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1 SUMMARY FINDINGS

This document is a technical appendix to the Vision and Destination Management Plan. It provides a summary of the dimdingsl&& based analysis
and early stages of the project.

The following SWOT provides a useful summary that brings together the emerging insights:

STRENGTHS WEAKNESSES ’

o Strong and internationally recognisable brands in Oxford and the | @  Geographic/administrative boundariesive activityrather than
Cotswolds with identifiablexperiences e.g. Oxford University and visitor destination marketing

Blenheim Palace o Oxfordshire not seen as the destinatiand City/County visitor

o Robust visitor numberand 32,000jobs in tourism(2019) experience disconnect

o Proximity to London and large source markets (domestic and o Bottom half of league table for donsdc holidays and business visits
intemational) o Uneven distribution of visits across the distriatsd limited public

o High in league table for inbound (international) visitors transport optionsg ease of access and getting around

o Highquality marketing activity o Fewer major events than competing destinations

o Ageing demographics with high disposable income o Visitor satisfaction levels lowén some areas (gmsport and retail)

o Policy support for tourism development anesidents get importance = [ I O1 2F F20dza 2y WRSalGAylGA2Y
of tourism visitor welcome

o Strong thematic experiences (Heritage, History, Culture, Gardens ©  Oxford cityreceives lower numbers allder visitorsdespite appeal
Countryside Waterway} o Residents unhappy about tourism issues (congestion, environmer

o Strong demand for visitor accommodation and concerns of qudy of public realm and welcome
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OPPORTUNITIES THREATS

o Expanding strong themes (Film, Wellbeing, Food and Drink) o Delayed recovery from someternational markets

o Increased working with/ through travel tradend packaging o Business resilience (pesbvid) and increased operating costs

) 0 .
o Business tourism (joining up knowledge economy with associatior (attractions 22% down in 2022 v 2019)

conferencespand providing suitable facilities o Cost of living crisis and visitors spending less
o Plug gaps (ofpeak months and Sundays) o Sustainability and responsibility balanced with growth
o Local Visitor Economy Partnership status and activity o Businesses not engaging witlhavel trade
o Joining up experiences (City, Cotswolds, Thames Valley) o Workforce development and labour supply

o Qutdoor active trends for countryside areas
o Partnershipand2t £ 62N} GA2Y G2 WINRS

o Additional accommodation stock (staying visitors284lvisits and
48% spend)

o Strong pipeline projects and investor confidence

o Make more of market towns and villages (countryside and city) to
spread benefits

o Signatue events to influence visits (esp. qiféak)

o New funding sources e.gn AccommodationBusinesdmprovement
District which would administer a nominal levy on overnight stays
paid accommaodation establishments
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There is a comprehensive and supportive strategic & policy environmetiidarisitor economy in Oxfordshire

National policies/strategies emphasise the im@ante of the tourism sectowith a focus on sectaiecovery growth, productivity anddispersal of

value across the UK

County and district plans/strategies highlightt ¥ 2 NR & K A Bl#rQtas a$&visitoridasyingatipthe value of the tourism sectdo the local
economy opportunities for sustainable growthnd the need to maximise geographical and seasonal spread of visits.

National countyand local strategies/plans in this section are:

National strategies/plans

County

UK Industrial Strategy:ourism Sector Deal 2019, UK Government

Build Back Better: our plan for growth, HM Treasury, March 2021

Visit Britain/Visit England Strategy 2028025

DCMS Tourism Recovery Plan, June 2Ppdate on Delivery, March 2023

Oxfordshire Local Industrial Strategy, JUM® OXLEP

Oxfordshire Strategic Economic Plan, 2016 OxLEP

Creative, Cultural, Heritage and Tourism Strategy, OXLEP
hEFT2NRAKANBQa 902y2YA0 wSO20SNER tf
VisitorEconomy Renaissance Programme, OXLEP

Oxfordshire County Council Strategic Plan, 202025

Oxfordshire Strategic Vision 2022, Future Oxfordshire Partnership
Ambition Statement 2019, Experience Oxfordshire

Cotswolds Tourism Destination Management Plan 202025
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District& City Adopted Oxford Local Plan 20§&036, Oxford City Council
EmergingOxford Local Plan 2040, Oxford City Council
hEFT2NRQa 9 02y 2 20RDOxfold BFCOWBEAE H N HH
OxfordCity Centre Actiolan2021 ¢ 2030 Oxford City Council
South Oxfordshire Adopted Local Plan 2Q@2D35
West Oxfordshire Local Plan 2042031
Adopted Cherwell Local Plan 2042031
Vale of White Horse Local Plan 2031

The Tourism Sector Deal sets out how the government and industry will work in partnership to boost productivity, devskilfstbethe UK workforce
and support dstinations to enhance their visitor offer.

W.dZAft R .1 O1 .SGGSNY 2dzNJ LX Yy F2NJ ANRPSgOGKQ aSia 2dzi (irfEstrlre SkNgardSy G Qa LI |
innovation, and to pursue growth that levels up every part of the UK, enables the transition to net zero, and supposisthenGlobal Britain. The
LX 'y &adzZZJSNASRSa (GKS 3I20SNYYSYydiQad wnmt LYRddzZAGNAFE {GNrXdS3eod

Tourism in Britain contributes 9% of GDP and accounts for 10% of all jobs. It has been recognised as a leading sBc®@rSiey YSy (i Q& T dzii dzZNB
economic planning, with the granting of a Tourism Sector Deal ®fits Industrial Strategy. The Visit Britain/Visit England Strategy sets out how it will
adzZLILI2 NI GKS RSEAGSNE 2F (GKS ¢2dzNRAayY {SOG2NJ 5SSt & ¢ KSNEAT2N 20K SP{l2Y YIS Q25 2
be achieed by:
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Growing value

Through stepping up our domestic marketing activity, we will address the balance of trade deficit and encourage more pelgds tat home. We will

focus on younger customers (aged34, whose domestic tourism activity is in lifee, and families, who are both essential for the lb@gn growth of

the industry. Through developing our customer segments for the domestic market, we will ensure we reach the right custoimersght content.

Through our work in the delivery@®fK S ¢ 2 dzNAayY {SO02NJ 5SIHf3x ¢S At adzlIR2 NI D2OSNYYSyidQa
Europe.

Driving the dispersal of tourism value across Britain

Working in partnership with Destination Management Organisations (DMOs), wgravillvisits and value of our leisure and business travel across

England. This will be supported by the development of regional product that addresses domestic and international maaket agghress product gaps
through the distribution platform TourisiExchange Great Britain (TXGB). In addition, we will build our partnerships and expertise in route development to
grow connectivity to regional England. Through our work on the delivery of the Tourism Sector Deal we will identify sewZdoas, suppatl by

central Government, and a biddable funding process, to drive visitor numbers across the country, extend the seasorkinibtaltharriers to tourism

growth.

Supporting productivity optimisation

Our priority will be to support the developmerittbe England product, this will extend the season for an international and domestic audience and enable
the distribution of this product in international markets building on the success of the Discover England Fund. By enéhgiastih build digitallslls, we

will ensure that product is researchable and bookable online. Our focus on winning business events for England willksele selywrith venues and
locations and matching them with international opportunities, providing them with platfornnsetet international buyers and supporting them through

the bidding process.

Being the expert body on growing tourism

We will ensure that VisitEngland is seen as a trusted partner in delivering on the Government agenda and provide atedstiidtriboyresearch, data

and analysis that informs our own, industry and Government deemsaking. Supporting and working together with DMOs and the wider England

industry our assets, market plans and intelligence will be shared for national benefit. We willeadsie platforms and events that enable us to share
best practice and celebrate business excellence across English tourism.
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Our customers
Our global segments, nuanced by markets, are:
Buzzseekers younger, freespirited and spontaneous, they like hdigs full of action and excitement
Explorerg; older, they enjoy the outdoors, sightseeing and embracing local culture at a more relaxed pace
Culture buffsg image and brangtonscious, travel is seen as a status symbol; they likekweWn safe destinatios
Free and easy mufireakersg similar to buzzseekers, this younger domestic audience love the opportunity to take short breaks where they
can either let loose or unwind

Our markets

UK Domestic

Drive regional and seasonal dispersal increasolgme and value of short breaks in the shoulder season. Increase focus from one to two target audiences
to address long term growth and shddrm opportunity.

Overseas

Our most beneficial overseas market by some distance, and the market showing therofitable growth, is the USA, followed by value growth from
China. These are two of our markets that we uplift investment in using the GREAT itenddd to that Australia, France, Germany, GCC, India and UK.
Our secondary markets for value include tlest of Europe, Canada, Brazil and South Korea. Lower growth (among our core markets) is projected from
Hong Kong, Japan, Russia and Austria. For each market we have developed and refined a market strategy that focuseispsagpedie$or driving
tourism growth.

In June 2021, the UK government published the Tourism RecoverinRksponse to the significant impact that the COXEDpandemic had wrought
on the sector. The Tourism Recovery Plan outlined the following six objectives:

For the short to medium term, to:
recover domestic overnight trip volume and spend to 2019 lebvglhe end of 2022, and inbound visitor numbers and spend by the end ofQ023
both at least a year faster than independent forecasts.
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And for the medium to long term, to:
SyadaNBE GKIFIG GKS aSOG2NDRa NBO2 @iSithd staiyyoBgerigiowingatGnivdddation dcduangty ratgsSk theBfA A 2 Yy 5 ¢
season and high levels of investment in tourism products and transport infrastrycture

build back better with a more productive, innovative and resilient industry, maximising tremalt for technology and data to enhance the visitor

experience and employing more UK nationals in yyeand quality jobs

SYadzNE GKS (G2dz2NAAY AYyRdzZAGNE O2yGNAROdziSa (2 GKS SyKI gritaevailyninimisegg R 02y a SN
damage to the environment

ensure the tourism industry provides an inclusive offer that is open to all, aiming for the UK to become the most atoassil&estination in
Europe by 20%;

make the UK a leading European nation for hostinginess events

In March 2023, DCMS released an Update on Delildpglates have been provided against each of the six objectives
Objective 1To swiftly recover prgpandemic levels of domestic and international visitor volume and spend

The pictureof recovery is a mixed one. Domestic visitor numbers appear to have recovered up to or close to 2019 levels. Howewatigriatern
GAEGAG2N) YdzYOSNB YR ALISYRAY3I NBYFIAY 0St26¢6 wnmep SIS toksandspers byae@®iNy YSy i
of 2024.

Objective 2To ensure that tourism benefits every nation and region

In addition to aseries of investment and funding initiativeie government is taking steps to support regional tourism by taking forward the
recommendations from thé&lick de Bois Review of Destination Management Organisa{@iOs) with the aim of supporting regional areas to better
attract and manage tourist§.he de Bois Reviewas launched by the government 2021, in recognition othe impact of COVH29 and ofithe
important role DMOs play in supporting and driviagglish tourism locally, regionally and nationally. They also have a role to play ing;rgaiving
and retaining domestic and international business events and in providing a warm UK welcome to delegates wfiilst here.
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This includes the renaming of DMOs as Local Visitor Economy Partnerships (LVEPS), the introductiomofr@ditation system for LVEPS, and the
pilot of a multiyear core funding model, the Destination Development Partnership, in the North East. The Levelling Up White Paper, published
February 2022, set out how the government will spread opportunity negpeally across the UK, including through the introduction of Devolution Deals
which present an opportunity to further unlock the potential of local and regional touris

The Tourism Recovery Plarthed 2 S NY YSy G Qa & (G NIF G S 3 A O wdrkinh wits the2tdilism Seztddhdihdgoiteddmidimntiviff 3 | Y R
continue to revisit the six Recovery Plan objectives at regular intervals to ensure that the right policy interventiondae io support the sector.

The ambition for the Oxfordshire Local Industrial Strateggoigosition the county as one of the top three global innovation eco systems, highlighting
our worldleading science and technology cluster antbéoa pioneer for the UK and our emerging transformative technologies and sé&dters.
{GN)Y0S3& Aa o0lFaSR 2y | LI NGYSNBKALI 0SG6SSy NBLINBE&SY authdriie®&ndthe ¥ G KS
government. The frameworis grouped around the five foundations of productivity:

Ideas: establish a globally connected innovation economy.

People: develop a more responsive skill system creating better opportunities for all.

Infrastructure: enable greater connectivity and acéeility especially across key growth locations.

Business environment: become a powerhouse for commercialising transformative technologies.
tfl 0Say RSOSt21L) hEF2NRAKANB |a | tAQGAYy3 102N 2N (2 KStLI a2t @S

''YRSNJ (KS Htiori theCe8aieQy statdsdzy’ R
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Oxfordshire is a global destination with international reach. It is increasingly attractive to visitors across new miarketisgd ao Oxfordshire by its

considerable tourist offer including the City of Oxford, Bicesteg¥jlthe Cotswolds and Blenheim Palace. In 2017, the county welcomed nearly 30 million
visitors, with many of these from international locations. The tourism and hospitality industry supports 10 per cembotoginent in Oxfordshire,

contributing £2.17b to the economy. Increased investment in areas such agynigle hotel stock and international conferencing facilities could boost

GKAE 2FFSNE O2YLX SYSYy(d hEFT2NRAKANBQa 3JIft26lf oNIFYRZI YR ONBFGS Y2NB | 00

hEFT2NRAKANBQa { NI GS 3 BRI OFoydahfe\will be: rkcaghifey asia fibrantp swsiainabke ¥nclusive, world leading economy,
driven by innovation, enterprise and research exoebe

The four key themes are:
Innovative Enterpris®® y O2 dzNJ} 38 Ayy 2@+ A2y f SR INRGGKSE dzyRSNILIAYYySR o6& hETFT2NRaKANSD
collaboration and supply chain potential

Innovative PeopleDeliver andattract specialist and flexible skills at all levels, across all sectors, as required by our businesses, with full, inclusive
employment and fulfilling jobs

Innovative PlaceProvide the quality environment and choice of homes needed to support growtlcapitalise upon the exceptional quality of life,
vibrant economy and the dynamic urban and rural communities of our county

Innovative Connectivity Allow people to move freely, connect easily and provide the services, environment and facilities needdyhlaynic,
growing and dispersed economy

P'YyRSNI GKS uwtytS 3SFQ hiEKFRYNSZA K A NB driajortaumsBdgsHnatiom with aigrowitighvisitriandlcudltiral econor®ne of
the opportunities igo be: a globally renowned visitor and ltural economy.

11
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¢KS {9t LINA2NARGAASE AYyUSNBSyiGA2ya Ay 1Se& 20 (A 2y aruns thisugitifeicéntrefof & | £ 2y 3
the county with the three key areas for growth potential in population, employmenttandging at Bicester, Oxford City and Science Vale Oxford.

Note: The revised, updated SEP is currently in draft and under review.

This Investment Plan set oatnew growth agenda, in line with the ambition outlined in #@.6SE. The Plan state$he creative industries and tourism
have an opportunity to play an important role here in generating jobs and contributing to innoeatibbocompetitiveness across the economy. But this
will only happen if better use is made of the cultural and heritage assets, for the jobs they generate but also for thaladdbdy create by enhancing
the quality of places, improving their appeal, dmping to ensure growth is sustainable, inclusive and sensitive to our distinctive sense of place.

Four thematic areaglentifiedto help deliver the growth goals of the SEP are:

Productive and Engaging Experiences
Skills, talent development and busis growth
Creative placenaking

Collaborationg a crosscutting theme

P yRENI GKS aS00GA2ys WDNRgAY3I (KS ¢2dzNRAaAY 902y2Ye AY hEEDEIRIAKBNBEY I Iy MY$ &

A significant proportion of growthotential in the visitor economy lies in the overseas market, so Oxfordshire needs to attract more international visitors
to stay longer and spend more. However key areas to support this growth will involve investment in new accommodati@rlparstar hotels to

support the luxury market, and a hotel development with-800 bedrooms to attract the corporate market that could potentially host large conferences
in one location. The county currently lacks capacity to meet demand which limits the apjesttor visitors to explore, stay and experience more of

what Oxfordshire has to offer.

12
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The Plan includ#35 investment proposals, provided under the four themes.

This ERP Action Plarovided a route map for recovery from COVID. The timeframevas from Spring 2021 to Spring 2023. Actiamse set out across

three themes: People, Business, Places. A key additional enabler across thesewasn@esnectivity. For each of the three thes therewere four

W OGA2Y aA0NBI YaQ dih&racOvry respahse (iTKeSad: AGtGR StredRnSl: Existing Activities; Action Stream 2: Response Measures;

' QGA2y {GNBFY oY hET2NRAKANB LygSai pdBasivisitof Ecofiomy Bendisbadice was yné 6 The Ta@et A 2y { (1 NB
Proposals.

OXLEP is leading a £1.64 million programme of activity tolassis KS NB O2 GSNE 2F hEF2NRAKANBQA QGAraridz2zN S$Ozy
Oxfordshire Covid 19 Economic Recovery Plan (BERP)key elements of the programme delivered in partnership with Experience Oxfordshire and

Cotswolds Plysghe aim of he VERP ist#l (G i N> OG @GAaAG2N&E | YR Sy adzNStspodtibni ah EYSNRMostf RSh EYDER A K
desirable visitor destinations for local, national, and international visitors, with a focus on attracting value frortoadl &l enouraging green and
adzadGrAylrotS G2dz2NAayY yR LINY OGAOSaQ

OF2NREAKANB /2dzyie /2dzyOAf Q8 GAAAZ2Y AAY 2Ny AYI Ay t | nidepidasea:ll 462 Y185

Put action to address the climate emergency at the heart of our work.
Tackle inequalities in Oxfordshire.
Prioritise the health and wellbeing of residents.

Support carers and the social care system.

13
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Invest in an inclusive, integrated and sustainable transport network.
Preserve and improve access to nature and green spaces.

Create opportunities for childreand young people to reach their full potential.
Play our part in a vibrant and participatory local democracy.

Work with local businesses and partners for environmental, economic and social benefit.

The Future Oxfordshire Partnership which comprises the six councils and key strategic partners are working together acbd¢larefuture for the
county. Its purpose is to deliver the bold aims of its strategic vision and it will:

Coordinate local efforts to manage economic, housing and infrastructure development in a way that is inclusive and nMagahgmsgal and
environmental benefits;

{ dzLILI2 NI G KS RS@GSt2LIVSyd 2F €20t L} | yy lofnat zdrdxardoOdy 205K and confri® Bes towaid& S !
biodiversity gain whilst embracing the changes needed for a low carbon world; and,

Y Dz

Seek to secure funding in the pursuit of these aims and oversee the delivery of related work programmes delegatéd tolit K S 22 Ay G O2 Y YA { i

constituent local authority members.

The stated outcomes of the partnership are that by 2050:

Our natural environment will be in a better state than that in which we found it
We will already be carbon neutral and accelerating toigaa carbon negative future
Our residents will be healthier and happier, and overall wellbeing will have improved

Our local economy will be globally competitive, sustainable, diverse and inclusive

14
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Our county will be a more equal, fair and inclusive placesveryone

Our vibrant historic and cultural offer will be rich, diverse and enhanced

We will have energy efficient and affordable homes in the right number, location and tenure

hdzNJ O2dzy e Qa O2yySOGAQGAGE gAftft 0S UGUNIYaAT2NNSR Ay gl eéa GKIG SyKFIyOS 6¢

Our diverse and vibrant communities will thrive with a strong sense of identity

The vision is an ambitious pathway for long term change towards a more sustainable future and the partnership a waycoilathocation will
hopefully unlock additionahvestment.

Developed in 2019, but still highly relevant, the ambition statement clearly sets out how Experience Oxfordshire wdisdratioh with partners and
stakeholders to support the growth and develofrny &t 2 F G KS O2dzy 12 Qad QGA&aAG2NI SO2y2Yeod

OELISNASYOS hEF2NRAKANBQA FYoAlAz2yda FNB G2V
Work with businesses and stakeholders to improve growth and productivity across the visitor economy; leading effectiggatestanagement,
whilst ensuring that tourism wis for everyone across Oxfordshire

Encourage visits that offer the best balance of impact and contribution to the county

Work to deliver a joint vision of pride in place across the city and county that engages with both residents and visitprsve welcome and
experience

Spread the tourist season throughout the year to decrease the impact of seasonality and to encourage visitors to explooéetbeunty

Increase overnight stays from both international and domestic visitors ensurimgeeased spend per visit

15
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Encourage and enable the exploration of cultural treasures across the county by local people

Advocate for the importance of the sector and influence stakeholders to address issues that hinder productivity and gidetbraourage skills
development and job creation

Drive growth across the visitor economy by increasing the value of visitor expenditure by 5é6yemr

Encourage long term investment and support from the public and private sectors to ensure that the counsuktaErsable DMO that can deliver
our destination management ambitions and drive growth

Grow the Experience Oxfordshire partnership and make it work for small and large businesses, offering a flexible vaheyfpraposition

Experience Oxfordshire wilkliver this by seeking investment from Partners and stakeholders and providing a range of services for Partners. The
organisation prides itself in being a partnership where every business has a place and everyone can benefit

The Vision for Tourism in the Cotswolds is:

To ensure that the Cotswolds is a vibrant yeamd destination where visitors enjoy high quality, authentic experiences and tourism makes an increasing
contribution to the economigocial and environmental sustainability of the local economy.

34 detailed objectives are provided under the following 6 headings:
Sustainability: objectives are provided around transport, business practices, local supply chains, information protiisipatipa in the Caring for

the Cotswolds payback scheme, geographical and seasonal spread, promotion of active travel.

Partnership: tourism partnerships, supporting businesses and organisations, identifying funding opportunities, effectdmsigipriechanisms with
wider visitor economy stakeholders.

Productc enhancing the visitor experience: developing a sense of place, advocacy for investment and improvements to the wideéodestinat
infrastructure, ensuring high quality service, maximising vislistribution, developing new experiences, visitor information.

16
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Marketing: strengthen the Cotswolds brand, new technologies, innovative marketing plans, new opportunities fiaruyebproducts, events and
activities, visitor distribution, showcase new prts and developments to counter potential misconceptions of the Cotswolds.

Knowledge and data: annual economic impact studies, develop systems for monitoring visitor satisfaction, marketing eedivemusiness
performance, tracking footfall andends, analysis of cotswolds.com and social media channels, track local business activity and sentiment.

Performance building excellence through networking and collaboration: increase B2B connections encouraging greater use of local produce a
suppliersoffer opportunities for B2B communication and sharing of best practice, encourage sustainable business practices, putedrisigess
dzLJRF 6 S&as> &AdzLILI2 NI o0dzaAySaasSaQ dzasS 2F ySg (GSOKy2t23ASa FYR AYLNROGS (GKS)

TheAdopted Oxford Local f | y &t iSa w28 gloyi hEFT2NR AY Hnoc (G2 068

A centre for learning, knowledge and innovation
A prosperous city with opportunities for all
Anenvironmentally sustainable city

An enjoyable city to live in and visit

A strong community

A healthy place

Woyadz2NAy3d hEF2NR A& | @A 0 NI yekaningdr CHapfe? @eading fofdlicy)V6:(Sastaimable Tohrigthe Ma/ | YR GAaA(Q
commentsthat2 dzZNA &Y A& Iy AYLRNIFIYyG StSYSyid 2F hEF2NRQa SO02y2Yés Haliengdsl? OG Ay 33 f
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for the infrastructure and management of the cityAlarge number of tourists makvery short visit§day/part-day) generating only slight economic
benefits but significant impact on the city. Maafgrive on coachesadding to congestion pressures.

Policy V5 Sustainable Tourism:

Planning permission will only be granted for the development of newfsitbsliday and other short stay accommodation in the following locations: in
GKS /AGe /SYGNBzZ Ay 5A&0NAROG /SyiuNBasz 2y aadasSa |t frequentans drecFpailia G K I G
transport to the city ceime. This locational requirement does not apply to proposals to refurbish or expand existing sites.

Premises that seek to be refurbished and/or expanded are supported in principle, provided that any adverse environmectsinicipding traffic are
properly managedThe policy also seeks to protect the existing supply of sstay accommodation to ensure that a diverse range of facilities are

retained, unless lack of viability is proven.

Planning permission foraw tourist attractionswill be supported subject to a number of criteria including ease of access (by walking, cycling or public
transport); environmental and traffic impactslationship to existing/proposed tourist and leisure related areas.

Policy V6 Cultural and sociatiatties:

Planning permission will be granted for proposals which add to the cultural and social scene of the city within thel@tyicragntres provided the use
is appropriate to the scale and function of the centre.

Proposals for cultural, entinment, leisure and tourism (not accommaodation) are subject to a number of criteria inclathangdaccessibility
environmentd, traffic and residentiaimpact cumulative impact in relation to other similar usesd policies ¥ and V2 (Ensuring thatality of centres
and Shopping frontages in the city centre).

The Emerging Oxford Local Plan 2040 states as its vision:

18
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In 2040, Oxford will be a healthy and inclusive city, with stcmmgmunities that benefit from equal opportunities for everyone, not only in access to
housing, but to nature, to jobs, to social and leisure opportunities and to healthcare. We will be a city with a stroabjideaiftiity, that respects our

heritage, whilst maximising opportunities to look forwards, to innovate, learn and enable businesses to prosper. The city will beldopymti@ue to

make advancements in the life sciences and low carbon sectors, helping provide solutions to global crisaésofitherrwill be central to everything we

do; it will be more biodiverse, better connected and resilient. We will utilise resources prudently whilst mitigatingaotg @anghe soil, water and air.

The city will be net zero carbon, whilst our communitiesidings and infrastructure will be more resilient to the impacts of future climate change or other
emergencies

The six themes of the Local Plan are:

Society: a healthy, inclusive city to live in

Environment: a green, biodiverse city that is resiiienclimate change

Economy: a prosperous city with a globally important role in learning, knowledge and innovation
Societal/Economy: a more equal and inclusive city with strong communities and opportunities for all

Societal/Environment: a city of cultutbat respects its heritage and fosters design of the highest quality

Future emerging policies as set out in the Preferred Options document and subject to recent public consultation respofigaghat the new policies
will seek to plan for future groth in the shortstay accommodation sector, but with an even greater recognition of the need to support a sustainable
approach to tourism. This will be informed by the recent Oxford Hotel R@idotel and Short Stay Accommodation Study for Oxford, Brifigker
Consulting Ltdyvhich highlights how the sector has changed and the new emerging issues that need to be addressed. Netayshotbmmaodation

will be directed to the most sustainable locations, being the City and District centres, together with the main artesalnad allocated sites. The
expansion of existing shestay accommodation will be supported in princiebject to criteria which includes its location, together with the need to
ensure that its impacts oneighbouring properties is minimised. Thestixig stock of shorstay accommodation will continue to be protected but based
on the size of the premises, with the aim of safeguarding those of 10 bedrooms and above from being converted to other uses.
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Oxfordd 902y 2YAO {GN)XGS3ae asSS{1a (mcluSignin thecityh Thikwill be yheginried dy sh&dtréndRh of ah Mdpatdl2z y 2 Y A O
global city economy, evolving in a way which recognises environmental limits and harrress@portunity of a nevzero carboneconomy.

hEFT2NRQA F2dzNJ LINA2NAGe aSOG2NE FNB I1SIHEGK YR [ATFS #h OneiBporasea dthe SOKy 2 2 3
Visitor Economy is also recognisedfielpitg us welcome®h 2 2NI R (G2 hEFT2NR YR FdzZNIKSNJ SyKIyOS 2dzNJ NBLX

Examples of existing visitor economgses:

Heritage offer
Cultural resonance and strong local offer (film, TV, literature, music and theatre)

Access to waterways and grespace citywide and nearby Cotswolds

Future opportunities in and around Oxford:

Support more systematic entry level jobs and career progression in the sector
Create more hotel capacity for higher value overnight stays

Drive innovation in sustainable tourism and support new attractiodmgwith Local Plan

7

WO g2t AYI hETFT2NRQE zA&AG2NI 902y 2Ye Six skalegi@pyichledrguideridig ard 2 Odza | NBI & Ay

[entN
A
w

Increase overnight stays from international and domestic visitors
Enhance the tourism offer to encourage and enable exploration
Spread the tourist season throughout the year to decrease the impact of seasonality

Enhance totsm management to ensure visits achieve a balance between impact and economic contribution
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Support the tourism sector to recover from the impacts of Caldand the recession

Develop employment and skills pathways to support local careers

Actionnumbery Ay GKS { (i NIhasSie&ading BrifcipiB@BoN.the recbviery of the visitor economy and seek benefits for visitors and
residents. Project/Activity isi 2 eliébthe Focussed Visitor Economy Flaaluding
Visitor Economy, Vision and Action Plan for Oxfordshire, 2€2Pand Visitor Economy Renaissance Programme-202#ith OXxLEP and partners

Continuing to build a commissioning relationship with Experience Oxfordshire, where resources allow, to support promsitiesstsmport, and
management of visitor economy, including coach parking and language schools

Seek central Government support for the visitor economy as proposed in the Oxfordshire Industrial Strategy Investmedt @dordshire
Economic Recovery Plan, whiokludes core funding for the DMO, promotion and marketing, skills development, business support and capacity
building measures Support the promotion of schemes like the Oxford Pass to encourage overnight stay

Increase visitor accommodation by workinglwthe LPA and landowners on strategic sites

Deliver new Covered Market leasing and marketing strategy, alongside the development of a masterplan and investmentcstiaatgykey city
centre destination

Explore with landownerpportunities in the ity centre for a new major cultural/ music venue (with conferencing facilitieBpéwith local plan
policies and allocations

The City Centre Action Plan is collaboration between Oxford City Council and local stakeholders, with the objectivéyinigdesdt of actions to
strengthen the resilience dhe city centre The Plan focuses on four workstreams over the next eiggatsy

Connectivity and Accegdimiting private vehicles, reducing conflict and congestion and creating spaces for buses, bikes and people
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Public Realm and Animati@improving the look and feel of the city centre, providing events and experienced ibto life, so people want to
stay longer

Gettingthe mixrightd dzA f RAYy 3 2y hEFT2NRQ& 62NI R Ofl aa Ayyz20FiArA0S FyR ONMBIGAOS &L
business, visit and play

Getting the basics righg creating an inclusive, safe and attractive city centre that promotes a divargge of activities and uses.

The tourism proposals are:
Connectivity and Access

A two-stage project to lessen the impact of visitor coaches on the city cefijrereateadditional temporary drogoff locationsto ease the pressure
on St Giles and work with coach operators and destinations to direct services to use theffdneprest their destination and to then move on to
agreed layover sites; (ii) redutiee number ofcity centre dropoff locations including exploring the potential to close the St Giles stop altogether,
and replace them with edge of city facilities integrated with other transport options

Getting the basics right

Explore options for a new model abitor information centre, including options for an improved digital welcome.

Seek funding to continue the development and promotional work to switch from day andlpgrisits to overnights stays.
Conduct a survey of coach drivers and passengers orahbimithe city centre.

Work with local partners to create and emiba guide protocol into language school operations.

Explore funding to allow a review of existing city centre signage and recommend a cohesive, updated approach

Explore fundingpportunities to enhance destination management and promote the Oxford offer.
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The report provides an assessment of the hotel and short stay accommodation market in @dadsddesigned to inform the local plan. In terms of
supply the study found that Oxford has a\good supply of accommodation with 81 properties offering 3324 bedrooms. Thetegthnerabsence of
W LI NOK23GSEaQ Ay hEFT2NRO®

Hotel performance against UKgienal averages showed strong results for occupancy and ADR (achieved daily rate). Occupancy was almost 2% points
higher than the average (2019) while ADR was almost 23% higher. The results were broadly similar haveaveartable destinations (Cambriddggath

& York).

The report noted the sector challenges associated with attracting staff, driven by low unemployment, competition for laboathier sectors, costs of
housing and the availability of public transport (especially to coincide with eartg/tse finishes).

It also estimated that Oxford had around 200 entire homes being marketed on short stay websites such as AirBnB.

Informing planning policy the report concluded that future hotel development should be focussed on:
Headington (close tdd S W2 Ky wlk ROt AF¥S 1 2aLAdlf YR hEFT2NR . NB21SQa ! yABSNEAGRD
City Centre/West End/Osney Mead including the Oxpens site
Northern Gateway/Oxford North

District Centres/Arterial Roads

In summary the report found:
Oxford has a good supply atcommodation but based on performance there will be a need for further accommodation development over the life of
the Local Plan

Support for directing development to the sites and locations identified above

The need for accommodation to underpin the buesia travel requirements from emerging business and science parks with appropriate public
transport connections
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A presumption to protect hotel and guest houses above a certain size with a presumption to permit change of use to lesidprajgerties bedw
a determined size.

SouthOxfordt KA NBE Q& @A Sduth OxfGFaRH@ will meongin aAb&aMtiful and prosperous place to live. It will be an attractive plaeepierto
work and spend their leisure time.

Strategic Objectives are set out for: Settlements; Housing; Economy; Infrastructure; Design; Community; Natural and&uitteBtvClimate Change
ho2SOGABS od1 dzy EnSoNhge Didn/bg pfaedtingiolirlbuiltiddnatural assets, such as the Thames, and providing services and
facilities for visitors

Tourismrelated policieswithin the Employment Policy list are:

EMP 10: Developiy i Ay wdzNI £ ! NBlFad ¢KS O2dzyOAf gAff Xo

iii) support sustainable rural tourism and leisure developments that benefit businesses, communities and visitors @aswuaatlarhich respect
the character of the countryside. This will include supporting theigipn and expansion of tourist and visitor facilities in appropriate locations
where identified needs are not met by existing facilities in rural service centres;

Policy EMP11: Tourism

1. The Council encourages new development to advance the visittwragdor leisure and business purposes. Proposals for such purposes will be
supported as follows:

i) within the builtup areas of the townslarger scale developments including conference facilities, museums, heritage centres, hotels, guest
houses and a®ciated facilities for visitors;

i) within the builtup areas of the larger and smaller villagesmaller and proportionately scaled developments that are in keeping with the
character of the settlement, including museums, heritage centres, hotelst hoeses, selfatering accommodation and associated facilities for
visitors; and

i) at service areas on the main transport corridonstel accommodation.
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2. Outside the above locations, smsthle development to support the visitor economy, inndarm diversification and equine development,
will be supported provided that proposals are in keeping with the scale and character of the locality and would not adfemiskéritage assets
or their setting. Larger developments will only be supgmbih exceptional circumstances, for example to sensitivalgaea historic building, or to
proportionally support or enhance enjoyment of a significant and established visitor attraction where this cannot redsmaahlgved from a
town or village laation.

Policy EMP12: Caravan and Camping Sites

Policy EMP13: Retention of Visitor Accommodation

CKS tflyQa O2NB 202S00A@Sa IINB aSi 2dzi dzyRSNJ FAGS KSIFRAyYy3AAY
Strong market towns and villages
Meeting the specific housing needs of our communities
Sustainable economic growth

Sustainable communities with access to services and fagilitie

Protecting and shancing our environment and reducing the impact from climate chang

Economic objectives include C@8enable a prosperous and sustainable tourism economy.

The Planncludes Policy E4 Sustainable Tourism, which st@itasiism and leisure development which utilises and enriches the natural and built
environment and existing attractions of West Oxfordshire to the benefit of visitors and local communities will beeduppor
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The Plan has three central themes:

Policies for Developing a Sustainable Local Economy
Policies for Building Sustainable Communities

Policies for Ensuring Sustainable Development

The Vision for Cherwell District By 2031, Cherwell District will be an area where all residents enjoy a good quality of life. It will be more prosperous than
it is today. Those who live and work here will be happier, healthier and feel safer.

Policy SE 3: Supporting Tourism Growdtates: The Council will support proposals for new or improved tourist facilities in sustainable locations, where
they accord with other policies in the plan, to increase overnight stays and visitor numbers within the Distric

Tourism also features in Policy ESD 16: The Oxford @é@alill protect and enhance the Oxford Canal corridor which passes south to north through the
District as a green transport route, significant industrial heritage, tourism attractiomaajdr leisure facility through the control of development. The

length of the Oxford Canal through Cherwell District is a designated Conservation Area and proposals which would bedetibsieharacter or

appearance will not be permitted. The biodsity value of the canal corridor will be protected. We will support proposals to promote transport,

recreation, leisure and tourism related uses of the Canal where appropriate, as well as supporting enhdanceéhien G KS OF y It Qa | OGA @GS
dewelopment in urban settings. We will ensure that the towpath alongside the canal becomes an accessible long distanedl triadrigrparticularly for

walkers, cyclists and horse riders where appropriate

Four themaic areas central to the Local Plan are;:

Building healthy and sustainable communities

SQupporting economic prosperity
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Qupporting sustainable transport and accessibility

Protecting the environment and responding to climate change

Strategic Objectives ingle: SO 5: Support a strong and stable economy within the district, including the visitor economy.

District Wide Policies include: Core Policy 31: Development to Support the Visitor Eoptimr@ouncil encourages new development to advance the
GAAAG2N) SO2y2Ye FT2NJ f SA&dz2NB FyR 0dzaAySaa LHzZNILRASaXod

In assessing key challenges and opportunities for théidi NA OG0 X GKS tfly KAIKEAIKIGaA Wt NRPY2(GAYy3I ¢2dz2NREAYQ

Increasing the economic impact and value of tourism by taking steps to convert day visitors to overnight visitors, iampaytexddressing the
shortage of hotel accommodation.

Supporting gowth in conferencing and business tourism stimulated by anticipated growth in the Enterprise Zone.
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Estimating the volume and value of the visitor economy in any jurisdiction can be tivekythe breadth of activity that can justifiably be said to fall
within the bounds of tourism.

The approach in this project has been to primarily rely on the national tourism surveys when painting a picture of totlmsooimty ahead of the
pandemic. While these surveys are certainly imperfect they do allow for a look at trends over time in a broadly consistent manteecoamgare
the picture in one area with that of anothekVhere data is available at district level, we have shown differencgsriormance. However, where
this is not possible, results are displayed at county level.

To overcome the challenge presented by relatively small sample sizes many of the charts that follow are based on theesiagealwaing the
period 2017 to 2019. Here is only limited data on the scale of day trips to the area by international visitors to the UK who are not overnighting
within the county, with it assumed that their typical spend while on a day visit is akin to that for domestic residentskindevrhat is called a
Tourism Day Visit.

The tourism bodies and local authorities also invest in Economic Impact Studies for their respective areas. These calfiffermhiaesults as they
model the economic impact using a number of inputs, including lipsalirced business data. The difference between these results is most stark at
the district level and care should be taken over how and where data is used.

Based on the approach set out above the following chart suggests that the county was earning&ragliomdper annum from tourism ahead of the
pandemic, with half of this amount attributable to Tourism Day Visits by domestic residents, underscoring how vitalthisefshadowed type of
tourism is. This contrasts with the £1.95bn from the Oxfordsdaenomic impact study(£2.47bn after indirect/induced spend).

1 Destination Research. Experience Oxfordshire Economic Impact of Tourism 2019.
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Note that Tourism Day Visits is not a measure that reflects all leisure trips that are done and dusted within the spkage @& &ourism Day Visit is a trip
for leisure that lasts 3+ hours, is not taken very regularly and is to a place outwith tHeAuicarity within which the respondent lives.

The reason for using Tourism Day Visits in this analysis is that these are the types of trips that are most likelyembedrfly the activities of those

delivering tourism marketing activity. For cparison the value of Leisure Day Visits lasting 3+ hours (so removing the criteria for regularity and being
2dzi 6 A 0K GKS NBaLRyRSyGdQa 26y [20Ff ! dzikK2NRAGE&O &aSSa (O kday@ipstfodi&iser y ONBI & S
lasting less than 3 hours, and busineskated day trips also included the estimate would be higher still.
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Focussing on domestic tourism spend by
Local Authority we can note from the
following chart that Oxford leads the way £350
followed by Cherwell (wherthe Tourism Day
Visits spend will likely reflect the presence o
Bicester Village in the Local Authority). Wes
Oxfordshire is the Local Authority where we
see the closest equivalence between £250
domestic overnight and domestic Tourism
Day Visit spending.

Domestic visitor spend (Em, annual average 2017-19)

£300

£200

However it is worth noting that the survey
sample sizes, particularly in rural areas, can £150

be quite low and this means results for area: £192
like West Oxfordshire may underrepresent
the true values achieved for tourism. Indeed =%
2Sal hET2NRaKANpLRD 2 o
study (2019kuggests domestic visitor spend ¢50
is £204m. £42 e48 .

£0

Cherwell Oxford South Oxfordshire ~ Vale of White Horse ~ West Oxfordshire

B Domestic overnight B Domestic Tourism Day Visits Source: GETS, GEDVS
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Overnight visits by inbound visitors generated
29% of annual spending while approximately
one-fifth came courtesy of domestic overnight
trips. The remaining 2% of spending is
accounted for by inbound visitors who were
just visiting the county on a day trip while
spending their nights elsewhere.

£403.2, 29%

Average annual tourism spend in Oxfordshire (2017-19 - £m, % share)
£21.4, 2%

£269.3, 19%

m Domestic Overnight Tourism
m Domestic Tourism Day Visits
Inbound Overnight Tourism

B Inbound Day Visits

£684.7, 50%
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OVERNIGHT DOMESTIC TOURISM

Looking at the trend in the number of
overnight domestic visits in each of the

five Local Authorit areas within the 800
county reveals that volumes remained

fairly stable in the dozen or so years 700

ahead of the pandemic, with Oxford /—/\/\_/\
itself always the district attracting the 600

most visits and Vale of White Horse

nearly always the district with the 500

fewest visis. As one might expect by

looking at the trend at the Local 400

Authority level at the county level
overall volumes have remained steady /_\
at around 1.6 million per annum. This 300 //'\ P —

flatlining in the volume of domestic

overnight tourism closely mirrors the 200
picture for England as a whole. —/\/\/
100

Again local economic impact studies wil

Overnight domestic trips in Oxfordshire (000s)

produce different results and they are 0

shared at the end of this chapter. 2006-8  2007-9 2008-10 2009-11 2010-12 2011-13 2012-14 2013-15 2014-16 2015-17 2016-18 2017-19
—Cherwell —Qxford South Oxfordshire
—Vale of White Horse West Oxfordshire Source: GBTS
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Millions of domestic overnight domestic trips (2017-19 annual average)

Holiday
London
Devon
North Yorkshire

Cornwall and Isles of Scilly

Cumbria

Dorset

Norfolk
Lancashire
Lincolnshire
Greater Manchester
East Sussex
Somerset
Hampshire

Kent
Merseyside
Bristol/Bath area
Derbyshire
Northumberland
West Midlands
West Sussex
West Yorkshire
Gloucestershire
Suffolk

Cheshire

3.95
3.40
3.25
3.21
2.68
1.92
1.89
1.59
1.38
1.29
1.25
1.20
118
111
1.07
1.03
1.00
0.91
0.84
0.80
0.79
0.74
0.72
0.71

North Lincolnshire/Humbersid&7

Isle of Wight
Wiltshire, County of
Tyne and Wear
Essex

Berkshire
Shropshire
Oxfordshire
Staffordshire
Nottinghamshire
Warwickshire
South Yorkshire
Cambridgeshire
Durham
Bedfordshire
Worcestershire
Buckinghamshire
Surrey
Northamptonshire
Leicestershire
Hertfordshire
Herefordshire
Tees Valley
Rutland

South Gloucestershire

0.61
0.59
0.56
0.55
0.55
0.54
0.52
0.51
0.49
0.45
0.39
0.39
0.34
0.29
0.29
0.29
0.28
0.25
0.25
0.21
0.19
0.10
0.04
0.02

VFR
London
Greater Manchester
West Midlands
Hampshire
Devon
West Yorkshire
Bristol/Bath area
Kent
North Yorkshire
Essex
East Sussex
Dorset

4.46
142
1.39
1.36
131
1.24
1.18
1.16
1.10
1.03
0.90
0.87

Cornwall and Isles of Scilg5

Merseyside
Oxfordshire
Norfolk

Surrey
Cambridgeshire
Tyne and Wear
Derbyshire
Cheshire
Hertfordshire
South Yorkshire
Nottinghamshire
Lincolnshire
Gloucestershire
West Sussex
Berkshire
Cumbria
Lancashire
Leicestershire
Somerset
Staffordshire
North Lincolnshire/Hur
Wiltshire, County of
Suffolk
Buckinghamshire
Shropshire
Northamptonshire
Worcestershire
Warwickshire
Bedfordshire
Durham
Northumberland
Herefordshire
Tees Valley

Isle of Wight
South Gloucestershire
Rutland

0.80
0.80
0.78
0.77
0.74
0.72
0.71
0.71
0.71
0.69
0.69
0.66
0.64
0.63
0.63
0.62
0.60
0.58
0.56
0.56
0.54
0.54
0.52
0.50
0.48
0.42
0.41
0.35
0.32
0.29
0.25
0.18
0.18
0.16
0.05
0.05

Business
London
West Midlands
Greater Manchester
Hampshire
North Yorkshire
West Yorkshire
Bristol/Bath area
Kent
Berkshire
Merseyside
Buckinghamshire
Lancashire
South Yorkshire
Tyne and Wear
Devon
Hertfordshire
Cumbria
Surrey
Leicestershire
Staffordshire
Oxfordshire
Warwickshire
Norfolk
Cheshire
Cambridgeshire
Gloucestershire
Nottinghamshire

Cornwall and Isles of Scilly

West Sussex
Lincolnshire
Durham

East Sussex
Derbyshire
Wiltshire, County of
Essex

Dorset

Suffolk
Northamptonshire
Bedfordshire

North Lincolnshire/Humberside.12

Somerset

Shropshire
Worcestershire
Northumberland

Tees Valley
Herefordshire

Isle of Wight

South Gloucestershire
Rutland

0.11
0.1¢C
0.1C
0.0€
0.04
0.04
0.0z
0.01
0.0C

While not suggesting that these are the counties offering the most pertinent competition to
Oxfordshire in term®f domestic overnight tourism it is perhaps nonetheless informative to take

€221 0 GK2a$S 9y3atArAakK O2dzyidAsSa GKI
the volume of such trips, and this is shown in the following table for eacheahtlee main
journey purpose categories.

I NB Ay
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If we compare the journey purpose . . . .
mix of dor[:]estic ovjernighi/tr())urlijsm Overnlght domeStIC tl’lpS: pUI'pOSE Sp'ltS 201 7'19
in Oxfordshire with that for England,

we can observe from thchart that

the county is more reliant on Visits

to Friends and Relatives (VFR)g

than England, whereas at the

national level half of trips are for a England
Holiday but in Oxfordshire the

equivalent figure is around ore

third.

Oxfordshire

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
M Holiday mVFR = Business
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The average length of stay for both Holiday and VFR trips to Oxfordshire
typically a little lower than is the case across England as is evident from t 4.0
following chart, while Business visits to the county are slightly longer on
average than at the nainal level.

3.0
The reverse is true when we turn our attention to average spend per nigh
with both Holiday and VFR visitors to Oxfordshire spending more than the %°
national average but Business visitors spending somewhat less. 20

Average spend per night for overnight domestic trips (2017-19)

£140 1.0
£120 £116 0.5
0.0
£100 03
£60 £71
£60
£48
£40 £3°
) I
£0
Holiday VFR Business
® Oxfordshire = England Source: GETS

Average length of stay (nights) for overnight domestic trips (2017-19)

34
29
27 26
I | |

Holiday VFR Business
m Oxfordshire mEngland Source: GBTS
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If we bring these metrics together to

examine the amount of spending per visit

we discover that the county is closely £300
aligned with the national picture for Holiday

and VFR trips but falls short of the national
average when it comes to Business trips. ~ £250

£200

£150

£100

£50

£0

Average spend per trip for overnight domestic trips (2017-19)

£268
£221
g9 _E115 I
Holiday ~VFR Business
m Oxfordshire mEngland Source: GBTS
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Looking at the distribution of trips
by both Local Authority and journey
purpose shows that VFR dominate:
in each area apart from West
Oxfordshire where Holiday trips
predominate.

Oxford attracts the highest volume
of trips across all three categories
of trip purpose.

For both Cherwell and Oxford the
volume of Business trips is not
dissimilar to that of Holiday visits,
whereas in the other three districts
there are only a negligible amount
of Business trips.

0.350

0.300

0.250

0.200

0.150

0.100

0.050

0.000

Overnight domestic trips (2017-19 annual average, millions)

0.311
0.172
0.148 0.155
0.124
0,094
0.083
0.068
0.059
0.042
0.009 l 0.013
Cherwell Oxford South Oxfordshire  Vale Of White Horse

W Holiday mVFR = Business

0.135

0.079

0.009

West Oxfordshire
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The story is somewhat different if we
look at the same set of results but with &
focus on spending, as can be seen from
the later chart this sees an uptick in the
relative importance of Holidays relative
to VFR thanks to their higher spend
profile. In most of the districts we can
also spot hat the importance of
Business tourism is more evident once
looking at spending than was the case
when simply focussing on the volume of
trips, especially in Cherwell and Oxford.

A study undertaken by VisitEngland
focussing on GB residents who had take
adomestic holiday in the past month
shone a light on the visitor profile of
different destinations, one of which was
Oxford. It was found that 53% of this
group hadvisitedat some stage in the
past.

£45

£40

£35

£30

£25

£20

£15

£10

£5

£0

Overnight domestic spend (2017-19 annual average, £m)

£39
£31 g3
£28
£17 16
£13 £12
£10 £10
£2
£1

Cherwell

Oxford South Oxfordshire  Vale Of White Horse

m Holiday mVFR

Business

£32

£13

£1

West Oxfordshire
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DOMESTIC TOURISM DAY VISITS

These visits areaubset of 3 hour+ Leisure Day Visits defined as follows:
9 Activitiesg involving participation in one or more of a series of specified leisure activities
9 Durationc lasting at least 3 hours, including time spent travelling to the destination
1 Regularityc the participant indicates that the visit€.a I YS | QUG A @A G& Ay &lYS LXIFOS0 A& y20 dzy RSNI |
9 Placeg the destination of the visit is different from the plades(city, town, village or London borough) where the participant lives.

Starting with a glance at trends in both the volume Oxfordshire Tourism Day Visits (m trips and £m spend, outturn prices)

and value of Tourism Day Visits in Oxfordshire 18 £900

indicates that after having dipped in the middle par

of the last decade ahead of the pandemic the 16 £800

volume was on a par with that from 2041B by the £700

end of the peiod under scrutiny. M

- . . . . 12 £600

Before adjusting for inflation spending on Tourism

Day Visits was on a gently upward trajectory. 10 £500
8 £400
6 £300
4 £200
2 £100
0 £0

201113 2012-14 2013-15 2014-16 2015-17 2016-18 2017-19
mm\olume (m) —Value (Em)

390



BLUE SAIOXF&DSHIRE VISITOR ECONOMY IRESHEPORT SEPTEMBER23

As can be seen from the brace of pie charts the volume of Tourism Day Tourism Day Visits (2017-19 annual average, milliion, % share)
Visits is fairly evenly spread across the five Local Authority areas.

Although caution is needed when it comes to the reliability of spend
estimates it is interesting to note that ¢hsurvey finds day visits to West
Oxfordshire have a much lower spend profile than is the case in the
remaining Local Authority areas, hence the much smaller proportion of

) L u Cherwell
overall spending accounted for in this area. . o;or:e

South Oxfordshire
m Vale of White Horse

West Oxfordshire

1.6, 10%

Tourism Day Visits (201719 annual average, £m, % share)

£51.6, 8%

£85.2, 12% £191.6. 28% 3.0, 18% 5.1,32%

| Cherwell

u oo This may reflect tour groug8A & A G Ay 3 2 Sa0G hEFT2NR&KANSD
South Osforgshie | t€Te being little by way of spending opportunities that feature in that part
mVale of White Horse O their trip. However caution should be noted with small sample sizes
West Oxfordshire when looking at district level data.
£147.0, 21%
By contrast Cherwedlees its spend share being higher than its volume
share, which may be accounted for by the presence of Bicester Village in

Bicester.
£209.3, 31%
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In order to provide a feel for the scale of Tourism Day Visits in the county the table below shows those EngliShécouiitiK I G & A

based on data for the period 2041P.

London

Greater Mancheste
West Midlands
Kent

West Yorkshire
Essex

Devon
Hampshire
North Yorkshire
Norfolk
Lancashire

East Sussex
Tyne and Wear
South Yorkshire
Merseyside
Derbyshire
Nottinghamshire
Cheshire
Lincolnshire
Dorset
Cambridgeshire
Suffolk

Cornwall and Isles
Bristol/Bath area

TDV (m)
309.3
63.8
85.7
50.5
50.1
46.3
428
40.9
38.6
36.9
36.9
295
275
27.3
272
27.2
27.0
27.0
26.5
25.9
251
25.0
24.9
23.3

plp Staffordshire
North Lincolnshire/|
Gloucestershire
West Sussex
Somerset
Leicestershire
Surrey
Cumbria
Buckinghamshire
Hertfordshire
Oxfordshire
Berkshire
Worcestershire
Shropshire
Northamptonshire
Warwickshire
Wiltshire
Durham
Northumberland
Bedfordshire
Tees Valley
Isle of Wight
Herefordshire

South Gloucesterst
Rutland

217
21.6
211
21.1
20.0
20.0
19.6
19.4
19.2
18.6
16.3
16.1
15.5
15.2
14.8
14.0
13.3
13.2
11.4
10.4

7.8

55

4.5

2.6

1.2
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INBOUND OVERNIGHT TOURISM

During the decade prior to the pandenmic Inbound overnight visits to Oxfordshire (000s)
we can see from the following chart that 900
there wasa period of growth between
2013 and 2016, but kb before and 800
after this time volumes were fairly
stable.
700

The number of overnight visits to
Oxfordshire by overseas visitors grew b 600
34% during the 2009 to 2019 period,

almost identical to the 31% seen across 900

the UK as a whole.
400

300
200

100

2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019

Source: VisitBritain
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Comparing the journey purpose mix of inbound overnight visits to Journey purpose mix of inbound visits in 2019
Oxfordshire with that of the UK we can see that there are few significant
variances with the exception of the county ovadexing in terms of the
share of Study visits.

Differences in theamount spent per visit are quite marked in some cases
which accounts for the even greater share of inbound visitor spending ir
the county attributable to Study visits seen in the second chatrt.

Journey purpose mix of inbound visitor spend in 2019 _ l
Oxfordshire

UK
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

EHoliday ®MVFR = Business M Study ® Other

A further observation from thgetwo charts is that Holidayaccount for a
lesser share of spend relative to visits in the county compared with the
UK. There are a few factors that sit behind this starting with average

. length of stay.

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
MHoliday ®mVFR © Business ™ Study m Other

Oxfordshire

Source: VisitBritain
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The next chart shows that while trips tend to last longer in the UK than ir Inbound visits average length of stay (2019)

Oxfordshire, with the most pronounced for VFR trips. 10.0
9.0
. . 9.0
In terms of spend per night the county lags the UK for both Holiday and
Business visits from overseas but is ahead for VFR trips. 80
7.0
6.1 6.2
6.0 57
50 49
42
40
3.0
2.0
Inbound visits average spend per night (2019) 10
£180
0.0
£160 £160 Holiday VFR Business
m Oxfordshire ~ mUK Source: VisiBritsin
£140 £199 £132
£120
£100 cs8
£80
£60
£40
£20
£0
Holiday VFR Business
n Oxfordshire n UK Source: VisitBritain
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Bringing these parameters together . -
and looking at spener visit, the Inbound visits average spend per visit (2019)

following chart, sees Oxfordshire beinc£900
on a par with the UK for VFR and
Business but falling short when it £800 £784

Holiday

comes to the average amount spent by

a Holiday visitor. £700 T £673

| | I I
VFR

Business
m Oxfordshire  mUK Source: VisitBritain

£600

£499
£500
£400
£300
£200

£100

£0
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While not indicative of the areas against which Oxfordshire is nedssar A" average staying visits 2017:19, 000s

competing it is worth seeing where, for each journey purpose, the county

sits in relation to other areas of the country, and this is done in the
following table, demonstrating just how vital Oxford is in attracting
international study visits as it coresecond only to London.

Holiday

11,009
Gtr Manchester 537
East Sussex 407
Kent 399
Merseyside 363
Somerset 353
Oxfordshire 308
West Midlands Met County 277
Cornwall & Scillies 250
North Yorkshire 249
Cambridgeshire 241
Devon 223
Hampshire 209
Bristol UA 208
Berkshire 191
Warwickshire 160
Dorset 155
West Sussex 150
Cumbria 150
Wiltshire 141
West Yorkshire 122
Surrey 119
Gloucestershire 113
Essex 109
Hertfordshire 103
Tyne & Wear 100
Lancashire 87
Bedfordshire 84
Cheshire 83
Buckinghamshire 68
Nottinghamshire 65
Lincolnshire (excl N&NE) 63
Leicestershire 53
South Yorkshire 50
Derbyshire 50
Norfolk 49
Hereford & Worcester 46
Staffordshire 42
Suffolk 40
Northamptonshire 36
Northumberland 32
Durham 30
Shropshire 23
Isle of Wight 20
Hull UA 12
East Yorkshire 10
Northern Lincolnshire 6
Tees Valley/Cleveland 6

London
Gtr Manchester

VFR

5,234

559

West Midlands Met County 480

Hampshire

East Sussex
Surrey

Kent

Hertfordshire
Berkshire
Oxfordshire
Cambridgeshire
Bristol UA

West Yorkshire
Essex

Merseyside
Somerset

West Sussex
Buckinghamshire
Cheshire

Devon

North Yorkshire
Lancashire

Dorset
Nottinghamshire
South Yorkshire
Bedfordshire
Leicestershire
Warwickshire
Tyne & Wear
Gloucestershire
Norfolk

Wiltshire
Derbyshire
Hereford & Worcester
Suffolk
Northamptonshire
Cornwall & Scillies
Cumbria
Lincolnshire (excl N&NE)
Staffordshire
Shropshire
Durham

Hull UA
Northumberland
Tees Valley/Cleveland
Isle of Wight

East Yorkshire
Northern Lincolnshire

325
321
318
313
287
274
247
236
235
229
226
225
220
200
171
162
160
160
152
151
151
141
139
138
135
128
120
114
109
106
95
94
89
88
82
79
76
65
47
32
30
29
23
21
20

Business
London 3,893
West Midlands Met County 661

Gtr Manchester
Kent

Berkshire
Merseyside
Cambridgeshire
Oxfordshire

West Yorkshire
Bristol UA
Hampshire

Essex
Warwickshire
Northamptonshire
Surrey

West Sussex
Bedfordshire
Nottinghamshire
Buckinghamshire
Tyne & Wear
Leicestershire
East Sussex
Cheshire
Hertfordshire
South Yorkshire
Derbyshire

North Yorkshire
Wiltshire
Somerset
Staffordshire
Suffolk
Lincolnshire (excl N&NE)
Devon

Shropshire
Gloucestershire
Lancashire

Dorset

Hereford & Worcester
Norfolk

Cumbria

Hull UA

Durham

Northern Lincolnshire
Tees Valley/Cleveland
Cornwall & Scillies
Northumberland
East Yorkshire
Isle of Wight

441
308
220
160
156
152
148
146
143
129
112
102
99
95
91
87
85
83
83
79
79
78
75
69
63
61
56
44
43
43
40
39
37
36
32
31
25
24
20

Study

London
Oxfordshire

East Sussex
Cambridgeshire
Gtr Manchester
West Midlands Met County
Merseyside

Kent

Somerset

Bristol UA

Dorset

Devon

Hampshire

South Yorkshire
Leicestershire
West Yorkshire
North Yorkshire
Lancashire

Tyne & Wear
Berkshire

West Sussex
Warwickshire
Nottinghamshire
Essex
Hertfordshire
Durham

Suffolk
Gloucestershire
Cheshire

Hull UA

Surrey
Northamptonshire
Wiltshire
Bedfordshire
Derbyshire
Cornwall & Scillies
Cumbria
Staffordshire

Isle of Wight
Shropshire

Tees Valley/Cleveland
Buckinghamshire
Norfolk
Lincolnshire (excl N&NE)
East Yorkshire

222

23
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460



BLUE SAIOXF&DSHIRE VISITOR ECONOMY IRESHEPORT SEPTEMBER23

In terms of the largest source markets fo . . T
the county two |o,?g1au| markets held Oxfordshire overnight visits in 2019 (000s)
sway at the top of the staying visits chart USA
for the county back in 2019, namely the China
USA and China ahead of a cluster of EU France
source marketfieaded by France. Netherlands

Germany
Spain

Italy

Irish Republic
Poland
Romania
Hong Kong
Australia
Czech Republic
UAE

Canada
Belgium
India
Switzerland
Norway
Brazil

—_
=]
[
=
£
=]
Fon
=
wn
L3
o
L=
-
L=
oo
L)
o
L=

100 110

Source: VisitBritain
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DAY VISITS BY INBOUND VISITORS

The International Passenger Survey does no’

routinely collect information on where Inbound day-tripper volumes in 2016 (000s)
international visitors travel to on day trips, 459
the only geographical information collated
covers where they stagvernight. However, 4
in 2016 VisitBritain sponsored a question on

I
the ONS survey to establish the extent of day 35
tripping by overseas visitors and the
destinations visited on those trips. 300
From this it is possible to establish that 250
Oxfordshire saw around Haa million day
visits by overseas visitors that year, with 200
Oxford being the most visited destination in
the county. 150
The following chart shows the overall journey 100
purpose of those inbound visitors who
undertook a day trip to either Oxford or 50 —
Bicester (tle only two destinations within the -
county for which estimates are available). 0

Oxford Bicester

For those in the UK for a Holiday, Study or fc mHoliday mVFR  Business M Study / Miscellaneous Source: VisitBritain
Business reasons Oxford was the third most

visited destination for day trips, while for those here for a VFR trip it was raiked
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LOCAL ECONOMIC IMPACT STUDIES

While the nationally produced data shared above provides useful comparison at a county level against other regions atgraedtibat it does not
accurately reflect the picture at the local level. For this cgasiany destinations invest in local economic impact studies for their areas. These are
prepared by different companies who model the impact in a locality using the national data sets and modelling outputs\lmaeeachber of other
variables including l@dly collected data (occupancy, attraction visits etc).

Within Oxfordshire, Experience Oxfordshire supply economic impact studies for the County and district level studies @raCige@xford City as well
as the county. In West Oxfordshi@ptswoldsPlusprovide a study for the district as part of Cotswalitle studies. Below are the key results of these
studies for 2019.

West Oxfordshire 2019South West Research Company)

Overseas Staying

Domestic Staying

' Day Trips

Trips 464,000 84,500 3,475,000 4,023,500
Nights 1,023,000 674,000 - 1,697,000
Spend £m 80.316 43.093 123.555 246.964
Employment 4,389 roles

3,197 FTE!

City of Oxford 2019Destination Research)

Domestic Staying

Overseas Staying

' Day Trips

Trips 639,000 577,000 6,606,504 7,822504
Nights 1,424,000 3,719000 - 5,143 000
Spend £m 143499 312514 318.588 733539
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17,032roles
12551 FTEs

*following adjustments made to avoid double countil

Cherwell District 2019gDestination Research)

Domestic Staying Overseas Staying \ Day Trips
Trips 342,000 60,000 7,762189 8,164,189
Nights 833,000 425,000 - 1,258,000
Spend £m 71.045 18.537 344.171 404.496*

Employment 8,786roles
6,318FTEs

*following adjustments to avoid double countir

Oxfordshire County 201€Destination Research)

Domestic Staying Overseas Staying \ Day Trips

Trips 2,074,000 769,000 28,077,232 30,920,232
Nights 5,303,000 5,230,000 - 10,533,000
Spend £m 446.084 378.217 1,235.775 1,947.280*
Employment 42,077 roles
30,657 FTE:
*following adjustments to avoid double countir
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VISITOR ECONOMY EMPLOYMENT
The most recentletailed :
employment data at the local level Employment in 2021
broken down by Standard Other amusement and recreation activites m®
Industrial Classification relates to Activities of amusement parks and theme parks

. Botanical and zeological gardens and nature reserve activities I
2021’ available through NOMIS Operation of historical sites and buildings and similar visitor..
Based on a cc_ahort pf-dlglt SIC Mtseum activiles e
groups that a“gn with travel and Operation of arts faciliies 1
tourism it is possible to establish Ariistic creation W1
that in total empgoyment Support activities to performing arts 1
accounted for by these activities Performing arts s
exceeded 29,000 in 2021, Varying Convention and trade show organizers N8
as a percentage of total Other reservation service and related activities 1

. T f tivit |
employment by Local Authoriy e o
O i .
from 5';1' A) in Vale of Whlte.HOTSG Beverage serving activities I I
to 12.0% in West Oxfordshire. Other food service activities M.
Event catering activiies mm—m mm
The foIIowing chart shows Restaurants and mobile food service activitie:s —
employment by SIC and Local Other accommodation B
Authority, confirming that three Camping grounds, recreational vehicle parks and trailer parks
activities dominate namely Holiday and other short stay accommodation |
A A ’ A Hotels and similar accommodation  IEE—— L
l;IJ l,\\l‘B &} ; I\, qu..]I- XLJ ? . I}\ ),/ | Passenger air transport
g 2 mg}\ 32 i 83 A g}\ E 1 Taxi operation Wi
AAYAEFNI FOO2YY2 | 2,000 4000 6,000 8000 10,000 12,000
B Cherwell m Oxford South Oxfordshire ~ mVale of White Horse West Oxfordshire

Source: NOMIS
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VISITS TO VISITOR ATTRACTIONS

We can get a more contemporary feel for
how thevisitor economy in the county is
performing by taking a look at data from
the Association of Leading Visitor
Attractions as figures for 2022 have now 1 g0 000
been released.

While not covering all attractions in the 800,000
county we can note that among those for

which dda is available last year saw visits

still 22% below the 2019 level. The 600,000
following chart depicts the number of

visits in 2012, 2019 and 2022. It should t 400,000
recognised that the nature of the offer at
Bodleian Libraries has changed

substantially in recentgars meaning that 200,000
the uptick in visits should be treated with

caution. Nevertheless, the aggregate l

increase among the remaining attractions -
between 2012 and 2019 stood at 29% Bodleian Libraries Museum of the Pitt Rivers ~ Oxford University Blenheim Palace  Ashmolean

History of Science Museum Museum of Museum
Natural History

Visits to leading attractions
1,200,000

which compares favourably with the 21%
growth over this period for ALVA membe
attractions across the UK. m2012 m2019 = 2022

Source: ALVA
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The current Economic Impact document for Oxfordshire froqmeEienceOxfordshiresuggests that for overnight tourism July is the peak month for both
volume and value and January the quietest month, while fondsiys it is estimated that August is the peak month and February the quietest.

Data from STR helps shine a light on seasonality in the cou Oxfordshire Hotel Occupancy
with the following chart based on information provided to ST 100%

from around 60% to 65% of the hotel rooms on the STR

Census of rooms available in, or close to, the county of 90%

Oxfordshire. 80% /\'\ ﬁ\

Monthly data for the period from January 2015 to February 70%
2023 has been analysed and the first of the following charts 60%
shows room occupancy for each individual month and also «
a twelvemonth moving average basis. It is strikingly eviden 50%
that demand is higly seasonal (outside of the period

impacted by Covid 9) with a marked trough in January and ¢ 40%
peak between June and August. 30%
20%

On a moving average basis occupancy was fairly static ahe

of the pandemic and has now recovered to within two 10%

percentage poirg of the 79% that had been the norm. 0

It is not known to what extent data for hotels in the county i< 52385238583 8552388%3385%
=—Actual ===Rolling 12 months

0SAYy3 AYLI OGSR o6& az2vY$8 27 (.._ e e e e, — source ST
utilised by the government for the purpose of housing refugees.

r-22

r-21
I-21
21
N-22
I-22
t-22
n-23

Al
Juk22
o]

5§ & 3 8 §

a
Ji

O
a

Apr-2
Ji

o
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Looking at Average Daily Room Rates (ADR . .
we can see that (having adjusted for inflatior Oxfordshire Hotel ADR, constant prices

July traditionally sees the highest rates and  £160.00
January the lowest, with a differential in
excess of £30 between these months. On a £140.00

moving average basis ADR was higheeal

terms during the summer of 2022 than had /\/\

been the case in any of the five summers £120.00

ahead of the pandemic. v
£100.00

£80.00

£60.00 \)

£40.00

£20.00

£0.00

E R O % & & = s = = T T i - e T

5

5

5

5

6

6

6

6

7

7

7

7

-18

8

8

8

9
Apr-19
Jul-19
Oct-19
Jan-20
Apr-20
Jul-20
Oct-20
Jan-21
Apr-21
Jul-21
Oct-21
Jan-22
Apr-22
Jul-22
Oct-22
Jan-23

Source: STR
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Bringing occupancy and ADR together produces

what is known as RevPAR, or Revenue per

Available Room and here we find that courtesy o £140.00
occupancy not having fully regained its pre

pandemic level on a smoothed basis last summe £120.00
saw RevPAR about £5 shy of where it was for '
much of 2017 and 2018.

£100.00
Comparing RevPAR data for Oxfordshire with the
for the wider geography of South East England £80.00
(based on data published by VisitEngland) it is
evident that throughout 2022 the county
consistently outperformed the wider region. £60.00
£40.00
£20.00
£0.00

Oxfordshire Hotel RevPAR, constant prices

W OWw W W D @O WO W M~ M~ P~ P 00 @0 O W D000 0 - — = T © & & o oo™

Source: STR
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Switching attention to performance by day .

of week and with a focus just on the most Oxfordshire Hotel Occupancy
recent twelve months we can observe 100%

from the following chart that Tuesdays,
Wednesdays or Saturdays have typically
delivered the highest occupancy in recent 0%

times while Sundays consistently fall a lon

way short of other days of the week. 70%
60%
50%
40%
30%
20%
10%

0

Mar-22 Apr-22 May-22 Jun-22 Jul-22 Aug-22 Sep-22 Oct-22 Nov-22 Dec-22 Jan-23 Feb-23

90%

o
S~

BSun EMon = Tue MWed ®mThu = Fri m Sat Source: STR
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Hoteliers vary their ADR .
significantly by day of vek to take Oxfordshire Hotel ADR
advantage of inelastic demand on £180.00

certain days, with the later chart

revealing that in July last year the £15000

typical Saturday saw an ADR of
£162, some £50 higher than the
average rate being charged on a
Sunday night.

£140.00

£120.00

£100.00
£80.00
£60.00
£40.00
£20.00
£0.00

Mar-22 Apr-22 May-22 Jun-22 Jul-22 Aug-22 Sep-22 Oct-22 Nov-22 Dec-22 Jan-23 Feb-23
mSun ®Mon © Tue ®mWed ®mThu © Fri mSat Source: STR
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Again looking at what thismieans for .
RevPAR we find that in most recent Oxfordshire Hotel RevPAR

months the strongest returns are £160.00
found on Saturdays, especially in

the summer, while in winter months £140.00
Tuesdays and Wednesdays come ¢

close second.
£120.00

£100.00

£80.00

£60.00

£40.00

£20.00 |
£0.00

Mar-22 Apr-22 May-22 Jun-22 Jul-22 Aug-22 Sep-22 Oct-22 Nov-22 Dec-22 Jan-23 Feb-23
mSun ®MMon Tue ®mWed mThu © Fri m Sat Source: STR
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hEFT2NRAKANB Sg215& NAOK I aa2 OA I Aishots/Cxfordisiire IsIfredbdiindrilyiassyclaiedrvitidhistory @ngl & dzY S NJ NB 2
heritage; it is also renowned as a centre for museums and galleries with a vibrant arts and culture scenepo Asfagld O2y > ' yR GKS 02 dzy
visited destination, the city of Oxford is likely to be the driver of thesedbmind associations.

| 26 SOSNE GKS alyYS NBaSFNDODK |faz2 adaA3asSada LIS2LX SQa mésohingRsfattrackve O 2 dzy G @
O2dzy i NEAARS & | NBlFazy (2 @Qrardao ¢ KSNB I NB 2 LJLJ2 b ideygarderds il itsfodd 0 dzA £ R 2
and drink offer, with around a third of people mentioning these as mokivaty & (2 @A AA 0 @ a2NB NBOSAagkieSbyF S| ( dzNB
approximately only a quarter of responderg$ocus on it being easy to get to and as a place to visit for shopgéngell agor events and festivals.

Alongside Oxford, peoflQ & SELISNASYy OS&d 2F GKS O2dzyieé | NBThanesBirfoidany Bidester. 12 0S5 &KI LISR
Profile data shows that couples make 46 ofall visitor groups to Oxfordshirgith families andgroupsof friends being the next most popular

Visitors are most likely to arrive in Oxfordshire for a day trip. Short stays (overnightstags than a week) are undertaken by 46P4isitors while
long stays of more than a week are mentioned by only 6%.

Visiting a pub, tearoom or restaurantoagside visiting attractions are the most popular activities undertaken by visitors (among almeistitus).
44% had visited a cultural venue or museum and a third had toured around the county. Around a quarter of people mengiphed #ither been
walking, attended an event or went on a special shopping trip when visiting the county.

VisitEngland research among visitors to Ox8dalind that threequarters of people who had taken a recent trip to the city highly ratedistory
and heritage, cultural offer anthe quality of food and drink. However, areas where Oxford performed less positively versus other GB cities and large

2 Experience Oxfordshire Consumer Survey (Marci3R02
3 Oxford Destination Report, VisitEngland (2018)
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town were shopping and also transport connectivgtigoth in terms of reaching the city artden being able to navigate it easily once thefiéhese
themes are echoed in the more recent research at a county level by Experience Oxfordshire. Visitors to Oxford alsd tegisterg satisfaction
and were less likely to make a return trip whieenchmarked versus other GB cities and large towns.

Equivalent analysis for the Cotswolds (covering the entire geography, a separate analysis of the Oxfordshire Cotswaldsléble)tdemonstrates

the strength of its reputation as a destination warhighquality natural environment. It also performed positively on factors including history and

heritage, food and drink, as well as being seen as welcoming and friendly. Trip satisfaction was on a par with thee@Biyisitle average with

likelihood to return being slightly ahead of benchmark levels. This suggests that leveraging key assets from the Oxfordshids (Doissitor

YFEN] SGAy3a YIe KStL) G462 SyKFIyOS (GKS O2dzyieQa 20SNI face. NBLIziF A2y & |
Domestic visitor profile data for Oxford shows the city unley RSES&a 2y GA&AG2NA | 3ISR npbo Ly GKS O2y(SE
may be unsurprising. Nevertheless, with the trend for an ageing population, it will be imptstantlerstand any potential barriers to visiting for

Y2NB YI Gdz2NBE O2K2 NI ad DAGSY hEFT2NRQA O2YLI NI} G§A OGSt & i6Rdybufdesdt Miissudzi | G A 2y
with access for older visitors and one which would inexploration. Nevertheless, Oxford is a wied city among Baby Boomers polled by

YouGov, who score the destination more highly than either Millennials or Generation X cohorts. Therefore, Oxford ajpesiara good position

to appeal to mature gitors if it can reach them with a meaningful proposition.

The age profile of domestic visitors to the Cotswolds aligns with the GB destination average (45% aged betieamdl®5% aged 45+). Therefore,
the Oxfordshire Cotswolds is likely welacedto attract mature visitors to arrive and explore the wider county.

¢
<

Pl

Analysis of best prospect visitor segments for Oxfordshire suggests six target groups (three UK domestic and threenafewiaiiare well placed

to deliver value growth for the countyBy lifestage, there are potential growth opportunities among a migdjed and older cohort in the UK and
AYGSNYFGA2ylffe gK2 O2ddZ R 6S FOGGNI OGSR 60& (KS O2 dzy lirdle 85 travelifpgR 8 OF LISA X K¢
without children searching for actiepacked breaks full of novel experiences:-hised families looking for famifyiendly learning experiences and

outdoor activities; plus adult groups aged under 40 from China and GCC markets attracted-&ychagperences.

Business tourism is also a significant opportunity for Oxfordshire given its international profile in education, techndlsgiglace. A study by

hET2NR . NR21Sa .dzaaySaa {OK22t Ay wHnamd F2dey R &l Koh20l KW & daaddl | AAyyHoof £ SS YN sRIS
Oxfordshire. Investment in a new myfturpose venue was highlighted as central to achieving significant growth for business tourism with estimates

that this type of venue could annually attract more than 350,08@ais and value of up to £8m.

60



OXF®&DSHIRE VISITOR ECONOMY IRESEEPORT SEPTEMBER?23

The travel market is currently characterised by uncertainty as a result of pandemic disruption, economic headwinds aititgleioptability. This

KFa KSAIKGSYSR LIS2 uifrmSreeéds ah@ idrdediateciionstafc&s Aphitling e i on businesses to accommodate last minute

changes and cancellations. Nevertheless, trends are emerging that are likely to have a mediumidonangpact on visitor behaviour. In the case

of a growing desire to engage withatoutdoors for wellbeing and the increased adoption of digital technology in researching and booking trips, the

pandemic can be seen to have had a catalysing effect. Economic constraints are encouraging people to think about dedtisatioem home ah

G2 a4SS| O ftdzS 6KSNBEOSNI LI2aaroftSo t S2L) SQa 02y a oA 2 dzayPedaeen thaught an& SA NJ Sy ¢
action remains without the widespread and consistent adoption of sustainable practice among both busaresseasumers.

Researctamongii K S O 2ediyeiitsbyExperience Oxfordshire in March 2@2®wsan almost universal appreciation of the importance of

G2dzNRAY (2 GKS KSFftGK 2F (KS O2 énpdartand@ry impoRaBQNIISIDERdgT 2 YlArterotiesident dlsd A y 3 (1 2 dzNJ
believe that tourism has a positive impact on their quabif life. However, a similar number believe the reverse with traffic congestion and concern

about environmental impacts being key areas of concdinerefore, adressing reside@ Q 02y OSNya Ay GKS&AS | NBFa gAff
their support and advocacy for the future growth of tourism.
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VISITOEXPERIENCES AND PERCEPTIONS OF OXFORD AND THE COTSWOLDS

Oxford

As the most visited destination within Oxfordshire, how visitors experience the city of Oxford is key to shaping peroéfgtmmsder county.
Therefore, we have explored the strength of the Oxford experience to understand its likely effect on how people percaiumtie

Data is taken from VisitEngland research among GB domestic visitors and assesses different elementxpétiegice across the period April 2015 to
January 2018. Oxford is benchmarked against other GB cities and towns included in the study, as well as a broadeniGB alestatge. Results are
shown in the graphic below:

Threequarters rated Oxford4qg T2 NJ WljdzZt ft AGe@ 2F F22R YR RNAY]1 QX W2LILRNIdzyAdA Dar F2 N Odz
better than the case for GB cities more widely.

However, on a less upbeat note Oxford fell short of peeformance of the typical GB city across many of the attributes, with this particularly the case for
WEAK2LIIA YT 2L NIdzyAGASAaQs wSFasS 27
Oxford - Attribute satisfaction among visitors: % rating 4 or 5 (where 1 = poor and 5 = excellent) wSlas 2F 3sSGaA y' 3 Ttht)dajé&scqi’eK Belor Sada y' |
other GB destinabns on the friendliness of its welcome.

= |1l

Its history and heritage
Opportunities for cultural activities

Quality of food & drink

The Cotswolds

The same study also included the Cotswolds. Responses are shown
below for the whole of the Cotswolds area (it not being possible to
split out the Oxfordshire Cotswolds separately) and benchmarked
versus a rural countryside average and the GB destination average:

Offering a distinctive, authentic experience

Range of attractions and things to do

Quality of accommodation options

Availability of information about the destination before you get there

Availability of information about the destination once you're there

Ease of getting around the destination

Customer service given

Ease of getting to the destination

lability of individual/independent local shops

Its overall value for money

Shopping opportunities

0% 1% 20% 30% 40% 50% 60% T0% B0% 0%

m Oxford m Cities m Great Britain 6210
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h@SNJ pr> 2F GAaAAG2NAR NIGSR GKS /20ag2ft Ra KAIKE & 7T 20ukdstiodg saigfadtiod viithi @ 2 F (K
Alda WKAAG2NE AHRR 26S NIRBIRIS YR WINFYIl Q FyR Ala WoSAy3a ¢St O02YAy3a yR FTNASYR

There may be an opportunity to create a positive halo for Oxfordshire and enhance its reputation around the natural emtipngiwcasing the
landscaps and rural assets of the Oxfordshire Cotswolds in destination marketing for the county.

Cotswolds - Attribute satisfaction among visitors: % rating 4 or 5 (where 1 = poor and 5 = excellent) . . L.
This research also asked GB domestic visitors about
their likelihood to consider visiting selected destinations
in the future and, if they had visited one these key
destinations, to rate their satisfaction with their last trip
and likelihood to return. Both Oxford and the
Cotswolds were included in these questions.

Quality of the natural environment
Its history and heritage

Quality of food & drink

Being welcoming and friendly
Quality of accommodation options
Ease of getting to the destination

Offering a distinctive, authentic experience

Results are shown in the table below. Oxford is
benchmarked against other GB cities large and towns;
the Cotswolds is shown in the context of the
rural/countryside average. The GB average is shown as
a benchmark for both destinations:

Availability of individual findependent local shops

Customer service given

Availability of information about the destination once you're there
Ease of getting around the destination

Availability of information about the destination before you getthere
Range of attractions and things to do

Its overall value for money

Having a good range of outdoor activities

=]
®

10% 2% 30% 40%

g
g
g
g
g

m Cotswolds  m Rural/countryside  m Great Britain
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Key Measures, Oxford & Cotswold@estination Reports (2018)

Oxford GB City/Large Town Cotswolds GB Rural/ GB Destination Avg.
. Awg. . Countryside Avg.

Loyalists

| often/sometimes take holidays
there and intend to in the next
year/couple of years

13% 18% 20% 17% 17%

Considerers

| have been/never been to this
destination before but would
like to in the future

Rejecters

| have been/never been to this
destination before and am not
likely to do so in the future
Satisfaction

Among recent visitor€s rating
4 or 5whereW i3 excellehand 1
Aa [D22ND

Likelihood to return

Among recent visitorscore out
2T mMn 6KSNB wmn
M Ad WRSTAYAGS
Source: VisitEngland

51% 49% 57% 49% 48%

29% 24% 15% 27% 25%

39% 48% 52% 53% 49%

7.9 8.4 8.5 8.3 8.4

Scores for Oxford showed a hightban-t @SN} IS ydzyYo SNJ 2 F WNEB 2 S O SviikviSitors sfigRtly fess ak8IND rhaRea3ctutntrig ¥ a | 4 A
in comparison to other GB cities/large towns and the overall GB destination average. The Cotswolds performed relagivaly o Ay G SN¥a 2 F Wf
YR WO2yaAARSNBNHEQ rdggBurivigitsA 64 oAt Ade (2 SyO2dz
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The implications for Oxfordshire as a destination brand are around demonstrating the diversity of its offer and levemagirentiths of its key assets.

Oxford stands out as an historic and cultural centre, aspects which areauaitd compelling for visitors. However, research indicates the need to
AYy@SaiadA3alraS YR FRRNBaa LISNDODSLIIA2ya | NRBdzyR GKS OAa iheeatswhldsjprofilefas azhigif SNJ | Yy R
quality and welcoming coGi NE 8 A RS SELISNASYOS A& fA1Sfée (2 LIé& RADGARSYR&A Ay GSNya 27
visitor offer. Establishing a common thread that links all Oxfordshire experiences will be key.

Visitor age profile

A studyundertaken by the National Tourist Boards during the middle part of the last decade provides an insight into the agef pisifites to different
destinations across Great Britain, one of which was Oxford.

We can note from the following chatthat, in comparison with Age profile of domestic visitors to Oxford
the average city destination, Oxford undi@dexes on visits 25%

among those in older cohorts and conversely has a slightly

younger visitor profile. These results may be unsurprising giv

hEFT2NRQa LINRBTAL S | eaver, whildiBiy G N320%

important to continue to attract younger visitors and build a

lifelong relationship with them, understanding the levers whict
will attract mature visitors is a key consideration given the 15%
ageing trend in the wider population. Therefoferther
investigation is needed to understand what may be driving thl‘
result and possmle |nh|b|t|ng factors for more mature visitors. "
hEFT2NRQa O2YLI NI GAgSte 5S¢
may indicate perceived issues around accessibilitypothesis )
that may deserve exploration. ’
0%

18-24 25-34 35-44 45-54 55-64
m Oxford mCities  Great Britain

Source: VisitEngland
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As a point of comparison, the same age analysis is available for visitors to the Cotswolds. Results show visitorehgmiallgrgment with the GB
destination average with 45% of adult domestic visitorschbetween 18 and 44 years and 55% aged 45 years or over. Therefore, the Oxfordshire
Cotswolds may be well positioned to attract more mature visitors to the county with the opportunity being to encourageotb&pidre Oxfordshire
more widely.

Althoughdata shows a relatively younger visitor profile for Oxford, we can observe from YouGov data that positivity for Oxfolsdiactaakes with
age, with half of millennials but almost sevimten of those classified as Baby Boomers having a positiveoopifiherefore, Oxford has a good
perceptual base to build on amongst more mature visitors, if it can reach them with a meaningful proposition.

Overall Oxford was ranked'®ut of 48 places across the UK that are included in the study, behind York, Edinbandon and Cambridge. The
Cotswolds is not included in the study.

ford lik %
- Oxford liked by (%)

70% 68%

0,
60% 59%

51%

50%

40%

30%

20%

10%

0%
Millennials Gen X Baby Boomers

Source: YouGov
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POTENTIAL GROWTH MARKETS

Analysis of domestic and international visitor segments suggests six visitor types who, alongside the business touriscamafiet value gmwth for
Oxfordshire. These best prospect segments have been identified on the basis of their likelihood to deliver value \oadomgeét stays and
engagement with a range of activities across the county.

UK WHO THEY ARE AND WHAT THEY WANT INTERNATIONAL WHO THEY ARE AND WHAT THEY WANT
Country-Loving 1 Couples aged 50+ travelling without children Explorers i Typically 45+ travelling without children
Traditionalists 1 Mid-affluence living in South East England - 1 Largest segment in Germany & Netherlands.
s 1 Countryside breaks Significant in France, Canada, Australia & USA
1 Heritage, outdoors & experiencing local 1  Mid-affluence; overseas trips a priority
culture ¢ including food & dnk i  Like a relaxed pace in small cities/countryside
i Heritage,outdoors & experiencing local cultuce
including food & drink
9 Under 35s travelling without children 9 Under 35s travelling without children
9 Willing to spend on trips 9 Largest segment in USA, Canada, Australia & Fra
9  City breaks i Frequent travellers & will spend on experiences
i  Trips packed with activities & experiences 1 Cities, plus rural locations that¥ ¥ SNJ W2 y f
i Events, culture, boutigue accommodation, experiences (e.g. active outdoors, events)
qualty food & drink i  Boutique accommodation, quality food & drink
1 Public transport & good digital connectivity i Public transport & good digital connectivity
i Families with schoedged children 9 Under 40, travelling in social groups (no children)
9 Affluent, living in London & SE 91 China & GCC
i  City breakg but rural locations with outdoors i Travel trade a keintermediary
activities also attractive 1 Image & branetonscious; travel is a status symbol
1 Familyfriendly activitiesg especially 7 /I AGASa  gldonkonutripsR Bpp@tunity
entertainment, culture & events T WwLO2YyAO0Q SELISNASYyOSa i
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Business Tourism UK & Non-discretionary business meetings
International Corporate meetings and events
== X 5NAGSY o6& hEFT2NRAKANBQA AAIYATAOl ysvieBds2ol t LINRPFAES Ay O

A compelling and varied leisure offer

"

Source: UK segments via VisitEngland, international segments via VisitBritain

| Hnmdop addzRé o6& hEF2NR . NR21S4& .dzaaAySaa {OKz22f Ayd2 suRdSrmperfamingy Saa +AaAi
(compared to other regions); ndt OKA S@Ay 3 Al a L3 4GSy d Al The stugyroniludediihdzifdrdghite Hasithe dppartdmityito/giow & Q ®

the business visitor economy, noting that a better use of existing facilities would make a positive contribution in the stediumterm and that

significant growth would only be achigvle through investment in new facilitiesncluding a new mukipurpose venue; for meetings, conferences and

events. The study estimated that such a new venue could attract approximately 350,000 visitors annually and generatérédvenaiege of £/-8m.

The report outlined the need for partnership and collaboration (including the involvement of the private sector) arounddgkian for the business

visitor economy in Oxfordshire to drive effective planning and{@mg) investment in order toealise the economic potential offered by this market.

wSaSlk NOK akK2g¢a GKIFIG dpz 2F hEFT2NRAKANBE NBaARSyda NBO2@EWHwmaer,thele&ai Y L2 NI |
polarisedresponse to how residents view the impact of tourism on their quality of life. While 23% of residents believe tourisms delvsitive

contribution to their quality of life, 26% believe it results in a negative effect. Traffic congestion (61%) andraawtal impacts (32%) are seen as the

main negative consequences of tourism within the couhty.

49 ELISNASYOS hEF2NRAKANBI wSaARSyi(GaQ t SNOSLIiA2ya wSasSlk NOK oal NDK HAaHOD
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TRENDS

We have identified six macro trends likely to influence travel behaviours in the medium in thelomgnd with implications for the development and
marketing of Oxfordshire as a destination.

TREND DETAILS EMERGING IMPLICATIONS FOR OXFORDSHIRE ]
#1: The Certainty of 9 Pandemic, economic and an unstable geopolitical |  Heightened consumer expectation ftéxibility in
Uncertainty environment have had annprecedentedeffect on booking andast-minute decisiormakingthat
tourism demand and supply continues to place risks on businesses
9 Visitor choices and behaviours will respond to global| { Plan for anulti-speed recoverof inbound markets
and national upsets affecting destinationate and with near European and north American markets
FOGABAGASAY a2YS OKIFy3aS: rebounding at a faster pace than east Asia
fundamentalmotivations will remain the same
i1 More time at home with ongoing WFH, means some| { Thequality of accommodatiomeeds to be as good as
people have invested in their homes rather thakea if not better than, at home: high speed broadband
breaks, whereas others may be desperate to get out provision and workspaces important in accommodati
i The line between being at work and noinsreasingly | | Towns and villagesnay bemore vibrantas visitors
blurred with many continuing to work while on holiday a8S1 2 tABS tA1S | Wt 2
i Decrease in commutingas impacted the buoyancy of | Showcase what distinctive about Oxfadshire so
city centres GAraAl2NR OFy 3S3G Wdzy RSNJ
#3: Fresh Adventures in| § Increased appeabf the outdoors evident during the | 1 Greater demand foactive and outdoor experiences
the Fresh Air pandemic and set to continue 1 Raiseawarenes2 ¥ hET2NRAKANB Q&
A i1 Greater awareness afellbeing benefitsfrom being assetg; especialy green routeg and encourage

outdoors. Gentle strolls, efibad cycling, nature
photography- just some of the outdoor pursuits the
pandemic encouraged

people toexperience moreof the destination outside
of honeypots

690



OXF®&DSHIRE VISITOR ECONOMY IRESEEPORT

#4: All About Value
N
| %P

~

o = |

/

#5: Going Digital

#6: Changing

Behaviours in a Chaging

Climate

While price mattersyaluefor money and theguality
anddistinctivenes2 ¥ G KS RSadGAyl .
ONMzOA £ G2 2dzalGATFe LIS2 L
Inflation is at a high and the cost of livinger®ding
disposable income. The cost of travel is also set to
increase

A tight labour market and inflation will pugpward
pressureon wage/business costs

Anacceleratedthe use of digital during the pandemic;
changes from video conferencing to booking flexibly
will persist and evolve

Technology supportaccessibilitybut a potential
barierF 2 NJ 6K24S ¢K2 R2 y2i
W9 F TS O G drizes byloeaest) rather than
featuresc will be the measure success

More use of digital content, booking etc in destinatior
on mobile devices

The UK Government has set a target to achisee
Zerocarbon emissions by 2050

Tourism is a contributor to climate change and will be
required toreduce its impacts Despite acceptance of
its importance this is yet to translate to widespisk
consistent changes in business practice or consumel
choices

SEPTEMBER?23

Domestic visitors may be looking to travel less and
choosedestinations closer to home wanting to
RA&ZO0O2OSNI 42YSUKAY3 ySoki
Discretionary spend may beducedso more visits may
not result in nore value

Low £ ratemay encourage international visitors if they
perceive a compelling reason to visit

Online planning and booking enables visitors to
discover more about a destination and build an
itinerary, so previsitdigital touchpoints are key

Fast, reliableénternet accesss vital for businesses to
be seen as competitive

Hybrid business eventsay continue and soften
physical attendance, but widening the reach for futur
in-person events

Nationally, new strategies, policies, funding and
practices are being developed to guide and support ¢
coherentapproach

Responses will be required by tbestination (target
markets, transport etchusinessegwaste and energy
reduction) andvisitors (travel, behaviours, choices suc
as locally produced food & drink)
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Travel media sites tend to feature Oxford and The Cotswolds prominently on their websites as popular destinationsntriesiteating to the
county areharder to find.

2 KSNB hEFT2NRAKANB R2
FYyR . AO0SaGSN) +AftF3AS
¢tKS O2dzyieéQa FTNBIdzSyi
also used as a hook.

Sy0S 2y (NI @St YSRAWNBEADLDET . K BYKSYRA
i dzNBlogs, partidukarfy thse aimed & andntefdtich&l fuklighkel S E LIS N
a a F FAEYAyYy3 20 (0 Dawitongbeyydre2 2 NJ FA £

Oxford city and parts of Oxfdshire (namely Blenheim Palace and some of the

/20462t R GAfE13Sa0 FNB O02YY2y TSI {dzN 0 NR LI A
London. Popular itineraries see them packaged with Stratfgran-Avon, Windsor

Castle, Warwick Castle, Stonehenge and CalgbrUniversity.

hET2NRAKANBQa 2FFAOAIE RSalGAyLFLGAZY Y Oxfordshire  Experience nGa ool
Experience Oxfordshire which is ttrading arm of the parent charity, the (‘;ztnf:m:‘(‘:e:::f . sl Oxfordshire

Experience Oxfordshire Charitable Truastot for profit public and private sector Cotswolds) pogte oieaitie

partnership organisatiosoveringthe whole of the county Cotswolds Plysas a local Tk ity

authority-led LVEP for the Cotswolds, leads and coordinates the marketing of the o ﬁ",:f")‘;" v e

Cotswolds as a visitor destination. So, there is some overlap in the official marke Cotswolds Souherm

of the western part of the county which falls both in Oxfordshire (Experience Visit : }u{g

Oxfordshire) and in the popular regional tourism destination of the Cotswolds M\ Chilterns, __—~England

(Cotswolds PIYsThe marketing outputs from these two organisations at times se “TRONE

to unnecessarilgomplicate the visitor experience and journey and in doing so, dil | e e smaller, local marketing Cross border marketing _ Oxfordshire county

organisation organisation boundary

the impact of their activity. For example the part of Oxfordshire that falls within th I i e ot of he ot st e o
. A . . . ,B. there is no local marketing organisation in the north of the county. Instead, @ number of different organisations — private,
Cotswolds is promoted via tHéotswolds Plushannels, its sub site the Oxfordshire |susicand votuntory - deiver activiies.
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Cotswolds (ad associated social media channels) and via Experience Oxfordshire. From a user perspective, there is a sense thaactigityeing
delivered within a political geographic context rather than designed with a natural visitor journey in mind. Bhipicated further when factoring
in the several other unofficial platforms that are also promoting various parts of the destination. See diagram to the right.

o That being said, the content being created and distributed by Experience Oxfordsti@otswotls Pluss generally engaging and of a high quality.
This is reflected in the three recent marketing campaigns run as part of the Visitor Economy Renaissance Programmé ¢S A&REY), delivered
impressive results.

TRAVEL MEDIA

We have looked at eange of travel media sites to see how they are promoting Oxfordshire and what key messages they are using. Our findings are
recorded below.

Lonely Planet

o [/ SYGNBR ' NRPdzyR hEF2NR &4 WGiKS LINAYS Orarizmg REBTSNA
YaG2L) 2FF RSaGAylrGAZ2Y F2NJ OGNy 9SSttt SNA KSFRAYy3I 6SaiGQ A

Popular Places To Visit

Ny A
=
o X

A N

Visit England

o Oxford (peruse the city of dreaming spires)d the Cotswolds (howotvisit this bucolic beauty spot
on a budget) andre featured prominently on VE Places to Visit home pagge image right.
o . f23&a GFf1 lo2dzi GKS WRNBFYEA]S ljdahtAadGeqQ 2

W /3 UKNERC
villages, and shopping at Biter Village. It has a somewhat elitist positioning with & I tolzy” (i ¢

Henleyon¢ K+ Y&& (2 488 &I NEA ( efeaturBdayatpthN@yéodd y L2 & § ) uﬁﬂ' L |
1 i rL LITL l_
Visit Britain “Nkﬁ B
o Talks about Oxford rather than Oxfordshire, leading with its location from Lowd®rdza G+ y P
GNFAYyQd hEF2NR Aa FSIFGdzZNBR Fa | WL LMz | ND

The Cotswolds

Maw to vead this bucoluc baesty spot on o badget )

Spend « wewksnd in this beautiful Gty withest breaking
e bank
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4

t NEBR2YAYylIydfeé KSNAGEFIASY GKS dzyABSNBAGE | yR |jdzh yi Saa 8oftér,shopping y 3t A aKy S & 2
0. AOSAGSN) +Aff | ISOIRIZ2ZBRROIBWRIRIAKE20KARABENIPEY GKS / 2Ga062ftRa YR (KS ¢
¢tKS /2Ga62fRa A& fAAGSR a || WLRLMzZ I N O2dzyiNB&AARS RS&GAYlIGAZ2Y O6hETFT2I

Blenheim Palace features more prominently and frequently across the site tleaovéirall destination
.AO0SaliSNI +Af €3S FSIFGdz2NB&a Fa 2yS 2F . NRGFIAYyQa FTAGS Y2ald AO02yA 0 &K2 LI

7 A

9ELISRAI 3IABS& | O2YLINBKSyar oS 20SNUASS 2F (K O2dzyie &dzyYYSR dzZLJ Ay A2
GhET2NRAKANB gAXY (LISS (KR2UANDNB yHBNBAIKRSYAL = gKAESIa2 FFSNAY I | G

Rough Guides packages Oxford with the Cotswolds and StratfmnatAvon

Tripadvisor presents Oxfordshire as a destination but with no associated narrative, unlifé®xfas KA OK A a Kdzy3d 2y WiKS Oade
According to Tripadvisor, the categories that Oxfordshire is great for, are film tours, bars, historical tours, the gleaitspgultural tours and food
& drink.
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TRAVEL TRADE

Day tripsfrom London

$0! L
STONEMENGE & OXFORD

From £79.00 FromE79.00

We have looked at some of the most popular tour operators offering day trips from London e.g. Evan [

trip itineraries which include:

o Windsor Castle, Stonehenge and Oxford

o Oxford and Cambridge Universities

o Blenheim Palace, Downton Abbey Village and the Cotswolds

o 2 NBAO] /1FadtsSs {KIFI1SaLSINBQa 9y3aftlyRE hEF2)P

o Assuming that the visit to Oxfordshire as part of one of éheips lasted for 3+ hours, the visit will be
counted within the 2016 International Passenger Survey inbound day visits data which showed tha
Oxfordshire saw around half a million day visits by overseas visitors that year.

From£79.00

VIEW AND BOOK VIEW AND BOOK

Overnight tour packages

According toTour RadarOxford is included it07 overnighttour packagesranging from 2 t88 daysin length Approximately 90% are fully guided group
tours, with 60% being éaS 3 2 NRA aRSSRLJIIIKA (Helkiyis deNdhohtiwdth the largestimber of tour departures.
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The following tables provide a snapshot of some of the key marketing channels used by Experience Oxford€lutenantid Plus

Positioningg Oxfordshire is a wonderful place to visit. With amazing architecture and history, beautiful villages, traditional marlsedmown
hidden treasures there is so much to explore. It is home to fafitetasy figures, unique traditions and the city is famous for its dreaming spl
skyline. Explore this website to discover more about Oxfordshire and what it can offer whatever the weather.

Markets¢ young adult groups, families

Key themeg, museums/clture/heritage, shopping, film & TV

Experience Oxfordshire
Website

Social Media Channels

Faceboolc 9,600followers
Instagramg 8,200followers
Twitter ¢ 13,100 followers
Linked Ing 2,557 followers

Experience Oxfordshirtypically gets annual page views of ab@u2m Its visitors are split 68% UK, 32%
international.

There is a good use of video showcasing the visitor offer and diversity of experamtésereare tennicely
put together itineraries giving a flavour for destination wide activities e.g. Time Together, Fresh Air and
Freedom, Arts & Culture. However, with nine headings, and various thematic subheadings, the navigatic
quite complex meaning some of that content canchste difficult to find.

It has a range of bookable products including tours, attraction tickets, extensive events listings, and an
integrated venue finder.

Faceboolc WSELISNA Sy OS hEF2NRAKANB |yR RA&AO2OSNI | Y.
Regular posting but low number of followers and engagement

InstagramcWe& 2 dzNJ 2 FFTARS [ i2 LIK2HE2R8Ez | YR | 2ET2NRAaKANBQ
Fairly low number of followers and engagement

Twitter ¢ Whe Oxford & Oxfordshire Experts (Official DMO). We bring you updates from around the coun
you can find your favourite spots to vigt!
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High engagement on Lied In.

Other 77 enewsletters sent out per year

EO also operates residents reports, business reports and consumer surveys.

Cotswolds Plus I ——

Positioningg Welcome to the Cotswolds, a very special, very wonderful place. A short break or extended holiday in the Cotswolds will
tSI @S @2dz 6FylGAy3d Y2NB FyR @2dzQff 068 06221Ay3a &2dzNJ ySEG /20456

The Cotswolds covers a huge arealmost 800 square milesand runs through five counti€&loucestershire, Oxfordshire, Warwickshire,
Wiltshire and Worcestershire). One of the delights of visiting the Cotswolds is exploring the different areas, eaahwnsitialéstity, yet all with
those defining Cotswold features: golden stone and roKiigf £ a X (G KS Wg2f RaQ®d

Markets¢ not entirely clear but seems to be targeting a more mature audience, couples

Key themeg O2 dzy i NEA&ARS o046 f 1 AYy3a0S KSNARGFISET F22R YR RNRAY]l ol NlIAa
Cotswolds PlusVebsite ThesitelINE Y21 Sa GKS ¢gK2tS 2F (GKS /20a¢62f Ra oWlI¢ Y243
Gloucestershire, Oxfordshire, Warwickshire, Wiltshire and Worcestershire).

Throughout the site, the quality of images used is high with a good mix of attnactamdscapes,
accommodation and townscapes, although there are very few visitors featured in the images and the us¢
video is limited which means it tends to lack some engagement with the user.

Its navigation is simple but effective arranged by:
i Insgre me
1 Do
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Social Media Channels
Faceboolc 47,981
Twitter ¢ 25,700
Instagramg 69,334

Stay
Eat & Drink
2 Kl GQ&a h Yy

There is an integrated Booking.com availability search function for some accommodation providers but
generally there is little bookable product featured on the website.

There are a number of member aftsatured throughout the site, some of which have quite poor display
quality compared to the rest of the site material.

In 2022, theCPwebsite had over 1.5m users. Visitation was consistent throughout the year with a slight p
May and September. Usepriginate from UK (approx. 70%), US (18%arge rise in 2022 compared with
previous years) and Australia (1%). Domestically, London is by far the most popular place of origin (26%
followed by Birmingham (2%), Bristol (1.45%) and Cheltenham (1%).

Domestically, Facebook and Instagram followers skew towards London residents. Internationally, followe
tend to live in USA, Italy and Australia.

Overall, social mediacontentyfeRa (2 LINRPFAES AYRAGARIZ f YSYOSNE,
destination focus.

Facebook content is posted regularly, generally around heritage, market towns and gardens. It is focuse
Fyy2dzy OAy3 ONIF G§KSNJ G KI ys, deielopiiientsktc. Agany\asorFeuriggdng &
imagery are few and far between. Engagement is consistently pretty good.

Instagramg regular posting, good engagement, nice use of story highlights by theme e.g. outdoors, herite

food & drink. ThestiaJf Ay S> WgSt O02YS G2 (GKS |/ 2Ga2ftRa = |
descriptive in terms of its positioning of the destination.

1
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Marketing reports:
Digital Health Check, 2021

Travel Trade Involvement
Business Survey, 2023

Twitter ¢ less content and lower engagement rates than on other social media channels.
YouTube; content quite out of date.

ADigital Health Check Repocarried out in 2021 showed that there is a lack of digital marketing knowledg
confidence and skills amongst Cotswold Tourism members. Whilst 100% of businesses do have a webs|
social media presence, only 37.6% of the 550 members have a markktmdtshowed that Facebook is the
preferred social media platform, followed by Instagram and then Twitter but that businesses are not post
regularly and very few are running social media ads regularly. Learning opportunities are in areas such &
Searty Engine Optimisation, social media, website management and auditing and putting together marke
emails.

The Travel Trade Involvement Business Surshpwed that despite a recognition of the opportunity offered
by international markets for individua{§ITs), leisure and MICE, the key focu€femembers is the domestic
market, with a strong bias towards holidays and direct busiqel€3% are targeting day trips and 86% want t|
be part of a domestic holiday itinerary. A very limited numbe€Bmembers currently work with the
international travel trade (with only 16% having a trade ready product), and there is limited appetite for fu
engagement. Of the interest that does exist, OTAs are the preferred route to n@glikéed to a sense of

Wi dzZAyOH|Q soAé NB I OKAy3d O2yadzYSNA UGKNRdAzZAK t2¢ STF2N

There is also a low awareness of the Cotswold Tourism trade website resource and trade engagement &
shows remains low.

Future training ana&:ngagement techniques for working with the travel trade and distribution channels
(including TXGB) may be helpful for the region.

Some of the qualitative feedback from the travel trade showed that Oxford is seen as a base for Cotswol
tours, alongside Bh.
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There is a separate part of the main website branded asCtki®rdshire Cotswoldsthis is a hangover site,
funded by West Oxfordshire District Council whhe main Cotswolds site (which was funded and influence
08 (GKS Df2dz0SAaGSNI[9t FyR [/ 2dzyGe [/ 2dzyOAt O 41 &
this site but according t€otswolds Plyst has been useful in the short term to apply #nd use funds that
have been secured via VERP (Oxlep funding).

It positions Oxfordshire Cotswolds as:
Located within easy reach of London and Oxford, the stunning Oxfordshire Cotswolds is the perfect loca
a short break or holiday with family énends.

¢CKSNBEQa a2 Ylye (KAy3aa (G2 R2Y ¢gA0GK SOSNRIOKAY3
fA1S /20ag2tRa 2AfREATS tFN]=Z & ¢Sttt Fa YAftSa
with towns and villags of honeycoloured stone including the bustling towns of Burford, Chipping Norton,
Witney and Woodstock. Here you will find great shopping at local, independent retailers, and a wonderfL
choice for food and drink.

¢KSNBEQa | 3ANBF G @reydudsay BoF whetiO@uprermRd rélak & a hotel or inn, enj
homely bed & breakfast or make yourself at home in a delightfutagiring cottage.

52y Qi F2NHBSGO (2 FAYR 2dzi 6KI GQa

R - >u- U 5 a2 yelylpfogamme oF 2
88FNJ NPdzyR S$¢8yida FyR y2d G2 88 Y

A
A44SR dzy Al dz8

Be inspired to visit the Oxfordshire Cotswolds on your next short break or holiday and plan your trip toda

Cotswolds Plualso operates several social media channels under the Oxfordshire Cotswolds banner. Bo
Oxfordshire Cotswolds Facebook and Twitter accounts have 6,000 followers.
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Elements of the region are also promoted via the following websites:

Visit South East Englagavdzy’ 6& ¢2dz2NAayY {2dziK 9l aidx (GKAa Aa GKS 2FFAOAIT GtRedzZNRAAY 6 S
OAGE 2F S5NBFYAY3 ALANBAQ 2FFSNAY3I Adésaribed Ashaing A hefi filmidy Boatiodin @Fular TN dravdasO i A 2 y &
such as Downton Abbey and films such as Harry Potter.

Visit Southern OxfordshireSouth Oxford Distr Oi  / 2 dzy OAf Q4 WRSRAOFGSR (2dz2NAayY 6So0aAiidsSQ AyOf dzRS:
R2gyt2FrRFcFofS fSIFFESG WxtAaAaAd xFfS 2F 2KAGS | 2NRBRS / 2dzy i NEQ

Visit North Oxfordshire it is unclear who operates this website which dates back to 2017 (but with content published as recently as 2022), although
it appears to be built by a USsed web designer. Content is blbgsed but with no audience engagement. The honggpappears to have been
hacked with content of an adult nature

Oxfordcity.coulc W RSaGAY I GA2Y 3FdzZARS | yR o0dzaAySaada RANDBOIG 2 NEshQreFageNdiditdt F 2 NRE KA NB X
marketing agency.

Visitthecotswolds.uk Wi KS ydzZY6SNJ 2y S 3JdzARS (12 SELX 2NAy3 G(GKS /204862t REuDisd LG KI &
unclear who is operating it.
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REVIEW OF VISITOR ECONOMY RENAISSANCE PROGRAMME MARKETING CAMPAIGNS

OXLEP is currently managing and delivering the Visitor Economy Renaissance Programme (VERP), part of which seesfherdefiveted strategic

YENYSGAYI OFYLI ATy

f SR

0e

iKS O2dzyieéQa

g2 5ahao

Three campaigns have been delivered to date. Thesédetaled in the below table along with their topline resultete, at the time of writing; March
23-these are provisional results)

Campaign
overview

Channels

Results

Budget Target markets

Amazing things
made locally
(two strands-
eshop and shop
local)

Winter 22

Local residents

London, Oxford Mail
Influencers, product testers
Promoted posts

Website and blogs

Gl @33S€¢ | Cotswolds Plys £10£15k Pre-nesters External advertisingTime Out | New likes and followg
Autumn 22 . 1,082

Cosiness and Empty rjeste,:rs ) Content Creator/influencers Page views 10,868

conviviality- t I NByua WSe Promoted posts Clicks; 7,635

roaringfires, short break Website (Oxfordshire

food and drink Cotswolds) 16 businesses included

Owned social mediahannels
dal RS 1 S CotswoldPlus @ £10£15k London residents External advertising Metro Reach; 609,842

New likes and follows
2014

Page views, 13,258
Send volume; 141, 436
Impressions; 236,786
Clicks 14,231

50 business inctied
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Only in Experience £94k (total Off peak short breaks Campaign webpages (county | Finalresults:
Oxfordshire Oxfordshire, commission and district levet Oxford,

Autumn/Winter | for three Cherwell, South, Vale and Wesg Individuals engaged 10.9m
Local food, drink| 2022 campaigns Video views; 440k

3 minute campaign videos

and producers, £290k) Page views 104k

accommodation, Fve 2/3-day itinerariesPaid Competition entries; 24k

attractions, digital adgFacebook,

Christmas Instagram native Youtube, PPC

events, artisan and display) 127 Ofordshirewide

crafts, shopping Organic social media accommodation, food &

and celebrations drink, shop local and
ViSitOI’ neWSIetterS attraction providers

ahyte Ay Competitions

Oxfordshire. Not ) o

far from home Radio advertising (Jack FM)

but a world PR

F 61 & ¢

The campaigns took two different approachEsperience Oxfordshire took a destinatiside approach, inspiring interest and engagement through
itineraries, PR and driving traffic to a campaign landing pa@geswolds Pl a | Amre @rdurdd brand building and promotion of individual
businesses.

The remaining six campaigns will be delivered between now and March 2024. They are:

a{f 26 R2sY Xwaking, §clitighngta world and sustainability. Led by Cotswold Togi&pring 2023
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Experiential Oxfordshire: Arts, Culture & Eventdf peak short break focus on health and vitality, spiritual and physical (inc arts scene, outdoor
exploration and activity), development of an online culture guide. Led by Experience OxfordShiiag 2023

GLYAARSNI Yy2gtf SRISEY | UeRCHFwolEsPNigSUhmerr0232 OF f a SONB G a

GhdzNIt BAESIR FNASYRas&Y ! ff | o0o2dzi R23a [COptRvolésPlas ARtanth 20BNA Sy Rf & GKS o0dzaAySa:
Experience the Oxfordshire Welcome, hospitality at its lyesft peak short breaks in Oxfordshi@hristmas and New Year 23/24, Launch Welcome
Oxfordshire Scheme. Led by Experience Oxfordghiwetumn 2023

Ghdzi 2F GKS hNRAYL NE ¢ ¥ adivitis(akraction, adcammotihtien. ey Bptsvioti\AligBady 2028

In recent years, Experience Oxfordshire has aleahe following marketing campaignsecuring £170k of funding for Escape the Everyday activity
Escape the Everyday in Oxfordshire (with VisitEngland)
Escape the Everyday @xford (with VisitEngland)
Inspirational Oxfordshire
Rediscover Oxford
Opening up Oxfordshire
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Oxfordshire hasn impressive visitooffer. Oxford University, Blenheim Palaaed The Cotswoldare world-famousattractionss f S RAy 3 (K S
rich anddistinctvisitor experience.The heritage and beauty of the area are appardmbughout, whether exploringhe city ofOxford,visiting

grand, country estategqunting on theRiver Thamegouringpicturesque Cotswall villagesor rambling througtrolling, Englisicountryside Beyond
the prominentexperience®f the university, country houses and quintessential English landscapes,jstexaried array of attractions and activities.
At Henleyon-Thameghere is a River and Rowing Museum, various boating activities and the famous Henley Royal Rergatitamotoring

heritage is represented at a few Oxfordshire attractions, as well as at Silverstone and the British Motor Museum in néfaalyptdmstire and
Warwickshire. A number of breweries, distilleries and vineyards offer tours, tastings and additional visitor experielutisgiShire horses,
Alpacas and Food & Drink festivalbere is a relativelgmall but interestingelection of &mily atractions, includinga crocodile zoo, fairy tale farm,
Story Museumxford Castle & Prison and Cotswold Wildlife Pditke choice of walking and cycling routegxtensive anthcludes sections odong
distance and national trailSome notable literaf/film/tv connections provide further visitor interestnd many themed walks/tourare available

They includeHarry Potter Alice in Wonderland anlshspector MorsgOxford University and Oxford citfppwnton AbbeyBampton village)and
Midsomer MurderqWallingford).

Thisproduct analysiss not intendedo coverall visitor attractions and products. Rather we have focussed on distinctive features that Oxfordshire
offers as a visitor destinatioriThese are considered to be:

Oxford city

Oxfordshire country houses and gardens
Cotswolds towns & villages

Family attractions

Countryside, walking and cycling trails
Henleyon-Thames

British motoring heritage

Breweries, distilleries and vineyards
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Literary, film and TV connections
Additional experiences are:

Shopping: Bicester Village is a popular designer shopping village with more than 150 luxury boutiques and attractingjlmrevigitors

annually. Oxford Covered Market is a historic indoor market which has recently séandag for redevelopment.

Visual Arts: Modern Art Oxford and Oxfordshire Artweeks prowigmrtant contemporary art space and art celebration for the county.
Events:Oxford Festival of the Arts; Truck music festival in Steventon; The Biiveeat ASE Wl YS& Q C| TNéWildeyhes¥ A y A K| Y
Festival

There are close to 1,000 visitor accommodation establishments in Oxfordgtorédingapproximately 36,000 bedspaces. Three quarters of
establishments and two thirds of total bedspaces are servicente{Ne016 data)

The accommodation product is of high quality, with many luxury hotels and an interesting range of choices, from grastreibotels in Oxford,
to riverside boutique hotels in Henley, and historic, characterful country inns in thed3kice CotswoldsTwo, luxury destination resorts are
Heythrop Park in Chipping Norton and Soho Farmhouse in GreaSE#watering provisiopagain hasn emphasis on luxury and
Oxfordshire/Cotswold charm. Just over 3,@@0iverentals are availablehrough AirBnh 42% of which are available fiiine.

There is a good supply of touring camping and caravanning sites in the county, mostly small rural sites. Three lamgeraitdwsiak Parks,

Standlake with 196 pitches and river watersports; Liné@mm Park, Standlake with 90 pitches, a leisure centre with 2 pools; Swiss Farm Touring and
Camping, Henley with 125 pitches, a fishing lake and outdoor swimming pool. There is also some glamping provision thialaimsnga
sites/clusters of glampingnits,ad ¢St |4 AYRAOGARdIzZ f aKSLKSNRQ& Kdziakal FINAkoStt GSyda
hET2NRAKANBQa O2yFSNByOS | yR GAy3 LINPQOAAAZ2Y Ad LINBRA¥YDYI Yaf & Sa&uLi
venues.lLargestcapacia | NBY hET2NRQ&a b KSIFGNB omMITypus ¢KS YAy3aQa / SyiNB omz2
Kassam Stadium (600), Oxford Town Hall (500).

Some significant pipeline projects includereat Wolf Lodgeanindoor waterpart resort, Oxford United FC new stadium and conference facijities

Mullin Automotive Experience classic car museum and luxury accommodatBicgster Motion Masterplag a major motor attraction

development. The proposed Wilder Spaces development from Bleire, Buckinghamshire and Oxfordshire Wildlife Trust (BBOWT) could also

ddzLILI2 NI hEF2NRAKANBQE ONBRSyGAlLIt&a & || fSIFERSNIAY adz&adlI Ayl otS (2 dzNR &Y
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VISITOR ATTRACTIONS

A map of key attractions by theme can be found here showing the location of asgets and experiences.
https://www.google.com/maps/d/edit?mid=1PXGFMV6AUxxB4dQ0LzDCKjiwNfBhTho&usp=sharing

In the followA y 3

Culture Trip.

irotSs ¢S

LINB &Sy

hET2NRSK ARG Offeck 3 A (2 NJ

Signature

experience/
Theme

Hero products

Location

YAYS &A3yl Gdz2NB SELISNR Sy OSak LINRyYdve teehi
selected from a combination of listings on Experience Oxfordshire, Cotswolds.com, Visit South East England,ndsitimégidvisor, Timeout, Google,

Description

Trip Advisor
Ranking-Things to
do in Oxfordshire

Oxford City University of Oxford | Oxford World-famous university with 39 colleges and 5 private hall 7

Variety of tours available.

Ashmolean Museum | Oxford hET2NR | YAGSNBRAGE Qa Ydza Sdzy 2
oldest public museum, with collections spanning continents
and cultures. Rooftop bar & restaurant. (931,000 visits in
2019)

Bodleian Library Oxford World-famous library, opened in 1602. Largest academic 1
library system in the UK. (761,000 visits in 2019)

Christ Church Oxford hyS 2F hEF2NR ! yYAOSNERAGE QA 8
Cathedral. Great Hall, Picture Gallery. Connections to Alice
Wonderland and Harry Potter.

Oxford University Oxford Awardwining natural history museum. Striking Victariaeo- 6

Museum of Natural Gothic architecture. Café, shop. (792,000 visits in 2019)

History

861
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https://www.google.com/maps/d/edit?mid=1PXGFMV6AUxxB4dQ0LzDCKjiwNfBhTbo&usp=sharing

BLUE SAIOXF&DSHIRE VISITOR ECONOMY IRESHEPORT SEPTEMBER23

Pitt Rivers Museum | Oxford Museum of archaeology and ethnography founded in 1884 5
Vast and otherworldy collection of treasures from around tk
world. Gift shop. (468,000 visits in 2019)
Boating Oxford Punts, chauffeured punts, rowing boats and pedalos availa
for hire at Cheawell Boathouse and The Magdalen Bridge
Boathouse. Cherwell Boathouse restaurant with inside and
outside dining.

Christ Church Meadov Oxford Scenic park and-thile walk through meadows and along rive 11
bank.

Port Meadow Oxford Large area (440 acres) of common land, alongside River 23
Thames. SSSI.

Oxfordshire Blenheim Palace Woodstock UNESCO World Heritage Site. Birthplace of Sir Winston 4
Country Churchill. Magnificent Baroque Palace, 2,000 acres of
Housesand W/ LI OoATAGRQ . NRgY LI NJELFY
Gardens walled garden, tours, exhibitions, events, cafes, restaurant
shop. (985,000 visits in 201

Broughton Castle Banbury 14" Century fortified manor house with moat. Gardens, tea 16
room, gift shop.
DNB & Q& / 2 d:z Henleyon-Thames 14" Century country house, series of walled gardens, tea 20
room, shop, seconthand book shop. National Trust. (146,0C
visits in 2019)
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Buscot Park & The
Faringdon Collection

Faringdon

Oxford Botanic Gardel Oxford

& Arboretum

Waterperry Gardns

Rousham House &

Gardens

Stonor Park

Kelmscott Manor

Chastleton House

Waterperry

Rousham,
Woodstock

Henleyon-Thames

Kelmscott

Chastleton

SEPTEMBER?23

Family home of Lord Faringdon. Laté"I8entury house,
pleasure gardens, woodlands walks, art collection, tea roor
shop. National Trust.

¢tKS 'YQa 2t RSaid o2iG4lFyAO0 3l
different types of plant from around the world, walled garde
7 display glasshouses. Harcourt Arboretum with 130 acres
rare or endangered trees. Shop. (174,000 visits in 2019)

8 acres of ornamental gardens. Plant centre, garden shop,
barn, gallery, rural life museum, teashop. Crafts and garde|
courses.

hyS 2F 9y3aftlyRQa \YésiiedlbyY L2
William Kent (18 Century) and remaining unspoilt. Pleasur
grounds and 3 walled gardens.

Stonor family residence. Historic House with 250 acres of
IANRdzy Ra FyR 3l NRSy galarge¢ dzY 6
adventue play area. Pizza hut, visitor centre, gift shop.
Extensive events calendar.

Grade 1 Listed farmhouse built around 1600. Summer horr
of William Morris, with his collections of furniture, textiles,
pictures, carpets, ceramics, metalwork.

Built in the early 1600s and owned by the same family until

both inside and out.

37

18

40

43

66

12 (things to do in
Gloucestershire)

5 (things to do in
1991, Chastleton is a superb exampldatobeararchitecture  Moretor-in-Marsh)
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Many beautiful, quintessentially English towns and villages .'
such as Woodstock, Chipping Norton, Minster Lovell, Burf
Witney, Bampton, Kingham, Great Tew, Shilton.

Cotswolds
towns and
villages

Family Cogges Manor Farm | Witnhey 13" century manor house and scheduled ancient monumer, . 68

attractions 17 acres of grounds, walled garden, farmyard, events,
festivals, workshops, classes, café, shop. Downton Abbey
location.
Cotswold Wildlife Park Burford 160 acres of parklands. Diversollection of species. Hands | 1 (things to do in
& Gardens animal experiences. Gardens. the Cotswolds)
Oxford Castle & Prisor Oxford Costumed guided tours, murder mystery events, ghost tout 246
escape room, shop.
Crocodiles of the Brize Norton 'YQa 2yfe& ONRO2RAES 122 gA 10
World alligators and caimans.
Fairytale Farm Chipping Norton Mix of fairy tale experiences, animals and adventure play. 30
Café, shop, events. Fully accessible. (38,000 visits in 2019
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Countryside,

The Story Museum Oxford Museum celebrating story telling around the world. Differer 52
story worlds. Talks, events, workshops, performances in th
Ydza SdzyQa &addzRA2 GKSFGNBo® /
Didcot Railway Centre Didcot Living museum set around 1932 engine shed, witkectibn 184
of Great Western Railway steam locomotives, carriages,
wagons, artefacts, steam train rides. (44,000 visits in 2019
Chinnor and Princes | Chinnor Steam railway alongside Chiltern Hillsadur round trip. 214
Risborough Railway Station café, shop. Open Sundays, Bank holidays and sele
Saturdays, March October.
Oxfordshire Museum | Woodstock Museum with 11 galleries including history, archaeology, | # 2 things to do in

The Chilterns AB

Cllterns o

military and adinosaur gallery. Café and gardens in central
Woodstock.

Woodstock

o g 4 < ;
Area of Outstanding Natural Beauty covering 324 square

walking & miles, including Henley anallingford, stretching north to
cycling Hitchin.
Cotswolds AONB Cotswolds Area of Outstanding Natural Beauty covering 800 square 1t

and 6 counties, including
Oxfordshirehttps://www.visitbritain.com/en/destinations/en
gland/cotswolds

Oxfordshire &
Cotswolds walks

Oxfordshire &
Cotswolds

Hnnb grfl1a F@FEAfFo6fS (KNP dz
including Chiltern Hills & Warburg Nature Reserve, Chimne
Meadows, Uffington White Horse, Christmas Common,

Windrush Valley, Badbury Hill, Rushy Common. Suggeste
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Thames Path National Cotswolds to
Trail London

The Ridgeway Nationé Includes White
Trail Horse Hill to Thame

The Oxfordshire Way | Includes Henley

The Chiltern Way Includes Ewelme
Hanson Way Oxford to Didcot
The Chilterns Includes Henley
Cycleway and Wallingford
Cotswdd Line Oxford to

National Cycle Route | Worcester

Thames Valley cycle | Oxford to London
route

SEPTEMBER?23

Cotswolds walks are: Burford, Wibstock & Blenheim Park,
Chipping Norton, Swinbrook, Minster Lovell, Charlbury,
Milton-under Wychwood, Spelsbury, Ascottder
Wychwood, Stonesfield.

Long distance National Trail (185 miles) from the soofdbe
Thames in the Cotswolds to Woolwich, London. Links to a
short, circular walk around Christ Church Meadow.

140km National Trail for walkers, cyclists and horse riders,
stretching from Avebury in Wiltshire to Ivinghoe Beacon in
Buckinghamshire. Oxfordshire section from White Horse H
to Thame.

Walking route from Bourtoion-the-Water in Gloucestershire
to Henley. Links the Heart &ngland Way with the Thames
Path National Trail.

134-mile circular route with 3 optional extensions. Goes
through Ewelme, Wallingford.

14-mile route from Oxford to Didcot. OXational Cycle
Network NCN5. 50% trafficee.

170-mile circular route around the Chilterns Area of
Outstanding Natural Beauty. Gateway towns include Henle
and Wallingford. Omoad route.

Route following Cotswold Line railway from Oxford to
Worcester. Cycle in one direction (short/long stages) and g
the train home.

99-mile cycle route frontentral London to Oxford. NCN 4,5
and 51. 48% traffifree. Includes some sections of the
Thames Path National Trail (see above).
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Lt e A ) 7 :
Henleyon- River and Rowing Henley 5 permanent galleries exploring the River Thames, Rowing 51
Thames Museum Henley town, British artist John Piper, Wind in the Willows
experience. Community gallery, shop, cafeé.
Boating Henley Boat trips down the Regatta course (Hobbs of Henley and
{ I £ 4 SN Pupts, B&Wingddaks canoes and motor
boats for hire.
Henley Royal Regatta Henley 5-day sporting spectacle. One of the longest established 127
sporting events in the country.
The Henley Distillery | Henley See distillery section below. 63
&:, l._fE I —.
‘&m‘ "_ o =2
S 3
British Nuffield Place Huntercombe, Home of W|II|am Morris, founder of the Morris Motor 72
Motoring Henley Company. National Trust property.
Heritage
Oxford Bus Museum | Long Hanborough, | Tells the story of bus and coach travel around Oxfordshire 45
Witney over the last 130 years. There is also a Morris Mowuseum
and a Historic Cycles collection
Bicester Heritage Bicester lYQa 2yfe Kdzo F2NJ KAald2NRO 73

2013, now with 45 specialist automotive businesses. Sund
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Scramble events have hundreds of classic and collector ca
special displays, family activities. Each Sunday Scramble
attracts up to 10000 visitors.

The Aston Martin Drayton St Small museum displaying several Aston Martin cars alongs 79
Museum Leonard, engineering displays and models. Bx@oked visits only.

Wallingford
Silverstone Interactive Silverstone, Celebrates the past, present and future of Silverstone and | 22 (Things to do in

Museum

Northamptonshire

British motor racing. Over 60 hands exhibits, iconic cars
and bikes, Heritage Track Trail, café, shop. Located 7 mile
from Oxfordshire border.

Northamptonslire)

British Motor Museum

P 3
ﬂ |
S ¢

Gaydon,
Warwickshire

22NI RQa fFNBSad O2fttSOGA2Y
collections centre, exhibitions, events, café, shop. Located
miles from Oxfordshire border.

6 (Things to do in
Warwickshire)

Breweries, Hook Norton Brewery | Hook Norton Familyowned, Victorian Tower Brewery. Tours, Shire horse 3
distilleriesand shop, café, museum, meeting rooms.
vineyards
Oxford Artisan Oxford Craft distillery. Whisky tours, distillery tours, garden bar, sh 13
Distillery
The Henley Distillery | Henley Gin distillery. Tour and tasting, signature gin experience, si 63

Tap Social Movement

Four venues across
Oxfordshire

Asocial enterprise crafbrewery, bakery and hospitality
businesghat creates training and employment for people in
prison and prison leaversVaried events calendar

2 (for nightlife in

Oxford)
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Loose Cannon Abingdon Brew 68 different beers spanning permanent, seasonal an¢ 4 (Oxfordshire

Brewery specialist lines. Monthly brewery tours and weekend Breweries)
Taproom opening

Lovibonds Henley Produce Americaistyle craft beer. Run tasting room events 5 (Oxfordshire

Breweries)

Chiltern Valley Winery Hambleden, Henley Vineyard, Winery, Brewery, Liqueur making, shop, tours & 9

and Brewery tastings, B&B accommodation and farmhouse lets.

Brightwell Vineyard | Wallingford 16-acre vineyard, shop, touend tastings. Thames Valley 170
Food and Wine Festivalweekend event in June.

Sunnyhill Vineyard Horspath Vineyard & Winery (weekends only), tours, tastings, Alpacs

walking experience.

Freedom of the Press

Literary, film

Minster Lovell

I aAaYltf WdzZNBlLyYy GAYSNE 2y |
tours and tastings every Saturday JAlygust. Ad hoc events

Harry Potter Oxford University | The university wassed for a number of scenes in the Harry
and TV Potter films, including the dining hall at Christ Church whic
connections was the Hogwarts Great Hall.

(many tours
available)

Alice in Wonderland

Christ Church

Lewis Carrol wrote Alice in Wonderland at Christ Church. A
Liddell was thelaughter of the Dean of Christ Church and

inspired the character of Alice in Wonderland.
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Inspector Morse Oxford A number of Oxford locations were used in the filming of
Inspector Morse and spiaff programmes.

Downton Abbey Bampton and Bampton village and Cogges Manor Farm in Witney were

Witney as filming locations for Downton Abbey.

Midsomer Murders Wallingford Many villages in south Oxfordshire were used for the filmin
of Midsomer Murders, including Wallingford.

LewisCarroll, JRR Oxford University | All held various roles at Oxford University, with many aspe

Tolkien, CS Lewis, of the university and Oxford inspiring their works.

Philip Pullman

:t.m" N ; ; 2 A5
Photos: experienceoxfordshire.org, oxfordpunting.caoulac.uk nationaktrust.org.uk cotswolds.com, cogges.org.uk, fairytal
visitthames.co.uk, chilternsaonb.org, ldwa.org.uk, experiencehenley.eustihealeyclub.co.uk, bicesterheritage.co.uk, britishmotormuseum.co.uk,
chilternvalley.co.uk, sunnyhillvineyard.co.uk, chch.ac.uk

£ A [

efarm.codittcotrailwaycentre.org.uk,

ADDITIONAL EXPERIENCES

Additional Oxfordshireexperiencesnclude

Shopping
o Bicester Village is a popular designer shopping village with more than 150 luxury boultigieactsover 7 million visitors per yeaand is now one
2F GKS !'YQa FT2NBY2aid NBobdzvo BREGA YA TARNA LI2dMaRIGAkeR SNREY RRYPYIAE (G2 R2 Ay |
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Oxford Covered Markas an ndoor market dating back to 1770Bhere are wer 50 specialist, independent traders selling traditional Oxford fare,
food, drink, gifts, fashion, flowers et©xford City Council has recently (February 2023) amata £6.87 milliomrmasterplanpackage to reitalise the
Market.6 b dzYo SNJ mpp Ay C¢NAL) ! ROANEA2NNRAE ¢KAy3Ia (2 R2 Ay hEF2NRAKANS

Modern Art Oxford is a contemporary art space with changing exhibitions, artist commissions, events, shop and café. (Numbér ¥ ¢ NA LJ ! RJA & ;
Things to do in Oxfordshire.)

Oxfordshire Artweekis a 3week celebration of the visual arts taking placdé al @ Ay @Sy dzSa I ONRaa (KS Oz2dzyiaeod !
studios event.

Oxford Festival of the Arts is ankek festival founded by Magdalen College Schading place in June each yeamttracts internationally
renowned artists and péormers in music, theatre, visual art, film, dance, literature, comedy.

Truck Festival is an annual, independent music fedfivéllr G G+ 1 8a LX I OS Ay wdzZ &> 4G 1Aff CFEN¥Y:z {GS@Sy
FSalAOlt a08y8Qo

TheBigFeasA @1 £ A& |y ! dzadzald 6SS1TSYR FlLYAfe S@OSyil O2oANVAYElI @22 Ra2Y8R XuzadK
artists and Michelin star chefs.

The most recent accommodation stock datailablefor Oxfordshie isfrom the nationalaccommodatiorstock auditundertaken in 2016 by Visit

England. Whilst this is now a number of years-aitlate, and there likely to have been new openings since, the atilliprovides aisefulgeneral

picture of accommodationugpply in the countyNote: The Visit England data gave a very high figure for camping bedspaces in Cherwell (over 17,000 for
just 15 campsites). Online research (Google, Pitchup.com, ukcampsites.co.uk) suggests that the correct numbers dbpe lilahetal,000 bedspaces
between around 30 campsites. Therefore, the analysis below uses these amended Sgunessummary points are:
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o In 2016, there were close to 1,000 visitor accommodation establishments in Oxfordsitirepproximately 3@000 bedspaes.
o Three quarters of establishments atwio thirds of total bedspaces were serviced.

o Oxford accounts for G KA NR 2 Eervicéd Bedspacdzy (i & Q&

o West Oxfordshire has the highest share of tsamviced establishmeni{86%)

o Cherwell has the highest afe of nonserviced bedspacg82%)¢ throughits camping & caravanning provisidanbury in particular has many
camping & caravan sites.

o Alarge proportion75%) 2 F hEBRASNBADSR2Y SRa LI OS &adzllLid & A& ((kodd azddiversityi K SNJ O2f f SOG A ¢
accommodation).
| KS NI S tsérvizad sypglyis predominantly tourist campsites.

e}

Oxfordshire serviced establishments Oxfordshire non-serviced establishments

Wale of White
Haorse
16%
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Oxfordshire serviced bedspaces Oxfordshire non-serviced bedspaces

<»

Oxfordshire non-serviced accommodation:bedspaces

Number of bedspaces
- 500 1,000 1,500 2,000 2,500 3,000 3,500 4,000 4,500
Oueford
Chereell
South Onfordshire

Valeof White Horse

West Oxfordshire

B Holiday dwellings M tourist campsites B Other collective accommeodation

Source: Visit England Accommodation Stwadlit 2016 (with amended figuséor Cherwell campsite establishments and bedspaces)
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Hotels

hytAyS LISNHzalf 2F aAGSa adzOK & 06221 Ay 3 o0eoductls v & high@dlit @itNmadKapmedlihgd St = & dz3 3
luxury hotes to choose from Of the 164 Oxfordshire hotels listed ondking.com46% are rated as 4 or 5 star, 21% & I NE o w’» Wdzy NI 6§ SRQ®
propertiesare predominantly oK A 3K ljdz- f Ades gA0GK G2 GKANRA NIYGSR Fd €tSHald WOSNE 3JI22RQ0

Leading the supply isRE Y2 Y R [.§ la/IOOBA NI | dzE vdzt 6 Q { I} A&2ys stakeddéstalraitOdxizR Sty ceftre BasNBy 2 6y S|
number of striking, luxury hotels in historic buildings. Hemlay its riverside setting, boutique hotels and private members clubs. The Oxfordshire

Cotswolds has many beautiful /27" Century hotelsvith period features anduxury accommodationTwo highSy R NB a2 NIi K23 St a F NB 2|
Heythrop Park neaChipping Norton and a membeogly Soho House hotel in Great Tew.

New hotels in the planning process or with outline permission could add a further 1,000 bedrooms to the Oxford city biotelostrising up to five
new larger hotels and some extensio{sgpurce: Hotel and Short Stay Accommodation Study for Oxford, Bridget Baker Consulting Ltd).

In the following tablewe present a selection of luxury hotels@xfordshire The selection is intended tivea flavour of supply rather than being a fully
inclusive list.

Luxury hotels in Oxfordshire

Hotel Location Description Rating on| Bedrooms
' booking.com com

[ S al y2 A NSaisodz& Yy 2 A NSaitodzB | Great ' GreatMilton | Renowned5-starmanor house hotetreated by Raymond by Raymond
Belmond Hotel Blanc. Michelin-star restaurant, Raymond Blanc cookery
school
Old Bank Hotel Oxford city centre 5-star luxury hoteln historic building 9.0 43
Old Parsonage Hotel Oxford city centre | 5-2 G F NJ 6 2 dzii A |j dzS "KCRnrtu®/fOldA Y h 9.0 35
Parsonage
The Randolph Hotel Oxford city centre Striking hotel by Graduate Hotels 8.2 151
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Malmaison Oxford
Vanburgh House Hotel
The Head of the River

Voco Oxford Thamesotel

Mercure Oxford Hawkwell
House Hotel

The Relais Henley

Hotel du Vin

Leander Club

Phyllis Court Members Club

Greenlands Hotel

The George Inn
The Harcourt Arms

Old Swan
Minster Mill Hotel & Spa

The Bird in Hand

Bay Tree Hotel

The Double Red Duke
The Swan Inn
TheKillingworth Castle
The Feathers Woodstock
MacDonald Bear Hotel

Oxford city centre
Oxford city centre
Oxford city centre

Sandfordon-Thames
Iffley

Henley
Henley
Henley
Henley
Greenlands, Henley

Barford Saint Michae
Stanton Harcourt

Minster Lovell
Minster Lovell

Witney
Burford
Clanfield
Swinbrook
Woodstock
Woodstock
Woodstock

Luxury boutique hotel in converted Victorian prison

18" Century boutique hotel

Riverside pub in former warehouse with 20 luxury
bedrooms

4-star IHG hotel Set in 30 acres of grounds and gardens
Pool, spa &ym

Country manor house hotel, 2 miles from Oxford city cer

Luxury boutique hotel

Luxury boutique hotel in historic former brewery

Historic private rowing club with 11 boutique bedrooms
Members club in historic manor. Fitness centre & pool
Home to Henley Business School. S@0macres of grounds
with restaurant, bar and fitness centre

17" Century thatched pub and boutique hotel

Traditional country inn with 5 AA star bedrooms and 2 A,
rosette restaurant

5 AAstar 13" Century inn

Converted mill house in 58cre grounds with spa, tennis
court and fishing

Grade Il Listebuilding with period features

16" Century Cotswold hotel

16" Century Cotswold hotel

16" Century taditional Cotswoldountryinn

17" Century coaching inn with Michelin restaurant

17" Century townhouse boutique hotel

Former 13 Century coaching inwith period features

SEPTEMBER?23

8.3
7.6
8.2

8.6

8.6

9.0
8.0
8.7
8.5
8.7

9.2
9.1

7.6
7.7

9.3
8.5
9.0
8.9
8.9
8.2
7.8

95
22
20

104

77

40
43
11
17
100

10

15
38

16
21
19
11

21
54

100
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Weston Manor Hotel Bicester 12" Century country house hotel set in 12 acres of garde 8.2 32
and grounds.
Bicester Hotel Golf and Spa Bicester Set in 130 acres of countryside, 11 lakes, health club, 8.1 52
tennis, pool, spa9-hole golf course
The Chesterton Hotel Bicester 18" Century Manor house and luxury boutique hotel 9.1 23
Heythrop Park Enstone, Chipping | Warner Leisureesort. Grade |l Listed country house in 44 - 311
Norton acres of parkland. Golf, spa, traditional sports, theatre.
Adult only hotel
Soho Farmhouse Great Tew Members only Soho House Hotel. Canadian cabjte, - 114
luxury rural retreat in 18 Century farmhouse buildingSet
in 100 acres of countryside with comprehensive, luxury
leisure facilities.

ey

Soures: Booking.com, telegraph.co;hotos: Experience Oxford_shire,‘ booking.com

University accommodation

Manyofh EF2NRQa O2ftS3Sa 2FFSNI I O02YY2RI GA2y (2 OA&aAlG2 NREne o midSé@etaBek ( K S
and over Christmas. There are mor(-,lthan 7,000 bedrooms in total. University.com provides a booking seoudst®and conference delegates for
NRE2Ya G oo 2 F(SourEeTHoisRISho Sty A& aBnadation Study for Oxford, Bridget Baker Consulting Ltd.)

Seltcatering

Oxfordshireoffers some very attractive, luxury seltering cottagesvith plenty of Cotswold and rural Oxfordshire chaixperience Oxfordshire
promotes seHcateringaccommodatiorthroughfour partners:

101@
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o Grange Farm Country Cottage$ luxury cottages isodindon, rural Oxfordshire
o StayCotswold Ltd 50luxury properties in Oxfordshiref whichl7 sleep 8+
o Greyfriars Hideawag 2 historic luxury sel€atering properties sleeping up to 12 in central Oxford. Visit Englestdr35old rating.

o Snaptrip Holiday Gtages- with a large collection of setfatering accommodation across the UK.

Cottages.com lists 93 properties in Oxfordshire. 33 havstargating, 54 have a-dtar rating and 6 have a8 G F NJ NI} G Ay 3 @ np & NBE RSao0
properties slep 8+ people.

Someproviders of noteare:

o Bruern Cottages: located between Chipping Nortstowon-the-Wold and Burford12 luxury cottages, sleeping between 2 and 10 people. Spa,
AgAYYAYy3I L2t 3FeYX Il NRSyasx OkiobnR NBiyEQglanddariGaldaaligdzy RaX oA O O0f S&a FyR |

o Kingham Cottagesollection of 5 seltatering cottages in the grounds of Kingham Lodge far from Bruern. It offers 5 acres of landscaped gardens,
tennis court, indoor swimming pool and a traditional Turkismmam.

o Treedwellers Treehouselcated rear Chipping Nortonoffering7 striking, luxury treehouses, sleeping 8 people

photos cottages.com, Kinghamcottages.com
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AirDNA (provider of shotierm rental data for Airbnb and Vrbo) reporser 3,000 active rentals in Oxfordshire, 42% of which are availabkntell
cTr | NB USyiAThdEe iKacoB® a tidssgeiibetiverithe commercigirovider supphydiscussed above, and the supply data provided
through AirDNA, with many commercial cottage providers also promoting their properties through Airbnb.

Entire home 2,131
Private room 995
Shared room 8
Total active rentals 3,134
Entire home rentals as percentage of total active rental 67%
% available full time 42%
Average rental size (bedrooms) 2.1
Average rental size (guests) 4.5
Airbnb ratings (% at least 4.5 overall) 84%

Source: AirDNA

The Visit England stock audit above indicates that there is a large supply of camping accommodation in Oxfordshire|yperthdawell. Aroun@0
camping sites are listed on pitchup.copnedominantly small, rural sitesSome of the layer ones are:
Hardwick Parks, Standlake80-acre site with 196 pitches, 2 lakes, watersports on Windrush River, bar, restaurant
Lincoln Farm Park Standlakestar site with 90 pitches, play area, games room, leisure centre with gym ansWimuming pools, shop
Swiss Farm Touring and Camping, Herllestar site with 125 pitches, glamping, holiday homes, fishing lake, outdoor swimming pool, shop, café, bar

Greenhill Leisure Park, Bletchingdd00 pitches, shop, play area and 4 fishing lakes
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o Oxford Camping & Caravanning Clg@:pitches, 1 mile from the city centre

o Cotswold Views-star rating from Times Travel31 pitches, farm trail, outdoor games and gym, games rdooated in Chdioury
o Burford Caravan and Motorhome Clul21 pitches, oposite Cotswold Wildlife Park

o Chipping Norton Camping & Caravanning Cd@pitches plus 5 safari tents

Thereare a few, smaltlusters ofglampingunitsl & ¢St Fa + a0l GOGSNAY3I 27F Ay Rbra@dthedbuntySeamg S LIKSNRQa
examples are:

o ¢KS [ KA f (WaINIgferds adultdig eco lodgesvith wood burning stoves and hot tubs, situated the Ewelme Down Farm estate

o Ye Olde Swan Tipi Village, Bampton: 10 luxury tipi tents on the banks of the River Thames

o Glamping Thorp, Banburyconverted huts, caravans, bell tents and army style glamping trailers, 10 units in total. Set up for parties and group events

o Oxford Riverside Glamping, Witney: 10 bell tents adjacent to River Thames pathway

o Rolling Fields Glamping, Moulsford)} £ f A Y3 F2NRY o oSttt (Sydaz w [dzyl GSyda FyR | &Kk
o Valley Farm Campsiteamping sitewithH 1 G 2 dzNA Yy 3 LA G OKS &z o , ditfated 3 mileS ffoin®xfdrd/ R M  a K N
o ¢KS wSR [A2Yy |G b2NIKY22NY o fdzEdzZNE aKSLIKSNRQ& Kdzia

Photos: campsites.co.uk
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CONFERENCE VENUES

hEFT2NRAKANBQa O2yFSNBYyOS | yR YSSUAY3I LINPGAEAZ2Y Ad LINBRBYRDEI Patf e Sa&aLdt ¥y
venues. Inadditioi KS YAy 3Qa [/ Sy (i NB >ferenkefmatid)/exhiitioh/evanS/entiedth dicSpacityb2ug to 1,000 delegates.

Further, largercapacity venues in Oxford (500+ delegates) are the Kassam Stadium, Oxford Town Hall, Sheldonian Theatre and New Theatre.

The following table lists a selecti@f largercapacity conference venues:

Selection of Oxfordshire Conference Venues

Location Description Maximum
capacity
(theatre)
Hotels
The DoubleTree by Hilton Oxforc Thame 154-bed hotel with19 meeting roomsspa and swimmingool. 450
Belfry
The Randolph Hotel Oxford 151-bed,5-star, landmark city centre hotel. 6 meeting rooms 350
Leonardo Royal Hotel Oxford 240-bed hotel with 20 meeting roomgym, splash pooB miles from Oxford city 350
centre.
VocoOxford Spires Hotel Oxford 181-bed hotel with 10 meeting roomgym, spa and swimming pool. 266
Voco Oxford Thames Hotel Sandfordon | 104-bed hotel with 11 meeting roomgym, spa and swimming pool. 200
Thames
Mercure Oxford Hawkwell House Iffley 77-bed hotel with Smeeting rooms 200
Bicester Hotel and Spa Bicester 52-bed hotel with golf, tennis, outdoor activities, health club & spa. 8 meeting 200
rooms
Phyllis Court Club Henley 5 meeting rooms, 17 hotel rooms, fitness centre with swimming pool. 300
Universities
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Location Description Maximum
capacity
(theatre)
Oxford University Oxford Conference Oxford lists TiversitycollegesVenuesthat offer conference/ 635
meetingevent facilities In total there areover 500 meeting spaces, with
capacities from 50 to 900 guest®e Ashmolean Museum has 8 meeting room
and a reception capacity of 900 in the atriulthe Oxford Union has 7 meeting
spaces with a maximuntheatre-style capacity of 635The Newman Rooms he
8 meeting spaces with the largest room seating Slree of the examination
schools have capacities of 300+he Said Business School has 17 meeting spe
with the largest lecture theatre seating 317.
Oxford Brookes University Oxford Over 50meeting rooms, 5 lecture theatres (maximum capacity 320) and a lar 475
lecture hall (maximum capacity 475).

Conference centres

¢KS YAy3aQa [/ Sy Oxford Conference centre with 12 meeting spac2€00 sgm exhibition space. 1,000
CulhamConference Centre Abingdon Conference centre at Culham Science Centre. 7 meeting rooms. 234
Worton Hall Cassington | Meetings, weddings & events venue on a working faBrmeeting spaces. 280

Holiday lets, tennisswimmingpool.

Other venues

TheKassam Stadium Oxford 38 meeting roomsgedicated meeting & events team. 400 sqgm exhibition hall. 600

Oxford Town Hall Oxford Grade Il Listed Victorian building with 10 meeting rooms 500

New Theatre Oxford Theatre with 4 meeting rooms and mainditorium seating 1,785 1,785

Sheldonian Theatre Oxford {AN) / KNAEG2LIKSNI 2 NBY ¢KSIFGiINB® hETF?2 717
spaces.

BicesteHeritage Bicester Hangar hire; 45,000sq.ft flexible events/filming space and 2 meeting rooms 450

WilliamsExperience Centre Wantage Conference and training centre with 7 meetispgaces 200

Source: Experience Oxfordshire, conferencesuk.org.uk; online research
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hEF2NR ! yAOSNAAGEQE wK2RSa 1 2da8S A& OdzZNNBy(f & dzy RSNH2 cohfdrerice c¥ntr 2 NJ NBRS @

catering for events of up to 300 delegates.

Caonference Oxford represents 70 venues in the city. This includes 38 Colleges, 3 permanent Private Halls and 29 Univesstyevaitter including
academic departments, museums, gardens, libraries and ceremonial buildings. Academic events accoamdgority of enquiries (55%), the

corporate market accounts for 22%, Associations 4%. In terms of international Association conference business, ICCthaegbied hosted 24
international conferences in 2019 (38 in 2018). This ranked the city4tieiUK for both years. (Source: Hotel and Short Stay Accommodation Study for
Oxford, Bridget Baker Consulting Ltd.)

In 2018, OXLEP commissioned Oxford Brookes Business School to undertake a study into the potential for the sustainaldeyemotioafthe

business visitor economy (BVE) in Oxfordshire. The study concludeti¢HBYE in Oxfordshire has the potential to grow through better use of existing
resources and more collaboration between venue and accommodation providers and agencies. Howseecancluded that the existing provision
faces significant capacity constraints and is not able to host events over a certain size in any of the BVE and livagedegments identified as
providing the potential for growth.

Somesignificant fpeline projectdo note are:

Pl
(p))

DNBFG 22tF [2R3IS A& b2NIK ! YSNA O Q a-orientatedirgiéon warpark3dsdts. Fhai® st Eupeainlregdrt
will be located in Chesterton, near Bicester. The £20omdevelopment is at detailed design stage, with a target completion of late 2024.

Oxford United FC new stadium and conferencing facilities: proposedL6@@0seat stadium on land south of Kidlington. Currently at local
consultation and negotiationtage. The stadium would include some conference facilities for approximb@M) and a new 200 bed hotel.

Mullin Autonotive Experience: American car enthusjaeter Mullinhas submitted plans to West Oxfordshire District Council to develop a classic
car museum at The Driving Centre, Enstone Airfield on the Great Tew Estate. Along with the museum there hrulg beliday homes and
farmstead properties.
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BicesterMotion masterplan Bicester Motion Heritage was founded in 2013 and is how considered to be the home of historic motoring enterprise in
the UK. The site has become a visitor attraction, with thousands of visitors attending the scramble events. Bicestétanitagmis the first of four
quarters to be developed on the 4&ftre sitewhich is a former WW2 RAF Bomber Training Statiime remaining threare: Innovation, Experience

and Wilderness.The Experience Quarter will be a family day out destinatiorh @itniles of driver training and handling tracks. The Wilderness
Quarter will regenerate a former quarry and lakes to provide a wilderness reserve, promoting health abdinglhnd outdoor activities. It will also
include ecelodge style accommodatiomicester Motion plans to become a top 20 UK visitor attraction.

Banbury Vision 205@& consultation and engagement programme is being undertaken by Cherwell District Council, as a first phasetefalong
regeneration plan for Banbury. The plan includetil, culture and tourism, the evening economy, housing, employment, and connectivity.

Oxford Covered Market: Oxford City Council has appr¢vedruary 2023) Mc @y 1t YAt € A2y LI O1+F3S (2 NBOGAGLFEAAS
The masterplan inclugb three main improvements: a pedestrian friendly Market Stragtew communal space with a large seating area, and
improved entrances.

The Store Hotel, Oxford: a ned0Gbed, 4-star hotel is being developed on the site of the old Boswells departmenrg.sidue for completion in
SpringSummer 2023.

Estelé Manor (previously Eynsham Park), near Witney, will reopen in Spring 2023 after an extensive refurbishment programmpeeit asla

membership club, similar to the Soho House concept. It will df6& bedrooms, four restaurants, extensive health and spa facilities, kids club and

members area.

2 At RSNJ { LI OSa Aa | ySg LAIFTYYSR @AaAi2NI FGGNI OlGA2y LBAE2AYIQAE WIRI deNaB 1 | YN/EX
conservatiorcharity, is developing Wilder Spaces. The attraction will feature a range of witdiidly show gardens and immersive learning

experiences to encourage visitors to take action for nature. Assuming capital project expenditure of £40m and arsmaflpisd 500,000, the

economic impact of Wilder Spaces is projected to be between-£380m, creating at least 40 FTE jobs.
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/ DEMAND SIDE DRIVERS AND FORECASTS

FORECASTS FOR INTERNATIONAL TOURISM

SEPTEMBER23

For much of the past thirty to forty years yoould be pretty certain that the volume of international tourism trips taken globally would grow by about
4% per annum, with more mature destinations such as the UK seeing growth a percentage point or two below this level.

The past three years were vedifferent due to the pandemic, but

recovery in international travel has not been even across differe 4,

world regions.

110

The following chart is based on forecasts from Tourism Econon

and shows the volume of outbound travel from different world
regions, wih this indexed to 100 in 2019 to aid comparisons.

We can observe that while the volume of travel fell from all worl
regions the decline was a little less steep in Europe than in Asic
2020 and 2021. By the end of this year it is forecast that

outboundtravel from the Middle East, Western Europe and Nori
America should be back to levels seen in 2019, whereas even |
the end of 2024 outbound travel from North East Asia could be
one-third lower than had been the case ahead of the pandemic.

VisitBritainforecasts that inbound visits to the UK in 2023 will
reach 86% of their 2019 volume, with the strongest performanc
from shorthaul markets, the Middle East and North America,
whereas arrivals from Asia look set to remain relatively subduet
this year desjte the easing of travel restrictions in China.

Outbound travel by world region (2019 = 100)

2019 2020
—North America

—Southern/Mediterranean Europe
—South East Asia
—Middle East

2021
—Northern Europe

Central/Eastern Europe
—South Asia

2022

=

2023 2024
Western Europe

North East Asia
Oceania

Source: Tourism Econemics
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FORECASTS FOR DOMESTIC TOURISM

As the main surveys capturing the volume and value of Trip intentions next twelve months compared with 2019
domestic tourism have generated little data in recent times

due to both a change in survey methodology and their
suspension during the early part of the pandemic it is tricky

to pinpoint reliable forecasts for the absolute volume or
value of domestic tourism. Overseas overnight trips 15% 33% 30%

However, past experience tends to suggest that the marke
for overnight tourism is typified by little to ngrowth, with
one of the few exceptions in the past couple of decades
being 2009 when a dramatic decline in the value of sterling

dissuaded many from travelling abroad and to take a
staycation instead. Domestic overnight trips 24% 38% 21%

We can nonetheless use the Domestic Sentiment Tracker
undertaken by the national tourist boards of England,
Scotland and Wales to get a flavour for sht@tm prospects,
the most recent wave of which was published o' March
with fieldwork having taken place during the first week of
the month.

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
m Will take more Will take about the same ~ mWill take fewer Don't know / not sure yet

Source: VisitBritain

One of thequestions posed in the study asks respondents about their trip intentions in the next twelve months compared to beforedémaipa We
can see from the chart that twice as many say they will be taking fewer overseas trips as say they will be takowvgrseas trips, whereas slightly
more say they will be taking more domestic overnight trips than say they will be taking fewer such trips.

This potentially signals some trip switching from overseas to domestic, but it is important to note that morenthem¥oA S al AR G KSe@
their overseas travel plans might look like this year.
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From a separate question in the survey we can explore what the perceived barriers are to taking a domestic overnighetipdoming six months,
and the answr is very much an economic one, with 39% citing the rising cost of living as a barrier and 28% their personal finances.

When asked how they might cutback on their UK overnight holiday spending the most common answers were to choose cheapedaticono look
F2NJ Y2NB WINBSQ GKAy3aa G2 R2 FyR G2 ALISYyR fSaa 2y SlIaGAy3a 2dziz gAGK 2dza

AFAR (GKSe ¢2df R (1S R2YSAGAO RbénaiyNhesid AyaidsStR 2

35>

hT (K2aS adNWBSe@SR
overnight trips.

For domestic day trips the most common approach to Barriers to taking domestic overnight holiday in next 6 months

adapting to COStAOf |IVIng preASS:ureS V\{ere found to be,tO lo Rising cost of living I 307
T2NJ Y2NB WIFNBSQ UKAy3Ia 02
(26%) and to take fewer day trips (25%). Personal finances I 26

. . Risi t of holidays / lei I 26
Many of the héaits that people adopted during the g costoTTioitays s

pandemic were done so reluctantly, and even those that UK weather I 5
felt more amenable at the time have started to evaporate
as lockdown retreats further into our memories. However The cost of fue!  INESEEGE_—G—S 1%

one change that was accelerated by Celfdand leks set
to stay, and that has an implication for tourism, is working
from home. Limited available annual leave  INEEEEE 17 %

My general health | I REREREREEEEEEN 17°-

This impacts city centre hospitality businesses if there is No barriers 9%

lower commuter footfall and the overall volume of busines Wouldn' take a UK holiday or short-break regardiess 0f - ey 1o,
tourism as virtual meetings become the norm for many. clreumstances
| have concerns about catching Covid-19 | I NS 1%
We can see from the next chart that the average number 0% 5% 10% 5%  20%  25% 0%  35%  40%  45%
minutes per day spent working from home for those who Source: VisiEritain
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are in paid employment shot up at the start of the pandemic and that despite it now being many months since there wermaniydatrictionson
movement the figure remains much higher than it historically was, standing at 101.3 minutes per day in March 2022.

One school of thought might be that if people are spending more time in their homes they will choose to invest morein¢dhas on hat home,
FYRK2NI Y2@S (2 | LI I OS GKIFIG A& FdzZNIKSNI FNRBY (KSA NI Soesirdblz2 BcatdXér manfF FA OS =
who need regular but occasional access to a workplace in central London.

Average minutes per day spent working from home for those in
paid employment

1200
1100
1039 1013
100.0
80.0
60.0
40.0
223

. .

0.0
201415 September / October 2020 March / April 2021 March 2022

Source: ONS
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As was established earlier, around half of tourism spending in the county comes courtesy of day visits by domestic rasialgaits.shows that across
England as a whole 52% of all Tourism Day Visits had a-toprdistance of less thaB0 miles, with just 28% at over 40 miles. This tells us that the bulk
of day visits in most areas are going to be by those who live relatively locally.

While Local Authority level data is not available for this metric from the survey, we might imagtrfertioxford (as opposed to the wider county) there
may be a greater tendency for visits to have an above average distance considering the ease of travel by public trandpamtfsn. However, it is the

demography of the local population that will pla key
role in shaping the vibe of a place, and the following
chart plots the age distribution for each Local Authority
area in the county alongside that for the UK as of mid

4.00%

3.50%
2021.
L , . 3.00%
The standout insight is perhaps no surprise given the
high number of stdents in Oxford, but nonetheless it is 2 50%

striking just how distinct the population of the city is
compared to that of the rest of the county. We can alst,
see that Oxford has relatively fewer residents aged 45+
than is the case elsewhere, while remainingdloc
Authorities all have a relative absence of those aged
from their late teens through to their mitlventies in
comparison with the UK.

1.50%

1.00%

0.50%

0.00%

Population by age, mid 2021

o o © 0w o o © © o o © © o
= SETI22R]RAIQEE

o
38 &

eIl RNTeR
DWW OO0 @ O O M~ MMM~ D @ @

Oxford
West Oxfordshire

L9ILel
& 5 = =+ <+

90+

—Cherwell
Vale of White Horse

—United Kingdom
—>South Oxfordshire

Source: ONS
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Population projections suggest that Cherwell and Vale
White Horse are the areas set to see the fastgsivth

in population over the next ten to twenty years, with the
tally elsewhere being broadly either stable or showing 160,000

Population projections
180,000

slight decline.
140,000
Turning to national as opposed to local demographic
trends all other things being equal it is reasonable to 120,000
expect that the volume of tourism will respond to
OKIFIy3asSa Ay (G4KS &aAxil s 27¥ | 100000
Between 2000 and 2021 the population of the UK 80,000
increased by 8,1 million, to stand at 67 million. Growtt 60,000
however, has not being geographically uniform in
nature, for <ample, the population of London has 40,000
increased by more than orifth over the period, well
ahead of any other area. Wales and Scotland have bc 20,000
seen modest growth of 8% or so, but the area with the
slowest pace of population growth has been North Eas . _ , ,
England at just 4%. Cherwell Oxford South Oxfordshire ~ Vale of White Horse ~ West Oxfordshire
m2019 m2029 = 2039 Source: ONS

It is not just how many people there are that matters of
course, those of different ages will exhibit different travel behaviours.

The following chart plots the resident UK population by age band in 2001, the estimates for 2021 jactiqre for 2041. Among the insights that
emerge from the chart are:
1 Whereas in 2001 the most populous age group wa83by 2021 it was those aged-59 (of course these will largely be the same
individuals but twenty years older)
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9 The number of childne aged @9 increased by roughly 600,000 during the period 2001 to 2021 but a decline of close to one million is

projected by 2041

i There were one million more residents agedZ®in 2021 than two decades earlier, reflecting both ageing of the@d&ck in2001 but also
significant inward migration by young workiage adults

i1 Every age band from 499 and older has seen a rise in population over the past twenty years, including almost 1.8 million more residents

aged 5059 and aged 69, and 1.6 million mar residents who are in their 70s
i The upcoming two decades are projected to see further ageing of the UK population with steep increases in those aboeatratjieem
i The population of over 80s is expected to be more than twice its 2001 level by the timeaele2041

An ageing population has significant implications for visitor

economy businesses, including that a growing chunk of the ;990000

market might expect to receive discounted admission etc du
to being above the retirement age.

Furthermore, the need fobusinesses to be accessible to
those with a disability will increase given the correlation
between propensity to have an impairment and age. Itis
estimated that onein-five people in the UK have some form ¢
disability, with this increasing to twim-five of those aged 70+.

A growing array of insights has started to emerge from the
2021 Census that may be of relevance to the scale and natt
of tourism demand, including that over the past decade ther
has been an 8.3% increase in the numbep@dple living

alone in the UK, with the proportion of orfeerson

households ranging from 25.8% in London to 36.0% in
Scotland. This underscores the importance of visitor econo
businesses having affordable options for solo travellers.

9,000,000

6,000,000

7,000,000

6,000,000

5,000,000

4,000,000

3,000,000

2,000,000

1,000,000

UK population estimates and projections

10-19 20-29 30-39 40-49 50-59 60-69 70-79
m2001 m2021 2041
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Income isa key driver of tourism, and the next chart shows Gross Disposable Household Income per head for Oxfordshire and thethviekestSxd
England relative to that for the UK for the period 1997 to 2020.

We can see that throughout this period the -
residens of Oxfordshire are, on average at GDHI per head’ UK=100

least, better off than is the case for the typical 125.0
resident of South East England by a fairly
narrow margin, but by a more substantive 120.0

amount when it comes to the wider UK

population. Oxfordshire had been increasing

this differential fairly consistently since 2011, 115.0
and it will be interesting to see whether this

trend has persisted in the more recent past 110.0
when 2021 data is released in early April.

105.0
100.0
95.0

90.0

1997 1998 1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020

—CQxfordshire =—=South East Source: ONS
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Turning to national trends and projections, the following chart shovesathnual change in disposable income per head once figures are adjusted for
inflation extending back over recent decades.

In the two decades up to 2001 the average annual Annual change in disposable income per head (constant prices)
growth rate had been 2.9%, but in the subsequent twc 10.0%
decades it has fallen sharply just 1.1%, so while in
more recent times we have, on average, been getting g9,
richer, this is at a much slower rate than had been the
norm.

6.0%
The economic ups and downs during the pandemic s¢
many oddities, with GDP falling dramatically but 4.0%
incomes largelyolding up thanks to the furlough
scheme. However, the second chart paints a worryin¢ , o, ‘
picture as it shows the same data series as per the | | | | I

LA,

annual figures but on a quarterly basis from the start ¢ | | “”l |‘||H|I h“ll | ||| |‘||
1 I ’

2019 through to Quarter 3 of 2022 (the most recently %0 | | . |

published data point).

2.0%
We can observe how rapidly the situation has
deteriorated since late 2021, with a yean-year 40%
decline in disposable income per head of 3.1% in Q3 o556 1961 1966 1971 1976 1981 1986 1991 9% 2001 2006 2011 2016 201
2022. While the economic situation is now more stab Source: ONS
than was the case briefly lagtitumn, most analysts
still expect that 2023 will see the typical household get poorer rather than richer. This clearly has implicationsHoidd® that individuals and families
will make regarding their discretionary spending on activities reldbrtgavel and tourism.
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Inflation is set to fall back during 2023 but that does no
mean prices are falling, simply that they are increasing
more slowly. The Bank of England again increased ba
rates at its March Monetary Policy Committee meeting.
but many analysts now expect there to be few if any
further hikes.

At the risk of celebrating what is in essence mediocre
news it does now appear that the UK will not enter a
technical recession this year, but the Head of the Office
for Budget Responsibilityas said that the typical UK
household may be no richer five years from now than i
was back in 2019.

The lacklustre outlook for how much income potential
visitors have available looks set to act as a brake on th
visitor economy for at least the next gple of years.

4.0%

3.0%

2.0%

1.0%

0.0%

-1.0%

-2.0%

-3.0%

-4.0%

2
0.7%

2019 Q1

Annual growth in disposable income per head (constantprices)

8%

2019 Q2

20%

2019 Q3

0.9%

2019 Q4

0.2%

2020 Q1

-3.2%

2020 Q2

1

A%

2020 Q3

-1.2%

2020 Q4

0.3%

2021 Q1

1.9%

2021 Q2

0.2%
|

2021 Q3

SEPTEMBER23

-0.4%

2021 Q4

-1.6%

2022 Q1

-2.5%

-3.1%

2022 Q2

Source: ONS

2022 Q3
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Every destination that wishes to thrive has to be accessible, ideally to those wishing to use public transport, thoseoniskitigeir own or a hired
vehicle and indeed those organising group tours.

While Oxford andidcot both enjoy excellent public transport links to London and reasonable public transport links to the West, MidlaNdstland
many parts of the wider county have limited public transport provision. Both Bicester and Banbury have services soabrnid/lanylebone and the
latter is also served by Cre€®untry trains operating to the south coast from the North of England. Bicester Village is an example of a large retail
destination that has excellent rail connections, allowing those in London tihréee site in 46 minutes.

Oxford has some of the most frequent and affordable coach links with London of any comparable city of a similar distencepita. This can equally
be a lever for encouraging those wishing to spend at least some tim@ndoh to overnight in Oxford and make value for money trips to central London.
Improvements are on the cards with the redevelopment of Oxford station and the planned launch of East West Rail linkingptMilton Keynes, and
eventually Cambridge, bim the shortterm this will result in disruption to both rail and road users while work takes place.

It might be that having frequent services from London that can take under an hour is as much a curse as it is a bléski®y foOA (1 @ Q& @asa A (2 NJ S
much as this enables day trips to be taken rather than overnight stays, thereby reducing visitor spending.

This same argument can be made in relation to international visitors who can readily stay in London but make a dayetdpuotyhrather tlan
experience the local accommodation offer. Oxford is readily accessible by train and coach from Heathrow, Gatwick amBidwipgrt, but not so
easy to reach for those arriving at the low cost hubs of Luton or Stansted. Even though gettingefldmagiof Heathrow to Oxford might be fairly quick
and easy, for an inbound visitor with limited knowledge of the options available staying in London and visiting on anakay feeged like a more
manageable alternative to carting their luggage from #igort to a city whose name that airport does not bare.

A study undertaken by the national tourist boards in the middle of the past decade explored the characteristics of doragstihovisitors to a range

of destinations, one of which was Oxford@his revealed that 19% of visitors to the city lived in Greater London and a further 17% in the South East of
England, demonstrating that even for trips that involve a night away from home the destination is often relatively latatén n
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Most domesic tourism journeys are . . . .
undertaken by car, and that poses the PUblICIY available EV Charglng devices (per 100,000 of population, January 2023)
challenge of providing appropriate parking 90.0 853 85.6

facilities at those locations frequented by

visitors. An additional consideration that has  80.0

74.6
emerged in recent years relates to growth in 72.1
the number ofelectric vehicles in the car fleet. 70.0
The amount of publicly available charging
devices has not expanded as rapidly as has tt 60-0 55.3
number of EVs, and there is variation in the 49.3
number of devices in different localities as we| °"-C
as a widespread perception that tlbarging
infrastructure is often unreliable. 0.0
o 30.0
From the chart we can note that when thinking
about all types of charging device four out of =, - 204 20.0
the five Local Authority areas in the county ' 14.7
were ahead of the UK in terms of devices per 10.0 10.3 I 10.8
I 3.5
-

100,000 of population whel South Oxfordshire l
lagged the UK slightly. For rapid charging 00

devices the only Local Authority to be behind United Kingdom Cherwell Oxford South Oxfordshire  Vale of White ~ West Oxfordshire
the UK average at the start of 2023 was West mAl mRapid Horse
Oxfordshire.

Acurce: DT
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ENVIRONMENT

Caution is required in jumping to the conclusion that travel behaviategquickly changing due to awareness of climate change and a broader
appreciation of matters connected to the environment.

Several surveys have shown that people say they are concerned about the environment, but when asked to rank differetitfadtiesmine their
choice of destination, hotel etc, environmental considerations tend to be towards the foot of the table, with factors siathesfor money far more
important.

There is helpful data from YouGov polling covering tl Swap a foreign holiday for a UK holiday to avoid flying
degree to which Brit say they would swap a foreign 4,9,

holiday for a domestic trip in order to avoid flying.
90% 9% 23% 2% 23% 24%

The following chart shows that at the start of 2023 th 80%

proportion saying that this is something that they 70%

already do varied from 16% for those living in Londo S0

to 24% br those elsewhere in the South of England. 26% 22%
50%

However, between onguarter onethird said that 40%

this is not something they would contemplate doing, , ., 0% 2% 2% 20% 25%

with the greatest levels of rejection being among

those who live in London. 20%
- 24% 23% 2% 20%
0%

London Rest of South Midlands North Scotland

M | already do this
| would consider doing this
M | would not do this
m Don't know
Not applicable - | will not be travelling in this coming year Source: YouGov
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Perhaps contrary texpectations when
analysing the way this question was answered 100%
by age we can observe that it was the young
who were the least keen on the idea of giving u 90%
a foreign holiday, maybe a function of having  gpy,
been denied the chance to explore the world or 209
their own as they enter adulthood due to travel ’
restrictions in 2020 and 2021. 60%
50%
40%
30%
20%
10%
0%

Swap a foreign holiday for a UK holiday to avoid flying

18%

24%

18-24

18%
26%
21%
26%
0,
25% 20%
24% 23%
25-49 50-64
M | already do this
| would consider doing this
M | would not do this
® Don't know

Not applicable - | will not be travelling in this coming year

30%

20%

Source: YouGov
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The development of the DMP has involved extensive consultation and engagement which has included:

Visioning Workshop with the DMP Steering Group (29diigand sessions following stage 1 and stage 2 of the project
Stakeholder Workshops (face to face 18 May and online 26 May)

Meeting with the local authority Chief Executives (5 June)

Online sessions with teams from each of the local authorities

Online sesions with teams from Experience Oxfordshire &uiswolds Plus

30+ 1:1 consultations with various stakeholders

Online business and community survey

A visioning workshop was held at the beginning of the project to tease out the ansbarmmhrequirements of a pa@xfordshire Vision and DMP. The
session looked at what good growth should look like and how these outcomes will be achieved.

A summary of key findings from the worksheps that there was
Lots of consistency in stated priorige

Recognition thathe DMP is an important strategy document to chart the development of the visitor economy
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o An opportunity to bring coherence and-oodination to
efforts to develop the visitor economy

o A need toalignthis workwith the wider Strategic Economic
Plan

o All areas and communities in Oxfordshire need to benefit

. Need to
from the visitor economy promote
our
o There needed to be more focus on destinatrmanagement S
(as well as marketingind broader engagement and e
representation of the whole visitor economy. oo~
heritage, N
arts.. for local
promotion
Breakout b’roup Z As a group discuss what good/sustainable growth looks like?
Write on the post-its what you think the outcomes as a result of
the DMP should be?
w’-:::hl DMP should support
communties rather DMO needs to implementation of Ensure OMP s Need
WEITEN.  shonwurm ST ol “joined-up*
transport oo ot e thlnklngn
Cl across
oonnectivity m.-\nvn county
Manage
&m-m&ﬂ Not understanding Ensure buy-in
within Oxford and every fow
e placenss  BEE, Lol
the same mwmm align actions
audiences clearly and
understand the
each lodomo:i'ev
a vision which -
sets out the R
desired VALUE epportunities) -
of tourism on accessibility for all

Breakout Group 1

As a group discuss what good/sustainable growth looks like?
Write on the post-its what you think the outcomes as a result
of the DMP should be?

i

'y

Higher
value,
lower

volume

higher
volume in
the 'not
spots’

recognise
wider visitor /
tourism assets

Better

distribution
across the
county...
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CONSULTATION AND STAKEHOLDER WORKSHOPS FINDINGS

A full list of participants at the workshops and consultation sessions as well as the local authority and DMO sesschedsatthppendix Alhe main
findings are summarised under three araisplayed here and on the following pages

‘Hnal MileCand rural
public transport

Language and
welcome for
international

Perceived elitism
with
developments

Visitor welcome
and first and last
5 minutes

Oxford is
currently a
a7/10Q

Market towns

struggling
especially at
night

Visitors are
seen as an
inconvenience

Managing
coaches and
coach tourism

Wet weather
experiences

Missing out on
travel trade
(Cotswolds)

Gollaboration &
partnership working
(LAs and DMOs)

Arrogance about
tourism in Oxon ¢
$bo many visitors not

spending enoughQ

Accessibility
(more than
just physical)

Need to raise
value of not-
spots and
spread value

Tackling
AirBnB issues

Worker recruitment
and retention

Tourism careers
and business/
education links

Funding and
investment in
destination
management

Lack of mid-
market

accommodation
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Business Tourism a Packaging of
growth opportunity experiences

National
Landscapes,
National Trails &
wellness

University more
involved in
tourism
LVEPSkey to
management
and marketing

Fipeline projects
all strengthen the
offer

International
markets
important but
keep sticky

build onX

Itineraries key Arts, culture
to \_/alue and and strategic
dispersal events planning
Reputation asa
sustainable
Srengthsto destination Sirengthen

market towns
Hot spotsQ

Make more of
cityQ
neighbourhoods Could make
more of the
waterways

More mid- Make more of
market local and

accommodation authentic (food &
to grow value drink)
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Social impacts are Digital Need for better

: development a Partnership o
important oriority working is vital data and insights

Need to show Marketing antd
value for locals managemen Must be about

are inter- , good growth
related Thingsto keep

Move from don®@
upset residentsQ
to residents being

in mindX strongest
World class advocates

aspirations but Carrot rather Must encourage

falling short

than stick for slggeszsl
currently

visitor
EEE; Rural farm Oxfordshire means
Must be focussed. diversification nothing. Oxford,
Can@do it all. an opportunity Cotswolds, Chilterns

The DMP the brands
needs funding

Sow travel.
Spend longer.
Explore more.

Travel sustainably

Need to drive
repeats and
loyalty

Don@re-invent
the wheel. Make
most of what
have
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During May and June 2023, Blue Sail hosted a short online survey to gather the views of businesses and other stdiehadiiegscommunity groups)
gA0KAY hET2 NBarbrkyinNEeRdundgistant the rbsulBh@actions they would like to see from the new Destination Management Plan for
the county. The survey was distributed by OXLEP and partnei30grebple respondedResults are indicative due to sample sizeumnary of the
findingsis outlined below:

9YR2NBESR o0& odm: 2F NBalLRyRSyidas G(KS OAade 2F hET2NR staseefsinfatizetng 3 (K S
visitors. This is closely followed by history and heritage at &@ar in five say characterful towns and villages play a positive role in bringing visitors
to Oxfordshire, while museums and galleries are seen as a key draw for visitors by almosfudutees. Placed at the lower end of the list of

attractors are f@d and drink (30%), shopping (27%), accommodation (23%) and quality facilities for conferencing/meetings (10%).

Y

wSaLR2YyRSy(ia IAOS hEFT2NRAKANBQA GArardz2NI SO2y2Yyeé |y I dincloddgvisitowt dz] S6 1 NY Q

welcome, reputation for sustainable tourism, and workforce skills. On widsteseA Yy RA O 12 NA X WI INBS aft A3aKGfteQ Aa

u K

it comes to accessibility and inclusion, marketing resources, and advice on growth, at least a thitddifeR Sy 14 WRA alF INBS A GNRy I ¢

performance is positive in these areas. The overarching implication of these findings appears to be the need forambnateal and active
YFEYF3SYSyid 2F (GKS O2dzyieéQa Ompbdeiil@cibuSitessysapvdapandma®dttielR dffgr3 & dzLILI2 NI G2 S

When it comes to visitor behaviours respondents would like to encounagye overnight stays (70%) and seasonal spread (67%) are the main areas
of focus. Increased use of hospitality (60%), exgmeing the evening economy (60%), and longer overnights (53%) and are also behaviours a majority
would like to foster more among future visitors.

2 KSYy LINRPYLIWISR 6AGK I fA&0 2F ARSIFa (G2 fSOSNIIBR KKBSSOFYAKEOORYAIN QA

economy, 72% of people surveybdlieve more should be done to encourage friends and families visiting students to stay overnight. A student
ambassador scheme which incentivises those studying in Oxford to encourage &ehtimily to visit the county is also a popular idea, endorsed
by 62% of respondentddowever, less than third believe that discountsr a loyalty scheme for studenfsom local retailers and businessesuld
help to grow the visitor economy.

Respondents believe that visitors within close proximity to and those living within Oxfordshire should not be overloakeagdwth audiences
over the next five years. 73% believe people living within afw® dzNJ G NI @St GAYS FINB |y AYLERNIFyd YIEN]S
visitor economy over the next five years and 60% say targeting people living within the county would have a beneficial géeetating value.
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Attracting visitors from theest of the UK (60%) and visitors from overseas (57%) is also seen as important to driving futugevithlurernight
visits the likely key opportunity. The USA, Asia, the Middle East and Europe are seen as the key overseas markets to target.

Families; and particularly multgenerational familieg are seen as a key growth opportunity by the majority of respondents. Outside of families, the
emphasis appears to be around driving growth overall, rather than targeting a particular visitor demogiépdriefore, helping stakeholders to
understand more about best prospect markets and their motivations for visiting Oxfordshire will be important in suppatintpthrioritise activity
around develop their visitor offer and marketing activity. 45% ogboeslents believe business travellers are a growth market

Generating increased visitor spend is cited as the number one outcome from a successful DMP.

More joinedup working between visitor economy businesses and local authorities is mentioriked asminway to raise the quality of the visitor

offer and drive growth Improved orientation, accessibility and sustainable transport are seen as key in encouraging people to experience more of
the county. Oxford is seen as a key point of entry here. Sustait@nsport routes that are easy to access and give people choices and which open
up the county for visitors are also seen as important to future growth.

An improved transport infrastructure and a higlality visitor welcome are the two most importan@S & § YSy i LINA2NRAR GA Sa T2 NJ INP
GraAl2N SO2y2Yeé 6SIOK SYyR2NESR |ad WOSNE AYLERNIIyGQ iiy@andinelsior2(F5%NBE & L2 Yy R
WHSNE AYLERNIFYyIQL® w S & LIahomateryandiof develapihg asBdhgerfiukderstanging SfFigitara witl? 5R% €agirig

resources to support shared marketing activity are very important and 48% calling for better insights and research.tGuppate digital skills is

considered as less a priority, with only 28% seeing it as very importafcentives and advice for businesses to adopt sustainable practices is also

relatively low at 21%This may indicate that a case needs to be made for communicating the benefits of digital totslgzonway of connecting

with visitors even more effectivelnd reassurance that business investment in sustainability is key in enabling the county to achieve its ambitions in

tackling the climate crisis

Respondents understand the positive impact tiedzy (i @ Q&4 OGA&AAG2N SO2y2Yé OlFy RSt AJSHNdorbaid §KS f 20F
benefits. ¢ KS&aS Ay Of dZRSY K2¢ Ay@SadyYSyid (G2 AYLINRGS OGAaAl2N TrO2MNA808@2Yeaz
roleinimp2 Ay 3 £ 20Ff LIS2L) SQa LINRPALISNARGE GKNRIzZZK SyO2dzNI 3AyJomypagSadyYSyd o6
a2dzNODS 2F 20t SYLX 28YSyid 6ccez WEIANBS aldNRBy3f e Qo P thatthére arRiRgorfiakt2 y G2 S
social, cultural and educational benefits from welcoming UK and international visitors to Oxfordshire.

Alongside the obvious benefits of a vibrant visitor economy, there is also recognition of some of the negative impactsibbtizeonomy for local
people. Perceived to be most pressing is the need for a strategy to manage the effects of tourisffi@nodngestion (62% agree strongly).
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Managing the impact of tourism on the availability and expensesitiential accommodatiois seen as a vital issue among 45% of respondents,
while 38% strongly agree that more needs to be done to address locai papa O2y OSNYy a | 602dzi (GKS Sy@ANRYYSyGl

Data from the key survey questions is included below

hEF2NRaAKANBQa &adGNRy3ISad SAariaz2N I aasSia

Thecity of Oxford (including the University of Oxfoldi @A S 4 SR  Istiongésk éSseidatdmfing &iskdrs.Other strong reasons to visit are
SOARSYOSR UGKNRdZAK GKS O2dzyieéQa KAadil2NE ¢daycRarKBusdumstagd$alleriasii Bxpelichaey & I YR OAf
I 8820A1 GSR 6AGK hET2NR@MRWHOE @ G2 RNER rBtaf @78 dkomNdslatioh bding seen as having a less
prominent role in bringing people to Oxfordshire. Only one in ten mergiaadity facilities folbusiness tourism as an asset given the current lack of
large-scaleprovision within the county.

Which of the options below, if any, would you say are currently
Oxfordshire’s strongest assets to attract visitors?

The city of Oxford (including the University of Oxford)

History and heritage (including historic houses and heritage sites)

Characterful towns and villages

Museumsand galleries

Arts and culture (e.g. theatres, live music venues)

Filming locations (e.g. places made famous by films and TV)

Family-friendly attractions (e.g. wildlife parks, leisure centres...)

Attractive landscapes (including countryside, gardens and parks)

Active outdoors life (e g. walking, cyding)

Festivals and events (e.g. spedial public events, carnivals, live...

Food and drink

Shopping/retail

Range and quality of accommodation

Quality conferencing/meeting facilities for businesses
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wSALRYRSYGa FLIISEN 2 KFE@S  Widzl SoFNY¥Q FGdAdGdzRS G2 6 FyNRER (0RK SV aGidxBNSYE (8 LI
withany ofthep YLIG SR &G+ GSYSyidaT GKS Y2al afweisalsdldlaivas igh®nddrsemeant®R 2y AINSBY 26 Q@K
LI GGSNY 2F NBalLRyasSa adzaasSaida adl1SK2t RSNE 06St ASOS elnfdlicalabdrdiivie2 NRa KA NB Qa
destination management to improve the visitor offer and to support businesses more in delivering the offer.

There is an opportunity to strengthen responses across the range of key indicators. However, visitor accessibility/amcimsisimess support

(including DMO support, marketing resources and growth advice) are the areas where there is least confidence in thei@ngements. In fact,
Y2NB (KFy | GKANR WRA&FINBS A0GNRy3dfedhest#idast hET2NRAKANBQA OAaAil2N) SO2y?2
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