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DRAFT PORTFOLIO HOLDER DECISION NOTICE 

 
PROPOSED INDIVIDUAL DECISION BY THE PORTFOLIO HOLDER FOR LOCAL 
ECONOMY 

TOPIC - DESTINATION MANAGEMENT PLAN: APPROVAL 

PROCEDURAL INFORMATION 
 
The Access to Information Procedure Rules – Part 4, Section 22 of the Council’s 
Constitution provides for a decision to be made by an individual member of Cabinet. 

In accordance with the Procedure Rules, the Head of Legal and Democratic 
Services, the Chief Executive and the Head of Finance are consulted together with 
Chairman and Vice Chairman The Overview and Scrutiny Committee and any other 
relevant overview and scrutiny committee.  In addition, all Members are notified. 
 
If five or more Members from those informed so request, the Leader may require the 
matter to be referred to Cabinet for determination. 
 
If you wish to make representation on this proposed Decision please contact 
the relevant Portfolio Holder and the following Democratic Services Officer by 
5.00pm on Tuesday 19 April 2016. 
 
Contact Officers: ELLEN SIMPSON esimpson@winchester.gov.uk 

Committee Administrator: NANCY GRAHAM ngraham@winchester.gov.uk 

SUMMARY  

• In August 2011, Winchester City Council founded a Destination Management 
Partnership in order to work more closely with Tourism South East, East 
Hampshire District Council and the South Downs National Park. Significant 
growth in tourism has followed due to a series of joint marketing and PR 
initiatives. The value of tourism has grown from around £300m at the outset of 
2011 to £350m by the end of 2014 and analysis of the statistics from Tourism 
South East show that both the pace of growth and volume of media coverage 
have more than doubled. 

• Officers are keen to sustain and manage this growth and also to clarify the 
priorities locally. The changes to the city centre and increasing cross 
promotion between the rural parts of the District and the South Downs 
National Park have placed an increasing accent on issues around transport 
and signage. The success of both the Christmas and Festivals campaigns 
also bring infrastructure and transport challenges.   
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• In April 2014, at the suggestion of James Berresford, Chief Executive of Visit 
England, the Head of Tourism drafted a Destination Management Plan with 
support from the national team and input from members of the Destination 
Management Partnership. This was then put out for consultation with East 
Hampshire District Council, the South Downs National Park Authority, Tourism 
South East and residents and businesses across the Winchester District and 
the Hampshire area of the South Downs. 

• There are currently 54 private sector members of the Destination 
Management Partnership, the leading organisations need to evidence a joined 
up approach and an agreed direction in order to maintain buy-in from these 
businesses and encourage more to join. Income generation through 
membership is of growing importance in terms of sustaining support for 
tourism businesses. 

• The consultation process has now closed to businesses and partners and the 
draft document and action plan are now available to view  on the corporate 
website: http://www.winchester.gov.uk/data/destination-management-plan/ 

• The Plan adopts the direction developed in consultation, namely that it 
promotes tourism and the cultural assets of the District while: 

• joining up organisations behind the scenes in order to make the local 
tourism infrastructure more coherent to businesses; 
 

• working on a broader destination footprint, making more of the links 
between rural and city product and a more efficient and effective critical 
mass; 

 
• dealing with recognisable destinations rather than creating new brands 

with little resonance for consumers.  

• This Plan relates to the Economic Prosperity strand of Winchester City 
Council’s Community Strategy 2010-20; East Hampshire District Council and 
the South Downs National Park Authority’s Partnership Management Plan and 
the draft South Downs National Park Sustainable Tourism Strategy.  

• The Plan supports the Economic Prosperity strand of Winchester City 
Council’s Community Strategy 2010-20 in that it promotes tourism and the 
cultural assets of the district: 

http://www.winchester.gov.uk/about/council-structure/community-

strategy/adoption-winchester-district-community-strategy-po/ 

• By delivering the objectives in collaboration with other organisations locally, 
the Plan also supports the Effective and Efficient Council strand of the 
Community Strategy, as the partnership delivery model delivers outcomes in a 

http://www.winchester.gov.uk/data/destination-management-plan/
http://www.winchester.gov.uk/about/council-structure/community-strategy/adoption-winchester-district-community-strategy-po/
http://www.winchester.gov.uk/about/council-structure/community-strategy/adoption-winchester-district-community-strategy-po/
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way that pools resources, improves communication between organisations 
that deliver campaigns thus preventing duplication. 

• Its development is an action within the Portfolio Plan for the Local Economy 
for May 2015. http://www.winchester.gov.uk/councillors-committees/portfolio-
holder-plans/portfolio-plans-2015-16/ 

• The three broad themes that run through the document focus on: 

1. Developing the destination by 
• furthering the interests of the tourism industry locally by working 

with national and sub regional agencies and local authority 
partners; 

• including a focus on both cultural and rural tourism;  
• working with partners to increase the profile of business tourism. 

 
2. Continuing to evolve and build the Visit Winchester and South Downs  
    brands by  

• developing the product, marketing channels and audience base to 
build new markets;  

• continuing to raise the profile of the cultural/events scene in 
partnership with e.g. HCT and events organisers; 

• carrying out solus and shared footprint campaigns. 
  

3. Enhancing quality, service and visitor experience by:   
• ensuring that the tourism potential in Winchester arising from 

Winchester’s Silver Hill and Station Approach developments are fully 
explored; 

• maintaining the Council’s commitment to embracing, promoting and 
rewarding low carbon business practice and accessibility; 

• showcasing local food and drink. 
 
PROPOSED DECISION 
 
That the attached draft Strategy and Action Plan entitled Visit Winchester and the 
Heart of Hampshire Destination Management Plan be approved and adopted by the 
City Council as a live forward plan for tourism development until 2020. 

REASON FOR THE PROPOSED DECISION AND OTHER ALTERNATIVE 
OPTIONS CONSIDERED AND REJECTED  
 
The Strategy and Action Plan supports the City Council’s commitment to supporting 
economic development across the District. 
 
RESOURCE IMPLICATIONS: 

The Plan will be delivered by teams at Winchester City Council, the South Downs 
National Park Authority and Tourism South East. Where appropriate as specified in 

http://www.winchester.gov.uk/councillors-committees/portfolio-holder-plans/portfolio-plans-2015-16/
http://www.winchester.gov.uk/councillors-committees/portfolio-holder-plans/portfolio-plans-2015-16/
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the Activity Plan. Some actions are also delivered by Hampshire Cultural Trust, 
Hampshire Fare and Hampshire County Council. 
 
The shared responsibility for the Plan overall was identified as a risk in terms of there 
potentially being a burdensome responsibility to ensure actions were achieved on 
the team at Winchester City Council, as lead organisation and author of the Plan. In 
order to mitigate this, individuals in the respective organisations have been given 
lead roles for particular actions.   
 
CONSULTATION UNDERTAKEN ON THE PROPOSED DECISION  
 
There have been two rounds of open consultation – publicising the Plan on the 
Council’s website, issuing a press release and targeting businesses via various 
corporate newsletters.  
 
A final round inviting further comments from local authorities closed on 15 October 
2014 but this was reopened in January 2015 following the appointment of new team 
members in the South Downs National Park Authority. A meeting to discuss the joint 
actions and directions going forward was held on 15 June 2015. The themes and 
activities outlined in this plan are now also reflected in the draft South Downs 
National Park Sustainable Tourism Strategy. 
 
FURTHER ALTERNATIVE OPTIONS CONSIDERED AND REJECTED 
FOLLOWING PUBLICATION OF THE DRAFT PORTFOLIO HOLDER DECISION 
NOTICE 
 
n/a 
 
DECLARATION OF INTERESTS BY THE DECISION MAKER OR A MEMBER OR 
OFFICER CONSULTED 
 
None. 
 
DISPENSATION GRANTED BY THE STANDARDS COMMITTEE 
 
n/a 
 
 
 
Approved by: (signature)     Date of Decision 
 
Councillor James Byrnes – Portfolio Holder for Local Economy 
 
APPENDICES: 

Destination Management Plan 2015-20 
Destination Management Plan 2015-20 – Actions 
 



Destination Management Plan 
2015 - 2020 

& the Heart of 
Hampshire 



Continuous engagement, measurable success 
 
   Working 

  with the 
  tourism 
  team at 

   Winchester 
  City Council 

   I have been  
   impressed 
   both by the 

  level of 
  business 
  engagement. 

 
Attending conferences, networking 
events and sector partnership meetings I    
regularly witness an energy in the room 
that comes from a group of people who 
know that they have something in 
common. The people in this industry 
want to make a difference and, based 
on the performance of the sector over 
the last five years, they know they can. 
 
This is not achieved without significant 
public sector support. Winchester City 
Council invests over £350,000 in 
tourism every year, providing a 
team of committed and qualified 
marketing and business professionals 
working at the centre of the 
Partnership.  
 
If you are either looking to set up a 
tourism business or are already 
working in the sector I urge you to  
engage with the Visit Winchester 
and Heart of Hampshire Destination  
Management Partnership. If you are  
already a member – thank you 
for being a part of the future. 

Cllr James Byrnes 
Portfolio Holder for Local Economy: 
Economy and Arts; Tourism; Parking; 
Community Grants 

Margaret Paren, OBE 
Chair of South Downs National 

Park Authority 

    
   The South 

  Downs 
  National 
  Park is 
  Britain's 
  newest 
  National 
  Park, 
  recognised 

   as a 
  nationally 
  important 
  and diverse 
  area with 

outstanding natural beauty and rich  
cultural heritage. With 43 million individual  
visits every year, the South Downs is one  
of the South East's most popular tourist  
destinations.  

 
The beautiful countryside stretches 
from Winchester to Beachy Head near  
Eastbourne. Historic houses, works of  
art and archaeological monuments  
plentiful, as are wildlife beauty spots.   

 
We want to help people enjoy the South  
Downs while at the same time protecting  
and conserving the natural landscape.  
National Parks are known as 'Britain's  
Breathing Spaces'.  

 
Underpinning this are the principles of  
sustainable tourism, responsible car use,  
observing the Countryside Code and  
supporting local businesses during your  
stay.  

 
Together we can conserve and enhance the  
South Downs for future generations to 
enjoy.  
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      An eight month consultation period with 72 local tourism professionals helped us  
      clarify the forward direction for tourism, namely:  
 

• to join up more behind the scenes in order to make 
    the local tourism infrastructure more coherent; 
 
• to work on a broader destination footprint that made 
     more of the links between rural and city product; 
 
• to deal with recognisable destinations rather than  
     creating new brands with little resonance for  
     consumers. 
 

         In August 2011 Winchester City Council launched a  
        Destination Management Partnership with Tourism South  
        East, the South Downs National Park Authority and East  
        Hampshire District Council. The  income derived from the 
         modest membership fee paid by our 58  members is 
        reinvested directly into promoting Winchester and the   
        Hampshire area of the South Downs National Park, nationally 
        and internationally. 
 
This way of working has seen the economic impact of tourism in Winchester grow from  
£292m at the outset of 2010 to £340m by the end of 2013. The number of visitors has also 
outstripped expectations, rising  from 4.3m to 5.5m  over the last 5 years. In East Hampshire 
tourism saw 7% growth in the first year of the partnership meaning that by 2012 tourism  
was contributing £198m to the area’s economy. In addition to benefits associated  with the 
increased exposure the destinations  receive, membership of the  Partnership offers  
businesses access to expert advice, discounted  training and advertising and significant  
savings via a raft of high-value bonus packages. 
 
 Our challenge is to sustain the growth in tourism whilst ensuring that  the infrastructure 
 around the visitor experience is developed in keeping with consumer expectations and 
 demands. We also need to  protecting the core appeal of the area – its landscape and 
 historic  environment - and factor in the needs of residents. This document looks to 
 recognise this challenge and address it positively. 

                              
 

The Visit Winchester and the Heart of Hampshire Destination 
Management Partnership was originally founded because local businesses and 
stakeholders in the tourism sector had strong opinions about what was needed to 
protect  and further the interests of the industry in central Hampshire.  
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Facts and figures 
 
 

Visit Winchester - 
number of day trips 
pace of growth: 
2008-10:   5% ↑  

2010-12:  14%↑ 
Number of 
businesses winning 
Beautiful South 
Awards in Winchester 
and East Hampshire 
since the DMP was 
established: 12 

Number of 
downloads of the 
membership fee 
funded Visit 
Winchester App 
since August 2011: 

2,425 

Visit Winchester - 

economic impact 
of tourism: 

2010:     £292m 

2013:     £342m 

Value of column 
inches netted by 
‘double destination’ 
Jane Austen Pride & 
Prejudice 200 
campaign in first 6 
months of 2012:  
£613k 

Value of column 
inches netted in 
national publications 
by PR campaigns for 
Winchester and East 
Hampshire since 
August 2011:  
£4.5m 

 
 

East Hampshire - 

economic impact 
of tourism: 

2010: £184m 

2012: £198m 

South Downs 
National Park – 

estimated no. of 
day trips in 2011: 

43m 

Number of  
businesses in 
Winchester, East 
Hampshire and  
the South Downs  
National Park  
Engaged in low  
carbon schemes:  
                           163 

Number of visitors 
to Winchester and 
Petersfield Tourist 
Information 
Centres from 
August 2011 – 
June 2014: 
 

370, 540 

Visit Winchester - 
number of day trips: 
2010: 4.3m   

2013: 5.5m 
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       Strategic context 
• VisitEngland encourages and supports the development of Destination 

Management Plans throughout England as an essential tool in the delivery of 
a successful visitor economy. National Government policy encourages 
destination organisations to become focussed and efficient bodies that are 
increasingly led by the private sector. Destination Management Plans are one 
mechanism to achieve this.  

 

• A Destination Management Plan is a shared statement of intent to manage a 
destination over a stated period of time, articulating the roles of the different 
stakeholders and identifying clear actions that they will take and the 
apportionment of resources.  

 

• In these definitions, ‘manage’ and ‘management’ are taken in their widest 
sense. Crucially, destination management includes the planning, 
development and marketing of a destination as well as how it is managed 
physically, financially, operationally and in other ways.  

 

• Broadly, a Destination Management Plan is equivalent to a Strategy and 
Action Plan for Sustainable Tourism in a destination. 
 

The following organisations formed the Visit Winchester and 
the Heart of  Hampshire  Destination Management 
Partnership to support tourism in Winchester and the 
Hampshire area of the South Downs … 

 

 

 

• This Destination Management Plan relates to the Economic Prosperity strand 
of Winchester City Council’s Community Strategy 2010-20; and East 
Hampshire District Council and the South Downs National Park Authority’s 
Partnership Management Plan. 
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Vision and outcomes 
Our vision  
 
To increase the contribution visitors make to the prosperity 
and social and environmental wellbeing of Winchester and 
the Hampshire area of the South Downs National Park. 
 

Overall outcomes 
 
• To articulate and realise a vision, goals and objectives for Winchester and the 

Hampshire Area of the South Downs National Park’s visitor economy in 
partnership with stakeholders in the private and public sectors. 

 
• To increase the economic impact of tourism in the Winchester and East 

Hampshire Districts by 10% over 5 years. 
 

• To raise the national and international profiles of Winchester and the 
Hampshire area of the South Downs National Park as destinations e.g. via 

        the work of two PR consortia. 
 

• To increase duration of stay for visitors  through meaningful product 
development in both destinations by: 

 
– targeting new markets with developed product itineraries for the 

Winchester District and the South Downs National Park; 
 
– encouraging staying visitors who will contribute to the local economy in 

Winchester and the Hampshire area of the South Downs National Park 
in line with Winchester City Council’s Community Strategy and East 
Hampshire District Council and the South Downs National Park’s 
Partnership Management Plan. 

 
• To continue to sensitively develop and enhance the visitor experience, 

making both destinations more competitive and ensuring their sustainability. 
 
• To continue to build on our partnerships with the private and public sector in 

order to maintain dynamism within the Destination Management Partnership. 
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Aim 1 

 
• Consult with and influence key tourism stakeholders in the public and private 

sectors to commit to a shared vision and implement an agreed action plan for 
tourism that delivers significant positive impacts locally;  
 

• Raise the profile of Winchester and the Hampshire area of the South Downs 
National Park amongst potential tourism markets; 
 

• Improve impacts on local businesses via improved referral rates and 
measurable campaign results;  
 

• Attract more private sector partners to the growing DMP, thus increasing 
investment and long term sustainability of the destinations; and 
specifically… 

 

1. Work more closely with VisitEngland, VisitBritain, Tourism South East and 
other tourist destinations to attract new visitors from new market sectors; 
 

2. Link in with the EM3 and Solent LEPs and LEADER where possible, with 
particular regard to cultural and rural tourism; 

 
3. Reposition Winchester as a key area for conference activity and increase 

business tourism to the area in partnership with other local interests; 
 

4. Encourage partners to enter the Beautiful South Awards and thus potentially 
qualify for the Enjoy England Awards. 

We will further the interests of the tourism industry  
locally by developing the destination through a commitment to: 

Did you know? 
 

 

 

For the 27 months before the Destination Management                                 
Partnership (DMP) was established, the value of column                                       
inches netted by the Discover Winchester consortium in                                          
the national media averaged £59k per calendar month -                                            
this increased to £103 k per month for the same number                                             
of months after the establishment of the DMP. The                                                    
consortium is jointly run by Winchester City Council and Flagship Consulting in 
London, who are commissioned by a group of businesses who are passionate 
about  raising Winchester’s profile. 

In 2013 the East Hampshire Tourism & Marketing Partnership commissioned RM 
Communications to secure publicity for the Hampshire area of the South Downs 
National Park based on the ‘Shared Story’ that had been developed in consultation 
with various stakeholders in East Hampshire and across the South Downs.  

From this point the two PR agencies for the destinations have worked in tandem, 
sometimes with VisitEngland and VisitBritain, to create linked stories and 
familiarisation trips. Campaign themes have included Jane Austen, Food & drink           
and cycling. 
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Aim 2 
  
Continue to evolve and build: 

  a) the Visit Winchester brand; 
  b) the South Downs National Park visual identity 

 
Work with private and public sector partners across Hampshire to promote 
Winchester and the surrounding area more effectively and efficiently to a broader 
audience using joined up campaigns for improved efficiency; and specifically… 

 
 

1. Promote the offers of both destinations more dynamically and to new 
audiences using social media, online PR and an improved website 
presence via solus destination and shared footprint campaigns 
implemented by Winchester City Council, East Hampshire District Council 
and the South Downs National Park; 
 

2. Raise the profile of the cultural/events scene across the Winchester 
district using online and customer-facing channels; 

 
3. Measure the results of 
              the DMP investments via  
              a regular survey that  
              reviews the economic  
              impact of tourism. 

 

We will drive results from our marketing and PR activities and:  

    Did you know? 
 
 

 

The award-winning ‘King Alf’ social media 
presence tweets and Facebook posts about  
events, local news and tourism attractions to 
an audience of 4000 residents, visitors and 
journalists. King Alf was the first travel  
social media presence to be featured in the 
leading travel journal, Frommers Guide. 
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Aim 3 

• Improve the range and quality of the product offer and visitor services to 
maintain and where possible increase high levels of visitor satisfaction;  
 

• Maintain a consultative, adaptable approach to quality and accreditation 
schemes and continually review systems – balancing industry and visitor 
needs. 
 

• Lobby for improvements to the visitor gateway and connectivity for 
visitors travelling to and around Winchester and East Hampshire 
including; air, road, rail and public transport; 
 

• Serve and engage local communities, including them in tourism related 
consultations and informing them of new developments; 

 
• Retain the nationally recognised expertise within Winchester and 

Petersfield’s tourist information centres as key service providers in terms 
of dealing with residents, visitors, partners and businesses;  

 
• Offer an informed opinion on tourism related pre-planning and full 

planning applications; and specifically… 
 

1. Ensure that the tourism potential in Winchester arising from both the 
Silver Hill and Station Approach developments are fully explored and 
realised; and in East Hampshire the ‘gateway to the South Downs’ 
initiatives in Petersfield Station and Lavant Street are also supported; 
 

2. Maintain our commitment to embracing, promoting and rewarding low 
carbon business practice; 
 

3. Continue to monitor and explore the realistic potential for hotel 
investment locally; 

 
 
4.         Support and advise events organisers ensuring that visitors experience         
              safe, memorable and well organised events; 
 
5.           Encourage partners and members to commit to making the destination             
              accessible for all. 
 
6.           Showcase local food and support businesses who make efforts to source               
              local ingredients for their menus; and also promote Winchester as a           
              ‘Fairtrade City’, by engaging further businesses; 
 
        
 

 
 

We are committed to enhancing quality, service and visitor  
experience so we will:  
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Partnership in practice 
There are currently 39  businesses who are members of the DMP across  the 
Winchester and East Hampshire districts. Members work together with the four 
founding partners attending: Tourism South East networking and training events;   
Attractions Partnership; Conference Winchester and Discover Winchester  
meetings in Winchester and Tourism Partnership meetings in East Hampshire.  

Winchester District 
Attractions Partnership   

Discover 
Winchester  

Conference 
Winchester 

Non-members (advertisers,  award winners, events 
organisers) engage via the advertising,  quality and awards 
initiatives developed by the DMP. Income from advertising 
and accreditation schemes is directed back into the DMP. 
 

National  
media 

East Hampshire Tourism 
and Marketing 
Partnership &  

SDNP  
  Communications 

 team 
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Partners have their say 
In February 2014  we canvassed the opinion 
of stakeholders and members regarding the 
content of this plan in relation to developing 
tourism  in the area.       

  
    When asked about USPs  
    for Winchester they ranked: 
 
1. History and heritage; 

 
2. Compact city centre; 

 
3. Independent shops/restaurants. 

   
  4 top opportunities/attractions 
  that the Destination Management  
  Partnership should exploit: 
 
1. Jane Austen; 

 

2. Silver Hill /Station Approach in 
Winchester & Petersfield Station/ 
Lavant Street in East Hampshire; 
 

3. Christmas in Winchester; 
 

4. South Downs  
          countryside. 
 

      When asked how to improve 
      the general visitor experience  
      locally: 
 

1.      More hotel rooms; 
2.      More ‘world class’  
         attractions; 
3.      Improve signage and  
         parking. 

A reduction in support  
for the arts was voted as 
the greatest threat to  
tourism by 55% of businesses  
responding to one poll. 

To encourage more  
businesses to engage  
with the destination  
we should link up 
with big players  
across the county.        Our partners said the two            

            most pressing priorities for  
            the DMP were: 
 
         1.  To work harder to   
              encourage start up    
              businesses in tourism; 
 

         2.  To improve the online  
              presence of destinations. 

‘You are dynamic and forward 
thinking. Having worked with 
similar bodies you are way ahead 
of the game.’ 

‘Ensure the views of East Hampshire 
businesses are fed into the 
Destination Management Plan.’ 

‘More links between venues, local 
attractions and hotels.’ 

‘Improve parking and access to 
Winchester city centre ’ … ‘Better 
signposting’ …‘More frequent public 
transport to rural areas and the South 
Downs National Park.’ 
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Destination Management Plan: 
Actions 

2015-2020 



 
Aim 1: We will further the interests of the tourism industry locally by developing the destination.  
The Destination Management Partnership operates by consulting with key tourism stakeholders in the public and private 
sectors to develop an agreed action plan that delivers significant positive impacts locally. We will increase engagement in 
national initiatives to raise our profile by building inbound and domestic tourism markets. And seek to foster partnerships 
with businesses and authorities across the area. Our aim is to increase in the economic value of the visitor economy and to 
sensitively develop tourism in a way that impacts positively on local people. 
            
 Activity        Objective           Goal                           How evaluated                    Responsibility*  

 Work  closely with  
Visit England, Visit Britain,  
Tourism South East and  
other tourist destinations 
to attract new visitors from 
new  market sectors.  

Open the area to larger 
target markets by tapping 
into national and regional 
campaigns.   
 

Partner ship work in at 
least 3 campaigns over 5 
years.  
 
2015: VE/WCC Home of Sport 
campaign  
 

Via the measurement 
criteria set out in the 
specification documents 
relating to specific 
campaigns.   
 

Visit England Marketing 
team  
Tourism South East  
Head of Tourism WCC  
Economic Development 
Officer EHDC   
 

Link in with SDNP, EM3 and  
Solent LEPs  and 
LEADER where possible, 
with particular regard to  
cultural and rural tourism. 
  
 

Improve communications 
with both LEPs regarding 
rural and cultural tourism 
development and 
promotions that will 
benefit the area in terms of 
economic growth.  

At least one campaign over 
the next five years that is 
developed in conjunction 
with either the Solent or 
EM3 LEP.  
  
2015: SDNP/WCC/EHDC/LSTF Bus 
routes 
2016: SDNP/TSE Great British Pubs 
 

Via the measurement 
criteria set out in the 
campaign specification 
document.   
 

Tourism South East 
Hampshire Cultural Trust 
SDNP Sustainable 
Transport Lead 
Head of Tourism WCC 
EHDC EDO 

Reposition Winchester  
as a key area for 
Conference activity and  
increase business  
tourism to the area in  
partnership with other  
local interests;   

Improve business 
turnover from the 
lucrative conference 
tourism market. 
  
    
 

Up-to-date website with 
improved critical mass of 
product. Linked in to 
HCB campaign where 
approppriate.   
 

Conference Winchester 
network business 
feedback sessions. 

Winchester TIC Team 
Leader 
 
Hampshire Conference 
Bureau  
 

Encourage partners to 
enter  the Beautiful South 
Awards and thus 
potentially qualify  
for the Enjoy England  
Awards.  

To raise the profile of the 
importance of quality and 
the rewards that attaining 
high levels of quality bring.  

20 more businesses 
entering in the next 5 years 
depending on life of 
schemes.  

Via entry quotas.  Tourism South East  
Head of Tourism WCC  
Economic Development 
Officer EHDC  



 
 
 
Aim 2: We will drive results from our marketing and PR activities  
We will use product development within the Visit Winchester and the South Downs National Park brands to promote the area 
effectively,  directly supporting businesses. 
 
 
Activity        Objective           Goal                           How evaluated                    Responsibility*   

 Promote the offers of  
both destinations  
more dynamically  
and to new audiences  
using social media,  
PR and an improved 
website presence via solus  
destination and  
shared footprint  
campaigns;   

Build on the appeal we 
have to ‘cosmopolitans’ , 
families, outdoor tourists 
and niche interest groups, 
creating new generation of 
well informed tourists to 
the area.  
  

A 25% increase in social 
media followers by 2020. 
 
Direct benefits to particular 
business sectors. 
  
2015: VE #RealTime Travel  
2016: SDNP/WCC Cycling 
campaign (TBC) [Hiring, new cycle 
cafés, routes, Criterium] 

Using  Twitter, YouTube 
and Facebook audience 
volumes and performance 
statistics.  
 
 
 
 
  

Head of Tourism WCC 
VE PR Manager 
TSE Head of PR 
SDNP Sustainable Tourism 
Officer 
RM Communications 
(EHDC) 
  

Raise the profile of the  
cultural/events scene  
across the area using online 
and customer-facing  
channels;  

Increase the visibility of the 
cultural aspects of both 
destinations in order to 
encourage new visitors.  
 
Support rural market 
towns with a rich 
community events 
programme. 
  

An improved website 
presence for events.  
2015: 
www.festivalsinwinchester.co.uk  
www.christmasinwinchester.co.uk 
2016: 
www.visitwinchester.co.uk 
Click-through rates to 
What’s On pages  on Visit 
Winchester 
increasing by 20% over 5 
years.  
Increased  media coverage. 

Positive feedback from the 
Festivals in Winchester 
group , Christmas Steering 
Group and rural market 
towns/villages Wickham, 
Bishop’s Waltham, 
Alresford, Denmead other 
events organisers.  
Happier events organisers 
who feel they have a more 
effective channels to 
market.   

Head of Tourism WCC  
Executive Officer, 
Winchester BID  
WCC Market Towns 
Development Officer
  

Measure the results of the  
DMP investments via a  
regular survey reviewing 
the  Economic Impact of  
Tourism.   

Ensure value for money for 
businesses. By conducting 
the  survey annually.
  
    
 

10% increase in the 
economic value of tourism 
over 5 years.   

Via the Economic Impact of 
Tourism report.   

Tourism South East  
Head of Tourism WCC  
Economic Development 
Officer EHDC  
SDNP research  



 
Aim 3: We are committed to enhancing quality, service and visitor experience. 
The Destination Management Partnership is looking to support businesses to broaden the range and improve the quality of the 
product offer and visitor services in Winchester and East Hampshire. This will in turn improve overall levels of visitor satisfaction. 
We are committed to enhancing the visitor welcome locally and will represent the industry in consultations relating to access and 
infrastructure; and work with the industry to encourage the use of accreditation and assessment. We also aim to retain the 
nationally recognised expertise within Winchester and Petersfield’s tourist information centres as key service providers in terms of 
dealings with residents, visitors, partners and businesses.  
            
 Activity        Objective           Goal                           How evaluated                    Responsibility*  

 Ensure that the tourism  
potential arising new 
developments is 
explorerd: Including 
Winchester’s Silver Hill 
and Station Approach 
developments. 
 
Gateway to the South  
Downs’ initiatives at 
Winchester City Mill,  
Petersfield Station and  
Lavant Street are also  
supported.  

Visitor welcome to future 
developments is a 
considered factor.  
 
Attraction of new 
shopping, leisure, food & 
drink  product in new 
developments. 

At least one tourist 
information point/hotel 
development in both 
destinations.  
2015: Winchester City Mill 
gateway to SDNP launched 
 
Large chain store in Silver 
Hill.  
 
Via assessment of target 
criteria in 2020.  
  

Via assessment of these 
target criteria in 2020. 
 
  

Operations Director WCC  
SDNP Partnerships Lead 
Head of Tourism WCC  
Economic Development 
Officer EHDC   

Maintain our commitment 
to embracing, promoting 
and  rewarding low carbon  
business practice 
 
 
 
  

Decrease carbon footprint 
of both destinations and 
optimise green credentials 
as a key selling point.  

30% increase in businesses 
engaged in low carbon 
business practice schemes  

WCC – CarbonSmart 
Scheme  
EHCD –Green Leaf Tourism 
Scheme  
SDNP & TSE - Green 
Tourism Business Scheme  

SDNP – Sustainable 
Tourism Officer 
WCC – Head of Economy & 
Arts  
Economic Development 
Officer EHDC 
 

Continue to monitor and  
explore the realistic 
potential  
for hotel investment 
locally;  
 
  

Offer more beds for visitors 
to Winchester as numbers 
grow, particularly in the 
high end of the market.  
Increase the provision of 
high quality tourism 
accommodation in the 
SDNP.  

One more luxury hotel in 
the Winchester District in 
five years  
Increased rural self catering 
provision in Hampshire 
area of SDNP.  

Via target criteria in 2020. 
  
 

Head of Estates WCC  
Sustainable Tourism Officer  
SDNPA  
Economic Development 
Officer EHDC  



 
Aim 3: We are committed to enhancing quality, service and visitor experience.  
The Destination Management Partnership is looking to support businesses to broaden the range and improve the quality of the 
product offer and visitor services in Winchester and East Hampshire. This will in turn improve overall levels of visitor satisfaction. 
We are committed to enhancing the visitor welcome locally and will represent the industry in consultations relating to access and 
infrastructure; and work with the industry to encourage the use of accreditation and assessment. We also aim to retain the 
nationally recognised expertise within Winchester and Petersfield’s tourist information centres as key service providers in terms of 
dealings with residents, visitors, partners and businesses and ensure that local businesses are aware of and benefit from the 
quality of local produce. 
            
 Activity        Objective           Goal                           How evaluated                    Responsibility*  

 Support and advise events  
organisers ensuring that  
visitors experience safe,  
memorable and well  
organised events; 
 
  

Maintain the reputation for 
Winchester as a good 
destination for a fun day 
out and target new 
cosmopolitan sector 
visitors.  

Satisfaction from events 
goers. 
 
A shift in profile in the 
media. 
  
 
  

Post event feedback via 
organisers and attendees. 
  

Head of Environmental 
Health and Licensing WCC  
Rural Towns Development 
Officer 
Economic Development 
Officer EHDC   

Encourage partners and  
members to commit to  
making the destination  
accessible for all; 
 
  

A more comfortable  
experience for disabled,  
elderly and family visitors. 
  

A more comfortable  
experience for disabled,  
elderly and family visitors. 
  

Annually by advertising  
criteria submissions. 
 
  

Tourism South East 
Head of Tourism WCC  
Economic Development  
Officer EHDC   

Showcase local food & 
drink, supporting 
businesses who  
make efforts to source local 
ingredients for their menus 
and who use Fairtrade 
products. 
  

Raise the profile of the  
quality of Hampshire  
produce 

Raise the profile of the  
quality of Hampshire  
produce via the South 
Downs Food Portal and PR. 
2015: SDNP/WCC/Hampshire Fare 
Food  & Drink campaign;  
 
Explore possibility of South 
Downs Wine brand. 
 
Promote Fairtrade venues  
more effectively on and  
offline.   

Media coverage tone and 
value, sector growth.
 
  

Sustainable Tourism 
Manager SDNP 
Head of Tourism WCC  
Hampshire Fare  
EHDC Economic 
Development Officer 
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