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1. Section A   Project Summary 

Introduction 

1.1 As one of the successful Round 1 bids, the Great West Way was awarded £250k VisitEngland 
Discover England Fund support in October 2016 for concept testing, product development and 
industry engagement activity. 

1.2 The Great West Way offers a compelling proposition to strengthen England’s regional tourism 
offer and spread the benefits of tourism across the country. The touring route will be multi-
modal, and will encourage visitors to take their time as they explore new trails and itineraries. It 
has the potential to transform the marketplace, offering a new joined up way of working where 
destinations and businesses work together, share knowledge and jointly benefit from visitor 
economy growth along the route.   

1.3 The Great West Way concept provides strong synergy with national, regional and local strategies.  
It directly addresses current regional tourism imbalances, encouraging greater levels of spend 
outside London. It offers significant economic benefits at both a national and local level, by 
strengthening the regional visitor economy and ensuring local businesses can capitalise on new 
opportunities. Evidence presented by Regeneris in the Economic Impact report identifies further 
potential for this project to act as a catalyst for further investment and new development. 

1.4 The positive impacts generated as a direct result of the route will extend far beyond the end of 
the Phase 2 funding project. It is expected that the initial funding will act as a catalyst for further 
investment and future development of the route. The route’s legacy is a core element of the 
project, with resulting investment and regeneration benefits extending beyond both the 
geographies of the route and the timeframes of the initial project.  

1.5 Supporting evidence from the Round 1 project includes:   

 “Sensible investment gives the Great West Way the opportunity to be a ‘game-changing’ 
proposition” (TEAM Consulting Case Study Analysis) 

 “Achieving a 13:1 Benefit Cost Ratio for DEF investment for international visitor spend 
activity alone is very achievable” (Regeneris Economic Impact Report). 

 “The Great West Way has the potential to stimulate additional investment and act as a 
catalyst for new development” (Fourth Street p1 Economic Impact report) 

 The Great West Way project “has the potential to unlock significant additional and 
longer-term funding” (TEAM Product Development Challenges & Opportunities) 

 “The concept is a clear win for more mature audiences” (Mangrove Concept Testing) 

 60  tour operators and distributors contacted through the concept testing phase have 
said they are interested in packaging the Great West Way. 

 400 English tourism businesses have registered their interest in, and support for the Great 
West Way.  172 industry and stakeholders attended the inaugural Great West Way 
Stakeholder Engagement Conference on 30 March 2017. 

 POs have already been received or invoices paid for over £65,000 of cash match funding 
support for the Round 2 project (subject to the DEF Round 2 grant being approved).   

 “The idea of themed touring routes would work extremely well in Germany and I have 
been saying for a long time that Britain does not have enough of them – a definite yes 
from me” (VisitBritain Germany). 
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 “The Great West Way will work very well in the Netherlands. The Dutch love touring 
holidays… and you could work with Dutch tour operators to build packages around this 
route.  So yes I do think it will attract new business” (VisitBritain Netherlands). 

 Our Case Study Analysis indicates “significant volume and value potential from targeting 
the US market, particularly via the travel trade”.  The Wild Atlantic Way and North Coast 
500 routes are reporting 20%-30% growth for their routes from the US. 

1.6 At the heart of the Great West Way is our brand idea, ‘England Concentrated’ – an extraordinary 
variety of attractions and experiences in a compact area. 

1.7 “Whilst the Discover England fund is focussed on the international market it is expected that it will 
also deliver significant economic benefits through the domestic tourism market.” (Regeneris) 

1.8 As a result of the product development and concept testing completed during Round 1 DEF, the 
Great West Way team and governance structures are in place, the project has real momentum 
and is in a position to start Round 2 Discover England Fund activity quickly. 

Project Idea, Geography and Theme 

1.9 Great West Way Vision:  

“To create one of the world’s premier touring routes between London and Bristol” 

1.10 At the heart of the Great West Way is our brand positioning idea, ‘England Concentrated’ – 
presenting an extraordinary variety of attractions and experiences in an easily-accessible, 
compact area.  This brand positioning will be used to offer visitors the opportunity to get under 
the skin of England and discover its real essence by understanding the stories of the past and 
experiencing the authentic culture of the present. 

1.11 The Great West Way project will win new business and market share for England, growing the 
visitor economy and transforming the visitor experience along and around the route.  The Great 
West Way joins up many of England’s most iconic destinations and attractions along a corridor 
between London and Bristol. Presenting a clear compelling proposition to encourage 
international visitors to travel west, to stay longer  and to delve deeper. 

1.12 The touring route is multi-modal, creating a route for car, coach, rail, cycling, walking, and canal 
boating visitors to rival any of the great touring routes in the world. 

1.13 The 15-mile wide Great West Way corridor passes through Berkshire, Hampshire, Oxfordshire, 
Wiltshire, Somerset, Gloucestershire, and the Cotswolds.  The route includes many of England’s 
most iconic attractions - London, Windsor, the Stonehenge & Avebury World Heritage Site, Castle 
Combe, Lacock, Bath, Bristol, the Cotswolds.  As well as 3 World Heritage Sites, 3 Areas of 
Outstanding Natural Beauty, major air, rail, canal, river and road routes. 

1.14 The Great West Way will promote a range of product themes reflecting the route’s tourism 
assets, including heritage, food and drink, countryside, film tourism, gardens, and will link directly 
to VisitBritain’s international GREAT campaign. 

1.15 Based on case study benchmarking evidence presented by TEAM during Round 1 activity, this 
project takes a broad approach to Product Development.  As well as packaging and taking the 
route to market, the Great West Way will act as an enabler and catalyst for further investment 
and development.  This broader approach ensures the project is sustainable in the longer term.   
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Great West Way Partners and Industry Support  

1.16 Evidence from the TEAM Consulting Case Study Analysis highlighted the importance of securing 
industry, stakeholder and community support from the start: “To ensure longevity and 
sustainability the concept needs to be sold to businesses  at an early stage, particularly if the 
concept will rely on partnership or co-op marketing funds”. 

1.17 During Round 1 we have secured project support and interest from approximately 400 
organisations along the route, many of whom have said they would be willing to contribute cash 
or in-kind support to the project as it develops.   

1.18 172 delegates attended the inaugural Great West Way Stakeholder Engagement Conference on 
30 March 2017.  Their support can be seen in this video – https://youtu.be/jFmoJ8YiF2s  

1.19 A summary of the range of supporting partners and industry is included in point 5.4.  This 
includes letters of support from 6 Local Enterprise Partnerships.  Partners who have said they will 
commit cash or in-kind support include 9 DMOs, 3 AONBs, 3 WHSs, local authorities and town 
councils, 3 Business Improvement Districts, national bodies, transport operators, waterways, 2 
airports, 2 airlines, heritage organisations, guiding companies, arts and culture organisations 
retail, accommodation providers, food and drink, visitor attractions, specialist operators.    

1.20 The Great West Way Steering Group established as part of Round 1 DEF consisted of 
VisitWiltshire, Bath Tourism Plus, Destination Bristol, Tourism South East, National Trust, English 
Heritage, Bristol Airport, National Express, Great Western Railway, Canal & River Trust, K&A 
Canal, Treasure Trails, Flybe, European Tour Operator Association and UKInbound.   In addition a 
DMO working group open to destinations along the route helps develop and manage the project. 

Aims and Objectives   

1.21 When asked what the most important objective for the Great West Way should be, UK 
businesses, international trade, partners and stakeholders all said that getting the Great West 
Way talked about was the single most important element in maximising impact and ensuring 
long-term success.  To achieve real cut through and maximise project potential across all other 
project objectives, it is critical that the Great West Way is talked about.  It must become well 
known and part of common language (think Route 66). In non-tourism, as well as tourism circles.  

1.22 Within the context of DEF funding, that doesn’t mean we shouldn’t have a clear focus on 
generating additional visitor economy visits, spend and growth, but it does indicate the 
importance of doing so within a broader programme of experience development and 
engagement activity.   

1.23 For this reason, objectives and activity in this business plan focuses on 4 experience development 
Aims – Developing the Great West Way  Experience; Bringing the Great West Way To Life; Getting 
the Great West Way Talked About; and Taking the Great West Way to Market.   

1.24 Project Aims and supporting objectives for this project are summarised here.  Targets for each 
objective are set out in the evaluation framework in Section F of this plan. 

Develop the Great West Way Experience  

 To develop and launch innovative new wayfinding, digital and business solutions that will 
deliver the brand promise and help define the Great West Way experience.  

 To increase and improve the quality and range of product along the route. 

https://youtu.be/jFmoJ8YiF2s
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Bring the Great West Way to Life  

 To be a major catalyst for change, attracting additional investment along the route.  

 To improve linkages between a range of tourism providers through creation and effective 
distribution of new content, itineraries and networks. 

 To direct visitors to less-visited areas by creating branded itineraries and experiences 
along and around the route, and taking them to market. 

Get the Great West Way Talked About 

 To raise awareness, through the development and rollout of a compelling brand-led 
approach, creating something new and exciting to add to England’s offer.  

 To increase growth, productivity and partnership working, creating a minimum 1,600 jobs 
and £40m additional GVA. 

Take the Great West Way to Market  

 To generate a minimum additional 630k tourism visits and £100m visitor spend, increase 
dwell time and achieve high satisfaction.  

 To work with the travel trade to raise awareness and increase the amount of bookable 
product in target markets (target tbc pending SWTGF evaluation results). 

Grant Funding Request 

1.25 Although Discover England Fund budget must be spent by March 2019, a project of this scale will 
have on-going inputs and outcomes over a much longer time period.  For the economic impact 
assessment, we assessed project potential over 10 years, based on grant funding over the first 
two years being used to develop key elements of project from developing digital solutions and 
industry training through to developing content, itineraries and marketing.   

1.26 Once the Great West Way is created and established, indications from public and private sector 
partners indicate that a minimum annual budget of £280k (based £1m DEF) to £460k (based on 
£2m DEF) for the following 8 years will be achievable (See 7.7 below). 

1.27 This business plan is for £1m grant funding which will attract the required +40% match.  
However, due to the scale and potential of the project, and using supporting evidence from case 
study research throughout this plan we have described the additionality that could be achieved 
with a total £2m DEF grant.   Specific impacts and additionality for both £1m and £2m grants are 
described in key sections: Evaluation Framework: Outcomes and KPIs, page 39 ; Project Budget, 
page 49; Activity Plan, page 50; and Match Funding, page 52.  

1.28 The additional impact that would be achieved from a £2m DEF grant is summarised as: 

 An increased budget for key areas of product development, the wayfinding to allow 
solutions to be in line with those implemented by other premier touring routes. 

 Exceed a BCR of 1:13 and increase visitor spend from £900k (£1m DEF investment) to 
£1.5m (£2m DEF), GVA from £74m to £140m, and jobs from 1,900 to 3,500. 

 An Increase in the number of businesses engaged with from 1,000 to 3,000; and 
trained/attend workshops from 750 to 1,500. 
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 A minimum increase in cash match funding from £200k to £535k within the 2-year 
programme; and an increase in achievable future income from £280k to £460k per year.  

 Increase the number of trade operators and distributors reached from 200 to 500; and 
the number of programmes placed with the international trade from 20 to 50. 

 Include an international consumer marketing campaign in 2017-19 activity. 

 Significantly increase the amount of new content and itineraries produced, increase DEF 
marketing allocation to 40% and undertake a visitor survey to establish baseline. 

Headline Activities and Budget 

1.29 In order to achieve true competitive advantage and international cut-through, the Great West 
Way will differentiate experiences in-line with the brand positioning across all touchpoints, from 
on the ground experience delivery to international marketing and distribution (Source: TEAM). 

1.30 Further details of activity are described in Section C and the Activity Plan on page 50.   These are 
summarised here: 

Developing the Great West Way Experience 

 Activity identified in this workstream is in response to TEAM’s recommended evidence-
based broad approach to product development and includes developing essential new 
website, wayfinding and itinerary solutions; improving connectivity via new Great West 
Way travel products and passes, creating new content, joining up the route, Welcome 
and commissioning an accommodation study to secure accommodation investment. 

Bringing the Great West Way to Life 

 Activity in this workstream will deliver the brand promise ensuring that the project stays 
true to the ‘England Concentrated’ brand idea, and is in line with the Great West Way 
experience development checklist.  Activity will include: establishing a new operating 
model bringing together DMOs, industry and stakeholders along the route; experience 
development; and continue the industry engagement programme initiated in Round 1. 

Getting the Great West Way Talked About  

 Activity in this workstream will encourage industry, stakeholders, partners, visitors and 
other intermediaries to embrace the route, talk about the route and embed the Great 
West Way concept in the psyche.   It will include producing detailed brand guidelines to 
help industry, a programme of business training and support, engagement with wider 
stakeholders, content distribution, a press invasion targeting country- and London-based 
overseas media in our target markets, and social activity. 

Taking the Great West Way to Market  

 Activity in this workstream focuses on international marketing and distribution. It 
includes a programme of travel trade marketing and distribution activity; consumer 
marketing: digital/online and social; producing inspirational new content; producing 
collateral; working with industry to develop bookable new product; and providing a direct 
new channel to market for destinations and businesses along the route. 
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Research and Evaluation 

1.31 In order to measure performance against key project targets including a benefit cost ratio of 7:1, 
630k additional visits, 1,600 jobs, £40m GVA, we have developed a Great West Way evaluation 
framework (see Section F).  This framework allows us to effectively monitor the progress of the 
Great West Way across the whole programme including short, medium and long term outputs, 
outcomes, impacts and legacy.   

1.32 As part of our Great West Way evaluation framework we have developed a monitoring tool 
based on the economic model developed as part of the Round 1 DEF project.  

1.33 This approach allows us to continuously update project inputs (such as visitor numbers achieved 
and actual costs), and the project monitoring tool automatically produces and updates KPIs such 
as spend, uplift in visitor numbers, dwell time etc.   

1.34 This approach gives us a flexible, interactive modelling tool that will allow us to monitor progress 
against objectives and will contribute to risk management. It will also allow us to continue to 
monitor project outputs at low cost from April 2019. 

Elevator Pitch  

1.35 As part of Round 1 activity, the Great West Way brand positioning was launched to industry on 
30 March 2017.  Our value proposition is a promise of value to be delivered.  It’s the primary 
reason a visitor should buy into our offer, a journey along the Great West Way.  Our value 
proposition describes what the Great West Way is, who it’s for, the benefits it offers and why it’s 
different to anywhere else.   To ensure a consistent approach, Our ‘elevator pitch’ consists of the 
value proposition, brand idea and epitome visitor from the brand positioning as follow: 

Elevator Pitch 

Value Proposition:  

The Great West Way links London and Bristol. It follows a 125-mile route based on one of the first 
Great Roads commissioned by the Kings of England. 

 
Along the Way, everyday England rubs shoulders with world-famous heritage. The Great West 

Way is for curious travellers searching for the real England. 
 

Those who want to explore further, delve deeper and uncover the essence of England. 
 

The Great West Way offers an extraordinary variety of English experiences not found in any other 
part of the country. 

Brand Idea:  

At the heart of the Great West Way is our brand positioning idea, ‘England Concentrated’ – 
presenting an extraordinary variety of attractions and experiences in an easily accessible compact 

area. 

Epitome Visitor:  

Our target mind-set is the ‘curious visitor’, a traveller who has a desire to discover, go deeper, 
seeing for himself or herself and enjoys the journey just as much as the experience. 
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2. Section B   Product Development and Consumer 
Proposition 

Introduction – Our Approach to Product Development 

2.1 As part of their Great West Way Case Study Analysis TEAM produced a paper entitled Product 
Development: Challenges and Opportunities.   

2.2 Based on evidence from studying over 40 touring routes around the world, the paper 
recommends that in order to achieve its game-changing potential the Great West Way must 
adopt a broad approach to product development “beyond the straightforward repackaging of 
existing products and experiences.”   

2.3 The approach taken by the Great West Way to Product Development is therefore a broad one.  
That does not mean that DEF budget is needed to contribute to all areas of Great West Way 
product development, but it does mean that in order to achieve long-term success this business 
plan must create a framework within which comprehensive on-the-ground product development 
work which delivers meaningful experiences to visitors can be delivered.   

2.4 TEAM recommend that for a touring proposition, adopting this wider approach means having an 
ambition and approach to product development across a number of elements.  These include: 

 Research and insight 

 Infrastructure enhancement, eg wayfinding / signing, interpretation, discovery points  

 Packaging and distribution 

 Extending the amount of bookable product available to international trade  

 Partnership formation 

 Marketing and branding 

 Content creation and development 

 Business mentoring and support to build the experience from the bottom up. 

 Acting as a catalyst for change by influencing wider infrastructure & place improvements  

2.5 The benefit of this broad approach to product development is that DEF support for this project 
will enable and help facilitate much wider Great West Way ‘experience development’.  It will 
create a tourism experience that allows us to stand out from the competition, selling experiences 
that go beyond the basic products and services themselves. 

2.6 Although it is not proposed that DEF funding is allocated to all areas of Great West Way product 
development, one benefit of adopting this wider approach is that DEF funding allocated to the 
Great West Way has the potential to unlock significant additional and longer-term funding from 
other sources.  Indeed, there are examples of where it is already doing so (see Section G). 

2.7 This approach to product development will influence national, local and industry partners to 
support a programme of activity such as: 

 VisitEngland/VisitBritain are well placed to broker relationships with national 
organisations and other government departments to identify funding opportunities 
across the whole product development spectrum 

 LEPs along the route are well placed to support training and infrastructure requirements.   
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 Other organisations are well placed to support infrastructure improvements, for example 
the Canal & River Trust have allocated budget to improve the canal walking paths as a 
direct result of the Great West Way initiative. 

 AONBs are well placed to fund local Great West Way initiatives, for example the North 
Wessex Downs AONB has allocated budget to produce themed walking trails in 2018. 

 The project will act as a lever from which other funding can be accessed.  As a direct 
result of this project, Calne are expecting to have secured a £90,000 Great West Way 
budget by July 2017 to work in partnership with VisitWiltshire on activity including 
content creation, itinerary development and PR.  

 An application by VisitWiltshire for separate grant funding of £100,000 revenue funding 
for the Great West Way has passed the first application stage.  We have had positive 
feedback about prospects for our full application being approved – subject to Round 2 
DEF approval.  

2.8 In 2016 VisitEngland published a research report produced by One Minute To Midnight entitled 
The Role of Product In Driving Regional Spread.  Insights from this report support the case for the 
Great West Way taking a broad approach to product development: 

 “The inbound tourist is seeking memorable experiences and moments that they can 
ideally share with loved ones and brag about back home” 

 “Inbound travellers talk a lot about meeting the people, seeing the country, experiencing 
the culture. People are seeking the freedom to have their own experiences, and to feel a 
level of creativity and curation that proves they are doing something different to others” 

 “the learning for product development and innovation for VisitBritain is this essence of 
seeing the real country, meeting the real people, seeing the real life” 

 “Products that can provide the sense of an individual and authentic experience will be 
motivating across markets and in particular in more mature and developed markets” 

 “It is crucial to bear in mind that the most compelling products conjure up not just the 
physical place or attraction, but create an expectation of what the visitor will feel and do 
through the product” 

Itineraries and Bookability 

2.9 A key element of Product Development is developing itineraries and taking the product to 
market, commercialising the product.  This is a key area of focus for the Great West Way.  
Feedback and feedback from tour operators and distributors during Round 1 DEF indicates an 
extremely high level of interest in, and demand for, packaging the Great West Way. 

2.10 Before taking the Great West Way to market it is critical that a number of critical product 
development elements have been developed.   Round 1 DEF activity laid the foundation for this 
work by creating and testing the concept.  The priority in Round 2 will be to develop the Great 
West Way experience, including creating and launching wayfinding, website and itinerary 
solutions, creating content and business support.  It is critical that when our first Great West Way 
visitors start arriving in 2018 they can find their way around, find information, and experience 
‘the Great West Way’ across all touchpoints on their journey.   

2.11 In preparation for this, a programme of PR and travel trade engagement activity will begin in 
2017, with itineraries being launched once wider product development is in place. 
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2.12 From our Round 1 DEF project, we have over 60 tour operators, intermediaries and distributors 
who have said they would package and distribute the Great West Way once other key elements 
of product development have been established.  Specific named operators, distributors and other 
intermediaries who have said they will work with us to package / distribute the Great West Way 
include DFDS, Dertour, Buro Scanbrit, De Jong, Pharosreizen, AT Reisen, SKR Reisen, Studiosus, 
P&O Ferries, House of Britain, Brittany Ferries, Tui Wolters, Interopa, Norman Allen, Hotels & 
More, BITS, HTS Touristik, plus a number of UK based partners including include TripAdvisor, 
Easyjet, Flybe, GWR, Eurotunnel, walking and cycling operators.   

2.13 It is estimated that 90% of tourism product along the Great West Way is currently not bookable 
by international trade.  As well as securing bookable product in international programmes, a key 
element of bookability for the Great West Way will be training our businesses to increase the 
amount of bookable product along the route. 

VisitBritain Product Development Checklist  

2.14 Our Round 1 testing, case study and research gathering activity has identified the key markets for 
this project as Germany, Netherlands and USA. Our target visitor is the ‘curious visitor’ in the 
Mature Experience Seekers, Cultural Adventurers & Lifestyle Travellers segments. 

2.15 Location - The Great West Way is a 15-mile wide corridor that joins up many of England’s most 
iconic destinations and attractions along a corridor stretching 125 miles between London and 
Bristol.  It includes many of England’s most iconic attractions - London, Windsor, Bath and the 
Cotswolds, as well as Kew, Stonehenge & Avebury and Bath World Heritage Sites. At the heart of 
the Great West Way is the brand idea: England Concentrated - an extraordinary variety of 
attractions and experiences in a compact area — all within easy reach for our visitors.  

2.16 Accessibility – Heathrow and Bristol airports are on the Great West Way, and a number of other 
important airports are within easy reach.  The route is easily accessible from ferry ports and 
London rail terminals.  Once on the route, various transport modes will be offered including a mix 
of car, coach, rail, cycling, walking, and water-borne route options. 

2.17 Price – as detailed under section D, we have ascertained the importance of the travel trade in 
packaging, distributing and selling the Great West Way. It is our responsibility to ensure that we 
connect them with the transport providers, accommodation suppliers, attractions and ground 
handlers that match the profile of their audience and budget. The Great West Way will offer a 
range of entry points appropriate for our target markets and segments..  

2.18 Seasonality – the Great West Way will be open year round.  The Environmental Assessment 
carried out as part of Round 1 DEF highlights the importance of promoting off-peak business, 
especially for the main honeypots.  This project will also help boost supply, for example by 
encouraging  glamping operators along the route to open year-round.  We are also focussed on 
expanding the market, not solely focussed on the ‘mature’ visitor but on a slightly younger profile 
of traveller that takes holidays and short breaks year round.   

2.19 Hours of Operation – as a concept, the Great West way will be open 24/7, however, some 
attractions along the route have seasonal operational hours. The Great West Way will act as a 
catalyst to encourage seasonal attractions to extend their hours of operation to boost trade and 
increase visitation in off-peak times. It is important that we work closely with transport providers 
to ensure that trains, boats and bike hire are compatible with current and proposed operational 
times for product along the route.  

2.20 Information Availability – as detailed in Section D the Great West Way website will be a key 
source of information for providing and/or signposting consumers and intermediaries to up-to-
date, motivational content.  The creation of a number of Great West Way Discovery Points along 
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the route with funding from non- DEF sources will also present the Great West Way experience 
to visitors. 

2.21 Reservations – as detailed in Section D, we are not expecting to undertake transactions for the 
Great West Way. The trade – tour operators, wholesalers and other intermediaries will deal 
directly with suppliers on route and sell onto consumers. We will assist in the facilitation of these 
relationships.  

2.22 Consistency of product/service - At the heart of the Great West Way is our brand idea, ‘England 
Concentrated’ – an extraordinary variety of attractions and experiences in a compact area. We 
don’t envisage that any repeat visit will be the same and no two experiences are likely to be 
identical. As part of our experience development programme we will introduce welcome, quality 
and ambassador elements to ensure consistent quality, positive feedback and repeat visits.  

2.23 Adaptability to groups versus Fully Independent Travel – the Great West Way is aimed at the 
curious visitor, so is relevant for a wider range of group and FIT visitors. This approach tested well 
in our Round 1 DEF activity, and the interest we have had already from group and FIT, consumers 
and trade who are lining-up to package the Great West Well supports this. 

2.24 Translatable product – the concept of touring routes is understood globally and within our target 
audience sector.  Although this is the first touring route of its kind for England, touring routes are 
well established and successful in many other markets (Germany has over 100).  One Dutch 
operator we have spoken to says they would expect to bring 500 new visitors to the route within 
3 years of opening.  TEAM’s  Case Study Analysis supports this, suggesting the Great West Way 
has the potential to be a “game-changing proposition” for English tourism.  

Joining Up a Large Geography 

2.25 The Great West Way is a 15-mile wide corridor that joins up many of England’s most iconic 
destinations and attractions along a corridor between London and Bristol.  It offers a mix of car, 
coach, rail, cycling, walking, and water-borne route options, and includes many of England’s most 
iconic attractions - London, Windsor, Bath and the Cotswolds, as well as Kew, Stonehenge & 
Avebury and Bath World Heritage Sites. 
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Figure 2.1 The Great West Way Corridor 

 

Proposition and Brand Positioning  

2.26 VisitWiltshire commissioned Heavenly, an international creative brand agency with extensive 
place branding experience, to develop a proposition and positioning as a key element of the 
Round 1 DEF project.  Input was received from 150 businesses and stakeholders along the route, 
VisitBritain offices, 100 tour operators and distributors, and via consumer focus groups in 
Germany and USA.  The objective of this work was to create a clear compelling proposition and 
brand positioning for the Great West Way that would: 

 Motivate new travel to England, and west of London 

 Be memorable, distinctive and recognizable 

 Work for the domestic, as well as international, market 

 Be compelling and campaignable 

 Provide an approach that encourages a wide range of stakeholders to adopt the 
positioning, imagery and messaging 

2.27 Following a focused period of engagement and consultation three test positionings and sample 
itineraries were developed and tested by Mangrove alongside wider elements of the Great West 
Way with international consumers and travel trade.  The resulting recommended proposition and 
brand positioning were adopted by the Great West Way Steering Group, and presented to the 
Great West Way Stakeholder Engagement Conference in March 2017 

Our Insight-Led Value Proposition 

2.28 Our value proposition is a promise of value to be delivered.  It’s the primary reason a visitor 
should buy into our offer, a journey along the Great West Way.  Our value proposition describes 
what the Great West Way is, who it’s for, the benefits it offers and why it’s different to anywhere 
else: 
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The Great West Way links London and Bristol. It follows a 125-mile route based on one of the first 

Great Roads commissioned by the Kings of England. 
 

Along the Way, everyday England rubs shoulders with world-famous heritage. The Great West 
Way is for curious travellers searching for the real England. 

 
Those who want to explore further, delve deeper and uncover the essence of England. 

 
The Great West Way offers an extraordinary variety of English experiences not found in any other 

part of the country. 

The Great West Way - Visitor Benefits 

Rational Benefits Emotional Benefits 

  

Concentrated 
On the Great West Way, travellers are 
never more than a few minutes away from 
an extraordinary attraction or an authentic 
English experience. 
 

Exploration 
Every twist and turn in the Great West Way 
brings the satisfaction of discovering a new 
chapter in England’s story. 

Choice 
The Great West Way offers an 
extraordinary variety of English 
experiences. It reveals the contemporary 
and the historic, the cities and the 
countryside. It can be explored by train, by 
car or by coach, by boat, on foot or by bike. 
 

Enrichment 
The Great West Way is the best way to 
explore and get to know the English way of 
life. 

Connected 
The Great West Way is easy to join and easy 
to follow. It passes by Heathrow and Bristol 
airports. It’s accessible for visitors travelling 
from the Channel ports, or visitors already 
in London. 
 

Empathy 
To follow the Great West Way is to 
understand the essence of a nation and 
become an England Insider.  

Brand Narrative - The Great West Way in a Nutshell 

Follow the paths taken by generations of travellers and discover an essential strand of England. 
 

Based on one of the first Great Roads commissioned by the Kings of England, the Great West Way 
winds its way through lush green landscapes filled with the world-famous and the yet-to-be-
discovered. Touch Royal Windsor, Roman Bath and timeless Stonehenge, immerse yourself in 

English village life and Bristol’s city energy. 
 

On the Great West Way, extraordinary history rubs shoulders with everyday life. Traditional pubs 
and inns with World Heritage Sites on their doorsteps, serving craft ales and local farm food. 

Churches which have watched over their parishes for centuries. Independent shops and galleries 
filled with contemporary designs and creations. 
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You don’t have to travel far to explore further and delve deeper into England. The Great West 

Way links London with Bristol through 125 miles of twists and turns and new discoveries. Explore 
by road, by railway or by waterway. Slow right down, base yourself along the route, walk it or 

cycle it. 
 

Welcome to the real England. It’s England undiluted. It’s England concentrated. 

Brand Model 

2.29 At the heart of the Great West Way is the brand idea: England Concentrated.  

2.30 An extraordinary variety of attractions and experiences in a compact area — all within easy reach 
for our visitors. 

2.31 The Brand Pillars are the recurring themes that will guide the development of Great West Way 
experiences: 

     Discovery 
The Great West Way lets travellers uncover England and the English for themselves 
 

Curated 
The Great West Way points the way to a real English experience, leading visitors through England’s 
story. 

Authentic 
The Great West Way is rooted in the highways and byways travelled by generations and 
commissioned by Kings. 

Human 
The Great West Way lets travellers meet England and the English. To hear our stories and create 
their own. 

 

2.32 The Behaviours describe what the Great West Way will do to deliver its promise to visitors. 

 

Figure 2.2 Great West Way Brand Map 
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The Great West Way Checklist 

2.33 As part of the proposition and concept development, Mangrove helped us develop a checklist to 
use when developing or communicating future Great West Way experiences.  These elements are 
core drivers for our target visitor.  Visitor experiences should always reinforce these messages. 

   Variety 
A Great West Way experience should never be repetitive. The concentrated variety visitors will 
experience along the route is a key strength. 
 

Narrative 
The Great West Way tells an important strand of England’s story. It isn’t simply a collection of 

places to visit. 
 

Independence 
We are not prescriptive about how to experience the Great West Way. It works just as well for 

independent travellers as for travel trade programmes. 
 

Contrast 
The Great West Way connects England’s icons. But is also reveals everyday England. 

 
Authenticity 

The Great West Way is rooted in history. It follows travellers’ routes used for centuries, the 
routes that brought druids to Stonehenge, drovers to market, Georgian society to Bath and our 

industrial revolution to the world. 
 

Experience 
The Great West Way is about much more than the places you visit. It’s about the experience of 

England. 
 

Englishness 
Clichés are expected and loved. The Great West Way delivers a concentrated essence of England 

and Englishness. 
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Fit with International Market Trends and Consumer Needs 

The Macro Picture: Audience needs & current appeal. 

2.34 According to VisitEngland research ‘The Gfk Anholt Nations Brand Index survey ranks the UK as 
4th in the world for tourism.  In particular it is well-regarded for being rich in historic 
buildings/monuments.  The UK is less well-regarded for its natural beauty, an attribute for which 
it is ranked 18th.  Despite this lower ranking, perceptions have improved in recent years. 

2.35 Motivations for visiting England tend to be centred on sight-seeing and experiencing local 
culture, areas in which England scores higher than the ‘world average.’  This insight offers an 
excellent opportunity for the Great West Way’s core proposition.  

2.36 VisitEngland report that ‘four main themes exist as barriers for overseas visitors travelling beyond 
London, as identified in VisitBritain’s 2013 London & Beyond Report: 

 Lack of awareness of the offer outside London: There is a clear lack of awareness of 
British destinations other than London. Even where awareness exists, understanding of 
the experiences destinations offer is limited. 

 The all-encompassing London offer: The draw of London is so strong that many feel they 
wouldn’t have time or the need to go elsewhere.  Attracting return visitors and longer 
stays is crucial to overcome this barrier. 

 Desire and the importance of ‘experiences’: Consumers are increasingly seeking 
‘experiential holidays’ encompassing culture, food, accommodation and unique 
experiences.  Although Britain performs well with ‘culture’ it is less strong on other 
experiential areas. 

 Transport concerns: Transport or access was identified as a key practical barrier for those 
that had not been beyond London.  Around half said they would be nervous about driving 
in the UK and a quarter that it was too expensive to travel outside London.  Almost a fifth 
thought that other places worth going to outside London would be too far to travel.’ 

2.37 In addition ‘There were seven key themes that acted as hooks for travelling beyond London’, as 
we will demonstrate, the Great West Way delivers strongly against these: 

 ‘Heritage: History and heritage are strongly associated with Britain’s holiday offer.  The 
most common reason for going beyond London (given by 81%) was that Britain has 
history spread across the country. 

 Countryside: More than three quarters (78%) of those going beyond London gave 
Britain’s unique and beautiful countryside as a reason for travel. 

 Uniqueness and variety:  Britain’s unique and varied nature is also appealing, 80% of 
those that went beyond London saying they did so because of Britain’s diverse regions, 
and 75% because it offers unique places to stay 

 British people and way of life:  Over two-thirds of those who went beyond London 
mentioned the British people as a reason for doing so.  70% wanted to meet British 
people/see the British way of life. 

 Cities and culture: Britain’s fun and vibrant cities were flagged as a factor which might 
persuade people to travel outside London. 

 Trains, tours and packages:  Most are willing to travel 2-3 hours from their initial base to 
stay in another destination.  Preference is for train travel – a fifth said rail passes would 
help. Packaged tours and itineraries were also mentioned. 
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2.38 General (non-UK specific) holiday needs have been identified by VisitEngland as follows: 

 Enjoying the beauty of the landscape is the most frequently mentioned holiday need 
among international travellers, a dimension not currently seen as strength for England, 
although this is improving. 

 Seeing world famous attractions is also a highly frequently mentioned need, on which 
England is perceived much more positively. 

 Other important product-related needs of international travellers include ‘experiencing 
things that are new’ and ‘enjoying local specialities’. 

 The most popular activities taken part in by international travellers on any type of holiday 
taken in the past 3-5 years: 

- 83% visited an historic monument on any type of holiday in the past 3-5 years 
- 83% walked / hiked in the countryside / coast 
- 82% visited a park 
- 81% shopped for clothes 
- 81% tried new food for the first time 
- 80% shopped for locally made products 

 Of those that have visited outside of London, Britain’s history was regarded as the main 
reason for doing so, followed by its ‘unique and diverse regions’ and ‘unique and 
beautiful’ countryside. Those aged over 35 were significantly more likely to cite history, 
diverse regions and beautiful countryside than 16-34 year olds. 

2.39 Initial insight received from GfK on their review of the £5m SWTGF campaign highlights the 
importance of being brand-led and delivering a compelling brand proposition for the visitor. 
Promoting key motivators such as heritage and countryside alone aren’t sufficient to drive 
immediacy of visit, they also need reasons to travel now.   The Great West Way offers a 
compelling proposition that meets these identified consumer needs; offers a new product; and 
offers the flexibility to package travel options across a wide range of themes.  All within a 
framework that offers many of the best-known tourist brands outside London. 

Strategic fit with National, Regional and Local Objectives 

2.40 The Great West Way presents both an exciting and challenging prospect.  TEAM Consulting have 
said it has the potential to be a real game-changer for English tourism, attracting visitors to 
explore west of London and stay longer. It will offer significant benefits to those travelling the 
route as well as to local businesses and communities along the route.  

2.41 Development of the Great West Way experience will be both a bottom-up and top-down process 
involving a wide range of national, regional, sub regional, and local partners, funders, businesses 
and local communities. The route concept provides strong synergy with national, regional and 
local strategies. These strategies have been grouped into key theme areas of specific relevance to 
the route below.  

2.42 The tourist route west of London, including from Britain’s main international gateway, is 
currently fragmented and confusing for the visitor.  The Great West Way will join up many of 
England’s most iconic places along a corridor running west of London, giving a clear compelling 
proposition to draw international visitors out of London. 

2.43 VisitEngland evidence to DCMS, May 2015 supports the development of the Great West Way: 
“lack of awareness of the South West and its tourism offering is at the root cause of current low 
levels of export earnings from international tourism markets. Elements of the product need to be 
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developed into coherent product offers and compelling experiences to attract international 
visitors”. 

2.44 An ETOA research study identifies an appetite among the international travel trade for creating a 
touring route and supports the development of the Great West Way concept. 

2.45 A 2016 report by Blue Sail commissioned as part of the South West Tourism Growth Fund 
(SWTGF) identifies the development of ‘strings of pearls’ routes as a priority for South West 
England, and recommends focusing on the Great West Way initially. 

Table 2.1 Strategic Fit 

Theme and Strategic Fit  Relevant Strategies Policies 

      Geographical Tourism Imbalances  

 Encourage tourists to travel outside of the 
capital 

 Increase tourism spend outside London 
 Support a more joined up approach across 

regions 

 Tourism Action Plan, DCMS, 2016 

 Backing the Tourism Sector: a five-point plan, 
DCMS, 2015 

 Understanding the London + Visitor, London & 
Partners, 2015 

      Visitor Economy Jobs and Skills Development  

 Maximise the economic benefits of tourism  
 Support the development new job opportunities 

and inward investment 
 Deliver education and training to support the 

visitor economy 
 Promote strategies which extend the visitor 

season 

 Tourism Action Plan, DCMS 

 Backing the Tourism Sector: a five-point plan, 
DCMS, 2015 

 The Visitor Economy: A potential powerhouse 
of local growth, Local Government 
Association, 2015 

 Sector Skills insights: Tourism, UKCES, 2012 

      Sustainable Economic Development and Place-Making 

 Support the regeneration of places through 
tourism initiatives 

 Improve public realm and access to open spaces 
 Support and invest in cultural and heritage 

attractions 

 Strategic Economic Plans for Wiltshire & 
Swindon LEP, West of England LEP, 
Buckinghamshire Thames Valley LEP, 
Gloucestershire LEP 

 The Rural Challenge, The Rural Coalition, 2014 

Joined Up Approach to Sustainable Transport 

 Integrate local transport networks and improve 
connectivity 

 Promote joined up ticketing approaches 
 Improve the use of the rail network by tourists 
 Promote and provide for non-motorised travel 
 Integrate networks of continuous walking and 

cycling routes 
 Promote the use of waterways 

 Backing the Tourism Sector: a five-point plan, 
DCMS, 2015 

 Joining up Transport, DFT & Baroness Kramer, 
2015 

 Cycling and Walking Strategy, DFT, 2016 

 Active Travel Strategy Guidance, Sustrans, 
2014 

 Canal and River Trust 10 Year Strategy, 2015 

 Sport England, Towards an Active Nation 
Strategy, 2016-2020 

      Countryside Recreation and Natural Heritage   

 Invest in recreational infrastructure 
 Conserve and enhance natural heritage 
 Protect, enhance and encourage use of public 

rights of way 
 Increase opportunities to understand and 

benefit from natural environment 
 Identify, protect and maintain man made and 

historic features 

 The Rural Development Programme 2014-
2020, DEFRA, 2015 

 Local Rights of Way Improvement Plans  

 Heritage 2020: strategic priorities for 
England’s historic environment 2015-2020 

 Sport England, Towards an Active Nation 
Strategy, 2016-2020 
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Target Markets 

2.46 Evidence from the Round 1 Case Study Analysis suggests that other successful world touring 
routes focus on typically four priority markets.  The Wild Atlantic Way and North Coast 500 
advocated this approach at the Great West Way Conference 2017, particularly in terms of 
maximising ROI, securing partner support and ensuring project sustainability. 

2.47 Following evidence from the Great West Way case study analysis and concept testing, the South 
West Tourism Growth Fund evaluation, from partners and from VisitBritain’s advice that that we 
should be focused in market selection, priority markets for the Great West Way have been 
defined as Germany, Netherlands and USA.   

2.48 The Great West Way tested well in Germany and the concept is supported by  VisitBritain 
Germany:  “The idea of themed touring routes would work extremely well in Germany and I have 
been saying for a long time that Britain does not have enough of them. In Germany we have over 
100 of them – so Germans are very familiar with the concept. So – a definite yes from me”. 

2.49 In The Netherlands, tour operators and other partners such as House of Britain, P&O and DFDS 
have already agreed in principle to joint partnership activity.  The VisitBritain Dutch office said: 

The Great West Way… “will work very well in the Netherlands. As you know the Dutch love 

touring holidays with their own car… and you could work with Dutch tour operators who might 

want to build packages around this route.  So yes I do think it will attract new business” 

2.50 Our Case Study Analysis indicates significant volume and value potential from targeting the US 
market, particularly via the travel trade.  The Wild Atlantic Way and North Coast 500 routes are 
both reporting 20%-30% growth for their routes from the US. 

2.51 An ETOA research study commissioned as part of SWTGF in 2016 identified an appetite among 
the international travel trade for the development of the Great West Way: 

 “Our tours are slow paced, not rushed. The key thing that clients want is Small England - 

attractions and accommodation that offer character, heritage and tradition”.  Back Roads 
Touring  

 “Visitors are quite discerning, drawn to attractions/locations off the beaten track – for 
instance, a preference for Avebury rather than Stonehenge as it offers a more authentic, 
less touristy and cheaper experience”. SKR Reisen  

 “Generally, guests really appreciate the area, its cultural attractions and landscapes. They 
love the diversity”. Studiosus Reisen  

 “People like the region because it’s perceived as being more laid back than the rest of the 
UK and a slower pace of life. Rarely hear anything bad about the region, mainly because 

its attractions are so varied and interesting”. Veenus Travel  

 “Feedback is mostly quite positive. Customers think the region’s attractions are fantastic. 

People love the little towns and the countryside.” Service Reisen Giesen  

 “Today’s 55+ are different to previous generations, they’re a lot more active, and need 
more from a trip than just looking at things. They increasingly want experiences, things to 
do, meet local people, do things that are typical of the area, such as cooking with local 
foods. They want to learn about the local people. It’s important that we’re giving them 
new things to see and do. Increasingly our customers want to visit more than Prideaux 
Place”. Service Reisen Giesen  
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 “We need to do more to attract people out of London, a lot of visitors want to jump 

straight from London to Scotland, without wanting to see anything in between”. Battered 
Suitcase  

 “The region “needs to raise its awareness, profile and brand. There’s a whole bunch of 
counties and boards that need to come together with a clear vision and strategy. 
Collectively, it needs to decide what it wants to achieve, what its objectives and outcomes 
are, and how it delivers these – and it needs to involve the UK travel trade, the 
international travel trade, it needs to look at financing and how to promote the region 
effectively, especially in mature markets like Italy and the US”.  TMT London  

2.52 ETOA’s recommendations were to:  

1) Create more motivational awareness in market beyond the current image. 

2) Develop themed  packages, presenting product in an interesting way.  

3) Promote the region to international markets in a joined up way.  

2.53 VisitEngland’s Gateway data demonstrates a strong opportunity for the Great West way and the 
south west of England via Bristol’s gateway airport. ‘When people use regional gateways they are 
more likely to stay regionally than if they fly into London”: 

 80% of holiday visitors using a London gateway ONLY stay in London on their trip.  Only 
9% stay at least one night in both London and elsewhere in the UK. 

 The South West, West Midlands and North West are more likely to retain those using 
their gateways, with 86%, 92% and 96% of holiday visitors using these gateways 
respectively, staying at least one night in Regional England – although not always staying 
in the gateway region. 

 Only 18% of holiday visitors using a London gateway spend at least one night in Regional 
England - primarily the South East (8%).’ 

 Mangrove concept testing identified strong potential for the Great West Way as a 
London- Plus product as well as a stand-alone experience for repeat visitors to Britain. 

 

 

 

 

2.54 There is an opportunity to shift the entry point into the region from the current 1% share level 
shown below. 

 

Individual Gateway 
All UK 

Visitors 

UK 
Holiday 
Visitors 

 

Gateway 
Region 

All UK 
Visitors 

UK 
Holiday 
Visitors 

Eurostar 8% 12% 

 

London 63% 66% 

Manchester Airport 5% 2% 

 

Scotland 5% 6% 

Liverpool Airport 1% 1% 

 

Wales 2% 2% 

Birmingham Airport 3% 1% 

 

N.Ireland <0.5% <0.5% 

Newcastle Airport 1% <0.5% 

 

South East 16% 18% 
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Bristol Airport 1% 1% 

 

South West 2% 1% 

Heathrow Airport 26% 23% 

 

East 1% 1% 

Gatwick Airport 12% 13% 

 

West Midlands 3% 1% 

Stansted Airport 11% 14% 

 

North West 6% 3% 

Luton Airport 4% 2% 

 

North East 1% 2% 

East Midlands Airport 1% <0.5% 

 

East Midlands 1% <0.5% 

Leeds/Bradford Airport 1% <0.5% 

 

Yorkshire 1% <0.5% 

2.55 In addition, VisitEngland data shows that multi-destination holidays are an opportunity for the 
region. As the Great West Way is a ‘multi-destination’ product, there is scope and opportunity in 
our target audiences. 

 ‘The largest single origin market among London Plus holiday visitors is the USA, 
representing 19% of all London Plus holiday trips.  Australia represents a further 13% of 
London Plus holiday trips. 

 Three European markets dominate the non-London multi-destination holiday market – 
Germany (23% of trips), Netherlands (14%) and France (10%). 

 Visitors from Germany, and to a lesser extent the Netherlands, are particularly likely to be 
non-London multi-destination visitors, especially relative to their representation among 
those visiting only a single destination outside of London.  Conversely, visitors from 
France are still more likely to be seen visiting a single region than undertaking a multi-
destination holiday trip.  

 When it comes to the length of time spent in England, London Plus holiday visitors stay 
the most number of nights, with 62% spending 8 nights or more in the UK.  London Plus 
visitors stay longer than non-London multi-destination visitors (only 53% of these visitors 
staying 8 nights or more).  

 The age profile of holiday visitors to England varies significantly by trip type. 

 For holiday visitors on multi-destination trips, the age profile tends to be older, with 32% 
of visitors aged 55 or over.  This is particularly the case among those on non-London 
multi-destination trips, on which 38% are aged 55 or over (only 18% of this market is aged 
under 35 years). 

 Single destination holiday trips are much more likely to be the domain of younger visitors, 
with 41% of the London only holiday market and 38% of the non-London single 
destination market accounted for by visitors aged under 35 years. 

Target Segments and the ‘Curious Visitor’ 

2.56 Concept testing undertaken by Mangrove as part of the Round 1 Great West Way bid says that 
the Great West Way has strong appeal to three segments from VisitEngland’s new Segment 
Opportunities Matrix.  And that the concept meets visitor needs for Achievement, Status and 
Experience Enhancement.  Our three target segments from this framework are Mature 
Experience Seekers, Cultural Adventurers and Lifestyle Travellers.  
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Mature Experience Seekers 

A more mature segment that are best defined by their attitude – “young at heart”. With greater 
freedom, money to spend and time to enjoy themselves, travel is a key pastime that satisfies 
their desire for new experiences and learning. 

Cultural Adventurers 

Successful, independently-minded young professionals with high disposable income. Seeking to 
soak up all aspects of the local culture in order to escape and unwind while experiencing 
something new. Interested in unique experiences with a touch of luxury. 

Lifestyle Travellers 

An upwardly mobile group who value social status and see travel as an expression of who they 
are. They seek “braggable moments” that look good on social media but also deliver on their 
need to relax, unwind and compensate for their hard work. 

 

Figure 2.3 Discover England Fund Opportunity Matrix 

 

2.57 Consumer focus groups undertaken by Mangrove in February 2017 as part of the Great West 
Way Round 1 DEF project explored the motivations for travel for Cultural Adventurers and 
Lifestyle Travellers in USA and Germany:  

 
Their DNA: 

 Curious. 

 Looking for a story. 

What they said they were looking for in a trip: 

- “It’s just good to see the everyday life of wherever you’ve gone to, seeing the people, 
what’s different about them.” (USA). 
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- “I like getting out of the tourist places, everything you need’s on your phone.”  (USA) 
- “I just want to get off the beaten trail and see other cultures, people living.” (USA)  
- “This is the greatest city on earth, right, but you want to have adventures still.” (USA)  
- “The places we choose, adventure they have in common, away from everyday boring life.” 

(Germany) 
- “There’s the cultural side, get to know the people and getting disconnected from German 

life completely.” (Germany) 
- “Being curious you want to find out about the place, most of the things you only know from 

TV.” (Germany) 
- “Couple of highlights you want to see of course, but not having to talk to people all the 

time!” (Germany) 
- “I don’t like London, it’s loud it’s hectic and dirty, NY is even worse though. Very small 

houses but that’s sort of fun – you have all those British novels that describe how people 

live but it makes sense when you see it. .” (USA) 
- “Exciting experiences aren’t the big icons (those things you ’have’ to do), but the everyday 

life of the English.” 

2.58 The Great West Way concept testing research ascertained that the route conceptually delivers 
against all of these audience needs for Cultural Adventurers / Lifestyle Travellers because it’s a 
step out of London into ‘Real’ England. People feel (and like!) that they’ll get to properly 
experience what it’s like to be English: 

 “I like the cliché of England, old castles, strange roads, odd bridges that’s what I expect 
when I go to the UK. I’d be disappointed if it weren’t like that, want it to be old 
fashioned!” 

 “Bit of everything, on one hand you want to immerse yourself, pub lunch, beer in 
evening, go through gardens, but then would love to go into the mansions.” 

 “Anyone can stand in front of the sights, Buckingham Palace, get their photos. You want 
something better to remember than that.” 

 “It’s about links. Honeypots are seen as separate destinations. But joining them together 
makes it more of an adventure.” 

 “Joining things up and taking a list of disparate and sometimes disjointed attractions and 
transforming them into a seamless product that will become a well-trodden path.”  

 “It’s authentic England. Thatched roofs, heritage and history.” 

 “A real cross-section of England. A distillation of England.” 

 “You’re never more than 10 minutes away from a point of interest.” 

 VARIETY - shows that a Great West Way trip will not be repetitive   

 NARRATIVE - shows that a Great West Way trip will have a story behind it, not just collection of 

assets   

 INDEPENDENCE - reassures people they have the freedom to explore the Great West Way and 

does not suggest it’s a package tour only   

 CONTRAST - shows that the Great West Way will contrast familiar England and London with 

something different   

 AUTHENTICITY - suggests the Great West Way isn’t just a new marketing idea, but a historic 

thing in itself   

 EXPERIENCE - helps people imagine something that they’d be doing on this trip   

 ENGLISHNESS - reminds audiences that there’s something typically English about the Great 
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West Way   

2.59 The provenance of the route meets a consumer need identified during our Round 1 DEF project 
for authenticity.  The London-Bath/Bristol route through Wiltshire, was described by Samuel 
Pepys in 1688 as one of England’s finest coaching routes, and has good rail (from Paddington), 
road (A4), canal (Kennet & Avon) and cycling/walking transport links. 

Our Target Visitor - The ‘Curious Visitor’ 

2.60 As part of Round 1 project activity, we defined and tested our ‘epitome visitor’.  The Great West 
Way’s target visitor across target segments, markets and cohort remains the same, they share a 
common mindset, ‘for the curious’. This tested favourably and appears to be in line with 
VisitBritain’s emerging brand positioning work. Our epitome visitor is the curious visitor, the 
Great West Way is for the curious visitor: 

For lovers of England. 
For travellers with a desire to discover. 

The “what’s around the corner-ers”, 
the “who will I meet today-ers”. 

Not for the “A-to-B-ers”. 
For travellers who believe the journey is as remarkable as the destination. 

For those who love stories - hearing others’ and creating their own. 
And then sharing them. 

For those who believe the everyday can be extraordinary. 
For the curious, the inquisitive. 

Those who like to go deeper, to see and feel and do and try and taste for themselves. 
For seekers of the real, the authentic and the very essence of England. 

International Approach – England’s Great West Way  

2.61 Supported by VisitBritain/VisitEngland, as part of our initial Round 1 product development 
activity, we also concept tested what was initially a working title, the ‘Great West Way’, with UK 
industry, stakeholders, international travel trade and international consumers.  

2.62 For most UK industry and stakeholders, the name works.  ‘Great’ is seen positively and links to 
VisitBritain’s GREAT campaign; ‘West’ locates the route, has heritage and authenticity; ‘Way’ 
accommodates the range of travel options and was viewed particularly positively for LEPs as it 
also referred to the way of doing things in the west.    

2.63 For international visitors who do not have the benefit of understanding the authentic name links 
with the Great Bath Road, the Great Western Railway, the Great Roads of England, the name 
needs to work harder. This will partly be achieved through the consistent use of the central 
‘England Concentrated’ brand idea, but to achieve this in international markets the route will be 
presented as ‘England’s Great West Way’. 

2.64 VisitWiltshire have registered Great West Way URLs. 

2.65 In order to maximize the considerable potential from developing a series of similar touring routes 
in England, it is important that VisitBritain/VisitEngland ensure that project names and 
positionings work well together at a national level.  For example, project names and positionings 
for the Great West Way and the proposed northern touring route should be complimentary so 
that a pan-England or pan-Britain approach to marketing touring routes is achievable.   
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Fit With Discover England Fund Objectives 

This section gives a brief summary of the Great West Way project against VisitEngland’s three 
fund criteria. Further details against each are included throughout this plan. 

Problem Solving 

2.66 The tourist route west of London, including from Britain’s main international gateway, is 
currently promoted separately by many different organisations, is fragmented and confusing for 
the visitor.  Despite the wealth of iconic attractions and experiences along the route, there is no 
joining-up of attractions and experiences along this corridor.  This project addresses that by 
combining product with real provenance under a single compelling proposition. 

2.67 It responds to VisitBritain’s research telling us that international visitors need more compelling 
reasons to venture into regional England by presenting the Great West Way under an ‘England 
Concentrated’ brand positioning.  Responding to a visitor need identified through our Mangrove 
concept testing to experience history, heritage, countryside, under an easy, accessible, 
compelling and themed brand umbrella. 

2.68 From a UK industry perspective, all destinations along the route currently struggle with being 
seen by international visitors as places they can tick off on the way to somewhere else, or in a 
day visit from London. The Great West Way offers an opportunity to encourage visitors to go 
deeper, take their time and extend their length of stay. 

Amplify Existing Product 

2.69 We estimate that 90% of the content of the Great West Way is currently not bookable in 
overseas market. It is predominantly a domestic tourism product. Our product development 
activities are focussed on ensuring that we can support these businesses in taking this product to 
market by way of a business support programme and via our international trade and marketing 
activity. This is covered in detail in the Product Development section of this business case.  

2.70 By leveraging some of England’s greatest tourism icons – Stonehenge, Bath, Windsor, Cotswolds, 
and presenting the route as a compelling single proposition, the Great West Way offers parts of 
the route that have previously been primarily domestic product, the opportunity to become 
bookable overseas.  

2.71 We have undertaken rigorous testing with the trade in our target markets to ensure that we 
understand how this product will be sold to consumers (groups and FITs) and what information 
they need to enable us to support their packaging. This is detailed within the Distribution, Trade 
and Marketing Section of this Business Case.  

 

Creating New Product 

2.72 The Great West Way is the first touring route of its kind in England, with the potential to be a 
‘game-changing’ proposition (Source: TEAM).  The project has tested well throughout Round 1 
DEF with industry, travel trade, via the case study analysis and economic impact report. Testing 
of the brand positioning suggests it offers a compelling new proposition, which the trade are 
keen to package.  The project will win market share for England, help change the perception of 
England, win new business west of London, and increase length of stay along the route.    
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2.73 It also offers VisitEngland/VisitBritain the opportunity to present Britain and England in a new 
way – the Great routes of England, or the Great routes of Britain.  

Project Innovation  

2.74 This project is innovative in a number of ways, notably: 

 The Great West Way is the first touring route of its kind for England.  As such it gives the 
opportunity to present England in a new way in international markets. 

 Unlike other successful touring routes the Great West Way offers a large number of travel 
options – road, rail, cycle/walking trails and canal/river. 

 This project aims to solve a key issue for destinations along the route that they not 
previously been considered as a single joined-up tourism proposition. 

 The project is being driven by a single DMO rather than a national or umbrella 
organisation as is the case with most other significant touring routes. 

 The project requires the development of a new way of working for DMOs along the route 
from.  

 The project requires innovative use of technology to provide wayfinding, website and 
itinerary planning solutions. 

3. Section C Project Activities 

Key Activities and Milestones 

3.1 A programme of activity will be delivered under the project’s four areas of experience 
development – Developing the Great West Way Experience, Bringing the Great West Way to Life, 
Getting the Great West Way Talked About, and Taking the Great West Way to Market.  

3.2 These headings have been agreed in consultation with the project Steering group, DMO group, 
and with input from industry through 4 themed experience development workshops at the 30 
March 2017 Stakeholder Conference.  These headings are not mutually exclusive, but together 
form an over-arching Great West Way experience development framework within which the 
project will be developed.  

3.3 DEF support for this project will act as an enabler and catalyst from which further support will be 
leveraged for key areas of work identified as critical by industry and stakeholders.  For this 
reason, not all activity included in this section necessarily requires DEF funding.  The breakdown 
of grant and cash match funding is shown in the detailed Activity Plan.  

3.4 Some additional activity not included in this business plan was proposed by the industry during 
workshops at the Great West Way Conference, and will be kept under review by the Steering and 
DMO groups.  Details are included as an appendix to this plan.   

3.5 The activity plan is based on our review of case study best practice; UK industry input via the 
Steering and DMO groups, engagement and the Conference workshops, consumer and trade 
input via consultation and concept testing.  For example, one recommendation from the in-
market concept testing completed by Mangrove is that “a stand-alone website is essential”.  
The level of ambition and our aim to be high-performing across all activity is supported by the 
overall programme ambition of creating one of the world’s premier touring routes.  
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Developing the Great West Way Experience 

3.6 Activity identified in this workstream is in response to TEAM’s recommended evidence-based 
broad approach to product development: 

 Develop, test and launch a world-class website with sophisticated mapping and a flexible 
itinerary planner, signposting to key destinations and partners as appropriate, giving a 
route to market for businesses and inspiring travel by summer 2018.   

 Develop, test and launch a new innovative e-signage and wayfinding solution to enable 
multi-point access and navigation by spring 2018. 

 Work with industry to develop a programme of new bookable product and route 
itineraries targeting our curious visitor segments.   

 Improve connectivity by working with transport operators, including developing a new 
Great West Way rail and bus pass in partnership with GWR, by January 2019.  

 Act as an enabler from which an Ambassadors scheme is established using volunteers 
trained under the Great West Way Welcome programme. 

 Identify locations and funding sources for establishing Discovery Points along the route. 

 Commission an accommodation supply and demand study to secure accommodation 
investment (since hearing about the Great West Way one glamping operator is looking for  
new sites along the route), and provide a baseline. 

Bringing the Great West Way to Life 

3.7 Activity in this workstream will deliver the brand promise ensuring that the project stays true to 
the ‘England Concentrated’ brand idea, and is in line with the Great West Way Experience 
Development Checklist (2.33 above):  

 Establishing a new model of working for Destinations, bringing together DMOs and 
industry along and around the route, working together in a collaborative partnership.  

 Establish a brand-led approach to establishing nominated Great West Way Destinations 
and Great West Way Attractions/Experiences along the route by Sept 2018. 

 Work with destinations, towns and industry partners along and around the route to 
develop the experience locally (from marketing to stimulating place investment).  

 Create inspirational new content including traveller’s diaries and 360 degree video. 

 Continue the industry communication and engagement programme begun in Round 1. 

 Work in partnership with destinations to identify and implement opportunities for 
creating Discovery Points along the route, maximising non-DEF funding opportunities. 

 Review opportunities raised by industry partners that could be funded without DEF 
support, such as creating a Great West Way passport, and enabling themed events and 
activities along the route. 

Getting the Great West Way Talked About  

3.8 Activity in this workstream will encourage industry, stakeholders, partners, visitors and other 
intermediaries to embrace the route, talk about the route and embed the Great West Way 
concept in the tourism psyche and culture along the route.    
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 Develop and rollout a visual identity and a brand toolkit for businesses by December 2017 
that will help define the route, encourage pick-up by industry, and to help with 
wayfinding and digital signposting (see Great West Way Brand Development appendix).  

 Manage a programme of business training and support masterclass workshops, and 
produce and distribute a training toolkit, for industry along the route. 

 Develop a PR and Communications plan to raise awareness of the route among 
consumer, trade, media and stakeholder audiences, and to encourage widespread 
adoption of the brand positioning and visual identity. 

 Manage a press invasion launch event targeting country-based and London-based media 
and bloggers, including offering touring options by car, motorbike, cycle, walking, rail and 
water. 

 Work with wider stakeholders and partners, including LEPs, to secure industry and other 
sources of grant, commercial and partnership income to ensure the project is sustainable.  

 Develop and launch social platforms. 

 Develop and rollout a new bespoke Great West Way Welcome Programme, designed to 
offer a bespoke curated experience for the curious visitor.  

Taking the Great West Way to Market  

3.9 Activity in this workstream focuses on international marketing and distribution:   

 Manage a programme of travel trade marketing and distribution activity (see Section D 
for further information). 

 Develop a Consumer Marketing Plan that maximises opportunities to work in partnership 
with VisitBritain, with a primary focus on digital, online and social marketing. 

 Distribute inspirational new content to consumer, trade and media contacts including via 
VisitBritain, travel trade, consumer, partner and social channels. 

 Work proactively with industry to develop a programme of new bookable Great West 
Way product and route itineraries.  

 Create and develop a series of online and offline brand-led collateral that motivates travel 
and attracts match funding partner support. 

 Provide a direct route to market for destinations and businesses along the route. 

Resources Required 

3.10 This project will be managed by the VisitWiltshire team with agency and consultancy support 
bought in as required for  managing and delivering specific elements of activity.  Where 
additional support is required it will be procured in line with VisitWiltshire’s procurement policy.  
Managing partner engagement and communication activity will be a key role.   

3.11 The Great West Way delivery team will include a Project Director, Project Manager, Engagement 
& Communications Manager, and a project executive.  Finance will be managed in-house by the 
VisitWiltshire team.  It is expected that some elements of programme delivery will be managed 
by staff from Destinations along the route. While some activity, for example the travel trade 
programme, will be managed by a DMO travel trade group along similar lines to the South West 
England travel trade group currently led by VisitWiltshire.  
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3.12 In line with requirements for this business plan application, this project requires a minimum £1m 
DEF investment but a total £2m DEF funding is sought. This is justified by the scale of the Great 
West Way project, its longer-term ambitions, and in order to maximise its potential as a ‘game-
changing’ proposition. 

4. Section D  Distribution, Travel Trade 
Engagement / Education, and Marketing 

4.1 The aim of our travel trade engagement, marketing and distribution activity is to raise awareness 
and drive growth in international visits and expenditure through a programme of international 
travel trade and groups activity.  Activity will focus on: 

 Engaging with tour operators, ground handlers, specialist trade, DMOs and other key 
intermediaries, focusing their attention on the Great West Way as a new product, 
showcasing the product offer and facilitating bookings and connections. 

 Working with tourism businesses along the route to encourage them to target 
international markets and to significantly increase the amount of bookable product along 
the route. 

4.2 VisitWiltshire and neighbouring DMOs have a strong recent track record in managing travel trade 
programmes.  VisitWiltshire led the SWTGF travel trade workstream, and lead the current SW 
DMO travel trade group (the only element of SWTGF that is still continuing) with key partners 
including Bath and Bristol.  Following a similar model to that currently used for Wiltshire trade 
activity, and in partnership with DMOs, we will form a travel trade partnership group with 
destinations and industry that will generate significant cash and in-kind support across the 
programme.  

4.3 Our customer profile intelligence informs us that engagement with tour operators, wholesalers 
and other intermediaries will be vital to the success of the Great West Way.  Our Round 1 DEF 
research and programme of trade engagement tells us that the Great West Way product is both 
suitable for the groups and FIT (non-escorted travellers market) – both are likely to use both on-
line and off-line sources to plan and book their trip. 

4.4 Our distribution strategy is influenced by market intelligence as well as feedback gathered via 
travel trade engagement undertaken during Phase 1 of this project. During Round 1 of the project 
we engaged with the trade in our proposed target markets at major trade events - ITB Berlin, 
Britain and Ireland Marketplace and Explore GB in the UK. In addition we undertook an online 
survey to establish the interest in developing and selling Great West Way tours, packages and 
product.   

4.5 As a result of Round 1 DEF activity, we have 60 trade contacts specialising in the German, Dutch 
and US markets who have expressed interest in packaging and/or distributing Great West Way 
product to our target markets.  In several cases we have had to stop trade from creating Great 
West Way programmes already, because it’s critical they do not do so until wider elements of 
product development are in place.  One US contact has already developed and published Great 
West Way itineraries, a product which was still live on 10 April.  

4.6 In addition to the interest from tour operators and ground handlers, we are working with GWR to 
develop a Great West Way rail/bus pass, distributing it internationally alongside BritRail product.   

4.7 We also have in-principle agreements with Bristol Airport and two airlines to develop and 
distribute Great West Way product.   
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4.8 A walking operator specialising in the German market, and a cycling operator specialising in the 
US market have both done route visits and are developing new tours with the intention of 
launching them under the Great West Way umbrella in 2018. 

4.9 We have secured in-principle agreement by email to work with a Dutch tour operator and a 
major ferry company on a joint-funded initiative to develop and distribute three new Great West 
Way tours.  

4.10 Although we already have a number of in-principle agreements and hot prospects (see section 7), 
all opportunities for developing and distributing Great West Way product will be assessed using 
VisitWiltshire’s partnership agreement procurement template and in partnership with 
VisitBritain.   In addition, we also expect to receive advice shortly from VisitBritain’s Distribution 
team about other possible channels. 

4.11 We will develop and commercialise international travel trade business by:  

1) Consolidate contacts made during Round 1. 

We have created a considerable ‘Great West Way register of interest’ database and our primary 
task will be to communicate with these operators and distributors, inform them that the project 
is now progressing to development, and work with them in preparation for featuring new Great 
West Way product from as early as 2018. 

2) Develop & Distribute Trade Toolkits  

Concept testing research undertaken by Mangrove as part of the Round 1 DEF project highlighted 
core requirements. As a result we will create tailored online and offline support, and provide the 
trade with fresh inspirational new content. Our trade education and engagement programme will 
focus on:    

Creating and distributing a Great West Way travel trade toolkit for international inbound tour 
operators and wholesalers which will showcase audience-relevant Great West Way product and 
related information required to sell it such as transport providers, accommodation suppliers and 
ground handlers.  Where relevant we will highlight commissionable and contracting contacts. We 
will provide content in formats suitable for both digital and print materials (images, AV, copy and 
text) and include a resource containing example travel logs/itineraries highlighting off the beaten 
track experiences. The resource will be hosted by all relevant DMOs on their trade websites, on 
the VisitBritain industry site, and on the Great West Way website. Operators will be required to 
adhere to our brand guidelines before launching new programmes. 

3) Develop Training Programmes for buyers and suppliers. 

We will develop a two-fold training programme. The first module will focus on 50 operators who 
have to date shown significant interest in the Great West Way. Those operators will join our 
‘Great West Way Founders’ training scheme where they will receive bespoke on-territory training 
from us. This will include full product immersion on site, and meetings with partners. We will 
provide the tools most likely to facilitate conversion from interest to sale.  

Secondly we will develop a series of ‘Great West Way Supplier Masterclasses’. This module will 
be based on the successful series of Masterclasses run by VisitWiltshire as part of the SWTGF. 
The Masterclass workshops educated suppliers across South West England on how best to 
prepare to work with the international travel trade. Suppliers met with tour operators and 
wholesalers and the SWTGF Report reported that this was a successful element of the project 
and is hence worth re-establishing. Suppliers will pay to attend Masterclass events generating a 
match funding opportunity.  



 

33 
 

4) Manage a programme of Familiarisation Visits  

We will work with 50 operators who are within our target markets and whose customers fit 
within our target profile. The audience for this activity ranges from product managers and sales 
teams in tour operating companies to ground handlers (those that make all the logistical 
arrangements for overseas based agencies) and wholesalers (those that create packages and sell 
them on to intermediaries for selling direct to the consumer). 

The benefit of on-site visits will be to educate the trade through the experience of visiting the 
area and seeing at first-hand what it has to offer with a view to converting interest to packaging 
and booking to both FIT and group clients. 

We will maximise value through securing in-kind support for familiarisation visits, and linking 
wherever possible to key or established trade events: 

5) Exhibit at key UK-based travel trade events including:   

 Showcase South West England 2017 – a bespoke event run by VisitWiltshire as a legacy 
from 2015/16 SWTGF activity. Inbound operators and wholesalers will attend a day-long 
workshop in November where they will have up to 32 1:1 appointments with local South 
West England suppliers. The Great West Way will serve as a main theme for the 2017 
Showcase ensuring there is a reason for trade to attend.  

 Great West Way Showcase 2018 – DEF gives us an opportunity to build on the SWTGF 
travel trade legacy by holding a Great West Way Showcase event in November 2018.  
Focused on or priority markets we will target 60 inbound operators and wholesalers to 
meet with up to 100 suppliers from along the route.  Suppliers will be charged to attend 
this new Showcase event presenting an excellent match funding opportunity.  

 Explore GB – VisitBritain’s flagship trade event in March 2018 will enable us to target up 
to 300 overseas-based trade buyers and 40 travel trade media (from all markets). We will 
review sponsorship opportunities at Explore GB to further raise the profile of the new 
route.  

 BIM (Britain & Ireland Marketplace) – ETOA’s January 2018 flagship UK-focussed event 
will enable us to meet with up to 40 UK-based international buyers, ground handlers and 
wholesalers.  

 VIBE – October 2017 and 2018, as highlighted within this bid, it is vital that anyone tasked 
with selling England overseas is well versed in the product attributes, target audience and 
personality of the Great West Way. As such we will use VIBE as a platform to educate 
VisitBritain overseas teams.  

 World Travel Market – we will review costs and options for presence in November 2018 
on the UKInbound stand for the Great West Way and suppliers. Our aim will be to target 
up to 40 meetings with overseas and UK-based international buyers. A joint presence 
could result in budget efficiencies and offer a match funding opportunity. We will work 
with UKInbound and WTM to review options for a bespoke press event at WTM.  

 Global European Marketplace (GEM) ETOA’s flagship European-focussed event will enable 
us to meet with up to 40 UK and international-based international buyers, ground 
handlers and wholesalers. The event directly precedes WTM (November 2018) and is an 
excellent opportunity to meet buyers with a view to further focussed meetings at WTM. 

6) In-market Travel Trade Engagement in partnership with VisitBritain including: 
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VisitBritain events (such as Destination Britain North America) provide a unique platform to reach 
a large number of tour operators. The events usually consist of one-to-one appointments with 
the travel trade and trade media, giving us an opportunity to showcase the Great West Way in a 
one-to-one environment.  The events will be used to engage with the trade to both sell and 
gather feedback enabling us to generate new itineraries for the Great West Way and add 
additional product.   

We will also review with VisitBritain the option to run a bespoke North American trade road 
show, targeting select operators. Trade roadshows, comprised of multiple suppliers, enabling us 
to maximise resources and generate match funding.  

ITB and Vakantiebeurs offer the Great West Way the opportunity to engage with global inbound 
operators, especially German and Dutch based.  VisitWiltshire managed South West England 
delegations attending these events in 2016 and 2017, and will review the options to attend under 
a Great West Way umbrella in 2018, 2019 and beyond, in partnership with destinations and 
relevant suppliers from along the route. This option will offer us cost-efficiencies and match 
funding opportunities.  

Other activity will include participation in dedicated Great West Way themed sales calls and 
events such as Meet the Trade events in the three target markets working closely with 
VisitBritain offices in Germany, Netherlands and North America.     

7) Travel Trade Press & PR 

Manage a programme of travel trade PR activity including familiarisation visits and securing 
editorial / advertorial. 

5. Section E  Stakeholder Communication & 
Sharing Learning 

Building on a Platform  

5.1 TEAM Consulting’s Case Study Analysis report advised that in “in order to ensure longevity and 
sustainability, the Great West Way needs to be sold to businesses at an early stage”.   
Stakeholder engagement and communication has therefore been a key element of our Round 1 
DEF activity.  This focus will be maintained throughout and beyond Round 2.  Stakeholder activity 
conducted during Round 1 included: 

 Regular meetings of the project Steering Group who were not only key in helping guide 
Round 1 activity, but in facilitating onward communications and engagement.   The 
Steering Group consists of VisitWiltshire, Bath Tourism Plus, Destination Bristol, TSE, 
National Trust, English Heritage, Bristol Airport, National Express, GWR, Canal & River 
Trust, K&A Canal, Treasure Trails, Flybe, ETOA and UKInbound.    

 Regular meeting of a DMO working group consisting of Bath, Bristol, Cotswolds, 
Somerset, Oxfordshire, TSE, Wiltshire, Visit Thames and Windsor. This group has been 
critical to the success of Round 1 with destinations helping engage and communicate with 
their businesses along the route.   

 100 industry, partners and stakeholders attended brand workshops and 1:1 meetings.   

 400 industry along the route have registered their interest in the project by signing up for 
our Great West Way newsletter. 
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 Creation and distribution of a regular Great West Way industry newsletter to 
communicate progress and activity. 

 Establishment of a Wiltshire Great West Way industry group that meet regularly and the 
format for which is intended to be rolled out to other destinations along the route. 

 Conducted an online survey of businesses and partners along the route. 

Stakeholder Engagement Conference  

5.2 In addition, 172 industry, partners and stakeholders attended the inaugural Great West Way 
Stakeholder Engagement Conference on 30 March 2017.  Stakeholder support for the project is 
captured on this short video - https://youtu.be/jFmoJ8YiF2s 

5.3 The Conference saw the industry launch of the Great West Way proposition and brand 
positioning – ‘England Concentrated’, for the curious visitor. Speakers included the Minister for 
Tourism, Tracey Crouch MP who said Tracey Crouch MP, Minister for Sport, Tourism and Heritage 
addressed the audience “The Great West Way offers something for everyone, whether you wish 
to cycle or take a canal boat, visit a heritage site or just enjoy some delicious West Country food, 
working together you have provided the whole tourism experience. It will give visitors a unique 
look into the splendour of Britain, using a variety of transport methods and encouraging them to 
see more than just the M4”.  As part of the programme, there were a series of workshops offering 
attendees the chance to input to the Great West Way Business Plan under the four headings of  

 Bringing the Great West Way to Life 

 What makes a Great West Way Experience 

 Getting the Great West Way Talked About 

 Taking the Great West Way to Market 

Maintaining the Momentum  

5.4 Stakeholder engagement and communication will remain an essential core strand of project 
activity will continue in Round 2.  It is hoped that bridge funding will be available to maintain 
engagement momentum between April and July 2016. As well as maintaining a Steering Group 
and DMO group, we will strengthen stakeholder activity by:  

 Rolling out the Wiltshire Great West Way industry group model to other areas. 

 Establishing new working groups as appropriate (for example to help manage and guide 
the website development project). 

 Continuing to engage with a range of traditional and non-traditional industry, partners 
and stakeholders along the route.  

 Recruiting for a Stakeholder Engagement role in-line with VisitWiltshire’s procurement 
policy to manage communications, engagement and in Round 2, to maximise financial 
support. 

 Working with DMOs and a range of other agencies along the route to engage partners, 
communicate progress and develop activity locally.   

 Communicating regularly via the industry newsletter. 

 Proactively recruiting businesses along the Great West Way corridor to attend our 
programme of international masterclass events to improve bookability. 

https://youtu.be/jFmoJ8YiF2s
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 Establishing a Great West Way travel trade sector group consisting of destinations and UK 
suppliers to increase engagement in international activity and contribute additional 
match funding. 

 Working with businesses along the route, both directly and indirectly, to create thematic 
networks, create new itineraries, develop product, stimulate new initiatives and generate 
measurable additional bookings 

Industry and Stakeholder Support  

5.5 A full list of industry and partners supporting the project who have said they will contribute cash 
or in-kind match support is included as an Appendix to this report.  This includes:  

 Destination Organisations - VisitWiltshire, Bath Tourism Plus, Destination Bristol, Visit 
Somerset, Cotswolds Tourism, Windsor & Maidenhead, Visit Thames, Tourism South East, 
Experience Oxfordshire 

 Other Areas - North Wessex Downs AONB, Cotswolds AONB, Stonehenge, Bath and Kew 
World Heritage Sites; Business West, Local Action Groups; Town councils, Business 
Improvement Districts and towns including Hungerford, Corsham, Calne, Marlborough. 

 National and Regional associations / bodies - Sustrans, K&A Canal, Canal & River Trust, 
English Heritage, National Trust, Churches Conservation Trust, Wilts & Berks Canal, HHA, 
Bristol & Bath Cultural Destinations, The Outdoor Trust, Blue Badge guides, National 
Express, British Holiday & Home Parks Association, Confederation of Passenger Transport. 

 Industry Partners - Includes: Bristol Airport, GWR, Flybe, Heathrow Airport, DFDS 
Seaways, Eurotunnel, National Express; Go Ahead Group, Bainton Bikes, Easyjet, SMEs, a 
large number of visitor attractions, accommodation providers, tour companies, guiding 
companies, retail, farm stay consortia, food and drink associations and businesses; 
TripAdvisor, tour operators and distribution partners, UKInbound, ETOA. 

5.6 In addition, six Local Enterprise Partnerships have sent letters of support - Swindon & Wiltshire 
LEP, West of England LEP, Buckinghamshire Thames Valley LEP, Oxfordshire LEP, Berkshire 
Thames Valley LEP and the Gloucestershire LEP. 

5.7 We will support VisitBritain’s knowledge exchange process to ensure learnings from this project 
can be used by stakeholders and industry as appropriate across the country.     
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6. Section F: Identifying and Measuring Outcomes 
and Impacts  

Introduction 

6.1 Given the Great West Way’s scale, ambition and cross-cutting nature across different 
geographies and communities, it is important that we measure a wide range of tourism impacts 
in order to report on progress to a large variety of stakeholders. As a result our evaluation 
framework is necessarily broad. 

6.2 This broad approach will not only allow project funders, stakeholders and industry to assess 
progress and success but it will also allow any risks to delivery to be identified and mitigated 
against at the earliest possible stage.  

6.3 The Great West Way’s key performance indicators are linked to our strategic objectives. These 
are relevant, clear, credible and comparable and can be easily incorporated into the evaluation 
and monitoring model we have created. Key performance indicators include: 

 Inputs (project inputs in terms of funding and levels of support received) 

 Outputs (deliverables completed and actions taken) 

 Initial Outcomes (specific project results within the first two years) 

 Longer-term Outcomes (specific project results occurring after year two) 

 Impacts (economic, social and environmental effects arising from the intervention)  

6.4 The Great West Way route provides strong synergy with national, regional and local strategies.  
The development of the route directly addresses current regional tourism imbalances, 
encouraging greater levels of spend outside London. It offers significant economic benefits at 
both a national and local level, by strengthening the regional visitor economy and ensuring local 
businesses can capitalise on new opportunities. The route also has the potential to send positive 
signals to the market, encouraging greater levels of investment and acting as a catalyst for new 
development.  

6.5 The positive impacts generated as a direct result of the route will extend far beyond the end of 
the Phase 2 funding project. It is expected that the initial funding will act as a catalyst for further 
investment and future development of the route. The route’s legacy is a core element of the 
project, with resulting investment and regeneration benefits extending beyond both the 
geographies of the route and the timeframes of the initial project.  

6.6 Specific project targets across all specific areas of activity will be further developed with 
evaluation input from SWTGF, VisitBritain/VisitEngland marketing and DEF case study evaluation. 

6.7 Evaluation methodologies will be developed as part of the programme using existing best 
practice and existing national, regional and DMO measurement tools wherever possible.  For 
example, VisitWiltshire already have a mechanism for evaluating travel trade impacts; all parts of 
the route already use the Cambridge Model  All designated Great West Way Destinations, 
Partners and Experiences will be required to feedback.   

6.8 However, it is not clear how VisitBritain will be funding any ongoing additional evaluation 
requirements not covered under point 6.7 above after March 2019, so this needs clarification. 
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Outputs, Impacts and Learnings from the Round 1 DEF Project 

6.9 There are a number of learnings from the Round 1 DEF project that are relevant to Round 2 
outputs and impacts.  These include:  

 The forecast for DEF return on investment has been based on a BCR of 13 following the 
recommendation made in Regeneris’s Economic Impact report that ‘Achieving a 13:1 
Benefit Cost Ratio for DEF investment for international visitor spend activity alone is very 
achievable’.    

 Both Regeneris and TEAM report that there is little available evidence on the impacts or 
outputs of successful touring routes.  As a result there is further work to do before 
baselines and benchmarks can be established.  

 All testing and development activity undertaken during Round 1 points to significant 
potential for this project to deliver high levels of return and performance.  As a result, as 
baselines and benchmarks are established this business plan will be ambitious in its 
targets. 

 TEAM report that “Sensible investment gives the Great West Way the opportunity 

to be a ‘game-changing’ proposition”.   

 “The Great West Way has the potential to stimulate additional investment and act 

as a catalyst for new development” (Source: Fourth Street p1 Economic Impact 

report) 

 The Great West Way project “has the potential to unlock significant additional and 

longer-term funding” (Source: TEAM Product Development Challenges & 

Opportunities) 

 Engagement targets have been made with Round 1 activity in mind: 

 60  tour operators and distributors contacted through the concept testing phase 

have said they are interested in packaging the Great West Way. 

 400 English tourism businesses have registered their interest in, and support for 

the Great West Way.  172 industry and stakeholders attended the inaugural Great 

West Way Stakeholder Engagement Conference on 30 March 2017. 

Programme Delivery 

Inputs 

6.10 The following list outlines the minimum financial inputs to the project: 

 Discover England Fund = £1m 

 Minimum match funding = £0.4k  

 Longer term financial contributions from DMO partners over 10 years 

 Longer term financial contributions from industry partners over 10 years 

6.11 In addition to these financial contributions, VisitWiltshire, together with other project partners 
and funders will dedicate significant amounts of time and resources to developing the Great 
West Way into a successful touring route. 
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Outputs 

6.12 The project’s outputs relate to key deliverables completed. These outputs will all be delivered 
during the funding period and will include: 

 New itineraries and travel passes/product produced and distributed 

 New website developed and launched 

 New online and offline collateral developed and launched 

 New wayfinding and mapping solution implemented 

 New brand toolkit developed and distributed 

 Welcome training programme developed and delivered 

 Business support programme developed and delivered 

 A programme of travel trade activity developed and delivered  

 International marketing/advertising campaign developed and launched  

 Research outputs, e.g. accommodation study, pre-testing, visitor survey 

6.13 The outputs will be measured via an internal financial management system, an internal CRM 
system, an internal website monitoring system, an internal booking monitoring system together 
with qualitative inputs from travel trade partners, media monitoring and visitor surveys to be 
sent out every two years. VisitWiltshire will be responsible for internally reporting on the 
progress of these outputs every quarter.  

Outcomes and Impacts 

6.14 Outcomes and impacts refer to the delivery of specific project results and the effects of specific 
interventions.  

6.15 The table below outlines the strategic objectives for the Great West Way touring route together 
with the outcomes and impacts relating to each of these objectives. These are categorised as: 

 Outputs (O) 

 Shorter term initial outcomes (IO) 

 Longer term outcomes (LO)  

 Impacts (I) 

6.16 Along with each outcome and impact, the table explains how success against these metrics will 
be measured.  

6.17 The table also includes specific project targets for outcomes and impacts to end March 2019. 

6.18 Although little evidence exists of the direct impacts resulting from the creation of globally 
significant touring routes the table also includes case study evidence of the scale of outcomes 
and impacts achieved across 3 very different touring routes that have been able to provide 
impact evidence. In some cases these have been used to help set targets for the Great West Way.  
These case studies include the North Coast 500 (NC500), the Wild Atlantic Way (WAW) and the 
South West Coast Path (SWCP).  
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Table 6.1 Great West Way Measurable Outcomes and KPIs 

Route Objectives Outcomes and Impacts  Case Study Outcomes  
(where applicable) 

KPIs, March 2019 
@ £1m DEF 

 

KPIs, March 2019 
@ £2m DEF 

 

Measurement 

To generate additional 
tourism visits and 
spend, increase dwell 
time and achieve high 
satisfaction 

(IO) Website receives visits 
from both international and 
domestic visitors 

 NC500 now receives 320,000 page 
views per month with 70,000 unique 
visitors per month 

 SWC path views increased from 320k 
views in 2010 to 650k now 

 Targets tbc 
based on 
SWTGF 
evaluation 
 

 Targets tbc 
based on 
SWTGF 
evaluation 
 

 Google analytics 

 Crazy Egg monitoring 
 

(IO) Number of followers on 
related social media accounts  

 NC500 has over 40,000 followers on 
social media 

 SWC path has 5,500 Facebook likes and 
12,000 Twitter followers 

 Targets tbc  Targets tbc  Social media monitoring 
 

(LO) Increase in the number of 
visitors to the programme area 
as a direct result of the route 

 Visitor numbers along the SWC path 
were +11% between 2010 and 2014 

 Visits to TICs along the NC500 route 
increased between 25%-30% between 
2015 – 16.  

 WAW forecast +2% domestic bed-nights 
and +3% in overseas bed-nights 
because of the route.  

 WAW received 3.5m visitors in 2016 

 900k visits 
over 10 years 

 £1.4m visits 
over 10 years 

 SQW evaluation 

 Impact evaluation following 
VB methodology 

 Number of bookings  

 Cambridge Model data 

 Visitor survey  

(LO) Increase in the number of 
visitors to the programme area 
as an indirect result of the 
route 

 Overseas bed-nights in Ireland 
increased 12% between 2014 and 2015.  

 Visitor numbers in the Scottish 
Highlands increased 6% between 2014 
and 2015.  

 Outperform 
+4% growth 
forecast 

 Significantly 
outperform 
+4% growth 
forecast 

 National and regional tourism 
statistics (VisitBritain, IPS) 

 Impact evaluation following 
VB methodology 

 Cambridge Model data 

(LO) Increase in the number of 
overnight stays in the 
programme area 

 Wild Atlantic Way targeted 4% in 
overseas bed-nights in first year 
followed by 3% increase at steady state 

 

 Benchmark tbc 
based on 
SWTGF 
evaluation 

 Benchmark tbc 
based on 
SWTGF 
evaluation 

 Impact evaluation following 
VB methodology 

 Cambridge Model data 

 Accommodation survey 

(LO) Increase in the average 
length of stay along the Great 
West Way 

 66% of NC500 visitors said they spend 
five or more days exploring the route 

 

 +6 days 
average stay 

 7 days average 
stay 

 Cambridge model data 

 Local accommodation survey 

 Visitor survey 

(I) Increase in visitor related 
income 

 Overall spend increased 22.7% for SWC 
path walkers since itinerary 
development and route improvements  

 £130m leisure 
visitor spend, 
£74m GVA 

 £200m leisure 
visitor spend, 
£140m GVA 

 SQW evaluation 

 Impact evaluation following 
VB methodology 
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 Overseas spend in Ireland increased by 
19% between 2014-15 following the 
launch of the WAW 

over 10 years over 10 years  Cambridge model data 

To get the Great West 
Way talked about 
 

(O) Produce brand toolkit   WAW best practice  Toolkits 
launched by 
spring 2018 

 Toolkits 
launched by 
spring 2018 

 Monitor via grant claim form 

(IO) Increase in the number of 
followers on related social 
media accounts  

 NC500 has over 40,000 followers on 
social media 

 SWC path has 5,500 Facebook likes and 
12,000 Twitter followers 

 Targets tbc  Targets tbc  Social media monitoring 
 

 

(LO) Increased awareness  NC500 quoted in international 
publications (CNN, National Geographic, 
Rough Guides) 

 100m reach 

 20 media visits 

 Other targets 
tbc 

 300m reach 

 50 media visits 

 Other targets 
tbc 

 PR Reach  

 Inclusion in VisitBritain 
channels and activity 

 Monitor 3
rd

 party pick-up 

 Industry use of positioning 

 Monitor UGC 

To improve linkages 
between a range of 
tourism providers 

(IO) New itineraries distributed  SWC path distributed 1,900 walking 
guides in 2015 

 

 Tbc  Tbc  Website monitoring and 
industry feedback 

(IO) New itineraries, passes and 
programmes created / sold 

 N/A 
 

 30 new 
itineraries 
created 

 60 new 
itineraries 
created 

 Website monitoring and 
industry feedback 

 Product sales 

(IO) The number and diversity 
of partners supporting and 
funding the project 

 NC500 has 94 business members/ 
partners 

 SWC path raised £12,000 from local 
businesses for path promotion 

 200 funding 
partners 

 400 using the 
brand 

 400 funding 
partners 

 800 using the 
brand 

 Monitoring of match funding 
contributions  

 Monitoring partner support 

To develop and launch 
wayfinding, digital and 
business solutions  

(O) Develop and launch 
wayfinding, website and digital 
solutions 

 N/A 
 

 Launch by 
spring / 
summer 2018 

 Launch  by 
spring / 
summer 2018 

 Monitor via grant claim form  

 (O) Develop and launch 
business and trade toolkits 

 N/A  Toolkits 
launched by 
spring 2018 

 Toolkits 
launched by 
spring 2018 

 Monitor via grant claim form 

 (LO) Increase in visitor 
satisfaction across the route 

 87% of NC500 visitors reported they 
were ‘very satisfied’ with their NC500 
experience, 92% reported they would 
recommend to others 

 Benchmark tbc 
from VE 
satisfaction 
survey 

 Benchmark tbc 
from VE 
satisfaction 
survey 

 Visitor survey  

 Trade and business survey 
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To direct visitors to 
less-visited areas 

(LO) Increase in the visitor 
numbers to lesser known 
attractions and areas 

 N/A  Qualitative 
target 

 Qualitative 
target 

 Visitor survey  

 Trade and business survey 

(LO) Increase in the number of 
TripAdvisor reviews left for 
smaller attractions 

 N/A 
 

 Qualitative 
target 

 Qualitative 
target 

 Business survey  

(LO) Extension of the tourist 
season into shoulder / off-peak 
months 

 N/A 
 

 Qualitative 
target 

 Qualitative 
target  

 Business survey  

To increase growth, 
productivity and 
partnership working 

(I) Ensure the project is 
sustainable after March 2019 

   Secure long-
term support 
from wide 
range of 
partners 

 Generate 
minimum 
£280k p/a 

 Secure long-
term support 
from wide 
range of 
partners 

 Generate 
minimum 
£460k p/a 

 Monitoring process to gather 
feedback from local 
stakeholders, including WHSs 
and AONBs. 

(I) Ensure the protection and 
enhancement of the 
environment around the route 
in association with other key 
stakeholders 

 26 repairs made to the SWC path in 
2015 

 Qualitative 
evaluation 

 Qualitative 
evaluation 

 Monitoring process to gather 
feedback from local 
stakeholders, including WHSs 
and AONBs. 

(I) High levels of positive 
engagement and sense of 
ownership by local communities  

 SWC path appointed 60 volunteers to 
survey the path and record information 

 Metric tbc  Metric tbc  Monitoring training 
programmes 

 Monitor event attendance  

 Monitor use of branding 

To increase and 
improve the quality 
and range of product  
 

(IO) Local businesses attend 
workshops and events to 
improve their offering 

 NC500 has 94 business members/ 
partners 

 1,000 engaged  

 750 attend 
events 

 3,000 engaged 

 1,500 attend 
events 

 Monitoring of business 
membership and 
communication 

(LO) Awareness is raised 
among communities and 
visitors of the 
unique heritage, culture and 
wildlife along the route. 

 SWC path appointed 60 volunteers to 
survey the path and record information 

 Baselines to be 
established 

 Baselines to be 
established 

 Monitoring process to gather 
feedback from local 
stakeholders, including WHSs 
and AONBs. 

(LO) To increase the number of 
repeat visits by overseas 
tourists 

 70% of visitors along the NC500 said 
‘’they will definitely do the NC500 
again’’ and 23% said ‘’they will probably 
do it again’’ 

 Baselines to be 
established 

 Baselines to be 
established 

 Visitor and business surveys 

 Impact evaluation  

 IPS data 

To work with the 
travel trade to raise 

(O) Produce and distribute 
trade material, collateral and 

 Best practice for other routes  Outputs 
produced 

 Outputs 
produced 

 Monitor via grant claim form 
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awareness and 
increase the amount 
of bookable product in 
market 
 

toolkit 

(LO) Increase trade awareness 
of the Great West Way  

 NC500 quoted in international 
publications (CNN, National Geographic, 
Rough Guides) 

 20 trade visits 

 200 trade 
engaged 

 50 trade visits 

 500 trade 
engaged 

 Trade activity tracking 

 Monitor new programmes  

 Trade & industry feedback 

(LO) Increase in the number of 
trade bookings 

   Benchmark tbc 
based on 
SWTGF 
evaluation 

 Benchmark tbc 
based on 
SWTGF 
evaluation 

 Cambridge Model data 

 Travel trade survey  

 Impact evaluation following 
VB methodology 

To be a major catalyst 
for change 
 
 

(I) To act as a catalyst for 
greater levels of public 
investment in the programme 
area 

 SWC path gained coastal communities 
funding  

 WAW acted as a catalyst for €400,000 
investment in improved visitor facilities 
at Malin Head. 

 Minimum 
280k total 
public / 
private cash 
support p/a 

 Minimum 
£460k total 
public / 
private cash 
support p/a 

 Monitoring additional funding 
secured 

 Monitor facility and public 
realm improvement (including 
via LEPs etc) 

(I) To act as a catalyst for 
greater levels of private 
investment in the programme 
area 

 NC500 acted as a catalyst for an 
accommodation growth initiative  

 WAW acted as a catalyst for new café 
and restaurant investment 

 SWC path have 5,500 business 
supporters and members 

 NC500 have 100 business partners 

 280k total 
public / 
private cash 
support p/a 

 Secure xx 
additional bed 
spaces 

 £460k total 
public / 
private cash 
support p/a 

 Secure xx 
additional bed 
spaces 

 Monitoring additional funding 
secured  

 Monitoring inward investment 
enquiries (including via LEPs 
etc) 

 Monitoring number of 
partners/businesses 

(I) To act as a catalyst for wider 
regeneration in and around the 
programme area 

 WAW and NC500 have attracted 
additional public and private sector 
investment (improving public realm, 
facilities, new commercial business 
investment etc) 

 Tbc  Tbc  Monitoring additional funding 
secured 

 Monitoring inward investment 
enquiries (including via LEPs) 

To raise awareness 
and create something 
new and exciting to 
add to England’s 
existing offer 
 

(O) To produce inspirational 
content to deliver the brand 
promise 

 In line with best practice   Content and 
collateral 
produced 

 Content and 
collateral 
produced 

 Monitor via grant claim form 
on an ongoing basis 

(I) To grow levels of 
employment within the 
tourism sector in England 

 1,000 direct/indirect jobs created as a 
result of SWC path improvements  

 201 FTE jobs created as a result of the 
NC500 last year 

 1,900 jobs   3,500 jobs 
over 10 years 

 Cambridge Model data 

 In house economic model 

(I) To generate Net Gross Value 
Added  

 N/A  £74m GVA 
over 10 years 

 £140m GVA 
over 10 years 

 Cambridge Model data 

 In house economic model 

(I) To strengthen England’s 
regional tourism offer and 
spread the benefits of tourism 
across the country 

 N/A  Benchmark tbc  Benchmark tbc  Monitor via a mix of 
quantitative and qualitative 
data sources.  
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Legacy Impacts  

6.19 Investment from the DEF into the Great West Way will leave a long-term legacy for tourism in regional 
England. The legacy of the route refers to its longer-term benefits in terms of supporting new jobs and 
skills, acting as a catalyst for inward investment and increased tourism as well as making the area a more 
attract place to live, visit and do business.  

6.20 The outputs we will deliver within the initial funding period have been designed with the legacy impacts in 
mind. For example, the investment in a training programme to upskill local businesses will ensure 
businesses create a positive and welcoming experience for visitors. The website, e-signage and itinerary 
builder solutions will ensure that there is sustainable infrastructure in place to enable people to explore 
different itineraries for years to come. The relationships and partnerships formed in the initial funding 
period will also be crucial to the longer-term success of the project. 

6.21 The Great West Way is focused on building strong relationships with international travel trade UK industry 
partners, transport partners, relevant public sector organisations, attractions, local businesses and local 
communities. The initial project outputs are expected to act as a catalyst for further investment from both 
the public and private sector with new restaurants, cafes, shops, accommodation services expected to set 
up along the route.  

6.22 There is already evidence (Regeneris Economic Impact Report) that the route will act as a catalyst for 
investment in public realm, visitor facilities and wider capital investment. In place marketing terms, it can 
often be the tourism infrastructure, product and brand that can make the difference between an inward 
investment deal that closes and one that doesn’t.  

Impact Time Frames 

6.23 The following subsections outline what will be delivered and the timescales for delivery to allow an 
assessment of the impacts in both the shorter and longer term. 

Delivery during the funding period 

6.24 During the funding period, up to March 2019, the following interventions will be delivered: 

 New working partnership developed to bring together DMOs and industry along the route 

 New itineraries produced and taken to market (minimum of 30 new consumer and trade bookable 
itineraries) 

 New bookable tours and packages developed with international tour operators and airlines 

 New passes produced and marketed to link train and bus travel across the route 

 New Great West Way website developed and launched 

 New inspirational content produced and distributed in local language where relevant 

 Online business and travel trade resources developed and delivered  

 New e-signage solutions implemented 

 Welcome training programme and business support delivered 

 Advertising campaign developed targeted at international visitors  

 An accommodation supply and demand study to be completed 

Delivery and anticipated outcomes to be delivered April 2019 - 2020 

6.25 From April 2019-20, the following additional interventions will be delivered: 
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 Plans developed for the Great West Way London-Bristol cycle route, working together with the 
Canals & River Trust, K&A Canal and Sustrans 

 Develop inspirational new content including editorial and video for new channels 

 Further support and partnerships secured from businesses and communities along the route 

 Business workshops and events delivered  

6.26 From April 2019-20 the following outcomes will be delivered: 

 New website receives an increase in the number of visits from domestic and international markets  

 Number of Great West Way followers on social media increase 

 New itineraries downloaded from the website 

 Increased number of visits to the route and increased spend (especially from overseas target 
markets) 

 Increased visitor numbers to lesser known attractions 

 Positive media coverage including coverage in the international press 

 Economic impact and accommodation stock baselines to be established  

Anticipated outcomes March 2020 – 2021 

6.27 In addition to a continued improvement in the outcomes achieved in the first year of the programme, in 
the second year it is expected the following additional outcomes will be delivered: 

 Increased number of visits to the route, increased dwell time and increased spend 

 Additional public/private funding is leveraged  

 New product purchased 

 Businesses sign up to official membership programme  

 Increased number of ‘internationally ready’ businesses along the route 

 Route shows high visitor satisfaction after the routes first visitor survey is undertaken 

 Positive reviews are recorded for the route and lesser known attractions  

Anticipated outcomes March 2021-2022 

6.28 In addition to a continued improvement in the outcomes achieved in the first two years of the programme 
and a continued increase in visitor numbers and spend, in the third year it is expected the following 
additional outcomes will be delivered: 

 Continued increase in bookings  

 Commitments secured from areas, towns and communities to protect and enhance the route 

 Increased public and private sector investment 

Anticipated outcomes March 2022 – 2023 

6.29 In addition to a continued improvement in the outcomes achieved in the first three years of the 
programme and a continued increase in visitor numbers and spend, in the fourth year it is expected the 
following additional outcomes will be delivered: 

 Attractions and services report an extension in the tourist season 
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 New businesses set up along the route, citing the Great West Way as a strong influencer in their 
decision to locate.   

 Improved visitor satisfaction is achieved after the routes second visitor survey is launched 

Anticipated outcomes March 2023-2024 

6.30 In addition to a continued improvement in the outcomes achieved in the first four years of the programme 
and a continued increase in visitor numbers and spend, in the fifth year it is expected the following 
additional outcomes will be delivered: 

 Increased employment within the tourism sector along the route 

Anticipated outcomes March 2024+ 

6.31 In addition to a continued improvement in the outcomes achieved in the first five years of the programme 
and a continued increase in visitor numbers and spend, in the following five years of the programme it is 
expected the following additional impacts will be delivered: 

 Increase in the number of repeat visits made to the route including from overseas visitors  

 Higher level of public and private inward investment along the route 

 Increased employment within the tourism sector along the route and in surrounding areas 

 Increased net GVA generated 

Long-term economic benefits 

6.32 The economic impact and case study finding reports undertaken as part of Round 1 DEF demonstrate that 
the Great West Way has the potential to deliver significant long-term economic benefits to the UK tourism 
industry and local businesses and communities along the route.  

6.33 The route offers tourists unique and inspiring experiences that will attract additional visitors into the 
country. It will act as a draw for visitors directly into regional England as well as tapping into the huge pool 
of potential visitors who are currently focussed on the London market. In 2015, over 9 million international 
leisure tourists didn’t venture outside of London during their stay in England and only 24% of repeat 
leisure tourists ventured into regional England. Even if the Great West Way could attract just 2% of the 
London focussed market to explore the route, this would result in an additional 200,000 visits to the Great 
West Way. In addition, if the route could boost regional leisure tourism by just 5% this would result in an 
extra 200,000 visits per year.  

6.34 The Economic Impact report indicates that a benefit to cost ratio of 13:1 is very achievable for DEF 
investment in the Great West Way (and in line with similar touring routes).  Over a 10-year period the 
Great West Way has the potential to attract 1.5m additional international visitors, spending an average of 
£19.6m per year. Over a 10-year investment period, 3,500 jobs and £140m economic uplift could be 
created. In reality, the impacts are likely to be significantly greater than this as the initial investment is 
leveraged to boost both the international, and also the domestic tourist market.  

Monitoring and Evaluation Model 

6.35 It is important that we put robust evaluation measures in place to monitor key performance indicators 
from day one of Round 2 DEF activity. This will allow us to make comparisons against initial projected 
impacts, other projects, as well as assisting in the overall evaluation of the fund. 

6.36 The approach taken by Regeneris to economic modelling was to look at different scenarios and what scale 
of uplift in visitor numbers was needed to achieve certain benefit:cost ratios (BCRs), and therefore justify 
investment. They then looked at past trends, as well as outcomes and impacts achieved from other 
interventions to make a judgement on whether the required uplift was realistic. 
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6.37 The monitoring tool VisitWiltshire have developed with Regeneris builds upon this approach.  

 Based upon the costs and the target BCR, the tool comes up with a set of targets (per annum and 
over a 10-year period) for KPIs such as number of international visitors, domestic visitors, spend 
and jobs.  

 The tool can then be populated over time with the actual investment made, the number of 
international and domestic visitors recorded, and the dwell time of these visitors.  

 This then produces a set of updated spend and impact figures, which can be compared back to the 
original targets. It can then easily be seen whether the Great West Way is performing above or 
below the performance needed to justify the scale of intervention. 

6.38 In addition, the tool also allows us to input our own KPIs. For example, to record the number of hits to 
certain websites, followers on social media, itinerary downloads or travel trade bookings.  This means that 
all KPIs will be recorded and kept in the same place. 

 



 

48 
 

 

7. Section G Project Finances and Compliance 

Timescales  

7.1 Although Discover England Fund budget must be spent by March 2019, a project of this scale will have on-
going inputs and outcomes over a much longer time period.  For the economic impact assessment, we 
assessed project potential over 10 years, based on grant funding over the first two years being used to 
develop key elements of project from developing digital solutions and industry training through to 
developing content, itineraries and marketing.   

7.2 Once the Great West Way is created and established, indications from public and private sector partners 
indicate that a minimum annual budget of £280k (based on Round 2 DEF funding of £1m) to £460k (based 
on £2m Round 2 DEF funding) for the following 8 years will be achievable (See 7.7 below). 

Funding Requirements  

7.3 A major new product development project of this kind will not happen without DEF Round 2 support.  This 
Business Plan therefore presents two potential funding options: 

 Option 1: £1m DEF budget 

 Option 2: £2m DEF budget 

7.4 This DEF budget will be supported by match funding (cash and in-kind) as well as additional marketing 
support from DMOs along the route. This total cash funding in the table below represents the minimum 
requirement of the fund.  

Table 7.1 Funding Assumptions 

 Upfront  Ongoing 

Scenario Discover 
England 
Funding 

Total Match 
Funding 

Of Which is 
Cash Match 
Funding 

Total Cash 
Funding 

Ongoing 
Revenue 
Funding 
 (year 2+) 

£1m DE Funding £1m £400K £200K £1.2m £280K 

£2m DE Funding £2m £800k £400k £2.4m £460k 

7.5 Some assumptions have been made regarding the level of ongoing revenue funding we expect the project 
to realistically be able to attract after the DEF funding period. These have been based on outline 
commitments to funding made by destinations, project partners and stakeholders. In reality the amount of 
match funding and additional DMO, industry and other contributions both during and after the DEF 
funding period are expected to be higher than this.  

7.6 Based on the case study analysis completed as part of Round 1 DEF of similar touring routes, in particular 
the Wild Atlantic Way, we have developed an evidence base of fixed and variable costs associated with 
route development. These cost estimates are illustrated in the table below. 

Table 7.2 Cost Estimations 

Type of Intervention Cost Estimate 

Basic Website Development £50-80K 

Complex Interactive Website £80-150K 

App Development £50K 

Website Content (text, maps, photos, booking) £100-200K 

Brand Development £10K-£200K+ 
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Itinerary Development Varies depending on route length 

Physical Signage £800 per sign, £20,000 per discovery point 

Networks & Marketing (to travel trade) £100K 

Networks & Marketing (to travel trade & consumer) £500K+ 

International Ad Campaign £200K 

Welcome Training Programme £150-250K 

Business Support £50-100K 

Integrated Rail Pass £200-300K 

7.7 The greater the level of DEF investment for the Great West Way in Round 2, the greater the match 
funding, and the greater the achievable ongoing revenue income.   This is because additional investment in 
2017-19 will generate increased contact, interest, engagement and support from industry and partners 
along the route that can be leveraged beyond April 2019. 

7.8 A £1m DEF grant will generate a minimum 20% cash match, compared with a minimum of nearly 30% cash 
match from a £2m grant.  

Project Budget  

7.9 The budget presented on page 49 is based on: our review of best practice; industry input (including from 
the Steering Group and from Conference workshops); and best fit with overall project objectives.   Specific 
expected costs may be subject to change when quotes are received for specific pieces of work.   This 
budget shows grant and match funding income and expenditure for £1m and £2m grant options, split 
between 2017/19 and 2018/19 budgets. It also shows the minimum achievable income and expenditure 
from April 2019 onwards.   

7.10 The budget has been based on the requested 30% spend in 2017/18, 70% in year 2.  This is achievable 
although a 40/60 split would be preferred.  

£2m DEF Grant - Impact and Activity 

7.11 The additional activity this project will achieve with a £2m DEF grant is shown in detail in Figures 7.1 and 
7.2 below, the Project Budget and Activity Plans.  The additional impact from a £2m DEF grant is shown on 
in Table 6.1 above.  The award of a £2m DEF grant would allow us to: 

 Increase the budget for key areas of product development, the wayfinding to allow solutions to be 
in line with those implemented by other premier touring routes, such as the Wild Atlantic Way. 

 Exceed a BCR of 1:13 and increase visitor spend from £900k (£1m DEF investment) to £1.5m (£2m 
DEF), GVA from £74m to £140m, and jobs from 1,900 to 3,500. 

 Increase the number of businesses engaged with from 1,000 to 3,000; and trained/attend 
workshops from 750 to 1,500. 

 Increase secured cash match funding from £200k to £535k within the 2-year programme;  

 Increase future achievable income from £280k to £460k per year.  

 Increase the number of trade operators and distributors reached from 200 to 500; and the number 
of programmes placed with the international trade from 20 to 50. 

 Include an international consumer marketing campaign in 2017-19 activity. 

 Significantly increase the amount of new content and itineraries produced, increase DEF marketing 
allocation to 40% and undertake a visitor survey to establish baseline. 
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Figure 7.1  Budget 2017 -1 9  
            

Upfront Spend (2017-19) DEF Budget   Cash Match   

Minimum 
In-kind 
Match 

Total 
Budget   Ongoing Spend per year 

DEF 
Budget 

(£) 
Minimum 
Expected 

In-kind 
Match 

  2017/18 2018/19 Total DEF 2017/18 2018/19 Total Cash 2017-19     (Year 2+)   Income   

£1m DEF budget + match 
         

£1m DEF budget + match 
  

  

Project management & staffing £70,000 £130,000 £200,000 £0 £0 £0 £100,000 £200,000 
    

  
Product Development 

         
Product Development 

  
  

      Brand development and toolkit £30,000 £30,000 £60,000 £0 £0 £0 £0 £60,000 
 

     Website maintenance  £0 £40,000 £40,000 
      Website and  App development  £20,000 £60,000 £80,000 £0 £0 £0 £0 £80,000 

 
     Business support  £0 £10,000 £10,000 

      Business engagement, training, support £40,000 £40,000 £80,000 £7,000 £13,000 £20,000 £5,000 £100,000 
    

  
      Wayfinding, itinerary planner, mapping £20,000 £80,000 £100,000 £30,000 £0 £30,000 £0 £130,000 

    
  

      Pass product development & promotion £0 £0 £0 £0 £0 £0 £0 £0 
    

  
      Content: editorial, imagery, itineraries £10,000 £30,000 £40,000 £0 £0 £0 £15,000 £40,000 

    
  

      Identifying / enabling Discovery points £0 £0 £0 £0 £0 £0 £0 £0 
    

  
Marketing 

         
Marketing 

  
  

     Itinerary creation and distribution £20,000 £40,000 £60,000 £5,000 £5,000 £10,000 £10,000 £70,000 
 

      Travel trade activity £0 £30,000 £30,000 
     Online/offline collateral & distribution £20,000 £60,000 £80,000 £15,000 £35,000 £50,000 £50,000 £130,000 

 
      Ongoing tactical mktg £0 £200,000 £200,000 

     Digital, online and social marketing £0 £90,000 £90,000 £0 £30,000 £30,000 £30,000 £120,000 
    

  
     Travel trade programme and toolkit £30,000 £50,000 £80,000 £20,000 £40,000 £60,000 £60,000 £140,000 

    
  

     Press & PR £0 £40,000 £40,000 £0 £0 £0 £0 £40,000 
    

  
     International advertising campaign £0 £0 £0 £0 £0 £0 £0 £0 

    
  

     Domestic marketing  £0 £0 £0 £0 £0 £0 £0 £0 
    

  
Research and evaluation £40,000 £50,000 £90,000 £0 £0 £0 £0 £90,000 

    
  

Total  £300,000 £700,000 £1,000,000 £77,000 £123,000 £200,000 £270,000 £1,200,000 
  

£0 £280,000 £280,000 
  

            
  

£2m DEF budget + match 
         

£2m DEF budget + match 
  

  
Project management & staffing £110,000 £200,000 £310,000 £0 £0 £0 £155,000 £310,000 

    
  

Product Development 
         

Product Development 
  

  
     Brand development and toolkits £40,000 £65,000 £105,000 £0 £0 £0 £0 £105,000 

 
      Website maintenance £0 £40,000 £40,000 

     Website and  App development  £45,000 £75,000 £120,000 £0 £0 £0 £0 £120,000 
 

      Business support  £0 £20,000 £20,000 
     Business engagement, training, support £70,000 £105,000 £175,000 £7,000 £13,000 £20,000 £10,000 £195,000 

    
  

     Wayfinding, itinerary planner, mapping £55,000 £80,000 £135,000 £30,000 £0 £30,000 £0 £165,000 
    

  
     Pass product development & promotion £15,000 £25,000 £40,000 £10,000 £10,000 £20,000 £20,000 £60,000 

    
  

     Content: editorial, imagery, itineraries £30,000 £85,000 £115,000 £0 £0 £0 £0 £115,000 
    

  
     Identifying / enabling Discovery points £10,000 £60,000 £70,000 £0 £15,000 £15,000 £25,000 £85,000 

    
  

Marketing 
         

Marketing 
  

  
     Itinerary creation and distribution £50,000 £80,000 £130,000 £10,000 £10,000 £20,000 £40,000 £150,000 

 
        Travel trade activity £0 £60,000 £60,000 

     Online/offline collateral & distribution £30,000 £80,000 £110,000 £20,000 £50,000 £70,000 £70,000 £180,000 
 

        Ongoing tactical mktg £0 £290,000 £290,000 

     Digital, online and social marketing £0 £120,000 £120,000 £0 £60,000 £60,000 £40,000 £180,000 
 

        Collateral £0 £50,000 £50,000 
     Travel trade programme and toolkit £60,000 £80,000 £140,000 £40,000 £60,000 £100,000 £80,000 £240,000 

    
  

     Press & PR £25,000 £45,000 £70,000 £0 £0 £0 £20,000 £70,000 
    

  
     International advertising campaign £0 £230,000 £230,000 £0 £160,000 £160,000 £160,000 £390,000 

    
  

     Domestic campaign £0 £0 £0 £0 £50,000 £50,000 £100,000 £50,000 
    

  

Research and evaluation £60,000 £70,000 £130,000 £0 £0 £0 
 

£130,000 
    

  

Total  £600,000 £1,400,000 £2,000,000 £117,000 £428,000 £545,000 £720,000 £2,545,000     £0 £460,000 £460,000 



 

51 
 

Figure 7.2 Activity Plan, Budget and Timeline 

Activity   DEF £1m Budget   DEF £2m Budget   2017-18 20118-19 

     DEF Grant 
Min Cash 

Match    DEF Grant 
Min Cash 

Match   
Jul-
Sep 

Oct-
Dec 

Jan-
Mar 

Apr-
Jun 

Jul-
Sep 

Oct-
Dec 

Jan-
Mar 

Project Management / Staffing 
 

£200,000 £0 
 

£310,000 £0 
 

              
Product Development 

             
  

      Brand development and toolkit Visual identity & use guidelines £30,000 £0 
 

£40,000 £0 
 

    
    

  
  Brand toolkt for businesses £30,000 £0 

 
£40,000 £0 

  
    

   
  

  Online & offline brand templates  £0 £0 
 

£25,000 £0 
  

    
   

  
      Website and  App development  Website development and testing £80,000 £0 

 
£120,000 £0 

 
        

  
  

      Business engagement, training, support Engagement & events £10,000 £5,000 
 

£35,000 £5,000 
 

        
 

    
  Masterclass workshops £15,000 £1,000 

 
£35,000 £1,000 

  
    

  
    

  Industry toolkit £30,000 £8,000 
 

£30,000 £8,000 
   

    
  

  
  Welcome programme £25,000 £1,000 

 
£45,000 £1,000 

    
  

 
    

  Ambassador programme £0 £0 
 

£0 £0 
      

    

  Collateral and online resource £0 £5,000 
 

£30,000 £5,000 
    

  
 

    
      Wayfinding, itinerary planner, mapping Wayfinding / e-signage solution £75,000 £15,000 

 
£90,000 £15,000 

 
      

   
  

  Itinerary planner & mapping £25,000 £15,000 
 

£45,000 £15,000 
 

        
  

  
     Pass product development & promotion 

 
£0 £0 

 
£40,000 £20,000 

 
              

      Content: editorial, imagery, itineraries Photography and video £25,000 £0 
 

£115,000 £0 
   

          
  Itinerary creation  £15,000 £0 

     
            

      Identifying / enabling Discovery points 
 

£0 £0 
 

£70,000 £15,000 
   

  
  

    
Marketing 

             
  

     Itinerary creation and distribution Geographic & themed itineraries £40,000 £10,000 
 

£100,000 £20,000 
  

      
 

    
  Distribution £20,000 

  
£30,000 

       
    

     Online/offline collateral & distribution Print and online publications £30,000 £25,000 
 

£45,000 £40,000 
    

        

  Series of Great West Way maps £30,000 £25,000 
 

£40,000 £30,000 
    

        
  Online and offline distribution £20,000 £0 

 
£25,000 £0 

      
    

     Digital, online and social marketing 
 

£90,000 £30,000 
 

£120,000 £60,000 
     

      
     Travel trade programme and toolkit Exhibitions and Events £20,000 £30,000 

 
£30,000 £30,000 

  
    

  
    

  Familiarisation visits £20,000 £5,000 
 

£40,000 £10,000 
     

      
  Joint partnership activity £20,000 £20,000 

 
£40,000 £30,000 

     
      

  Training and toolkit £20,000 £5,000 
 

£30,000 £10,000 
     

      
     Press & PR Media liaison £25,000 £0 

 
£40,000 £0 

   
          

  Press invasion / visits £10,000 £0 
 

£20,000 £0 
    

        
  Media launch £5,000 £0 

 
£10,000 £0 

     
      

     International marketing campaign Joint marketing activity £0 £0 
 

£230,000 £160,000 
     

      
     Domestic marketing campaign Rollout of international campaign £0 £0 

 
£0 £50,000 

      
    

Research and evaluation Accommodation study £25,000 £0 
 

£25,000 £0 
 

    
    

  

  Define economic impact baselines £20,000 £0 
 

£20,000 £0 
 

    
    

  
  Pre- and beta testing £25,000 £0 

 
£25,000 £0 

  
    

   
  

  Visitor survey £0 £0 
 

£30,000 £10,000 
 

    
    

  
  Evaluation £20,000 £0 

 
£30,000 £0 

 
              

Total    £1,000,000 £200,000   £2,000,000 £535,000                 
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Breakdown of Activity and Expenditure 

7.12 The Activity Plan on page 51 below gives a breakdown of activity, showing the allocation of DEF grant and 
cash match funding by activity.   This activity plan shows what will be achieved for each of the £1m and 
£2m grant options, and includes forecast minimum match for both grant options based on indications 
received from a range of partners.   

7.13 Based only on commitments that have already been secured or for which we have had firm indications of 
support from potential partners and industry, a £1m DEF grant will generate a minimum of £200k cash 
match while a £2m will generate a minimum £535k cash match.   

7.14 In reality achieved income is expected to be higher than this, for example we have already passed a first 
stage application for £100k of separate grant funding that is not included in this projected income. 

Match Funding and Alignment with Other Funding Streams 

7.15 Cash match funding for this project will come from both the public and private sectors.  In the main, the 
private sector will primarily contribute funding to short-term tactical marketing activity which will launch in 
2018/19; while additional public sector funding is more likely to be available for activity that has wider and 
longer-term benefits. Typically, DMO income follows a one-year cycle in which the private sector (and 
often the public sector too) making a financial commitment for the next 12 months, rather than for the 2-
year, or even 10-year horizon this plan is looking to.   It is expected therefore that in 2017/18 the Great 
West Way is more likely to attract public, or public/private sector funding, with private sector funding 
expected to significantly increase from 2018/19 and beyond.  

7.16 However, we have had an extremely positive response from stakeholders and partners expressing their 
intent to contribute cash, as well as in-kind support.   These can be split into: cash already banked/invoices 
raised; verbal or written indication of intent to support; and evidence based expected contributions, for 
example income expected to be raised from a specific marketing or travel trade activity based on rolling 
out existing income models, or leveraging VisitBritain support.  Details of confirmed/expected income for 
each of these headings are set out in Figure 7.3 below.  

7.17 POs have already been raised, or invoices paid, for Round 2 £65,750 in cash funding partner income 
(refundable if this bid is unsuccessful).  

7.18 In all cases in this plan figures given are estimated based on the minimum amounts that have been 
indicated by partners or that we expect to achieve.  Actual match is expected to be significantly higher as 
the project comes to life.   

7.19 We have had positive feedback on a separate grant application for £100,000 submitted by VisitWiltshire 
(subject to DEF Round 2 being approved).   If approved, other destinations along the route may be able to 
apply for this funding.  If approved this is expected to support content and itinerary development, 
internationalising local businesses and PR activity.   

7.20 In addition to the organisations listed as confirmed funding partners below, all the supporting 
organisations  listed in section 5.5 above have also said they will contribute cash and/or in-kind support to 
the Great West Way, with indications of support  ranging from £500 to £10,000 a year. 
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 Figure 7.3 Match Funding  - DETAIL TAKEN OUT OF THIS VERSION

    Great West Way Match Funding @ DEF £1m 

 

Great West Way Match Funding @ DEF £2m 

Funding Partner Activity 
PO Raised / 
Invoice Paid 

Verbal / 
Written 

Intention 

Evidence 
Based (not 

incl in £200k 
plan income 

total) 

In Kind 
Monetized 

Value 

 

PO Raised / 
Invoice Paid 

Verbal / 
Written 

Intention 

Evidence 
Based (not 

incl in £200k 
plan income 

total) 

In Kind 
Monetized 

Value 

 Planning / Product Devl          

 Travel trade, NL          

 Travel trade, GE          

 Core project funding          

 Product Development          

 Marketing           

 Marketing/Product Devl          

 
Product Devl, itineraries, 
online and print 

    
 

    

 Itineraries           

 Round 1 approved          

 Travel Trade group          

 Conference attendance          

 Workshops          

 Showcase event          

 Trade exhibitions          

 Trade and media support          

            

            

 Digital / Online activity          

 Series of 6 visitor maps          

 Motivational collateral          

 Marketing campaigns          

 ‘GWW Destinations'          

 ‘GWW Experiences'          

 Bundled mktg package          

Total    £65,500 £134,500 £233,500 £270,000 

 

£65,500 £663,500 £380,500 £720,000 
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State Aid and Procurement 

State aid compliance  

7.21 In line with the business plan guidelines we have instructed external legal counsel at Osborne Clarke LLP to 
advise us on State Aid.  

7.22 The opinion of our external legal counsel is that the proposed grant would fall outside the scope of EU 
State aid law (i.e. outside the definition of State aid in Article 107(1) TFEU).  This assessment is based on 
two primary factors, full details of which – including relevant legal references – will be set out in a full legal 
report in due course:  

The grant will be deployed primarily (if not entirely) to carry out the non-economic (non-commercial) 
public purpose of providing tourist information and for promoting the local regions covered by the project. 
In particular: 

o In seeking and choosing commercial organisations as cooperative partners, VisitWiltshire 
will not use any selection criteria (or similar) which are biased to certain organisations. 

o The project will be aimed at providing information in a neutral way, rather than 
advertising or giving preferential treatment to particular attractions, events or 
organisations.  

o The right of an organisation to participate in the project will not be conditional upon them 
having participated in a quality assurance scheme being run on commercial terms.  

The project is purely local in nature such that the funding will not have any appreciable effect on trade 
between EU Member States.  In this regard, in its latest Notice on the Notion of Aid (published July 2016), 
the European Commission has confirmed that, in the context culture and heritage funding, only funding 
granted to large and renowned cultural institutions and events in a Member State of the EU which are 
widely promoted outside their home region have the potential to affect trade between Member States.  

7.23 Notwithstanding this conclusion that the grant would not be State aid at all, our external legal counsel also 
note that, should the Discover England Fund require additional reassurance and maximum legal certainty, 
the grant would also meet all the conditions for exemption under Article 53 of the General Block 
Exemption Regulation (GBER). In particular: 

The grant would be for cultural purposes and activities as defined in Article 53(2) GBER. 

The grant would be put to eligible costs, including costs for improving the accessibility of cultural heritage 
to the public and associated promotion costs, as defined in Article 53(4) of the GBER. 

The applicant is a not-for-profit organisation and so will not seek to retain any profits generated by the 
project outputs. Any revenue generated will be reinvested in the project for the purposes of the project as 
set out in this application (see Article 53(6) GBER).  

7.24 Accordingly, Osborne Clarke LLP is entirely comfortable that the proposed grant for the project presents no 
material risk from an EU State aid perspective.  

Procurement 

7.25 It is standard practice for VisitWiltshire to ensure that consultants and contractors are appointed in 
accordance with fair, open and transparent governance and procurement procedures.   VisitWiltshire is a 
public / private partnership company, limited by guarantee, and procurement of goods and services 
associated with this project will follow VisitWiltshire’s standard procurement policy as laid out in the 
company’s financial manual and approved by the VisitWiltshire Board.  The company’s procurement policy 
has been used successfully in the past, most recently with the SWTGF and Round 1 DEF. 
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Risk Register 

7.26 The evaluation framework presented in Section F of this business plan allows project funders, stakeholders 
and industry to assess progress and success at an early stage.  It also allows any risks to delivery to be 
identified and mitigated against at the earliest possible stage.  The evaluation framework will be used by 
the VisitWiltshire Board as the accountable body, plus the Steering / DMO group(s) to assess risk and 
advise on mitigating action on a regular basis throughout the grant programme.  This framework should 
also be used by the VB/VE DEF team as part of their monitoring process. 

Risk Risk Consequence Likelihood 
/impact 

Mitigation 

Lower than planned 
grant and cash 
match funding levels 

Reduction in product 
development, 
experience 
development, B2B 
activity and marketing 

Medium 
 

Alternative levels of funding will 
continue to be explored. Careful 
financial planning and market 
research will ensure any funding 
received is put to the best use. 
Efforts will also be made to achieve 
maximum private sector leverage.  

Lack of on-going 
revenue funding to 
maintain the route 

Reduction in future 
content, route 
development, 
maintenance and 
marketing activity 

Medium 
/ High 

VisitWiltshire have already 
engaged with multiple public and 
private sector partners who have 
verbally committed to contributing 
marketing funding to the project 
over the long term. Efforts will also 
continue to encourage an 
increasingly joined up approach 
between DMOs which will leverage 
further funding. 

Visitors are not 
attracted to the 
route 

Visitors are not 
attracted to the route 
and the project 
delivers limited 
economic benefits 

Low 
 

Round 1 product development and 
concept testing, a compelling 
brand-led offer, partner support, 
robust project management and 
sufficient funding to develop the 
experience in Round 2 will drive 
growth. 

Difficulty in 
attracting 
international 
tourists 

International visitors 
are not attracted to 
the route which 
impacts visitor spend 
and economic benefits 

Low 
/ Medium 

International marketing campaigns 
will be carried out in targeted 
markets. Relationships will 
continue to be developed with 
international travel trade to take 
the route to market.  A strong 
partnership with VisitBritain is key. 

Visitor spend along 
the route is limited 

A lack of spend along 
the route will result in 
limited economic 
benefits for the area 

Medium There will be an emphasis on slow 
tourism and encouraging tourists 
to explore ‘hidden gems’ and stay 
longer which will encourage visitor 
spend. In addition, the project will 
deliver a training programme to 
local businesses to help them 
deliver a consistent quality 
experience and to benefit from 
increased tourist numbers.  

Lack of sufficient 
expertise to manage 
a project of this 
scale to the required 
standard, in budget 
and by 31 March 

Targets not achieved, 
outputs and outcomes 
not met 

Medium VisitWiltshire have an experienced 
tourism team and are well 
supported by a number of 
outstanding DMOs.  Procurement 
processes followed; options for 
secondments explored; agency and 
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2019 
 

project staff requirements to be of 
the highest standard.  

Inability of 
VisitBritain offices to 
support the volume 
of activity across all 
DEF projects 

Marketing 
opportunities missed 
and project not 
sticking to timescale or 
spend profile 

Medium  VisitBritain to ensure sufficient 
resource is available in relevant 
overseas offices to ensure agreed 
delivery requirements are met. 

Lower than optimal 
partnership working 
between 
VisitWiltshire and 
VE/VB 

Targets not achieved, 
opportunities to 
maximise potential not 
realised. 

Medium VB key account management 
system introduced to improve 
processes and develop partnership 
working.   

Failure to maximise 
project potential 

Targets not met, lower 
than expected levels of 
support 

 Improve sharing of project 
evaluation and learnings across 
comparable projects.  Develop a 
national approach to promoting 
English/British routes. 
 

Lack of governance 
and control 

Project not remaining 
focused, reputational 
risk 

Low / 
Medium 

Regular Steering Group and DMO 
group meetings; additional sub-
groups to be created as required 
for example to help manage 
website design implementation; 
regular reporting to VB/VE 

Tourism businesses 
along the route 
failing to use the 
brand positioning or 
support the project 

Profile not maximised, 
long-term 
sustainability put in 
doubt 

Medium Maintain the momentum created 
in Round 1 through a 
communications and engagement 
plan. Ensure the project moves to 
marketing activity swiftly to give 
businesses opportunities to get 
involved. 

Failure to create and 
deliver a 360 degree 
Great West Way 
experience  

The visitor experience 
doesn’t live up to 
expectations; poor 
feedback  

Medium Project plan is adhered to so that 
key elements of experience 
development are in place before 
the first visitors arrive 

Lack of 
accommodation 
options for tourists 
along the route  

A lack of 
accommodation 
options could 
discourage overnight 
stays and therefore 
limit local spend 

Medium / 
High 

A visitor accommodation supply 
and demand study to be 
commissioned in Round 2, and key 
actions implemented. The Great 
West Way will also promote round 
the year tourism to reduce the 
effects associated with peak 
seasons. 

Increase in car 
congestion and 
pollution along the 
route 

This could have a 
negative impact on 
both visitors and the 
local population.  

Medium 
 

The route isn’t just about car travel 
and focuses on a wide range of 
transport options including rail, 
cycling, walking, and river/canal.  
Options for a new rail/bus pass are 
being explored with rail and bus 
operators.  

Issues associated 
with managing 
visitor numbers 
within potential 
‘honeypot’ locations  

Associated 
environmental 
pressures and visual 
impacts could have a 
negative impact on 
both visitors and the 
local population 

Medium 
 

The route will promote year-round 
tourism to reduce peak season 
volume impacts; deeper visits to 
encourage geographic spread; and 
will work with agencies to 
encourage improvements to 
waymarked routes etc. 
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8. Section H Partnership, Project Management and 
Governance 

The Lead Organisation 

8.1 VisitWiltshire is the lead and accountable body for this project.  The organisation was established in 2011 
as a private company limited by guarantee.   

8.2 VisitWiltshire is a private/public not-for-profit partnership organisation with over 600 funding Partners, 
and is the official Destination Management/Marketing Organisation (DMO) for Wiltshire.   

8.3 As the Chairman of VisitWiltshire, Peter Wragg has a seat on the Board of the Swindon & Wiltshire Local 
Enterprise Partnership.   

8.4 Wiltshire Council is VisitWiltshire’s single largest funder (£250k per annum) with the provision of tourism 
services being set out in a Deed of Entrustment (DoE).  The current Deed of Entrustment with Wiltshire 
Council is a 5-year operating agreement from January 2016 to January 2021. 

8.5 The company has seven staff but works with a number of highly regarded consultants and agencies to 
successfully deliver against programme delivery.   

8.6 VisitWiltshire’s CEO was on the 2015/16 South West Tourism Growth Fund Programme Board, the 
£650,000 travel trade element of which was successfully managed by VisitWiltshire.  

8.7 VisitWiltshire successfully managed the £250k Round 1 DEF Great West Way project from October 2016 to 
31 March 2017. 

8.8 All activity will be procured following VisitWiltshire’s procurement process.  When established in 2011, the 
company procurement process was based on VisitBritain’s policy. 

Governance Model 

8.9 As part of the Case Study Analysis undertaken by TEAM during Round 1, we asked them to look at 
governance models for globally successful touring routes.  No clear approach emerged, but TEAM’s report 
has helped shape VisitWiltshire’s approach, as the accountable body, to governance and management of 
this project:  

“Delivering a visitor proposition over an area which encompasses multiple local government areas and 
agencies requires a transparent approach to management and governance which provides certainty for 

partners.” 

“At this stage of the concept’s development, case study exemplars indicate that the most appropriate 
management solution would be: identifying a lead partner organisation which assumes financial and 

management responsibility. This arrangement would be supported by contractual arrangements/MOUs. As 
dictated by need, this arrangement could evolve into a separate management/ ownership vehicle such as a 

formal joint venture.” 

8.10 Recommendations from a current review we are undertaking of the Wild Atlantic Way and NC500 
governance models will be taken to the Steering and DMO groups for approval. 

8.11 In response to TEAM’s evidence, as part of the Round 1 DEF project, a Great West Way Steering Group was 
set up and met regularly consisting of representative destinations and industry from along the route to 
help guide project development.  Steering Group members are currently VisitWiltshire, Bath Tourism Plus, 
Destination Bristol, TSE, National Trust, English Heritage, Bristol Airport, National Express, GWR, Canal & 
River Trust, K&A Canal, Treasure Trails, Flybe, ETOA and UKInbound.    

8.12 Terms of Reference for the Steering Group are: 

- To guide and develop the Great West Way strategy, delivery and activity. 
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- To approve the overall programme development – short and long term. 
- To identify issues and risks. 
- To oversee and input on the programme of work agreed with VisitEngland. 
- To help identify product development, match funding and rollout opportunities. 
- To advise on tactical activity as appropriate. 
- To advise about opportunities and initiatives for product development. 
- To be a focal point for ideas, initiatives and best practice. 
- To champion the Great West Way.  
- To support activity wherever possible via own communications channels. 
- To identify, evaluate and review performance.  

8.13 In addition a DMO working group open to all destinations along the route has been set up, meet regularly 
and take an active role in developing the project.  It is expected that DMO roles will continue to evolve as 
the project develops. 

8.14 As part of their Economic Impact report, Regeneris identified an opportunity for the Great West Way to 
reflect a wider set of economic agendas and objectives than tourism strategies have traditionally done.  It 
is common and expected for any regional tourism strategy to reflect its ‘parent’ national strategy, on one 
hand, and its subsidiary local tourism strategies, on the other.  What is less common – and therefore a 
potential opportunity – is for a tourism strategy to deliberately take on board and reflect the intentions 
and objectives of parallel economic and inward investment strategies.   

8.15 For the Great West Way to explore these opportunities, defining and executing a strategy that is 
deliberately anchored in the region’s economic strategies, and impacts on the corridor’s economy in ways 
that are not captured by a narrow assessment of tourism visits and spend, then there are inevitable 
implications for governance.  It is encouraging that six LEPs have provided letters of support, one has 
provided £20k cash match for Round 2 activity, and the LEPs have been invited to join the Steering Group 

Letters of Support 

8.16 Six Local Enterprise Partnerships along the Great West Way corridor have sent letters of support (see 
appendix).   The Swindon & Wiltshire LEP have also contributed £20,000 cash funding support towards the 
Round 2 DEF project for strategy and product development. 

8.17 Other letters of support are also attached as an appendix to this plan. 

8.18 Other partners and stakeholders are supporting this project as set out in Section E and G, and as appendix 
to this Business Plan.   

8.19 Verbal support from a number of key  partners attending the Great West Way Conference can be seen at 
https://youtu.be/jFmoJ8YiF2s 
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