester City and the wider 
attraction of Elgar and his connectivity to the nearby Malvern Hills. 
 

2.2.2 Key facts:  
 
• Situated 3 miles west of main City Centre, accessible mainly by car, some public 

transport via bus (more frequently to stop 1 mile away, less to the actual museum). 
 

• Estimated average visit time between 1½ hrs and 2 hrs, longer in summer if 
refreshments taken in the garden. Limited catering in new café bar, group lunches by 
arrangement 
 

• Visitor Centre; provides a modern permanent exhibition of Elgar’s life and works, 
supported by a shop with comprehensive range of music and related merchandise. 
 

• Birthplace Museum/Cottage; situated next to the Visitor Centre is the actual cottage 
where Elgar was born, with recreated rooms and linked displays of life and works. 
 

• Surrounding Victorian cottage garden is very pleasant and has an iconic Elgar statue 
and viewpoint photo opportunity. 

 
2.3 Links to Worcester City 

 
2.3.1 Although Elgar lived and worked in Worcester during his life the greatest touristic 

connectivity seems to be with the adjacent Malvern Hills and Malvern towns where he 
lived in his later years.  
 

2.3.2 Although Elgar is recognised with a formal statue within Worcester City Centre, other 
statues of Elgar can be found at the birthplace museum, in Malvern and even in 
Hereford. Some of these statues, such as the one at the birthplace museum and the one 
in Hereford are designed in such a way to encourage tourists to take ‘photo 
opportunities’ with Elgar. 
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2.3.3 From the wider Strengthening Museums project perspective to improve touristic 
attractiveness, Elgar’s direct linkages to Worcester City provide the main areas from 
which to try and gain leverage into the Commandery and City Art Gallery and Museum. 
  

2.3.4 The Elgar Route (Walking tour of Elgar’s Worcester) is now out of print but can be 
downloaded from the museum website although is very buried within the site1 and is 
currently not functioning. 
 

2.3.5 The Worcester Elgar walking route covers sixteen points of interest within the City Centre 
across a circular walking tour starting in College Street near the Cathedral, progressing 
north as far as Britannia Square and returning south back to the start. At present this 
route makes a passing reference to the City Museum & Art Gallery and starts/finishes a 
few hundred yards away from the Commandery. 
 

2.3.6 In terms of developing additional connectivity with the City Museum & Art Gallery the 
landscape thematic linkages could be developed further, possibly beyond the current 
landscape exhibition Skylight Landscape by Paul Nash & David Prentice. 
 

2.3.7 Potential wider developments could be a permanent ‘Malverns, the landscape that 
inspired Elgar’ exhibition of themed paintings. Depending on obtainability of memorabilia 
and exhibits available to loan, hosting a satellite Elgar ‘taster’ exhibition to be both an 
attraction in its own right but also a promotional tool for the main birthplace museum, 
could also be considered. 
 

2.3.8 In terms of cross-referencing with other Worcester City trails, the suggested wider 
Worcester Heritage Trail should certainly reference the Elgar connections and Elgar Trail 
as additional points of interest. Referencing Elgar on the Civil War Trail is more tenuous 
but a passing reference will help encourage visitor’s wider comprehension of the City. 
 

2.3.9 The current Elgar Worcester walking trail leaflet needs updating, design refreshing and 
content more overtly linked to any Elgar related initiatives, such as within the City Art 
Gallery and Museum. In addition to printed copies both downloadable as PDF and 
responsive on-line and mobile versions should also be available.  
 

2.4 Links beyond Worcester City 
 

2.4.1 There are some brown tourism traffic directional signs to the Elgar Birthplace Museum 
from the City Centre, plus some remaining signage to an Elgar driving route. However 
on-site research indicates that there is some controversy over this official route vs. an 
alternative route published by the museum in a downloadable brochure. 
 

2.4.2 Irrespective if the driving route origins, one single, fully tested and updated Elgar driving 
route should be agreed upon and published accordingly, ideally supported by official 
highway signage, but also available as downloadable files and in formats compatible with 
smartphones and proprietary GPS systems such as TomTom and Garmin. 
 

2.4.3 The driving route should be adapted to formally include Worcester City, linking directly to 
a refreshed and updated Elgar Walking Trail. Ideally linking to a large capacity, centrally 
located car-park thereby maximising the cross-fertilisation between car and pedestrian 
visitors.  
 

                                                        
1 Leaflet http://www.elgarmuseum.org/index.php/the-museum/what-else-to-do/routes 
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2.5 Elgar Itineraries 
 

2.5.1 In terms of itinerary building around an Elgar theme then woven into the wider Worcester 
and Worcestershire product there are a number of key Elgar elements that should be 
considered as component parts of any Elgar themed itinerary:  
 
§ Birthplace Museum & Visitor Centre – Little Broadheath, nr Worcester 
§ Elgar Walking Tour of Worcester City – based around the Elgar Route (walking) 
§ Visit to the ‘Landscapes that inspired Elgar’ collection at City Art Gallery & Museum 
§ Drive to Malverns via part of the Elgar Route (Driving) 
§ Possible inclusion of drive-past Elgar’s past homes (most now private residences) 
§ Walking tour Great Malvern, taking in key locations and Elgar statue 
§ St Wulstans RC Church, Little Malvern where Elgar is buried 
§ Witley Court, where Elgar performed (20mins/10miles from Little Broadheath) 

 
2.5.2 Within Elgar date specific itineraries there is also the opportunity to link to any live Elgar 

performances, recitals, concerts that are taking place in the area e.g. at the Elgar School 
of Music, the Cathedral or major events such as the Three Choirs Festival. 
 

2.5.3 A sample Elgar itinerary is provided in Appendix 1 
 

2.6 Elgar Consumer Feedback 
 

2.6.1 We cover the consumer concept testing in more detail is Chapter 5, however the 
feedback on the specific Elgar questions indicated a slightly lower degree of consumer 
interest than for the Civil War or wider Heritage City themes.  
 

2.6.2 Survey respondents were drawn from the Destination Worcester and Tourism South east 
consumer database (combined sample of 950) and were provided with a short 
background on Elgar supported by a mood image montage (see below) and asked about 
their interest in the following Elgar related activities: 
 
§ Visit the official Elgar birthplace museum and visitor centre, just outside Worcester 
§ Visit the nearby Malvern Hills, the landscape that inspired Elgar 
§ Visit the City Art Gallery displaying an exhibition of famous landscape artists 
§  Visit the places that Elgar lived during his life in the locality 
§  Follow the Elgar driving route around the locality 
§  Follow the Elgar walking trail around Worcester City 
§  Attend a recital of Elgar's work 
§  Attend an event or festival dedicated to just Elgar 
§  Attend an event or festival dedicated to famous English composers including Elgar 

 
 
 
 
 
 
 
 

2.6.3 Visiting the Malvern Hills scored significantly higher on the positive ‘likely/very likely to 
do’ measures than any other Elgar related activity (63%). Visiting the City Art Gallery with 
an exhibition of famous landscape artists scored second highest (42%), with the Elgar 
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walking trail and visiting the birthplace museum close fourth (37%). 
 

2.6.4 Interestingly there was a significant negative ‘not interested/maybe’ response to the three 
listening/experiencing Elgar options; attending an event or festival dedicated to Elgar 
(58%), or the same but including English composers 52%) and attending an Elgar recital 
(49%). 
 

2.6.5 The Elgar Walking Trail showed quite a balanced score between the positive ‘likely/very 
likely to do’ at 37% and negative ‘no interest/maybe’ at 38%, whereas the Elgar Driving 
Route scored far lower on the positive ‘likely/very likely to do’ at just 26% and far higher 
on the negative ‘no interest/maybe’ at 51%. Indicating a lower predisposition to partake 
in a car-based driving tour of the area. 
 

2.6.6 Looking between the two survey respondent sources, those respondents from the Visit 
Worcestershire survey were slightly more positively predisposed to all things Elgar, 
whereas the respondents from the TSE database were slightly more negative overall to 
all things Elgar. Familiarity and local knowledge could account for this variance. 
 

2.6.7 In terms of marketing related feedback the combined sample of 950 respondents to the 
Elgar related questions indicated that inclusion of a Malverns landscape related element 
was most popular. Within Worcester City a Landscape art exhibition and Elgar trail 
resonated, with the Birthplace Museum resonating as an edge of City attraction. 
 

2.7 Elgar and the US 
 

2.7.1 This project has also investigated Worcester’s touristic potential with the US inbound 
market through the Jefferson/Adams 1786 Presidential visit and the linkages via 
ancestral tourism from the troops deported to the US following the Civil War (see Chapter 
6). 
  

2.7.2 Elgar also has some direct US connectivity through the fact he visited and toured the US 
four times at the peak of his career. Elgar’s Pomp & Circumstance has been used since 
1905 as the music to accompany most US graduation ceremonies. Therefore many US 
graduates have heard Elgar’s music at one of their significant life events.  
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3 Worcester – England’s Civil War City  
 

3.1 Introduction 
 

3.1.1 The wider concept of Worcester as ‘England’s Civil War City’ is covered in detail within 
the report ‘English Civil War in Worcestershire’ (January 2014).  
 

3.1.2 The importance of the Commandery as a unique Civil War heritage site and now as a 
Civil War themed visitor attraction is covered within the report ‘This really happened here’ 
(January 2014). 
 

3.1.3 These two reports demonstrate that Worcester has unique English Civil War heritage 
offer across City Centre, in the City hinterland and specifically with a number of core Civil 
War sites such as the Commandery, Fort Royal Park and the Cathedral. 
 

3.2 Civil War Touristic Product  
 

3.2.1 In terms of tangible product assets that can form part of a wider Civil War itinerary the 
core City Centre offer based around the current ‘Battle of Worcester City Trail2” has to be 
a key element: The Commandery, Fort Royal Park, Cathedral, King Charles House and 
Friar Street (including Greyfriars House) are currently the main tangible components. The 
City Walls and Guildhall are listed within the trail providing supplementary points of 
interest, including the Tourist Information Centre. 
 
Product/ 
Location Civil War Relevance Current interpretation 

/recommendation Reference Image 

Fort Royal Park 
City (off centre) 

Key location (Civil War & US 
Presidential) 
Specific 

Interpretation Boards/Statue/ 
themed play areas 
 
Lack of overt connectivity to 
rest of City offer. Need to 
formally commemorate US 
Presidential visit at site. 

 

Commandery 
City Centre 

Key location 
Specific 

Multi-themed visitor attraction 
inc CW 
 
MHM recommendations within 
their report, supporting 
observations in TSE report. 

 

Sidbury Gate 
City Centre 

Site of, now road bridge over 
canal 

Plaque and two Civil War art 
installations 
 
Major battle location, some 
recognition but further 
interpretation needed. 
Ambitious local plans for 
statue should be considered. 
Possible site for augmented 
reality interpretation. 

 

                                                        
2 Downloadable trail produced by Battle of Worcestershire Partnership 
http://www.worcester.gov.uk/fileadmin/assets/pdf/Leisure___Culture/archeology/BoW_Download_Leaflet_-_Feb_2011.pdf 
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Friar Street 
City Centre 

Key location 
Generic 

Within City trail leaflet 
 
Should be overt part of the 
CW trail, more interpretation 
within the street at key historic 
waypoints. 

 

Greyfriars 
House 
City Centre 

Correct period and has some 
Civil War references 

NT property, guidebooks etc 
 
NT should be encouraged to 
beef-up CW interpretation 
within property, creating a CW 
story for the family 

 

King Charles 
House 
City Centre 

Key Location 
Specific 

Plaque on building 
 
Key historic location 
recognised with current 
plaque, additional 
interpretation possible. Ideal 
setting for augmented reality 
reconstruction. 

 

St Martins Gate 
City Centre 

Historic Location 
Specific 

Plaque on wall 
 
Very lacklustre interpretation 
and presentation of site.  

 

Guildhall 
City Centre 

Site of, but rebuilt 
Specific 

Civil War Statues 
Tourist Information Centre 
 
Greater emphasis on the CW 
heritage of the site and 
statues, possible scope for 
animatronic Cavalier and 
Roundhead promotional 
displays in forecourt. 

 

Cathedral 
City Centre 

Key location 
Specific 

Guidebooks/Guides 
 
The CW historical importance 
of the Cathedral is relatively 
hidden, this should be 
addressed. 

 
 
       Outside Worcester City 
 

3.2.2 Venturing outside the City: Powick Bridge (1642), Powick Church (1651), River 
Teme/Severn, the 1651 Battlefield and the Ketch viewpoint all are within a few miles of 
each other.  Some of these have individual memorial plaques or interpretation boards but 
do not generally form part of an overall linked Civil War product. 
 

3.2.3 It should be noted that consumer feedback (see Chapter 5) was less positive about 
venturing outside the City Centre to visit battlefield sites with 45% within the negative ‘no 
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interest/maybe’ categories with just 37% in the ‘likely/very likely to do’ categories. 
 
Product/ 
Location Civil War Relevance Current interpretation Reference Image 

Diglis Bridge 
Outside City 

New Bridge but in site of battle 
Specific 

Four statues, 2 x Civil War 
 
Additional interpretation of this 
site should be investigated. 
Site could be used for 
augmented reality.  

Diglis Bridge Image © Matt Bigwood 

Powick Bridge 
Outside City 

Key Location 
Specific 

Memorial stone/plaque sign 
 
Very mixed interpretation of 
this key battlefield site. Also 
access issues for larger 
vehicles and coaches. 

 

Powick Church 
Outside City 

Historic Location 
Specific 

None found 
 
Access to the site is better 
than Powick Bridge and could 
accommodate coach groups, 
interpretation needed.  

 

Ketch Viewpoint 
Outside City 

Historic Location 
Generic 

Interpretation boards 
 
Urban traffic roundabout 
setting of this site negates 
much of the historical 
importance. Need for AR 
technology apparent. 

 
 
  

3.2.4 In addition to the above better known Civil War sites within and outside the City there is 
another layer of potential sites that are currently either without interpretation, have access 
issues or are unsuitable for general viewing. These sites need to be reviewed as part of a 
wider Civil War site audit as to their touristic potential as part of the wider Civil War City 
offer. 
 
Other Locations mentioned as having Civil War connections - but not visited 

Name Location/Notes Interpretation present  

Toposcope In Car park No display material remains  

Bunn’s Hill Currently only by footpath along 
riverside 

On-site interpretation and viewpoint proposed  

Bridges of boats Riverside footpath On-site interpretation and viewpoint proposed  

St John’s church - Church guidebook etc?  

Pitchcroft - Potential for interpretation  

City Walls Various locations Various signs & display boards  

Civil War earthwork defences 
(except Fort Royal) 

No features visible No interpretation  

Tamar Close - No interpretation  

Perry Wood - No interpretation  

Red Hill - No interpretation  
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3.3 Civil War Itineraries  
 

3.3.1 The current Battle of Worcester City Trail and the above listing of Civil War related 
heritage product would inevitably form the core components of any specific Civil War 
themed itinerary. These together with the wider Worcester touristic and heritage product 
would form the potential to create a ‘mix and match’ itinerary. 
 

3.3.2 The nature of the Civil War product lends itself to itinerary structures of varying 
geographic scope. The development of the current core Civil War locations would 
encompass the City Centre product offer, which would be accessed on foot by most 
visitors. Widening the Civil War product geography to include locations such as Diglis 
Bridge may require additional transportation for less mobile visitors. The inclusion of the 
battlefield sites such as Powick Bridge and Powick Church would require a car, coach or 
very detailed public transport instructions.  
 

3.3.3 A sample Civil War Itinerary is provided in Appendix 2. 
 

3.4 Civil War Consumer Feedback  
 

3.4.1 We cover the consumer concept testing in more detail in Chapter 5, however the headline 
survey findings show a near equal split between respondents with an overall positive 
disposition to visiting a Civil War themed location at 38% ‘likely or very likely to visit’ 
versus 37% with a more negative disposition stating they were ‘not interested/maybe’. 
Including the less committal ‘possibly’ responses the figure rises to 61% that would 
‘possibly, likely and very likely’ visit a Civil War themed location.  
 

3.4.2 The additional question widening the Civil War themed location to a ‘Heritage City’ that 
included a cathedral, riverside, shopping, cafes and other cultural attractions resulted in 
the ‘combined ‘likely and very likely to visit’ score jump from 38% to 70%. 
 

3.4.3 Within the subsequent Heritage City question a number of Civil War themed attractions 
were included within the wider Heritage City offer these included: 
 
§ Walking a city centre heritage trail  
§ Visiting a Civil War themed attraction 
§ Visiting a battlefield site overlooking the city 
§ Taking a short excursion to some battlefield sites 

 
3.4.4 With the exception of walking a city heritage trail at 61%, ‘likely or very likely to do’ the 

specific Civil War attractions came out less popular than their more generic alternatives; 
visiting a Civil War themed attraction at 40%, visiting a battlefield site overlooking the city 
at 37% and taking an excursion to a battlefield site at 31%. However, these findings 
should not be viewed as overly negative as Visit England heritage research confirms that 
shopping and eating out remain our most popular leisure activities when on holiday. 
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4 Worcester as a ‘Heritage City’  
 

4.1 Introduction 
 

4.1.1 Worcester’s significant Civil War history has a positive resonance with visitors specifically 
interested this time period and with the wider re-enactment movement. 
  

4.1.2 Our micro-survey undertaken as part of the ‘English Civil War in Worcestershire’ reported 
a softer level of interest for purely a specific Civil War themed offer, with interest 
significantly improving when the Civil War element was presented as a wider ‘Heritage 
City’ with cathedral, riverside, shopping, cafes and cultural offer. We developed this core 
question further for the full consumer survey undertaken in April 2014 (see Chapter 5). 
 

4.1.3 As reported previously and in more detail in Chapter 5, positive consumer reaction to a 
purely Civil War themed location showed a 38% ‘likely and very likely to visit’ propensity, 
when this concept was widened to include a ‘Heritage City’ concept including cathedral, 
riverside, shopping, cafes and cultural activities the ‘likely and very likely to visit’ joint 
responses increased to nearly 70%. 
 

4.2 Britain’s Heritage Cities 
 

4.2.1 Britain’s Heritage Cities was set-up as a joint marketing initiative by a number of heritage 
cities; the consortium currently includes Bath, Carlisle, Chester, County Durham, Lincoln, 
Oxford, Stratford-upon-Avon and York (Stratford interestingly not an official ‘city’). 
 

  
4.2.2 The initiative was originally set-up to promote the consortium members prior to and during 

the 2012 Olympic Games, the initiative has continued beyond 2012 and is currently 
undertaking a review of its primary focus and membership. There is a move within the 
partnership to rebrand the initiative as ‘England’s Heritage Cities’. 
 

4.2.3 In terms of Worcester’s possible inclusion with the marketing consortium the proposed 
thematic identity of Worcester as ‘England’s Civil War City’ sits well within the revised 
branding capitalising on its place as a unique English heritage city. 
 

4.2.4 We have opened very preliminary discussions with Britain’s (England’s) Heritage City 
organisers and flagged Worcester’s potential interest in joining the consortium.  
 
Heritage Cities state their purpose to be: 
 
“Heritage Cities is a partnership of Destinations brought together by common product and 
interests. Its purpose is to share knowledge, benchmark performance, develop evidence 
and deliver messages about the heritage product of England and facilitate joint activity, all 
with the intention of maximising the potential of the cities’ visitor economies”. 
 
Heritage Cities state their Strategic Objectives as follows: 
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• To raise the profile of Heritage Cities and its contribution to the economy with wider 
stakeholders including Government and the private sector.  
 

• To develop a platform to facilitate the sharing of best practice, finding solutions to 
common issues and aspirations including organisational resilience and performance. 
 

• To share and interpret trends and data to the benefit of the organisations and the 
destinations they represent. 
 

• To provide a coherent voice for the English Heritage Cities in national discussions, 
when required. 
 

• To work effectively with Visit England and Visit Britain and other strategic partners, 
contributing to the delivery of the England Tourism framework 

• To provide a platform for joint activity. 
 

4.2.5  Heritage Cities require members to meet the following 5 criteria: 
 
1. Common aim 
Member organisations must aim to maximise economic return from visitors whilst 
managing the associated environmental impacts.  
Worcester should be able to fulfil this criteria �  
2. Geographical location 
Member destinations must be situated in England and regard Visit England as their 
national tourist body.  They should also be located outside of London. 
Worcester fulfils this criteria �  
3. Visitor numbers 
The destinations represented should receive a minimum of 3 million tourist trips per 
annum to the destination, including short breaks and day visits, as measured using 
an economic impact model recognised by the UK tourism industry eg 
Cambridge/STEAM. 
VisitEngland data indicates total tourism visits at 3.8m so criteria is fulfilled �  
Worcester should consider using impact model such as Cambridge/STEAM 
4. Value of tourism 
A benchmark figure of £150 million per annum has been set in relation to visitor 
spend to a destination, as measured using an industry-acknowledged model. 
VisitEngland data indicates current spend at £99.1m this criteria is not fulfilled �  
Worcester should consider using impact model such as Cambridge/STEAM 
5. Product compatibility 
Partners must have a historic city or town as the prime focus/major component of 
their destination, and have product supporting at least four of the following themes: 

•         Cathedrals �   
•         Castles �  

•         World Heritage Sites �  

•         An element of the build environment that locates the origins of the city in one or 
more specific periods of English history �   

•         Architectural ‘must sees’ for national and international visitors originating in a 
period of English history �  

•         Visitor attractions/assets that animate the relevant period of English History �  

•         Festivals and events that are designed to attract out of area visitors �  

Worcester meets five out of the seven themes therefore fulfils this criteria �  
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4.2.6 Worcester currently meets four of the five criteria although currently is under the £150m 
visitor spend benchmark level. We have sought clarification from English Heritage Cities 
as to the methodology in calculating this visitor spend figure, as the inclusion of ‘indirect’ 
and ‘induced’ spend could improve Worcester’s current spend figure considerably. 
 

4.2.7 We would certainly recommend that Worcester should consider commissioning an 
industry recognised volume & value impact study such as Cambridge or STEAM to 
calculate the economic impact of the visitor economy and provide like for like 
methodology to allow comparison and benchmarking against other similar heritage cities. 
 

4.2.8 Heritage Cities previously charged members an annual fee (circa £2,500 per annum) to 
cover the marketing and on-going website costs. These charges are being reviewed and 
we are advised that the fee structure may be significantly reduced to a baseline fee with 
opt-in charges for participation in various marketing campaigns. This is to be confirmed. 
 

4.2.9 We believe that Worcester joining an initiative such as Heritage Cities would be a overtly 
positive move for the City, publicly confirming its aspirations to develop its visitor 
economy and providing a marketing vehicle to further develop the ‘England’s Civil War 
City’ concept. 
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5 Concept testing with UK domestic market  
 

5.1 Introduction 
 

5.1.1 An online survey was carried out among a sample population who enjoy visiting heritage 
destinations to assess product knowledge and the appeal of heritage themed offers 
based around the Civil War and Elgar. The questionnaire used for this research built on 
our earlier evidence gathering exercise to inform the English Civil War strand of the wider 
project.   
 

5.1.2 The survey was emailed to all 23,000 contacts on the Destination Worcester’s (DW) 
consumer database. To gather feedback from a larger geographical audience, Tourism 
South East’s (TSE) consumer database of 30,000 email addresses was also used.  

 
5.1.3 In total, 328 people responded from the Destination Worcester database and 642 people 

responded from the TSE database.  
 

5.1.4 Even though the source databases came from specific regionally based organisations 
the geographic distribution of the survey respondents was widespread across the whole 
UK with an excellent spread across England as the heat maps below demonstrate. 
 

5.1.5 The Destination/Visit Worcestershire respondents did as expected concentrate around 
the West Midlands area, although were not limited solely to this area. The TSE database 
although having a definite south-east and London conurbation concentration did include 
respondents from across England and even a few from Scotland. The two combined 
datasets gave good overall respondent coverage throughout England. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

5.1.6 The results of the online surveys are presented in sections 5.2 to 5.11.  
  

 

  

Visit Worcestershire 
respondents (328) 

TSE Research respondents 
(642) 

Both Visit Worcestershire and 
TSE respondents (970) 



 

15 

 

5.2 Image recollection 
 

5.2.1 When shown four iconic Civil War images (shown below), the results show that 
recollection is higher with the Destination Worcester sample, with 73.1% reporting that 
the images represent something to them compared to 57.5% of the TSE sample.  
 

5.2.2 Overall, only 13% of the total sample reported that they had no recollection of the images 
or that the images did not represent anything to them.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

5.2.3 Respondents were invited to write down what the images represented to them and a 
review of the comments reveal that connection with the English Civil War and associated 
events/themes is the strongest.  
 

5.2.4 Overall, nearly two-thirds of all respondents (60%) mentioned the English Civil War and a 
small proportion (3%) specifically mentioned the Battle of Worcester and another minority 
(4%) specifically reported that the images portrayed Roundheads and Cavaliers.  
 
  Images represent to me ...... 

The English Civil War  60% 

Interesting history/Tudor/Medieval  15% 

Battles/batttle re-enactments (general)  12% 

Roundheads & Cavaliers  4% 

Worcester Commandary  4% 

Battle of Worcester  3% 

Other  1% 
 

5.2.5 Just under a third of the sample did not link the images to any specific event in history 
but rather referred to more general themes. Of these, 15% commented that the images 
portrayed England’s interesting history, and many of these respondents also linked with 
period in history to the Tudor period, although a few went back much further is history 
linking the images to the Medieval period.  
 

5.2.6 A similar proportion of visitors (12%) replied that the images portrayed historical battles 
or modern day battle re-enactments.  

 

Table 1: Whether images represent anything or trigger some recollection 
  DW TSE All 
Base 328 642 970 
Nothing whatsoever 6.4% 16.3% 13.0% 
I have a vague recollection but can't think what 20.5% 26.2% 24.3% 
The images represent ...... to me .... 73.1% 57.5% 62.8% 
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5.2.7 For 4% of respondents the images represented The Commandary and 1% linked the 
images to other historical towns across England including York, Hastings and Stratford. 
 

5.2.8 Although the respondent sample had stated an interest in heritage and been shown 
some iconic images, the recollection rate within the free-flow narrative text element of the 
question was encouraging with a very high recollection of the English Civil War, battle re-
enactments, Worcester and even the Commandery.  
 

5.3 Key word recollection 
 

5.3.1 Respondents are asked about their recollection/knowledge of six key word groups 
related to the Civil War. These were: 
 

1. Cavaliers & Roundheads 
2. King Charles II 
3. Oliver Cromwell 
4. Battle of Edgehill 
5. Battle of Naseby 
6. Battle of Worcester 

 
5.3.2 Overall there was a good recognition (above 70%) for ‘Cavaliers & Roundheads’, ‘King 

Charles II’ ‘Oliver Cromwell’.  
 

5.3.3 Recognition of the iconic battles of the Civil War (Naseby, Edgehill & Worcester) was 
lower, particularly among the TSE sample. 

 
5.3.4 The high level of recognition for ‘Cavaliers and Roundheads’, ‘King Charles II’ and ‘Oliver 

Cromwell’ provide some reassurance that if the English Civil War theme was developed 
there would be a degree of recognition of the key historical figures which could be 
utilised within sub-brands, naming product such as walking trails. 
 

Table 2a: Key word recollection among DW sample 

  
Never 

heard of 

Have 
some 

vague 
recollect

ion 

Have 
heard of 
but don't 

know 
much 
about 

Have 
heard of 

and 
know a 

little 

Have 
heard of 

and 
know a 

lot 

Heard 
and 

know 
little. A 

lot 
merged  

Cavaliers & Roundheads 1.9% 3.4% 12.1% 48.3% 34.4% 82.7% 
King Charles II 0.0% 4.0% 17.3% 46.1% 32.5% 78.6% 

Oliver Cromwell 0.6% 1.5% 12.1% 50.5% 35.3% 85.8% 
Battle of Edgehill 13.0% 11.1% 30.7% 35.3% 9.9% 45.2% 

Battle of Naseby 10.2% 10.2% 32.2% 36.8% 10.5% 47.3% 
Battle of Worcester 13.6% 9.3% 25.7% 33.1% 18.3% 51.4% 
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Table 2b: Key word recollection among TSE sample 

  
Never 

heard of 

Have 
some 

vague 
recollect

ion 

Have 
heard of 
but don't 

know 
much 
about 

Have 
heard of 

and 
know a 

little 

Have 
heard of 

and 
know a 

lot 

Heard 
and 

know 
little. A 

lot 
merged  

Cavaliers & Roundheads 2.8% 6.3% 19.0% 48.9% 23.0% 71.9% 

King Charles II 2.2% 6.0% 23.1% 48.4% 20.3% 68.7% 

Oliver Cromwell 0.8% 3.6% 15.7% 54.7% 25.2% 79.9% 

Battle of Edgehill 23.4% 12.7% 33.5% 25.0% 5.3% 30.3% 

Battle of Naseby 20.0% 12.6% 33.8% 26.7% 6.9% 33.6% 

Battle of Worcester 29.9% 14.9% 31.3% 19.0% 4.9% 23.9% 
 

Table 2c: Key word recollection among all sample  

  
Never 

heard of 

Have 
some 

vague 
recollect

ion 

Have 
heard of 
but don't 

know 
much 
about 

Have 
heard of 

and 
know a 

little 

Have 
heard of 

and 
know a 

lot 

Heard 
and 

know 
little. A 

lot 
merged  

Cavaliers & Roundheads 2.5% 5.3% 16.7% 48.7% 26.8% 75.5% 

King Charles II 1.5% 5.3% 21.2% 47.7% 24.4% 72.1% 

Oliver Cromwell 0.7% 2.9% 14.5% 53.3% 28.6% 81.9% 

Battle of Edgehill 19.9% 12.2% 32.5% 28.5% 6.9% 35.4% 

Battle of Naseby 16.7% 11.8% 33.3% 30.1% 8.1% 38.2% 

Battle of Worcester 24.4% 13.0% 29.4% 23.8% 9.4% 33.2% 
 

5.4 Interest in visiting English Civil War themed destination 
 

5.4.1 Overall, only 12.6% of all respondents stated that they would not be interested in visiting 
an English Civil War themed destination. Results were generally split between “maybe” 
and “possibly” responses on one end and “likely” and “very likely” responses at the other 
end. 
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5.4.2 Interest is somewhat higher among the Destination Worcester sample than the TSE 
sample, though interest among the wider sample is still significant given that well over a 
quarter of TSE sample respondents (28.8%) reported that they might visit if the 
destination was close by or if they had time in their itinerary.  
 

5.4.3 In terms of consumer intentions only the ‘No, not interested’ option gives a definite 
negative response to the Civil War proposition. The ‘maybe’ and ‘possibly’ option 
respondents although not committing to visit offer a sizable potential market that could be 
convinced to visit should the opportunity arise or incentive be sufficient. The ‘likely’ and 
‘very likely’ respondents at 22% and 16% respectively demonstrate a core market that is 
predisposed to the Civil War themed proposition. 
 

5.4.4 With this question we also gave an ‘other’ option which if selected gave to ability to leave 
written comment. Bearing in mind that most respondents (98%) were happy with the core 
options, there were a few interesting narrative comments registered: 
 
“It would be good to have a destination that promoted itself as the English Civil War 
place to visit. I would certainly visit as I am not so clued up on that historical time and 
would learn a great deal” 
 
“A very interesting period of our counties history that has been influential in forming the 
country that we live in today” 
 
“Last year we visited Leicester on a Stay & Play special offer through the Tourist Info 
office, £99 for a nights B&B in a Marriot hotel & then family tickets to 3 x tourist 
attractions. I saw it advertised in one of the magazines that the kids bring home from 
school - (Primary Times?). We thought it fantastic value & recommended to another 
family who are going next month” 
 
“Not sure about 'themed' stuff, it's often very tacky” 
 
“Not directly if interest to me but maybe to my husband or if my child was studying at 
school” 
 

5.4.5 The Civil War City proposition was then expanded with respondents asked if they were 
more likely to visit if the English Civil War themed destination if it was part of a broader 
‘Heritage City’ offer which included a cathedral, riverside experience, good shopping and 
a variety of other types of cultural activities. 
 

5.4.6 Interest was significantly raised with this extension of the destination offer by 
incorporating other attractions and experiences. With 47.5% of the overall sample 
replying they were likely to visit and 22.1% replying that they were very likely to visit. 
Looking at the combined ‘likely/very likely’ responses the widening of the proposition 
from pure Civil War to Heritage City took the response rate from 38% to nearly 70% (see 
Fig. 2 overleaf). 
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5.5 Historic city break activities undertaken 
 

5.5.1 This series of questions were designed to identify at a more granular level what activities 
in an unspecified heritage city would the consumer most likely participate in whilst 
visiting. The list was designed around the Worcester offer although not identified. 
 

5.5.2 When asked about the activities they are most interested in when visiting a heritage 
destination for either a day trip or short break, the most popular activities (over 60% 
when combining results for “Likely, as I have some interest” and “Very likely, as I am very 
interested”) are visiting a cathedral, visiting a historic city centre house, walk a city centre 
heritage trail, visit museums, visit waterside areas, and visit shops. Of these the most 
popular is visiting the riverside areas, with 82.3% of the overall sample reporting their 
interest in this activity.  
 

5.5.3 The activity with the least interest, with 30.9% of the sample reporting an interest in this, 
is taking a short excursion to some battlefield sites.  
 

Table 3a: Activities of interest among DW sample 

  

Never, 
just not 
interested 

Maybe, 
if I had 
time in 
my 
itinerary 

Possibly, 
as I 
have 
some 
vague 
interest 

Likely, 
as I 
have 
some 
interest 

Very 
likely, as I 
am very 
interested 

Visit a cathedral 0.6% 14.0% 11.5% 32.7% 41.1% 

Visit a historic city centre house 0.6% 9.0% 18.4% 35.2% 36.8% 
Walk a city centre heritage trail 0.9% 12.5% 21.2% 36.1% 29.3% 

Visit a Civil War themed attraction 6.5% 21.2% 25.5% 32.4% 14.3% 
Visit a porcelain museum and shop 7.8% 22.1% 29.0% 27.7% 13.4% 
Visit a battlefield site overlooking the city 5.6% 29.0% 25.5% 24.9% 15.0% 

Take a short excursion to battlefield sites 9.7% 33.0% 23.1% 24.6% 9.7% 
Visit the museums 1.6% 15.9% 18.4% 37.4% 26.8% 

Visit the art galleries 5.0% 18.4% 26.2% 27.7% 22.7% 
Visit the riverside areas 0.3% 3.4% 10.0% 41.7% 44.5% 

Visit the shopping streets 2.2% 10.9% 15.3% 36.4% 35.2% 
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Table 3b: Activities of interest among TSE sample 

  

Never, 
just not 
interested 

Maybe, 
if I had 
time in 
my 
itinerary 

Possibly, 
as I 
have 
some 
vague 
interest 

Likely, 
as I 
have 
some 
interest 

Very 
likely, as I 
am very 
interested 

Visit a cathedral 3.9% 15.3% 17.4% 32.5% 30.9% 

Visit a historic city centre house 2.2% 11.4% 21.0% 36.9% 28.5% 

Walk a city centre heritage trail 2.4% 13.7% 25.1% 36.0% 22.9% 

Visit a Civil War themed attraction 10.1% 25.2% 28.5% 25.7% 10.4% 

Visit a porcelain museum and shop 12.8% 26.7% 28.9% 21.1% 10.6% 

Visit a battlefield site overlooking the city 10.1% 25.2% 28.5% 25.6% 10.6% 

Take a short excursion to battlefield sites 15.8% 30.0% 25.1% 20.3% 8.8% 

Visit the museums 1.9% 13.2% 25.2% 35.3% 24.3% 

Visit the art galleries 6.8% 17.0% 24.9% 29.0% 22.2% 

Visit the riverside areas 1.1% 5.4% 13.2% 46.2% 34.1% 

Visit the shopping streets 3.2% 12.1% 18.5% 41.3% 24.9% 
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Table 3b: Activities of interest among all sample 

  

Never, 
just not 
interested 

Maybe, 
if I had 
time in 
my 
itinerary 

Possibly, 
as I 
have 
some 
vague 
interest 

Likely, 
as I 
have 
some 
interest 

Very 
likely, as I 
am very 
interested 

Visit a cathedral 2.8% 14.9% 15.4% 32.6% 34.3% 

Visit a historic city centre house 1.7% 10.6% 20.1% 36.3% 31.3% 

Walk a city centre heritage trail 1.9% 13.3% 23.8% 36.0% 25.0% 

Visit a Civil War themed attraction 8.9% 23.9% 27.5% 28.0% 11.7% 

Visit a porcelain museum and shop 11.1% 25.1% 28.9% 23.4% 11.5% 

Visit a battlefield site overlooking the city 8.6% 26.5% 27.5% 25.3% 12.0% 

Take a short excursion to battlefield sites 13.7% 31.0% 24.4% 21.8% 9.1% 

Visit the museums 1.8% 14.1% 22.9% 36.0% 25.1% 

Visit the art galleries 6.2% 17.5% 25.3% 28.6% 22.4% 

Visit the riverside areas 0.8% 4.7% 12.1% 44.7% 37.6% 

Visit the shopping streets 2.8% 11.7% 17.4% 39.7% 28.4% 
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5.5.4 The Destination Worcestershire respondents had a slightly higher predisposition to be 
‘likely or very likely’ to partake in the listed activities compared with the TSE respondents. 
The marked differences were with the likelihood to visit a cathedral, civil war themed 
attraction and porcelain museum and shop; possibly reflecting a degree of local 
knowledge.  
 

5.5.5 As reflected in wider Visit England surveys core leisure activities such as shopping and 
visiting a riverside came out as a near universal popular choice.  The core Heritage offer 
also resonated well with the ‘likely and very likely’ respondents. Conversely the excursion 
to visit a battlefield site fared badly across both respondent groups but particular badly 
with the TSE sample where nearly 16% said they were not interested. 
 

5.5.6 In terms of Worcester’s wider Heritage City proposition the shopping offer and riverside 
experience should be very much included within the marketing mix. The synergies 
between tourism and supporting the retail and hospitality sectors should not be 
underestimated. The Worcester City Business Improvement District should take an active 
role in maximising the spin-off benefits that increased visitor numbers can bring. 
 

5.6 Most enjoyable features of visit 
 

5.6.1 After drilling down into more granular views on specific tourism elements within a 
heritage city, we zoomed out to ascertain opinions on the wider facets of visiting heritage 
attractions. This was to provide a more generic insight into what the respondents found 
most enjoyable about visiting heritage destinations. 
 
 
 
 
 



 

23 

 

5.6.2 The survey findings reveal that what people enjoy most about visiting historic 
destinations is the opportunity to find out more about one’s history (31.3%). Other 
enjoyable features include the opportunity to have a nice day out in lovely surroundings 
(23.3%), to wander and absorb the atmosphere (19.3%) and to enjoy something that is 
informative and educational (21.1%).  
 

Table 4: Most enjoyable features of visit 

  DW TSE All 

Base 328 642 970 

I'm interested in finding out more about our history 33.3% 30.3% 31.3% 

It's a nice day out in lovely surroundings 22.1% 23.9% 23.3% 

I like to just wander and absorb the atmosphere 21.2% 18.3% 19.3% 

I enjoy something that is informative and educational 17.8% 22.7% 21.1% 

I like the opportunity to get into the detail of things 4.0% 3.0% 3.4% 

I'm not very interested in heritage attractions 1.6% 1.7% 1.7% 
 

5.6.3 In terms of variance between the two databases there was very little differential on most 
options with the exception of a near 5% positive differential on the ‘informative and 
educational’ option with the TSE respondents.  
 

5.7 Level of interest in Elgar related activities  
 

5.7.1 Respondents were provided with a short background on Elgar and asked about their 
interest in Elgar related activities.  
 

5.7.2 Among the Destination Worcester sample, interest is greatest in visiting the nearby 
Malvern Hills. Combined results for likely to visit and very likely to visit show that 77.8% 
of DW sample respondents have a strong interest in visiting. Around half of the DW 
sample (51.7%) reported that they are likely or very likely to visit the Elgar birthplace 
museum and visitor centre.  
 

Table 5a: Interest in Elgar related visits among DW sample 

  

No, not 
interest
ed 

Maybe 
if it was 
close 
by and I 
had 
time on 
my 
itinerary 

Possibl
y as I 
have 
some 
vague 
interest 

Likely 
as I 
have 
some 
interest 

Very 
likely as 
I am 
very 
interest
ed 

  Likely 
/ Very 
likely 
merged 

Visit the official Elgar birthplace museum and visitor 
centre, just outside Worcester 8.8% 24.5% 15.0% 33.2% 18.5% 51.7% 
Visit the nearby Malvern Hills, the landscape that 
inspired Elgar 1.6% 9.7% 11.0% 31.7% 46.1% 77.8% 
Visit the Worcester City Art Gallery displaying an 
exhibition of famous landscape artists 5.3% 19.1% 25.7% 30.1% 19.7% 49.8% 
Visit the places that Elgar lived during his life in the 
locality 11.3% 25.1% 25.1% 28.2% 10.3% 38.5% 
Follow the Elgar driving route around the locality 16.6% 25.1% 24.1% 23.8% 10.3% 34.1% 

Follow the Elgar walking trail around Worcester City 11.6% 20.4% 23.2% 28.5% 16.3% 44.8% 
Attend a recital of Elgar's work 22.6% 21.9% 21.3% 22.3% 11.9% 34.2% 
Attend an event or festival dedicated to just Elgar 24.1% 26.3% 23.2% 18.2% 8.2% 26.4% 
Attend an event or festival dedicated to famous 
English composers including Elgar 20.7% 25.4% 23.2% 19.4% 11.3% 30.7% 
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5.7.3 Interest in Elgar is generally lower among the TSE sample, though over half (55.8%) 
reported that they are likely or very likely to visit the Malvern Hills.  

 
Table 5b: Interest in Elgar related visits among TSE sample 

  

No, not 
interest
ed 

Maybe 
if it was 
close 
by and I 
had 
time on 
my 
itinerary 

Possibl
y as I 
have 
some 
vague 
interest 

Likely 
as I 
have 
some 
interest 

Very 
likely as 
I am 
very 
interest
ed 

  Likely 
/ Very 
likely 
merged 

Visit the official Elgar birthplace museum and visitor 
centre, just outside Worcester 15.2% 29.0% 26.5% 18.1% 11.3% 29.4% 
Visit the nearby Malvern Hills, the landscape that 
inspired Elgar 6.2% 16.3% 21.7% 34.7% 21.1% 55.8% 
Visit the Worcester City Art Gallery displaying an 
exhibition of famous landscape artists 14.7% 22.0% 25.4% 24.1% 13.8% 37.9% 
Visit the places that Elgar lived during his life in the 
locality 18.9% 29.5% 28.7% 15.2% 7.8% 23.0% 

Follow the Elgar driving route around the locality 26.3% 29.0% 22.2% 14.6% 7.9% 22.5% 

Follow the Elgar walking trail around Worcester City 17.1% 24.2% 25.0% 23.0% 10.6% 33.6% 

Attend a recital of Elgar's work 26.3% 24.9% 20.9% 16.8% 11.1% 27.9% 

Attend an event or festival dedicated to just Elgar 32.8% 28.5% 18.7% 12.7% 7.3% 20.0% 
Attend an event or festival dedicated to famous 
English composers including Elgar 24.6% 30.0% 19.2% 17.4% 8.9% 26.3% 

 
5.7.4 In terms of consumer intentions only the ‘No, not interested’ gives a definite negative 

response option to the Elgar proposition. Compared with the earlier questions on the 
Civil War themed city and the wider Heritage themed city, the Elgar proposition received 
significantly higher levels of negative responses, especially around performance and 
event options. This could partially be attributed to the survey selection criteria of being 
interested in heritage tourism rather than classical music, but a degree of caution should 
be observed about overemphasising the Elgar connections to a wider non-specialist 

Table 5c: Interest in Elgar related visits among all sample 

  

No, not 
interest
ed 

Maybe 
if it was 
close 
by and I 
had 
time on 
my 
itinerary 

Possibl
y as I 
have 
some 
vague 
interest 

Likely 
as I 
have 
some 
interest 

Very 
likely as 
I am 
very 
interest
ed 

  Likely 
/ Very 
likely 
merged 

Visit the official Elgar birthplace museum and visitor 
centre, just outside Worcester 13.1% 27.5% 22.6% 23.2% 13.7% 36.9% 
Visit the nearby Malvern Hills, the landscape that 
inspired Elgar 4.6% 14.1% 18.1% 33.7% 29.5% 63.2% 
Visit the Worcester City Art Gallery displaying an 
exhibition of famous landscape artists 11.6% 21.1% 25.5% 26.1% 15.8% 41.9% 
Visit the places that Elgar lived during his life in the 
locality 16.3% 28.0% 27.5% 19.6% 8.6% 28.2% 

Follow the Elgar driving route around the locality 23.1% 27.7% 22.8% 17.7% 8.7% 26.4% 

Follow the Elgar walking trail around Worcester City 15.3% 22.9% 24.4% 24.8% 12.5% 37.3% 

Attend a recital of Elgar's work 25.1% 23.9% 21.1% 18.6% 11.4% 30.0% 

Attend an event or festival dedicated to just Elgar 29.9% 27.8% 20.2% 14.5% 7.6% 22.1% 
Attend an event or festival dedicated to famous 
English composers including Elgar 23.3% 28.4% 20.5% 18.1% 9.7% 27.8% 
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audience. Further research on Elgar and his touristic impact should be considered. 
 

5.7.5 Looking at the combined results (likely/very likely), the Elgar options gained most positive 
reaction when combined with a more traditional touristic activity such as visiting a 
beautiful (implied) landscape (63%) or visiting an art gallery displaying landscape artists 
(42%). The Birthplace Museum did register nearly 40% positive ‘likely or very likely’ to 
visit, but this should be tempered against a 50% response in the more neutral 
‘maybe/possibly’ responses and 13% in the ‘no not interested’ negative response. 
 

5.7.6 We were surprised in light of the growth in visitors seeking experiences and attending 
performances that the options to attend an Elgar recital, event/festival or a wider 
event/festival of English composers gained lower respondent traction.  This could be 
attributable to a lack of knowledge about Elgar and appreciation of English composers. 
 

5.8 Level of interest in Worcester themed short breaks  
 

5.8.1 Linked to our discussions with ‘Great Little Heritage Breaks’ we wanted to test further the 
proposition of short breaks offering a number of themed options. For this question the 
respondents were informed that the short break would be in a city such as Worcester 
and would be inclusive of accommodation, breakfast and entry into named attractions or 
participating in named activities.  
 

5.8.2 The results reveal that interest is lowest in a short break theme around Elgar. A quarter 
of the DW sample (25.8%) and 28.3% of the TSE sample replied that they are not 
interested in such a themed short break. 

 
5.8.3 However, the majority of respondents expressed some level of interest in all the themed 

short breaks from “Maybe if I had time and budget” to “Very likely as I am very 
interested”.  

 
5.8.4 Among the sample interest is highest (combining likely and very likely) in visiting 

Worcester for a short break themed around the City Centre attractions, including a 
guided tour of the Cathedral and free entry into the famous Worcester Porcelain museum 
(49.3% DW sample and 40.1% TSE sample) and in visiting Worcester for a short break 
themed around local gastronomy including a talk on local produce by a food journalist 
followed by an evening meal at an award winning restaurant (49.4% DW sample and 
39.9% TSE sample).  
 

Most popular short break themes - Combined respondents indicating ‘likely or very likely’ 
  DW TSE All  
Short break themed around the composer Sir Edward Elgar, including a 
guided walking tour and free entry into his birthplace museum and 
visitor centre 28.3% 25.6% 26.5% 
Short break themed around the English Civil War, including entry to the 
Civil War Centre, guided tour of the City and visit to key battlefields/ 
locations nearby 37.6% 30.1% 32.6% 
Short break themed around Art & Culture, including a guided tour of the 
Art Gallery and Museum, and free entry to a country Castle museum 
just outside the City 36.9% 33.4% 34.6% 
Short break themed around the City Centre attractions, including a 
guided tour of the Cathedral and free entry into the famous Worcester 
Porcelain museum 49.3% 40.1% 43.2% 
Short break themed around local gastronomy including a talk on local 
produce by a food journalist followed by an evening meal at an award 
winning restaurant 49.4% 39.9% 43.1% 
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5.8.5 Interest in visiting Worcester for a themed short break around the English Civil War and 
around Arts and Culture is lower; around a third (32.6% and 34.6%) of the overall sample 
reported that they are likely or very likely to visit Worcester on such themed breaks. 
Though lower than City Centre and Gastronomy, this still represents a sizeable potential 
market. 
 

5.8.6 There were some differences between the DW sample and TSE samples. Overall the 
TSE sample was generally less positive towards the short breaks (-2.7% to -9.5%) than 
the DW sample, reflected in the lower ‘likely/very likely’ figures. Most marked were the 
City Centre and Gastronomy themes which were nearly 10% lower than DW sample 
respondents. 

 
5.8.7 Detailed breakdown of all responses per short break theme, per sample and combined 

sample are as follows: 
 

Table 6a: Short break themed around the composer Sir Edward Elgar, 
including a guided walking tour and free entry into his birthplace museum 
and visitor centre 

 
DW TSE All  

Base  328 642 970 

No, not interested 25.8% 28.3% 27.4% 
Maybe if I had time and budget 24.8% 27.8% 26.8% 

Possibly as I have some vague interest 21.0% 18.5% 19.3% 
Likely as I have some interest 20.7% 17.7% 18.7% 
Very likely as I am very interested 7.6% 7.9% 7.8% 

 
Table 6b: Short break themed around the English Civil War, including entry 
to the Civil War Centre, guided tour of the City and visit to key battlefields/ 
locations nearby.  

 
DW TSE All  

Base  328 642 970 

No, not interested 18.5% 23.9% 22.1% 
Maybe if I had time and budget 21.3% 23.3% 22.6% 

Possibly as I have some vague interest 22.6% 22.6% 22.6% 
Likely as I have some interest 22.0% 21.0% 21.3% 
Very likely as I am very interested 15.6% 9.1% 11.3% 

 
Table 6c: Short break themed around Art & Culture, including a guided tour 
of the Art Gallery and Museum, and free entry to a country Castle museum 
just outside the City 

 
DW TSE All  

Base  328 642 970 

No, not interested 14.0% 17.7% 16.4% 
Maybe if I had time and budget 25.5% 23.6% 24.2% 

Possibly as I have some vague interest 23.6% 25.4% 24.8% 
Likely as I have some interest 26.1% 22.8% 23.9% 

Very likely as I am very interested 10.8% 10.6% 10.7% 
 
 
 
 
 
 

18%	  likely	  to	  
take	  and	  8%	  
very	  likely	  to	  
take	  short	  

break	  themed	  
around	  Elgar	  

21%	  likely	  to	  
take	  and	  11%	  
very	  likely	  to	  
take	  short	  

break	  themed	  
around	  

English	  Civil	  
wAR	  

24%	  likely	  to	  
take	  and	  11%	  
very	  likely	  to	  
take	  short	  

break	  themed	  
around	  	  

Art	  &	  Culture	  
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Table 6d: Short break themed around the City Centre attractions, including 
a guide tour of the Cathedral and free entry into the famous Worcester 
Porcelain museum 

 
DW TSE All  

Base  328 642 970 
No, not interested 10.8% 13.8% 12.8% 

Maybe if I had time and budget 17.8% 22.0% 20.6% 
Possibly as I have some vague interest 22.0% 24.1% 23.4% 
Likely as I have some interest 31.8% 26.8% 28.5% 

Very likely as I am very interested 17.5% 13.3% 14.7% 
 

 
Table 6e: Short break themed around local gastronomy including a talk on 
local produce by a food journalist followed by an evening meal at an award 
winning restaurant 

  DW TSE All  

Base  328 642 970 

No, not interested 15.90% 16.70% 16.40% 

Maybe if I had time and budget 15.90% 19.90% 18.60% 

Possibly as I have some vague interest 18.80% 23.40% 21.90% 

Likely as I have some interest 28.70% 25.80% 26.80% 

Very likely as I am very interested 20.70% 14.10% 16.30% 
 

5.9 Who visits are usually taken with  
 

5.9.1 In addition to specific questions set in relation to the main study criteria we asked a 
number of standard tourism questions to give additional context to the study. 

 
5.9.2 The results of the survey reveal that when people visit historic destinations, they usually 

do so with a spouse/partner. Overall, 62.2% of the sample replied that they visited with a 
spouse or partner.  
 

Table 7: When visiting a historic town or city in the UK, who would you typically visit with? 

 
DW TSE All  

Base 328 642 970 
With family which includes children (aged 0 to 8 years) 8.5% 15.7% 13.3% 

With family which includes children (aged 9 to 14 years) 10.7% 12.9% 12.2% 
With family which includes children (aged over 14 years) 7.9% 12.9% 11.2% 
With my spouse/ partner only 72.3% 57.0% 62.2% 
With friends 17.4% 23.2% 21.2% 
With friends and family 13.4% 19.5% 17.4% 
On my own 7.6% 12.0% 10.5% 
With a social club or special interest group 4.6% 3.1% 3.6% 
Other type of group 1.2% 1.1% 1.1% 

Note: multi response permitted 
 

5.9.3 Overall, 36.7% visit as a family with children (all ages combined).  
 

29%	  likely	  to	  
take	  and	  15%	  
very	  likely	  to	  
take	  short	  

break	  themed	  
around	  City	  
Centre	  

attractions	  
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5.10 Age composition of historic destination visitor 
 

5.10.1 Confirming wider research on the profile of heritage visitors, the survey found that 
respondents interested in visiting historic destinations are older.  Among the DW sample, 
57.0% of visitors are over 55 years of age. The TSE sample are somewhat younger with 
41.6% in the age range of 55 years and over. 
 

Table 8: Age category of respondent 

 
DW TSE All  

Base 328 642 970 

21 and under 0.0% 0.3% 0.2% 
22 to 34 5.5% 7.9% 7.1% 
35 to 44 11.0% 20.2% 17.1% 
45 to 54 25.0% 29.1% 27.7% 
55 to 64 32.0% 26.5% 28.4% 
65 and over 25.0% 15.1% 18.5% 
I prefer not to say 1.5% 0.8% 1.0% 

 
5.11 Information used to plan a UK holiday, short break or day out 

 
5.11.1 Significant changes to how visitors plan and gather information have taken place over 

recent years. The dominance printed guides and reference books has shifted to the use 
of on-line resources ranging from commercially available information e.g. Lonely Planet, 
information published by the destinations themselves such as ‘visitxdestination.com’ 
sites and becoming increasingly used and trusted user generated sites such as 
TripAdvisor.  
 

5.11.2 The results reveal a high degree of similarity between the DW and TSE respondents in 
the travel/trip information search behaviour, indicating that the findings are highly 
reflective of behaviour at the more general population level.  

 
5.11.3 The most common source of information is the internet. Combining results for information 

sources used ‘Most times’ and ‘Always’ reveals that overall 89% of the sample search for 
travel/trip information on the internet (90% DW and 88% TSE).  

 
5.11.4 The next most popular source of information is the official Tourist Board website (41% 

overall, 46% DW and 39% TSE). 
 

5.11.5 A significant proportion of consumers ‘Most times/Always’ search for information from 
Trip Advisor reviews (37% overall, 35% DW and 38% TSE), or seek get local advice at 
the destination (37% overall, 36% DW and 36% TSE), or visit the Tourist Information 
Centre (34% overall, 41% DW and 30% TSE). 

 
5.11.6 Just under a quarter seek information from family and friends (23% overall, 21% DW and 

23% TSE).  
 

5.11.7 A fifth refer to guide books (20% overall, 28% DW and 16% TSE).  
 

5.11.8 The use of social media for gathering travel/trip information was lower at 6% overall (4% 
DW and 8% TSE).  
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Table 9a: Information sources used among DW sample  

 
Never Rarely 

Some-
times 

Most 
times Always 

I use guide books 8.8% 17.4% 45.4% 21.3% 7.0% 
I call the Tourist Information Centre (before 
leaving) 43.0% 34.8% 14.6% 5.5% 2.1% 

I visit the Tourist Information Centre (when there) 7.6% 11.0% 40.2% 27.1% 14.0% 
I search the Internet for information 0.0% 0.3% 10.1% 38.4% 51.2% 

I use the official Tourist Board website 8.2% 12.5% 33.5% 32.9% 12.8% 
I refer to Trip Advisor 16.2% 17.7% 30.8% 21.3% 14.0% 

I refer to social media (e.g. Facebook) 65.9% 17.7% 12.5% 2.7% 1.2% 
I ask friends and family 7.9% 20.4% 50.6% 16.8% 4.3% 
I get local advice when at the destination 5.5% 13.1% 45.4% 26.8% 9.1% 
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Table 9b: Information sources used among TSE sample  

 

 
 Rarely 

Some-
times 

Most 
times Always 

I use guide books 10.1% 28.2% 45.8% 12.5% 3.4% 
I call the Tourist Information Centre (before 
leaving) 54.0% 29.0% 12.1% 3.6% 1.2% 

I visit the Tourist Information Centre (when there) 10.6% 18.1% 41.7% 21.8% 7.8% 

I search the Internet for information 1.1% 0.8% 9.8% 33.6% 54.7% 

I use the official Tourist Board website 8.9% 12.1% 39.7% 25.7% 13.6% 

I refer to Trip Advisor 13.4% 17.8% 31.2% 24.5% 13.2% 

I refer to social media (e.g. Facebook) 49.4% 26.5% 16.5% 5.9% 1.7% 
I ask friends and family 6.1% 18.2% 52.3% 15.9% 7.5% 

I get local advice when at the destination 4.2% 14.3% 45.5% 26.9% 9.0% 
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Table 9c: Information sources used among all sample  

 
Never Rarely 

Some-
times 

Most 
times Always 

I use guide books 9.7% 24.5% 45.7% 15.5% 4.6% 
I call the Tourist Information Centre (before 
leaving) 50.3% 30.9% 13.0% 4.2% 1.5% 

I visit the Tourist Information Centre (when there) 9.6% 15.7% 41.2% 23.6% 9.9% 

I search the Internet for information 0.7% 0.6% 9.9% 35.3% 53.5% 

I use the official Tourist Board website 8.7% 12.3% 37.6% 28.1% 13.3% 

I refer to Trip Advisor 14.3% 17.7% 31.0% 23.4% 13.5% 

I refer to social media (e.g. Facebook) 54.9% 23.5% 15.2% 4.8% 1.5% 

I ask friends and family 6.7% 19.0% 51.8% 16.2% 6.4% 
I get local advice when at the destination 4.6% 13.9% 45.5% 26.9% 9.1% 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

5.11.9 Respondents were also given the option to list ‘other’ sources of information used to plan 
their holiday, short break or day out. Within the narrative given specialist magazines, 
magazine articles and newspaper articles were often cited. Sales brochures and travel 
agents also were quoted in a few responses.  
 

5.12 Visitor Survey 
 
This consumer survey has been a significant contributor in helping inform this report, 
gleaned from 970 consumer responses. As identified in previous reports Worcester has 
not commissioned a full visitor survey since 2008. This ‘on the ground’ survey with actual 
visitors to the City we believe will also assist with developing the tourism potential of the 
City. We recommend that the tourism partners consider commissioning such a survey 
possibly for late 2014 and shoulder season but certainly for the full 2015 season.  
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6 US Presidential Visit and Ancestral Tourism 
 

6.1 Introduction 
 

6.1.1 The US Presidential visit to Worcester in 1786 is covered in detail within the report 
‘English Civil War in Worcestershire’ (January 2014).  
 

6.1.2 In touristic terms this visit to the City by two major-league US Presidents provides 
potential in itself, the additional fact that there are well-documented connections between 
Worcester, The English Civil War and the inspiration behind the American Declaration of 
Independence, co-authored by John Adams and Thomas Jefferson adds further leverage. 
 

6.1.3 Ancestral tourism i.e. tracing back family history and visiting key locations, has been 
increasing in popularity as amateur genealogy has become more accessible through on-
line resources such as commercial genealogical websites and as government’s across 
the world digitise and publish archives and historical records in the public domain. 
 

6.1.4 Worcester has some resonance with the specific US ancestral tourism market as a 
significant number of the defeated Royalist troops from the Battle of Worcester were 
deported to the US following the end of the war. The well-documented voyage of the 
‘John and Sarah’ to Boston in 1652 cites it was carrying nearly 300 ‘Scotch prisoners’ 
from the Battle of Worcester. Other references to deportation to the US can be found. 
 

6.2 Worcester’s US product development 
 

6.2.1 Concept testing the Civil War, Heritage and Elgar product was comparatively 
straightforward using UK consumer databases. Testing the very hypothetical US inbound 
potential touristic product presented a greater challenge. 
 

6.2.2 At present Worcester has very little actual tourism ‘product’ to satisfy the inbound US 
market in terms of commemorative statues, exhibitions, artefacts, memorabilia or visitor 
resources. Therefore in terms of our research we have had to present the ‘art of the 
possible’ to the market. 
 

6.2.3 To assist with this task we worked in collaboration with a specialist US inbound 
consultancy who have over 30 years built up a robust network of inbound US tour 
operators with experience and knowledge of the UK market, able to give us reliable 
feedback on the US Presidential and ancestral tourism themes.  
 

6.3 US themed product concept testing 
 

6.3.1 Firstly we need to understand the size of the US inbound market. In 2012 an estimated 
2.97 million visitors came from the US, representing 9% of all visits to the UK, 3rd behind 
France and Germany. It is estimated that the US inbound market is worth £2.44bn in 
2012, the number one inbound market by value to the UK3. 
 

6.3.2 In a vast market such as the US it is vital to understand how travel products are promoted 
and how the US consumer is eventually engaged. It is perhaps less well known that under 
5% of US citizens travel abroad, although England (9% of all trips) is still the most popular 
destination, it is important to understand the route to market. 

                                                        
3 VisitBritain inbound tourism report April 2013 
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6.3.3 In recent years, main street and shopping mall travel agencies have been disappearing 
as owners and their agents switch to working from home.  This has made tracking them 
down more difficult, but most of them belong to consortia that champion their interests. 
One of the best ways of reaching US travel agents is through becoming a preferred 
vendor for the consortia.    
  

6.3.4 For the purposes of this survey, we engaged the assistance of Paull Tickner, creator of 
Special Interest Britain, and an expert in developing customized niche travel programs for 
the United Kingdom and Ireland. Paull works as a preferred partner with three of the 
consortia - The Ensemble Travel Group, The Leisure Travel Alliance and the National 
Association for Career Travel Agents. 
 

6.3.5 A Proposition was developed outlining the attractions of Worcester as a Heritage City, it’s 
Civil War connections and the US Presidential and ancestral proposals. This was 
accompanied by a short survey and emailed, through Paull Tickner, to a select list of US 
Travel Agents. 
 

6.3.6 The Survey questions covered five areas:- 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

1. The respondents were asked to rank in preference the three ‘brands’ on the basis 
of initiating a visit to the City –  

a. Worcester Heritage City  
b. Worcester England’s Civil War City 
c. Worcester – Birthplace of Modern Democracy 

 
2. A list of 9 product offers were briefly described and the respondents were again 

asked to rank them on the basis of how key they would see them being to the 
offer. 
- Commandery 
- Fort Royal Hill 
- Guided Tour of the City 
- Cathedral 
- King Charles House 
- Royal Porcelain Museum 
- NT Greyfriars 
- General riverside, shopping, cafés 
- Elgar’s Birthplace 
 

3. The respondents were asked what the likely length of visit to Worcester might be 
based on the Proposition – a half day, a full day, an overnight stay or a short 
break. Again they were asked to rank from least likely to most likely. 
 

4.  The respondents were asked a straightforward Yes or No question on whether 
the US Presidential product would make them more likely to add Worcester to 
their itineraries. 
 

5. The respondents were asked a straightforward Yes or No question on whether 
they thought there was any potential in the Ancestral Civil War connection.  
 

Respondents were also invited to make comments on all of the questions if they 
wished. 
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6.4 US concept testing results 
 

Question 1 – Branding 
 

6.4.1 The preferred general proposition was for ‘Worcester Heritage City’ whilst the Birthplace 
of Modern Democracy was seen to be more attractive than the England’s Civil War City. 
 

6.4.2 There were a number of comments from the agents that the American knowledge of the 
English Civil War is generally so poor that it holds little interest for them. Also there was 
some potential confusion between English Civil War and American Civil War. 
 
Question 2 – Product Offer 
 

6.4.3 From the most popular 1. to the least popular 9. were: 
 

Rank Product Offer Individual Comments 
1 Guided Tour of the City ‘good for orientation’ 
2 Fort Royal Hill ‘new information on well known and 

respected Americans’ 

3 Worcester Cathedral ‘Cathedrals always have appeal’ 

4 Commandery ‘nice variety’ 
5 Royal Porcelain Museum ‘US tourists love English china!’ 

6 King Charles House ‘pubs are always popular’ 
7 NT Greyfriars ‘National Trust properties are popular’ 

8 Elgar’s Birthplace ‘If you are doing Elgar, then Malvern 
should be included – the Hills and water 
are famous!’ 

9 General Riverside, 
Shopping, Cafe 

No specific comments made 

 
6.4.4 Additional comments in this section included: 

 
‘I’m not sure that the US market would be particularly interested in the English Civil War, 
as they don’t study it much over here. Cathedrals and culture are always interesting 
though.’ 
 
‘Most US visitors will be more interested in the history as it concerns the US.  English Civil 
War, though interesting, will be secondary to most visitors, and may not be a strong 
selling point. Once there, though, the Civil War and its implications to the US will be a 
wonderful lesson and worthy of further exploration.’ (on Commandery).  
 
‘Americans are woeful on English history; many don’t even know that England had a civil 
war. Those sites would not draw many American visitors’ 
 
These reinforce that for the US Market the English Civil War is far less of an attractive 
proposition against the wider ‘Heritage City’ offer. 
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Question 3 – Length of Stay 
 

6.4.5 The US operators had varying views on ideal length of stay.  
 
 
 
 
 
 
 
 

6.4.6 Paull Tickner gave two examples of packages that he felt could be sold as an overnight 
stay:- 
 
‘ ...a late afternoon arrival with a tour of the Cathedral and Choral Evensong, a scene 
setting talk over dinner and an overnight.  On Day 2, the morning walking tour, 
Commandery and visit to Fort Royal Hill with a pub lunch (King Charles).’ 
 
‘...a late morning visit to Fort Royal Hill, a pub lunch (King Charles), the Commandery visit 
and walking tour finishing at the Cathedral and an overnight in Worcester leaving after 
breakfast the next day.’ 
 
Question 4 – US Presidential angle 
 

6.4.7 87% of respondents answered Yes to this question. Comments included:-  
 
‘Sounds interesting!’ 
‘This would definitely appeal to Americans’ 
‘It would depend on the rest of the tour’ 
 
Question 5 – Ancestral Tourism 
 

6.4.8 75% of respondents answered Yes to this question although there was generally less 
certainty in the positive responses. Comments included:- 
 
‘but only if you could trace them once they came to the US’ 
‘It might work for some companies.’ 
‘It would take some educating of the American public, but it could work, esp. for groups’ 
‘I’m not sure how you would approach this; perhaps through genealogy societies’ 
 

6.5 US concept testing conclusions 
 

6.5.1 English Civil War theme was a more difficult sell owing to perceived lack of general 
knowledge on English history and possible confusion with American Civil War. 
 

6.5.2 Worcester as a ‘Heritage City’ resonated very well with the US operators when combined 
with the US Presidential connections increased attractiveness considerably. 
 

6.5.3 The historic heritage product within Worcester resonated the strongest, guided tours, Fort 
Royal Hill, Cathedral, Commandery and Porcelain Museum. Elgar resonated less well but 
was commented on in relation to the Malverns. 
 

6.5.4 Overnight stays and full-day visits were most favoured with half-day visit felt as too short 
and short-break felt as being too long. This does have implications for the 

Rank Duration Comments 
1 Overnight ‘this gives enough time to really see things’ 
2 Full day ‘if one hustles and makes it a 9-8 day, it could be done.’ 
3 Half Day ‘too much to do for just half a day’ 
4 Short Break ‘not enough to interest Americans for a long weekend’ 
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accommodation stock issue identified within Worcester City. 
 

6.5.5 The ancestral tourism market was positively received but with caveats that additional 
research would be necessary, linking to genealogical societies and specialist providers. 
 

6.6 What US product could look like? 
 

6.6.1 Telling the US ‘story’ will be critical: 
 
Memorial plaques/statues & interpretation to Jefferson & Adams on Fort Royal Park 
 
Augmented reality re-enactment of the 1786 visit and famous John Adams speech 
 
Dedicated US Presidential visit exhibition at the Commandery 
 
Development of ancestral linkages that could stimulate US interest in Worcester 
 
US consumer quality proofing the locations & attractions that would be on the itinerary 
 
Develop Elgar’s US credentials via his US visit history and musical graduation links 
 

6.6.2 US Operators surveyed: 
 
Operators home location is not necessarily indicative of their geographic operational 
reach as many operate on-line across the whole US and beyond. 
 

Zoomers,  Gant Vacations 

Sun City, Texas Itasca, Illinois 

Shapiro Travel Resources Travelstore VIP 

New York, N.Y. Los Angeles, L.A. 

Simply Europe Travel Edgewood Travel 

Clanton, Alabama Savannah, Georgia 

Reformation Tours Brownell Travel 

Belleville, Illinois Atlanta, Georgia 

Cleland Travel Planners Ruth’s Travelshop 

Lookout Mountain, Tennessee Marietta, Georgia 

British Holidays Leisuretime Travel 

Columbus, Ohio Detroit, Michigan  

Vista Travel  Frosch Vacations 

Las Cruces, New Mexico Chalfont, Pennsylvania 

Celias Getaways Paul Tickner4 
Westminster, California Paul Tickner and Associates 

 
 

                                                        

 
4 Paul Tickner Associates is a UK based US inbound specialist consultancy.  
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7 Group Travel Market  
 

7.1 Introduction 
 

7.1.1 The group travel sector is an important and integral market within the Travel, Tourism and 
Leisure Industry. In England accounting for 1.89 million overnight trips (a market share of 
2.4% in 2011) and 16 million day trips (a market share of 1.5% in 2011). 
 

7.1.2 Although the average per person day visitor contribution to the local economy is under 
£30, the average group size is 485, therefore potentially contributing £1,436 per group. 
For short-break group travel the visitor contribution rises to £1506, therefore across a 
group size of 48 the potential group contribution rises to over £7,000. 
 

7.1.3 To informally gauge the group travel trade perceptions of Worcester as a group travel 
destination we attended the UK’s largest group travel show ‘Excursions’ held at Alexandra 
Palace in January 2014. The show had 260 exhibitors with an estimated 1,340 visitors to 
the show throughout the day.  
 

7.2 Group travel operator feedback 
 

7.2.1 We identified a number of group travel operators exhibiting at the show that currently 
offered group tours to city locations similar to Worcester. We took the opportunity to ask 
these operators for their feedback on Worcester as a group travel destination. 
 

7.2.2 Group travel operators interviewed: 
 
§ Simply Groups – West Yorkshire 
§ Harry Shaw – Coventry 
§ Success Tours – Wiltshire 
§ Majestic Tours – Devon  
§ Norman Allen Group Travel – Hereford  
§ Tailored Travel – London  
§ Interchoice – Wolverhampton  
§ Saga Travel – Kent  

 
7.2.3 Some operators did go to Worcester but mainly for Christmas Market/Fayre 

http://www.visitworcestershire.org/about-worcestershire/Worcester-Christmas-Fayre.aspx 
 

7.2.4 Those operators whose packages included overnight stays unanimously commented on 
lack of accommodation, suitability of accommodation for group travel, the perceived 
quality of the accommodation stock and price as in was perceived to be expensive. 
 

7.2.5 There was a number of general comments regarding the perceived lack of and expensive 
price of coach parking. They commented that other destinations catered far better for 
coaches with central parking, free of low charges and facilities for drivers. 
 

7.2.6 There was interest in Worcester being repackaged as a 'Civil War City' but tempered with 
not losing the wider ‘Heritage City’ branding that they felt had a wider consumer appeal. 
 

                                                        
5 National Group Travel Report 2011 - QA Research 
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7.2.7 There was some interest in the possibility of creating tours around the Civil War theme if 
they included attendance at an event such as a re-enactment or festival. Itineraries would 
need to include elements that appealed to both male and female visitors. 
 

7.2.8 There was interest in packaging Worcester with Elgar and the Malverns but work would 
be needed to identify various itinerary components, including suitable accommodation 
and coach parking facilities. Utilising the driving tour routes was commented upon. 
 

7.2.9 As expected there was little interest in US Presidential visit and Democracy but some 
commented that the Americans would love it, but there needed to be a tangible product 
for them. The operators commented that this would need to be packaged and sold to the 
travel operators specialising in US inbound visitors. 
 

7.2.10 Overall there were no unduly negative comments about Worcester in general, there was 
certainly interest in reviewing it as a group destination if there was investment in product 
development and related facilities for group travel visitors, including accommodation, 
coach parking, driver’s facilities and availability of suitably trained tour guides. 
 

7.2.11 All the operators spoken to would be happy to give more detailed feedback on a one to 
one basis. 
 

7.3 Group travel promotional opportunities 
 

7.3.1 We noted at Excursions how many destinations were 
now taking space to promote their group travel offer. 
The organisers claim that over 1,300 group travel 
organisers visited the show.  
 

7.3.2 The most recent published research shows that Excursions at Alexandra Palace is the 
single most popular group travel trade show with 35% of organisers who attended a show 
in a year choosing to attend it6. 
 

7.3.3 We also noted that in addition to many single DMO/DMP or local authority led stands we 
observed that many destinations were exhibiting on a consortium basis to reduce 
individual costs and bring additional staffing resource to service the stand.  
 

7.3.4 Worcester’s tourism sector presents a possible future consortium that may wish to 
participate in a future group travel exhibitions such as Excursions: 
 
 
 
 
 
 
 
 
 

7.3.5 In addition to Excursions, many regional group travel shows take place that are well 
publicised in the main group travel print and online publications: Group Leisure, Group 
Travel Organiser and Group Travel World. 
 

                                                        
6 National Group Travel Report 2011 - QA Research 

• Commandery 
• Cathedral 
• Porcelain Museum 
• Greyfriars House 
• Tudor House 
• City Centre BID 

 

• Worcester Festival 
• Worcester Christmas Markets 
• Worcester Racecourse 
• Elgar’s Birthplace Museum 
• Spetchley Park 
• Witley Court 
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8 Conclusions and Recommendations  
 

8.1 Introduction 
 

8.1.1 This report has investigated further five key thematic strands in terms of heritage product 
development:  
 
§ Edward Elgar and links to Worcester City  
§ Worcester – England’s Civil War City  
§ Worcester as a Heritage City  
§ US Presidential Visit and Ancestral Tourism  
§ Group Travel Market 

 
We summarise below our findings and conclusions giving recommendations and 
guidance to the next-steps required to progress forward. 
 

8.2 Edward Elgar and links to Worcester City 
 

8.2.1 We believe that Edward Elgar is a recognised historic figure, considered as one of the 
great English composers. However we believe and have found this confirmed through the 
consumer testing, that the Elgar ‘brand’ has a lesser resonance with visitors than other 
elements of the Worcester product offer. 
 

8.2.2 Saying this, there is still a huge level of interest in the premier English composers; their 
works regularly top classical music polls and charts. There is consumer interest in 
attending performances and performing the music, although this interest is more 
specialist and niche rather than mainstream. 
 

8.2.3 Audiences and participants tend to be in the older age range and from higher socio-
economic groups. BBC Radio 3’s audience is 60% over age 55 and 30% between 35-54. 
Classic FM has aimed to attract a younger audience achieving a listener age range of 35-
54 from which 69% are from ABC1 socio economic groups. 
  

8.2.4 This is not necessarily a negative, as this age and socio-economic profile closely match 
the consumer which often has an interest in history and heritage, enjoys taking short 
breaks, participates in group travel activities and in many cases have grown-up children 
so are therefore able to have flexibility on leisure and holiday choices. 
 

8.2.5 In terms of touristic potential, Elgar’s Birthplace Museum adjacent to Worcester City offers 
an additional component to add to a Worcester itinerary. The museum was very well 
presented and offered a positive experience to visitors, even if they were not Elgar or 
classical music aficionados. 
 

8.2.6 The museum had strong links to the nearby Malverns, but possibly could have made 
more of Elgar’s Worcester connections to help facilitate cross-promotion back to the City. 
This will be especially important if the Elgar walking trail, landscape exhibition and 
possible satellite exhibition of Elgar’s time in Worcester are developed further. 
 

8.2.7 Walking a (generic) City Centre heritage trail was one of the most popular potential 
activities highlighted in the consumer survey with over 60% of respondents ‘likely or very 
likely’ to do it. Within the Elgar specific questions the ‘likely and very likely’ interest in a 
walking trail softened to 37% although was still the third most popular option. 
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8.2.8 In terms of product development, the currently ‘hidden’ Worcester Elgar walking trail 
needs redevelopment. The City Art Gallery and Museum is on the trail but only just as a 
passing reference. The revised Elgar trail needs to better link with the other core City 
attractions, aiming to cross-promote them as part of the supporting information provided. 
 

8.2.9 The previous trail was only available as a leaflet (now out print) and PDF download, the 
revised version needs to be compatible with mobile technology and mapping applications. 
As with our recommendations for a Civil War themed walking trail, there is an opportunity 
to create highly recognisable and iconic markers along the route, which will also help 
promote it to passing visitors. 
 

8.2.10 There are opportunities for the City Art Gallery & Museum to further capitalise on the 
Elgar connections. Building on the current landscape exhibition, considering a permanent 
exhibition of ‘Landscapes that inspired Elgar’ would be one option. This could directly link 
to Elgar via his music and to the nearby Malverns as the subject matter. 
 

8.2.11 To further develop the Elgar connectivity and reasons to visit the City Art Gallery & 
Museum, a permanent ‘Elgar’s life in Worcester’ exhibition should be considered. Working 
as a satellite from the Birthplace Museum, this micro museum could feature artefacts and 
memorabilia from Elgar’s time in Worcester, but overtly cross-promoting the main offer 
that can be found at the Birthplace Museum and Visitor Centre. 
 

8.2.12 Elgar has been the subject of many statues, some very memorable offering visitors photo 
opportunities, such as the bench at the Birthplace Museum and the bicycle at Hereford. 
The Worcester Elgar statue is a very traditional ‘man on a plinth’ format. Possibly as part 
of the City’s bid for City of Culture a new statue could be commissioned that would have 
real interactive possibilities, sited at a key Elgar location within the City, offering a ‘must 
do’ photo opportunity, linking to the Elgar walking trail. 
 

8.2.13 The duplication and confusion over Elgar driving routes has been covered previously, 
there is scope to rectify this issue and develop the route to use the City as a core element 
of the driving route, providing an opportunity to park and walk the City Elgar Trail. 
 

8.2.14 In terms of short breaks, although the Elgar themed short break option was the least 
popular across the ‘likely and very likely’ respondents, and had the highest ‘not interested’ 
response there was still underlying core interest in it at 26.5%. The more specialist, less 
mainstream nature of the subject as covered above should be considered as a factor. 
 

8.2.15 In terms of short break development, packaging and marketing, this is now predominantly 
done on-line by specialist tour operators such as ‘Great Little Breaks’. They can target 
special interest product to specific audiences and promote product through search engine 
optimisation methods. The previous need to publish expensive printed brochures has 
largely been negated, allowing the direct servicing of niche and specialist markets. 
 

8.2.16 The short-break market provides opportunities not just for Elgar themed breaks but 
across Worcester’s core touristic offer, however the consistent feedback from all 
operators that knew Worcester, was the lack of suitable bed-space within the City. 
 

8.2.17 Summary Table: 
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Headline recommendation and next steps Potential Partners 

Redevelop and re-launch the Worcester Elgar walking 
trail creating greater links with City Art Gallery and 
Museum, linking/aligning to a wider City Heritage Trail or 
Civil War themed trail. Supporting the trail with 
appropriate technology e.g. mobile access 

Elgar Museum 
Museums Worcestershire 
Visit Worcestershire 
Worcester BID 
City & County Councils 

Investigate an ‘Elgar’s life in Worcester’ permanent 
exhibition at the City Art Gallery & Museum 

Elgar Museum 
Museums Worcestershire 

Investigate a ‘landscapes that inspired Elgar’ permanent 
exhibition at the City Art Gallery & Museum 

Elgar Museum 
Museums Worcestershire 
Public & Private collections 

Commission a memorable, quirky, photo-opportunity 
friendly statue of Elgar for Worcester City Centre  

Elgar Museum 
Museums Worcestershire 
City & County Councils 
Worcester BID 

Work with County Council to resolve confusion over 
Elgar driving routes and to maximise the connectivity to 
City Centre via single high-profile driving route 

Elgar Museum 
Museums Worcestershire 
City & County Councils 

Refine the Elgar themed ‘short-break’ itineraries to 
maximise consumer appeal based on consumer 
feedback 

Elgar Museum 
Museums Worcestershire 
Visit Worcestershire 

 
8.3 Worcester – England’s Civil War City 

 
8.3.1 The core conclusions and recommendations are contained within the main ‘English Civil 

War in Worcester’ report.  
 

8.3.2 Worcester has an enviable unique selling point of being the location of the ‘first and last 
battle of the English Civil War’, it has a wealth of linked heritage product to support this, 
and the two core assets of the Commandery and adjacent Fort Royal Park.  The possible 
branding around ‘Worcester - England’s Civil War City’ is entirely justified. 
 

8.3.3 The main report has identified that there is the urgent need for investment in product 
development. At present Worcester’s Civil War credentials are largely hidden and 
needing investment both financial and in human support capacity. This core development 
is not the sole responsibility of the public sector but will need a cross-cutting partnership 
approach across the public, private and voluntary sectors.  
 

8.3.4 The consumer research demonstrated a remarkably high recollection of the Civil War, 
many core facets were correctly identified providing sub-branding opportunities, and the 
free-flow respondent narrative indicated an appreciation of Civil War related activities 
such as battle re-enactments and the educational value of visiting heritage destinations. 
 

8.3.5 When presented in touristic terms there was still strong interest in a ‘Civil War City’ with 
38% stating they would ‘likely or very likely’ visit such a destination. The uncommitted 
‘possibly and maybe’ respondents made up 50%, with only 11% stating they had ‘no 
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interest’ in visiting. 
 

8.3.6 Within the wider questions contained in the consumer survey, Civil War related product 
remained popular throughout, with the main exception of visiting battlefield sites outside 
the City.  
 

8.3.7 The main report also identifies that the Civil War has resonance with many specialist and 
niche markets such as the hobbyist, enthusiast and educational markets. Overseas 
visitors are also highly predisposed to visiting historical and heritage destinations.  
 

8.3.8 Summary Table: 
 

Headline recommendation and next steps Potential Partners 

With a view to taking forward the work commissioned by 
Museums Worcestershire either form a new steering 
group or reconstitute an existing group to lead on the 
development of the ‘Worcester, England’s Civil War City’ 
theme. This group must be a cross-cutting, public & 
private partnership with key stakeholders and partners 

City & County Councils 
Museums Worcestershire 
Visit Worcestershire 
Worcester BID 
Worcestershire LEP 
Local stakeholder groups 

Building on the previous reports, undertake an ‘audit’ of 
all Civil War related sites in relation to relevance, historic 
importance, current status, state of repair, visitor 
potential and development work required and estimated 
budget to achieve this 

City & County Councils 
Museums Worcestershire 
Visit Worcestershire 
Worcester BID 
Site partners if applicable 

Investigate the development of a ‘Heritage Trail’ as initial 
deliverable project for the group. This would be a cross-
cutting initiative benefiting both visitor economy and 
wider commercial core of Worcester City. If creative and 
innovative could kick-start the ‘Civil War City’ concept 

City & County Councils 
Museums Worcestershire 
Visit Worcestershire 
Worcester BID 
Worcestershire LEP 
Local stakeholder groups 

Museums Worcestershire take forward the findings and 
recommendations of the MHM report ‘This really 
happened here’ in relation to the development of the 
Commandery 

City & County Councils 
Museums Worcestershire 

The ‘Civil War City’ new/reconstituted cross-cutting 
group takes forward the findings and recommendations 
of the TSE ‘English Civil War in Worcestershire’, 
‘Strengthening Museums and the Visitor Economy’ and 
this report ‘Heritage Product Development’ 

City & County Councils 
Museums Worcestershire 
Visit Worcestershire 
Worcester BID 
Worcestershire LEP 
Local stakeholder groups 
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8.4 Worcester as a Heritage City 

 
8.4.1 Although we recognised Worcester’s unique selling point as England’s Civil War City our 

early research indicated a wider consumer appreciation of the ‘Heritage City’ concept. 
 

8.4.2 We tested this further within the main consumer survey and found there was significant 
increase in consumer desire to visit when the wider Worcester heritage offer was added 
to the Civil War proposition. The important ‘likely or very likely’ to visit responses rising 
from 38% to nearly 70%, with only 2% still stating they had no interest in visiting. 
 

8.4.3 This research tells us that the ‘England’s Civil War City’ potential identity has consumer 
resonance but at a lower level with the visitor market, combining it with the wider 
‘Heritage City’ identity considerably increases its visitor market resonance. 
 

8.4.4 Membership of marketing consortia such as ‘English Heritage Cities’ should be 
considered, although work will need to be done to meet their membership criteria in terms 
of proving visitor spend with Worcester City exceeds £150m per annum.  
 

8.4.5 Other organisations such as Visit England and Visit Britain also promote Heritage Cities 
to both domestic and overseas markets. Once packaged as a ‘Heritage City’ highlighting 
Worcester’s USP’s, promotional opportunities can be investigated working with these 
national tourism agencies; for example the ‘Heritage is GREAT’ campaign. 
 

8.4.6 The Museums Worcestershire portfolio should feature strongly with any such initiatives, 
the Commandery for obvious Civil War reasons, although the City Art Gallery & Museum 
and even Hartlebury have definite resonance within this wider Heritage offer. 
 

8.4.7 Summary Table: 
 

Headline recommendation and next steps Potential Partners 

Parallel with the development of the ‘Worcester, 
England’s Civil War City’ theme, further investigate the 
development of Worcester’s wider ‘Heritage City’ 
credentials 

City & County Councils 
Museums Worcestershire 
Visit Worcestershire 
Worcester BID 
Worcestershire LEP 
Local stakeholder groups 

Commission additional volume and value research using 
Steam or Cambridge model to identify the visitor spend 
shortfall against the Heritage City £150m per annum 
threshold. Evaluate whether the shortfall can be resolved 
within acceptable timescales and resources 

City & County Councils  
Visit Worcestershire 
Worcester BID 
 

Open formal dialogue with both England’s Heritage 
Cities and Visit England/Visit Britain regarding 
Worcester’s aspirations to develop the ‘Heritage City’ 
concept 

City & County Councils 
Museums Worcestershire 
Visit Worcestershire 
Worcester BID 
Worcestershire LEP 
Local stakeholder groups 
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8.5 US Presidential Visit and Ancestral Tourism 

 
8.5.1 Our initial reaction to the US Presidential visit and Birthplace of Democracy theme was 

slightly sceptical; this was through lack of knowledge and appreciation of the importance 
of the visit to Worcester. A view we fear that will be shared by many, not yet informed of 
the historic relevance of the visit and John Adams speech made on Fort Royal Hill. 
 

8.5.2 Our research through US inbound expert Paull Tickner has confirmed the market potential 
with this unique facet with the significant US inbound market. However as with the Civil 
War theme, incorporating it within the wider ‘Heritage City’ concept adds additional 
leverage and resonance with tour operators and ultimately consumers. 
 

8.5.3 The need to develop a tangible ‘product’ around the US Presidential visit theme has been 
highlighted, from a commemorative perspective on Fort Royal Hill to a visitor resource, 
possibly located within the Commandery. In addition, the supporting infrastructure in 
terms of trained guides, suitable accommodation, coach parking and fulfilling service 
levels demanded by US visitors will all need to be considered. 
 

8.5.4 The US Presidential visit offers Worcester yet another USP, admittedly more specialist 
and relevant to a specific market profile, yet not exclusively so, as will appeal to the wider 
specialist historical and heritage markets as a piece of important international history that 
took place in England. It will form another component of Worcester’s heritage credentials. 
 

8.5.5 The potential of ancestral tourism, especially with descendants from those deported 
following the Civil War was explored, although feedback indicates additional detailed 
research is required to help make direct connections between the US and Worcester.  
Working with enthusiasts, genealogy groups and on-line resources was recommended. 
 

8.5.6 Summary Table: 
 

Headline recommendation and next steps Potential Partners 

Within the new or reconstituted steering group, form a 
specific thematic sub-group to further develop the US 
Presidential and Ancestral Tourism work-streams.  
 
Sub-group to dialogue with experts on US Presidential 
visit and the genealogy of ancestral linkages to the US 
via the deportees from the Battle of Worcester, forming a 
factual ‘backbone’ to develop the touristic product 

City & County Councils 
Museums Worcestershire 
Visit Worcestershire 
Worcester BID 
Worcestershire LEP 
Local stakeholder groups 

Audit the current and potential historic and touristic 
‘product’ that would underpin these key US themes. 
Include the development of Fort Royal Park ‘product’ and 
possible development of US themed ‘centre’ within the 
Commandery complex 

City & County Councils 
Museums Worcestershire  
Visit Worcestershire 
Worcester BID 
 

Once US ‘product’ has been audited and the thematic 
development plans created, undertake additional market 
testing with the US market via UK based agents such as 
Paull Tickner and other UK based US operators 

City & County Councils 
Museums Worcestershire 
Visit Worcestershire 
Worcester BID 
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8.6 Group Travel Market 
 

8.6.1 Most heritage destinations significantly benefit from the group travel market. Although 
day-trips represent a low individual spend, conversion to overnight stays and short breaks 
can significantly increase the value of a group travel party to the local economy. 
 

8.6.2 Feedback from operators was overall positive towards Worcester as group travel 
destination but the lack of dedicated facilities and overnight accommodation were cited as 
key barriers preventing this market being developed further.  
 

8.6.3 In terms of Museums Worcestershire portfolio both the Commandery and City Art Gallery 
& Museum have limitations on direct coach access and suitability for larger groups. Only 
Hartlebury currently has parking and facilities suitable for the groups market. 
 

8.6.4 Summary Table: 
 

Headline recommendation and next steps Potential Partners 

Feedback from the group travel market in relation to 
coach parking and availability of suitable overnight 
accommodation is addressed 

 

City & County Councils  
Visit Worcestershire 
Worcester BID 
Local stakeholder groups 

The further development of group travel product and 
themed packages is investigated building on the positive 
recognition by group travel operators in relation to the 
Christmas Markets. Emerging themes such as ‘Civil War 
City’ ‘Heritage City’ ‘Malverns & Elgar’ and specialist “US 
Presidential’ themes are explored further. 

City & County Councils 
Museums Worcestershire  
Visit Worcestershire 
Worcester BID 
Local sector partners 
 

Collective marketing of Worcester as a group travel 
destination at key local and national group travel fairs 
such as ‘Excursions’ at Alexandra Palace.  

City & County Councils  
Visit Worcestershire 
Worcester BID 
Local sector partners 
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8.7 Final Conclusions 

 
8.7.1 The four research projects commissioned under the “Strengthening Museums and the 

Visitor Economy” have all confirmed the rich variety and sheer depth of heritage product 
within Worcester City and its surrounding area. 
 

8.7.2 Whether it is the underlying potential within the Commandery and the opportunities to re-
connect and capitalise on its most important period of history; the established strength of 
the heritage tourism sector and the size, spread and opportunities for heritage themed 
tourism in Worcester and wider Worcestershire; the specific characteristics and appeal of 
Worcester’s unique Civil War credentials and lastly the opportunities that present 
themselves across a number of heritage related concepts including the identification of 
Worcester as ‘England’s Civil War City’, part of the England’s Heritage City group, 
Worcester has an incredible amount of touristic opportunities to optimise and exploit. 
 

8.7.3 Yet we talk of these in the future tense as ‘potential’ as ‘concepts’ as ‘opportunities’ rather 
than things the City is doing now. All the building blocks are in place; the historical events 
have happened; the City has grown and developed on along the banks of the River 
Severn, there are some nods and winks to the City’s heritage, but as we write much of it 
remains hidden, whether physically in terms of underdeveloped sites or intangibly in 
terms of the wider knowledge about Worcester and its heritage. 
 

8.7.4 The fact that a small market town in Suffolk with a degree of Civil War credentials 
managed to secure funding to become the National Civil War Centre, yet Worcester the 
City boasting the first and last, most bloody battle was overlooked speaks volumes. 
 

8.7.5 The fact that two of the most important US Presidents visited Worcester, directly cited the 
Battle of Worcester as inspiration for the ‘Declaration of Independence’ and made an 
impassioned speech on Fort Royal Park goes virtually unknown and un-commemorated 
other than by a near anonymous oak planted by a past US Defence Attaché. 
 

8.7.6 Although these four research projects were commissioned by Museums Worcestershire 
the findings, conclusions, recommendations and next steps go far beyond their remit.  
 
It is not the responsibility of the City Council or County Council to progress these 
initiatives; it is also not the responsibility of the attractions or the wider tourism industry, 
the City Centre or the thousands of enthusiasts or volunteers who care so passionately 
about Worcester. The responsibility lies with all the above stakeholders, as only by 
working together in partnership will Worcester fully capitalise on the opportunities 
identified. 
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9 Appendix 1: Sample Elgar Itinerary 
 

9.1 Attached 
  

9.1.1 Sample Elgar itinerary attached, please note the content and layout are indicative of how 
an itinerary can ‘package’ different elements of a touristic theme for visitors. Specific 
detailed information on each element is required. The content shown is not 100% 
accurate and illustrative images used maybe subject to copyright. 
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10 Appendix 2: Sample Civil War Itinerary 
 

10.1 Attached 
 

10.1.1 Sample Civil War itinerary attached, please note the content and layout are indicative of 
how an itinerary can ‘package’ different elements of a touristic theme for visitors. Specific 
detailed information on each element is required. The content shown is not 100% 
accurate and illustrative images used maybe subject to copyright. 
 
 
 
 
 
 
 
 
 


