ANNEX 2

THE CONSULTANTS  EXECUTIVE SUMMARY

OXFORD TOURISM STUDY 

Why we need a tourism strategy 

Oxford is a rather special place, known the world over for its University and its architecture and a ‘must see’ destination place for visitors to Britain. Each year it hosts over 9m visitors from the UK and abroad who come to do business in the City, visit friends and relatives or just soak up the atmosphere.

This activity is undoubtedly of great benefit to the City but it needs to be managed to minimise the downsides and to maintain the overall quality of the experience for the visitor. There is also a need to look to the future to ensure that Oxford continues to have a thriving tourism sector in the face of increasing competition from other destinations. Oxford needs a sustainable tourism strategy and this report sets out how it is proposed to achieve this.

The visitor economy 

In 2006, Oxford received 9.3m visitors who spent just under £600m. This spending benefits many different types of business in the City and supports an estimated 11.200 jobs. Tourism means that Oxford has a greater variety of shops and cultural facilities than the resident population could support. It also helps project a very positive image of the City to the outside world. 

Around 1m visitors stay overnight in the city. Half are on holiday and one quarter are on business trips.  Just under half are from overseas. Oxford is the 7th most visited city in the UK by overseas visitors and is more popular than Bath, Cambridge and York.  Half of all staying visitors stay in hotels and guesthouses but a quarter stay with friends and relatives. Around 10% of day visitors arrive by coach. Research shows that visitor satisfaction is high with 87% rating Oxford good or very good.  Tourism trends are difficult to measure but the evidence suggests that the volume of tourism has increased by 5-10% since 2000. 

The City Council plays an important role in marketing and managing tourism. It owns and operates some attractions, runs the information centre, supports events, produces marketing print and maintains the website and is responsible for maintaining the public realm.  There are also a number of other agencies with an involvement in tourism including Oxfordshire County Council, Oxfordshire Economic Partnership, Destination Oxford, Oxford Inspires, Oxford Marketing Group, the Universities and several others. 

Where are we now 

Oxford is a success in tourism terms. Its key strengths are:

· A high profile with strong brand awareness in the UK and abroad.

· Highly accessible and located in one of the most successful and growing regions of the UK.

· A strong, unique appeal with particular emphasis on heritage and the University but an offer that also encompasses culture, events, shopping, food.

· A good and expanding range of accommodation with strong development interest.

· A good market mix and potential for further growth. Visitors express high levels of satisfaction.

However, there are some areas of concern and tension which could erode and threaten Oxford’s position in the longer term. These include: 

· Problems of overcrowding and congestion which degrade the visitor experience and cause some tension with local residents.

· An image which is a bit one-sided, looks back rather than forward and perhaps doesn’t reflect the full scope of Oxford’s aspirations.

· A reputation for being expensive which could deter people from staying in the City.

· Access by car is difficult and is likely to become more so over time which may deter some visitors.

· Lack of investment in the public realm and basic visitor services is leading to deterioration in the visitor experience and doesn’t match the best in European heritage cities.

· There is ambivalence about tourism and its benefits from some quarters in Oxford.

· There is a preponderance of short stay and day visits which limits the value of tourism.

· There is a lack of co-ordination and management of tourism with no agreed sense of direction. 

These issues need to be addressed if Oxford is to maintain its position and maximise the benefits from the visitor economy. 

Looking to the future 

There is potential to grow tourism in future because overseas tourism as a whole is projected to grow as are some aspects of domestic tourism.  Oxford will also benefit from the proposed expansion of population and economic activity in the South East. 

However, the downturn in world economy, growing competition from other destinations and capacity constraints in Oxford may mean Oxford struggles to maintain its market share in future. 

The feedback from the consultation suggests there is a broad consensus for taking a more measured approach to expanding tourism in future. People do not want tourism at any cost. There is support for placing more emphasis on managing tourism to reduce impacts, getting more value from tourism and aiming for sustainability. 

Recommended strategy 

In the light of this, the emphasis for the future should be one of sustaining and managing success. This means: 

· Actively maintaining a viable and flourishing tourism sector in Oxford.

· Allowing for some expansion but focus on increasing value rather than volume. 

· Placing more emphasis on management and use marketing as a management tool. 

· Aiming to provide the highest quality of experience. 

· Extending a welcome to all visitors and using tourism to promote a positive image of the City.

· Linking tourism into the wider picture and linking Oxford to its hinterland. 

· Focusing on measures which benefit both residents and the local community.  
	Illustrative targets for 2016
	Increase 

2006 - 2016

	Number of staying visitors 
	+10%

	Number of nights 
	+20%

	Staying visitor spend (real terms) 
	+30%

	Number of day visits 
	0%

	Day visit spend (real terms) 
	+5%


Strategic objectives 

In order to achieve this, a programme of action is set out aimed at a variety of stakeholders grouped under the following three strategic objectives. 

1. Developing more focused marketing and communication

2. Making the experience of visiting Oxford special 

3. Improving the management and co-ordination of tourism 

The main priorities and action needed are summarised below.  The full programme is set out in the main report. 

1.   Developing more focused marketing and communication

Oxford already has a high profile and a strong brand presence but resources available for marketing activity at the destination level are likely to continue to be limited. In light of this, it is proposed that destination marketing is deployed in a more focused way than at present and aimed at achieving outcomes which support the general thrust of the strategy.

Priority 1   
Maintain Oxford’s visibility in the marketplace 

In the face of an increasingly crowded marketplace it is important that Oxford continues to feature in the media as a desirable and stimulating place to visit. This means more effort placed on PR activity to generate coverage by third parties, developing a brand strategy to check whether the right messages and image is being projected and encouraging a more consistent approach to marketing. 

Priority 2  
Target specific market segments 

At a destination level, marketing should be focused on those segments which generate the most benefits, are most readily influenced and which are the best fit for the City. Priority should be given to independent overseas holiday visitors, independent UK short breaks and business/conference tourism. Where possible, marketing activity should be done with other partners such as Destination Oxford, British Heritage Cities etc. 

Priority 3 
Use marketing to influence visitor patterns and behaviour

Marketing activity should be used to achieve broader outcomes and a better balance of tourism. This means giving a higher profile to public transport, promoting off-peak activity, giving greater coverage of things to see in Oxfordshire to encourage dispersal and promoting lesser known features of interest. 

2. Making the experience of visiting Oxford special 

Oxford is a beautiful historic city with some wonderful buildings, associations and other features. The emphasis should be on making more of what is there rather than seeking major new facilities. The West End provides a major opportunity to improve the look and feel of the City.

Priority 4 
Provide a first class welcome for visitors 

Visitor management starts at the point of arrival and should provide a first class welcome to Oxford to set the tone for the whole visit.  This means providing an attractive and efficient reception at key gateways such as railway, bus station and car parks, reviewing signposting and information provision to enable visitors to find their way around and training front-line staff.  

Priority 5 
Enhance the quality of public areas 

Oxford should aim to provide a safe, clean, attractive and distinctive environment which matches up to the best of European heritage cities. This means supporting initiatives to create new and attractive public spaces, maintaining high standards of cleaning, attention to design of street furniture and removing clutter, adequate provision of toilets and seating, and staging of events and use of public art to add vitality and interest. 

Priority 6 
Meet the need for more visitor accommodation 

Some further expansion (10-15%) of visitor accommodation should be allowed both within and outside the City centre to increase staying visitors. This will involve identifying sites in planning briefs and seeking to attract appropriate developments. Hotels with larger conference facilities would be a useful addition.

Priority 7 
Diversify the tourism offer 

There is a need to make more of the rich mix of attractions, events and activities that Oxford has to offer, much of which is hidden to the casual visitor.  This means maintaining and managing access to the Colleges, developing the potential of the events and festivals, encouraging new attractions and activities where they fit with Oxford’s strengths (e.g. Science Oxford), supporting the arts and music scene, promoting attractions outside Oxford and away from the honeypots, fostering independent, quality shops and restaurants. 

3.
Improving the management and co-ordination of tourism

This strand is concerned with putting the right structures and organisation in place to manage tourism in Oxford and deliver the strategy. It also deals with the issue of sustainability and measurement which should underpin the whole strategy. 

Priority 8
Establish a dedicated tourism management organisation 

Currently, there is no consistent, joined–up approach to tourism at present in Oxford and the City lags behind similar destinations in this respect. Although there are numerous groups involved with tourism at both county and City levels, the approach is fragmented, uncoordinated and poorly resourced. Oxford needs a Tourism Champion to pull this together and harness the efforts of public and private sectors. An appraisal is needed to review various options - strengthening the City’s tourism department, establishing a new tourism organisation (DMO) for the city or establishing a county-wide tourism body. 

Priority 9
More informed decision making 

Understanding what is happening to tourism in Oxford, measuring impacts, monitoring visitor satisfaction is key to the successful management and marketing of tourism. This means continuing to undertake regular surveys and research, monitoring changes in the accommodation stock, recording visitor numbers and occupancy information and measuring economic impact. 

Priority 10 
Put sustainability centre stage 

Oxford’s tourism needs to be sustainable in the widest sense by which we mean a viable tourism sector, a quality experience for the visitor, embraced by the local community and in tune with the environment. This is something that needs to run throughout the strategy but if Oxford does it well then it could become an asset in its own right. This means testing initiatives against sustainable principles, setting an example through adopting green practices, promoting initiatives such as the Green Tourism Business Scheme, encouraging access by public transport and addressing community concerns.

