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INTRODUCTION 

 
 
Somerset is a superb tourist destination with typically English countryside, an attractive coastline, 
interesting towns and villages, intriguing history, rich local produce and a range of attractions and 
accommodation. It offers a warm welcome and is easy to reach.   
 
Many people are involved in the tourism industry in Somerset, including thousands of small and larger 
business enterprises, private sector led delivery organisations, some local authorities and many other 
organisations such as a National Park; AONBs, RSPB, National Trust and English Heritage.   

The purpose of this delivery plan 

This plan provides direction and structure for the successful further development of tourism in 
Somerset.  

It takes full account of the Visit England guidance ‘Principles for developing Destination Management 
Plans’ - and is based on an analysis of what is right for tourism in Somerset and what those involved 
and affected wish to see happen here.  It concentrates on needs, opportunities and action at a County 
level.  It should be noted that in the context of this plan, Somerset refers to the area within the historic 
rather than current administrative county boundary.  

A plan based on consultation 

The plan has been drawn up through consultation between Visit Somerset and a number of Somerset 
stakeholders.  This has included: 
 

• Meetings with the private sector  

• Individual meetings with the portfolio holders for tourism within the local authorities 

• Visit Somerset ‘Surgery sessions’ across the county 

• Meetings with the Somerset Chamber of Commerce and other trade representatives.  

• Holding workshops as part of Visit Somerset AGM conferences in three locations across the area 
(Weston-super-Mare, Exmoor, Yeovilton).  

 
 
The plan is in four chapters: 
 
1 Analysis: The current situation of tourism in Somerset and context for the future 
2 Strategy:  Vision, underlying aims and functional objectives for tourism delivery 
3 Action:     A set of actions to meet the objectives 
4 Delivery:  Structures, resource requirements and a timeframe for implementation.   
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1 ANALYSIS 

 
 
This chapter presents the evidence on which the plan is based. It looks at the volume and value of 
tourism in Somerset, the tourism product, the existing policy framework, the resources and actions 
currently involved in tourism delivery, the perceived needs of tourism enterprises and visitor profiles 
and trends.  

1.1 Volume and Value of tourism in Somerset  

Somerset receives approximately 25.63 million day and staying visits per year, spending 
approximately £1.28 billion, supporting around 26,000 full time job equivalents.  (source: 2013 
Volume and Value of Tourism Report, South West Research Company) 
 
Tourism is an important sector of the economy. Considering all the jobs supported by tourism, it can be 
said to account for around 10% of employment within the county of Somerset. 
 
In terms of tourism in the South West, Somerset receives about 40% of the number of visitor nights 
received by either Devon or Cornwall and about two thirds of those received by Dorset. However it 
receives considerably more nights than either Wiltshire or Gloucestershire.   It is middle ranking in the 
region in terms of the number of day visits.  (source: 2013 Volume and Value of Tourism Report, South 
West Research Company)   
 
Looking at the distribution of tourism within Somerset, Sedgemoor District receives a higher share of 
visitor nights than all other districts and North Somerset a significantly higher share of tourism day 
visits. (North Somerset has been included in this data summary as Visit Somerset membership and 
activities extend across a wider area than the administrative County). 
 
Tourism volumes, 2013 

 Number of visitor nights Number of day visits 

Taunton Deane 1.0m 2.3m 

North Somerset 1.9m 7.6m 

Mendip 1.4m 3.5m 

South Somerset 1.1m 3.1m 

West Somerset 1.5m 2.6m 

Sedgemoor 2.7m 3.9m 

 
The largest number of jobs supported by tourism is in North Somerset and the lowest in Taunton 
Deane.   
  
Looking at market trends, domestic overnight trips and visitor nights to Somerset have remained 
relatively static between 2011 and 2013 and following a similar pattern to the South West region as a 
whole during the same period. 
 
Overseas trips to Somerset have decreased slightly between 2011 and 2013 whilst, in contrast, 
overseas visitor nights have increased slightly again reflecting the general trend in the region as a 
whole during the same period. 
(Source: 2011 - 2013 Volume and Value of Tourism Reports, South West Research Company)   
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1.2 Tourism assets and facilities 

Somerset’s main assets are its attractive rural countryside and coastline, together with a wide 
distribution of attractions and heritage sites.   
 
In total there are more than 60 miles of coast. This includes family orientated resorts in Weston-super-
Mare, Burnham-on-Sea (with Berrow and Brean), and Minehead, and some small coastal towns – 
Clevedon, Portishead and Watchet.  The area is well placed for accessible sandy beaches, often quite 
extensive, while parts of the coast have more rugged and varied scenery, such as Brean Down in the 
north and parts of Exmoor in the west.  It also has its own Jurassic sections rich in geology and fossils 
so it is an important resource and a significant generator of tourism.  
 
The countryside is quintessentially English, with mixed farming and attractively divided up into areas of 
flat lowland and hill ridges, together with isolated tors and knolls. Somerset contains two thirds of 
Exmoor National Park, three AONBs (the Quantocks, Mendips and Blackdown Hills) and a small part of 
a fourth AONB (Cranbourne Chase and West Wiltshire Downs).  Other distinctive landscape areas are 
the Brendon Hills and the internationally important Somerset Levels and Moors.  
 
Key aspects of the countryside product are: 
 

• A large number of identified and named medium distance walking trails and cycle routes. 

• An agricultural heritage, including local food and drink such as a number of cider makers and 
cheese producers. 

• Various operators offering outdoor activities. 

• Some attractive small towns and villages (though perhaps not as striking and numerous as in other 
parts of the South West). 

• Superb opportunities for watching rare birds and wildlife in one of more than 100 reserves. 
 
Somerset offers a wealth of historical and cultural heritage.  This includes England’s smallest city, 
Wells, Glastonbury Abbey and its iconic Tor, and a number of other important heritage sites.  
Traditional and contemporary arts and crafts, including the willow industry, add to the local 
distinctiveness.  Somerset’s importance in early history, including its Arthurian connections, adds a 
further, part mystical, dimension.   
 
There are some 184 visitor attractions, a number of which are quite sizeable such as the world 
renowned Cheddar Gorge and Caves.  Around 30 receive over 50,000 visitors per year.  There is a 
good balance of family orientated attractions and leisure parks, natural sites, themed museums, historic 
houses and gardens.  The area is also strong on events, ranging from the country’s biggest music 
festival at Glastonbury, many local carnivals including Europe’s largest illuminated procession in 
Bridgwater, a two week Arts Festival and an extensive events programme in the resorts.  
 
There are around 1,800 accommodation enterprises in Somerset, providing approximately 34,000 
serviced and self-catering bed spaces and 8,700 caravan and camping pitches.  This is between 40% 
and 56% of the total accommodation stock in Devon or Cornwall.   
 
A key feature of Somerset’s tourism product is its accessibility.  The M5 and the main rail routes to the 
South West pass along the length of Somerset.  It can be reached from London and the Midlands in 2.5 
hours.  Bristol Airport and Exeter Airport are located within 40 minutes of Somerset. 
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1.3 Current strategic tourism delivery organisations  

1.3.1 Visit Somerset  

Management of the destination of Somerset will be carried out primarily by the Visit Somerset DMO in 

partnership with the other organisations listed below.  Visit Somerset (VS) will also be the brand name 

of its marketing enterprises.  Visit Somerset is managed by the Somerset Tourism Association 

Community Interest Company (STA) (Reg No 6936680). 

The VS Board has a maximum of 25 directors:- 

• A variable number of paid staff, including the CEO, and which may include the Chairman and 
some other directors 

• A voluntary board including representatives of private sector enterprises, local authorities and 
other national and local companies and organisations which contribute to the well-being of 
Somerset tourism 

 
VS is a partnership between: private sector attractions and related businesses, accommodation, 

leisure, food & drink, service and facility providers; local government; transport providers; registered 

charities; national agencies such as Visit England; European and other overseas agencies.   

‘The historic County of Somerset’ includes all those local authority areas currently part of the 

administrative area of Somerset County Council, and also those which were part of Somerset until 

1974.  These areas are still considered by visitors to be parts of Somerset, and contribute substantially 

to the Somerset brand.  The local authorities involved are Somerset County Council (SCC) and the 

following districts: Sedgemoor, Mendip, South Somerset, Taunton Deane, West Somerset, North 

Somerset and Bath & North East Somerset (BANES).  It is recognised that in BANES there is an 

overlap with an already existing DMO, Bath Tourism Plus. 

VS has a close reciprocal relationship with Exmoor Tourism, which is represented on the VS Board. 
Since ET’s influence extends into Devon, VS co-operates with the various tourism agencies and local 
authorities of Devon for our mutual benefit.  
 
VS is represented at meetings of the Hinkley Tourism Action Partnership. The current CEO of VS is a 
member of ‘Passion for Somerset’ – a private sector led organisation created to represent businesses 
across the county. VS also co-operates with the existing DMO in Bristol, Destination Bristol.  Each of 
the local authorities listed above, and DMOs, is considered to be a partner of VS.  In some of these 
cases a local authority representative will sit on the VS board as a director.  In every case each 
authority is entitled to send a councillor or officer to attend board meetings. 
 
As well as the organisations listed above, membership of VS is open, subject to the approval of the 
board, to any legally constituted business operating within Somerset which offers a service to the public 
connected with tourism, leisure or food & drink, and which promotes itself through one or other of VS’s 
activities.  In most cases a membership fee is deemed to be implicit in the sums paid to VS by the 
business for participation in the activity.   Businesses which provide ancillary services to mainstream 
tourism businesses within Somerset may, subject to the approval of the board, become associate 
members of VS on payment of an annual fee.   
 
The intention is to make possible, and to encourage, the active participation of every eligible business 
as defined above.  However, any business which is deemed by the VS board to be working against the 
interests of tourism within Somerset, or to be bringing Somerset tourism into disrepute, may have its 
membership refused or terminated.          
 

This Destination Management Plan follows on from a Draft Action Plan (2013 – 2017) prepared by Visit 

Somerset, whereby the key aims, objectives and actions were identified and outlined to provide a 

mechanism for consultation and more detailed development.  See Appendix 1 
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Objectives of Visit Somerset 

 
There are five main objectives of VS: 
 

• to market and promote Somerset effectively as a tourism destination playing its full part in 
England’s and Britain’s wider appeal as world-wide tourism destinations; 

 

•  to manage the destination effectively by providing a full range of services to local authorities, all 
relevant businesses, their customers, travel providers and the media as a ‘one-stop-shop’; 

 

• to boost the local economy by enabling increased employment and investment in tourism, while 
acting as a conduit for government initiatives and grants; 

 

• To improve the quality of local life and culture, and of the built and natural environments, by 
sustainable initiatives which will benefit the entire local population. 
 

• To represent the sector locally and support the membership by providing advice, training and 
other benefits  

 
More details on how these objectives are met currently and might feed into future plans are outlined 
below.   
 
 

Marketing and Promotion 
 
It is the ambition of VS that within the next two years it will be possible for 90% of relevant local 
businesses to take part in and benefit from the activities described.   
 
VS manages the County’s official tourism website visitsomerset.co.uk, its online brochure at 
visitsomersetbrochure.co.uk, and a number of linked microsites with local or specific purposes.  The 
aim within two years is for every local community or special interest group which wishes to have one, to 
have its own microsite operating within the VS family, benefiting from its impressive visitor figures and 
SEO capture.   
 
VS produces the official County tourism print brochure ‘Visit Somerset – Jewel of the South West’, and 
various other promotional publications from time to time.   
 
VS operates a number of Smart Phone apps, either alone or in collaboration with others. 
 
VS  issues a range of targeted e-shots, e-newsletters and a print newsletter, business to business and 
business to customer, marketing visitor opportunities. 
 
VS has an annual programme of road shows and attendance at various local and national trade fairs, 
either alone or in partnership with others, as well as ad-hoc promotions. 
 
VS takes part in promotions organised by local, national or international bodies such as Visit England 
and Visit Britain as seems appropriate and as funding permits. 
 
 

 Destination Management and Provision of Services 
 
Once again VS is looking at a 90% take up of the various services offered, but in some cases it is 
anticipated this will take more than two years to develop. 
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The VS website offers a non-commission-based booking service for accommodation providers and the 
app offers similar facilities for attractions and food and drink providers.  These services will be 
developed as demand from customers and businesses can be demonstrated. 
 
VS helps to raise the standard of the tourism product by offering advice to businesses through 
surgeries and workshops.  It intends to join forces with the local authorities for some of these. 
 
VS hopes to work with local colleges and local authorities to provide a full range of tourism skills 
training to businesses.  By co-ordinating groups and courses it plans to be able to offer places on 
convenient local courses at manageable prices.   
 
VS provides valuable information to visitors through it websites, apps and brochure, and offers a TIC 
service to telephone, postal and email correspondents.  This function will grow as mainstream TIC 
provision shrinks within the county.  We need to satisfy demand and will develop a strategy between all 
partners to enable this to be achieved most effectively.   
 
VS works with transport providers, travel agents and group travel organisers around the world to bring 
visitors to Somerset.  There is a good partnership in existence between private sector and local 
authorities over this, and VS looks forward to developing this. 
 
VS handles many requests from the media for familiarisation trips and facilities, which are of great 
value to the community.  The VS Communications Director and private sector partners can arrange 
accommodation, guided tours, etc.  We hope to see these activities grow. 
 
On occasion, VS does receive complaints from visitors and works with the relevant bodies to process 
them. National complaint resolution procedures are already in place.  The target is for a realistic 
assessment of 90% of complaints to be made, with feedback to the parties.  A resolution acceptable to 
all the parties may not always be possible.  
 
VS intends to establish a local quality assessment scheme, based on common-sense criteria, which will 
be offered on a voluntary basis to all local businesses involved in tourism, accommodation, leisure or 
food and drink.  Charges for inclusion in the scheme will cover the administrative costs involved.  The 
criteria, compiled from the customer or visitor’s point of view, will be whether or not the experience is 
safe, pleasant and value for money.  Systems are already in place for listing the accommodation and 
facilities available.  Various aspects of legislation need to be considered, and a joint private sector / 
local authority working party is suggested.  VS would hope to see a 50% take up by relevant 
businesses within four years.   
 
A variety of agencies compile data on tourism in Somerset, although it is not known how long these 
functions can be maintained.  Private sector and local authorities need to work together to establish 
what data is actually needed, what is readily available, and what steps can be taken to fill the gaps.   
 
 

Boosting the Local Economy 
 
VS works with the Heart of the South West Local Enterprise Partnership; Into Somerset; the 
Employment Skills Network; local colleges and its own members in promoting job opportunities. 
Tourism is a flexible, broadly based, fast growing sector with many openings for young people.   VS 
members are buoyant about expanding their businesses.  There are a number of initiatives in place, in 
the light of which we would hope to see the number of jobs within Somerset tourism grow by 5% per 
year for the next five years.   
 
A key factor in the development of Somerset’s tourism economy over the next five years will be the 
construction of the Hinkley Point C nuclear power station.  This is because it will be the largest 
construction project in Europe with its associated challenges and opportunities for the sector. As 
members of the Hinkley Tourism Action Partnership  set up to manage these, we work closely with the 
developers EDF Energy and with the local authorities to ensure that inconvenience to visitors will be 
minimised, that new tourism opportunities will be developed and that HPC will itself come to be seen as 



 

9                                                                 

a major tourist attraction. HPC will create around 25,000 jobs for workers, many of whom will in effect 
become tourists in Somerset, along with their families and friends, and benefit from a full range of 
opportunities.  VS has a microsite which caters exclusively for them.  These workers, and those within 
the tourism and leisure industries who supply them, will all benefit. 
 
Other areas where there is very broadly based participation from local businesses include the annual 
cycle of Somerset carnivals and our many food and drink festivals.  While local publicity is mostly in 
capable hands, developing national and international tourism potential requires more work.  Other 
Somerset specialities which would benefit from a concerted campaign are cider, Cheddar cheese, 
strawberries, horse racing, wildlife and golf. 
 
VS is often approached by people wishing to start up their own small tourism businesses, and by larger 
non-tourism related businesses.  VS would hope to supply useful advice and information to 100% of 
these applicants on demand.  In some cases it is asked to comment on planning applications and is 
happy to do so where appropriate. 
 
Filming and television opportunities are becoming increasingly important, and with many requests 
received for information, facilities and negotiation.  As well as providing some local employment and 
income generation, these bring benefits to the County over many years.  VS’s Communications 
Director is the lead here, and works with all the recognised agencies.  As a result of its efforts VS 
expects to see the number of successful proposals grow by 10% a year over the five years. 
 
Grant aid is becoming increasingly important and increasingly competitive to local organisations.  A 
DMO has a key role to play in many grant applications, and VS assists organisations wherever a grant 
is appropriate and there is a realistic chance of achieving it.  Local authorities have great knowledge 
and experience in this area, and are often the lead players. 
 
 

Quality of Life, Culture, Environment, Sustainability 
 
The benefits of tourism in improving the natural and built environments, and in providing new leisure 
facilities for the use of residents and visitors, are well known.  VS encourages any new tourism 
development provided it is an improvement on what has gone before.  Members are increasingly 
looking at green and sustainable developments in accommodation and leisure facilities, with impressive 
results. 
 
VS supports the local authorities in their efforts to inform businesses and their customers of the benefits 
of sustainable initiatives, and is impressed by the improvements which have been achieved during the 
last ten years. VS is in touch with a number of private firms and official agencies to help members 
improve their own practice.  Collective purchasing power can secure discounts.   
 
VS works closely with the National Trust, which owns many fine properties in Somerset, and has the 
senior officer of one of Somerset’s Areas of Outstanding Natural Beauty on its board.  Links have also 
been made with the RSPB and other local wildlife organisations. Opportunities to develop sensitive and 
intelligent visits to the AONBs, to Exmoor National Park, to the various nature reserves of the Somerset 
Levels and to the annual starling murmurations give us a chance to develop a greater public 
understanding of Somerset’s rare species and natural wonders. 
 
Local arts and culture are increasingly reliant on grant aid and voluntary help.  VS, together with the 
local authorities, support a number of useful local initiatives.  They enrich the lives of visitor and 
resident alike, and represent excellent value for the modest sums usually involved.   Success breeds 
success, and we anticipate solid growth in this area.  
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1.3.2        Hinkley Tourism Action Partnership (HTAP) 
 
The development of Hinkley Point C (HPC) nuclear power station will provide opportunities 
and challenges for the tourism industry in Somerset and Exmoor. The Hinkley Tourism 
Action Partnership (HTAP) is tasked with developing successful management plans and 
making recommendations to local authority councils for spending tourism allocations 
available from the planning agreements. 
 
The overarching vision of the strategy is that Somerset and Exmoor will have a strong 
tourism industry that has successfully capitalised on opportunities from the HPC 
development, leaving a legacy of one of the best managed visitor experiences in the 
country where businesses are dynamic, resilient and working in partnership to operate at 
the highest level.  
 
The key priorities for HTAP are as follows:- 
 

1. Fostering positive perception and awareness 
2. Creating a welcoming and informed travel experience 
3. Monitoring impacts on visitors and businesses 
4. Evolving new products for changing customer needs 
5. Capitalising on digital trends and partnerships 
6. Evidence based, targeted marketing campaigns 
7. Building long term capacity of industry 
8. Encouraging higher value sustainable growth 
9. Supporting local distinctiveness and action 

 
Membership of HTAP: 
 

• Somerset Tourism Association (Visit Somerset) 

• Exmoor Tourist Association 

• West Somerset Council 

• Sedgemoor District Council 

• Somerset County Council 

• Exmoor National Park Authority 

• EDF Energy 
 
See Appendix 2 for the HTAP Terms of Reference and HTAP Strategy and Action Plan (2015 – 2020) 
 
 
1.3.3 Exmoor Tourism 
 
Exmoor Tourism is a private sector led organisation which has evolved to incorporate the former 
Exmoor Tourism Partnership; a public/private sector virtual partnership which included the Exmoor 
Tourist Association, Exmoor National Park, West Somerset Council, Somerset County Council and Visit 
Somerset. Some of the key actions and achievements of the ETP included the development of a 
Sustainable Tourism Strategy 2013-2018 (see appendix 3) and Action Plan.  
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Exmoor Tourism will review this Strategy and regarding the formal constitution, it was agreed at an ETA 
AGM to extend board membership to allow for public sector membership and other structural changes 
– this resulted in a proposed new constitution which was adopted. 
 
Membership of Exmoor Tourism is open to any tourism related business operating within the Exmoor 
area, and also to local authorities, other public bodies and statutory undertakings with responsibilities 
within the Exmoor area. 
 
1.3.4 Exmoor National Park Authority 
 
Exmoor National Park Authority is a single purpose local Authority with statutory purposes to: 

•         Conserve and enhance the natural beauty, wildlife and cultural heritage of Exmoor 

•         Promote opportunities for public understating and enjoyment of the special qualities of Exmoor 
In pursuing these purposes the Authority has a duty to foster social and economic well-being of local 
communities.  
 
The focus of the Authority in relation to tourism is largely on destination management, as opposed to 
marketing. Core functions include: conserving the natural environment which is the key asset for 
tourism in the area; maintaining the recreational and tourism infrastructure of the area such as the 
Public Rights of Way network; Access to areas of open access, and promotion and maintenance of 
promoted trails; Visitor Information and interpretation through co-ordinated events programme, National 
Park centres, publications , local Information Points, support for local information centres, visitor 
publications and ranger service and Support and development of ‘sustainable tourism’ activities through 
training, product development, research and co-ordination. 
 
The National Park Authority works through Exmoor Tourism in addition to Somerset Tourist Association 
and North Devon Marketing Bureau to support the marketing of the area and will also provide copy and 
images for other third party organisations seeking to promote the area. 
 
 
1.3.5 Other Private sector Groups 
 
Some of the other private sector groups and networks in Somerset includes:- 
 

• An active local tourism network in Sedgemoor District 

• Various private sector led tourism related  bodies, such as the Minehead hoteliers group; Visit 
Watchet ; Porlock Tourist Association; Exmoor Farm Holiday Group; Dunster Tourism Forum; 
various Chambers of Trade; Taunton Forward; Minehead Vision and Chambers of Trade throughout 
the county. 
 
 

1.3.6 District Councils  
 
Tourism delivery actions currently undertaken by district councils vary across the county. For West 
Somerset Council, actions are undertaken by Exmoor Tourism, or by Exmoor National Park Authority. 
In addition there is a West Somerset tourism officer funded by the Hinkley Tourism Action Partnership 
(HTAP) which has developed a Tourism Strategy and Action Plan (see appendix 3). HTAP also funds a 
tourism officer in Sedgemoor. There is a tourism function within South Somerset and in Taunton 
Deane, as part of the Economic Development agenda and both of these authorities fund the operation 
of a tourism information centre (in Taunton and on the A303 at the Cartgate roundabout) Sedgemoor 
DC, Taunton Deane BC and South Somerset DC regularly attend the Visit Somerset Board meetings.  
 
 
1.4 Key Existing Tourism Related Activities Undertaken 
 
1.4.1 Websites.   
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The primary county-wide tourism website is the Visit Somerset site (www.visitsomerset.co.uk) which is 
fully funded and managed by Visit Somerset. The site includes a sub-site called ‘Escapes’ created for 
the COOL Tourism (EU Interreg funded) Project, which focusses on the development of ‘experiential 
tourism’ products throughout the county. 
 
Statistics for visitsomerset.co.uk visitation show a healthy increase year on year.  Comparing 
cumulative figures for year to June 2015 with year to June 2014, we find: 
 
 Sessions up 26.24% - 411,349 vs 325,747 
 Users up 23.25% - 328,956 vs 266,992 
 Page views up 18.38% - 1,190,938 vs 1,005,889 
 
Associated statistics for VS Twitter account for June 2015: 21,100 business to customer followers, plus 
1,500 business to business followers, total of 22,600.  VS has 1,300 Facebook likes. 
 
In addition, VS will manage a portal site for workers in relation to the Hinkley Point C project (which will 
be the largest construction project in Europe) – this portal site ‘ Hinkley Leisure’ is funded by EDF 
Energy. 
 
Taunton Deane has a sub-site, hosted on Visit Somerset.  It is hoped that others will follow. 
 
 South Somerset has its own separate site: www.discoversouthsomerset.com as does Visit Exmoor 
(http://www.visit-exmoor.co.uk/ ) focussed on marketing the Exmoor brand, including Exmoor National 
Park which is partly in Devon as well as in Somerset. 
 
Other Somerset websites include:- 
 
Visit Watchet: http://www.visit-watchet.co.uk/About.htm and Cheddar Village 
http://www.cheddarvillage.org.uk/ 
 
 
1.4.2 Print.   
 
The primary piece of promotional print for the county, ‘Visit Somerset – Jewel of the South West’, is 
produced by VS with an annual print run of 125,000.  Normally 64pp, this free full-colour publication is 
distributed through TICs nationally, Take One Media outlets, our own road shows, trade fairs, our 
partners’ distribution networks and through the post on request.  90% of distribution is to targeted 
outlets and individuals outside the county, the remainder encouraging tourism movements within the 
county. 
 
South Somerset and Taunton Deane produce additional information and thematic print and Exmoor 
National Park produce the Exmoor Visitor newspaper which is primarily an information source for 
visitors within the destination.  
 
 
1.4.3 Promotion.    
 
As well as the web-related promotional activity listed above, a variety of media campaigns, PR activity, 
exhibition attendance (national and overseas) and social media activity is undertaken by VS. Some 
examples include:- 
 
Annual attendance at the NEC Caravan and Camping Show 
Annual series of road shows at selected supermarket sites in key areas 
Attendance at Visit Britain international forums 
Attendance through partners at selected European trade fairs 
 
1.4.4 Tourist Information Centres.   

 

http://www.visitsomerset.co.uk/
http://www.visitsomerset.co.uk/
http://www.discoversouthsomerset.com/
http://www.discoversouthsomerset.com/
http://www.visit-exmoor.co.uk/
http://www.visit-exmoor.co.uk/
http://www.visit-watchet.co.uk/About.htm
http://www.visit-watchet.co.uk/About.htm
http://www.cheddarvillage.org.uk/
http://www.cheddarvillage.org.uk/
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Two of the local authorities, Taunton Deane and South Somerset, run TICs and Exmoor NPA runs 
three visitor centres.  Other TICs in Somerset are run by volunteers or managed by the private sector. 
 
1.4.5 Quality, Training, Business Support.   
 
In 2014 Visit Somerset coordinated a series of Quality workshops as a result of Government funding to 
Somerset in response to the Floods. 
 
Also in 2014/15 the COOL Tourism (EU Interreg) Project (key local partners: Somerset County Council; 
Sedgemoor District Council; West Somerset Council and Exmoor National Park) delivered a series of 
Quality and Social Media workshops across the county, in partnership with the Connecting Devon and 
Somerset Superfast Broadband Project. Visit Somerset assisted with the promotion of these workshops 
via e-newsletters and the Business section of the Visit Somerset website.   
 
1.4.6 Sustainability.   
 
This is an important policy area and Visit Somerset together with Visit Exmoor and the HTAP Group 
have a range of actions to ensure the key principles of Sustainable Tourism are promoted and 
encouraged both within the tourism industry, visitors, and the local communities. One good example of 
this is the inclusion and promotion of the COOL Tourism Toolkit via the Visit Somerset and Visit 
Exmoor websites which includes a range of practical tips and action plans for tourism businesses. The 
recent ‘Great Rural escapes’ section on Visit Somerset also has a particular focus on Sustainable 
Tourism experiential breaks.  
 
1.4.7 Product Development.  
 
There is a range of product development related actions planned for the next five years much of which 
will be delivered primarily in the West Somerset, Exmoor and Sedgemoor areas using HTAP and 
matched funding. Visit Somerset is also working with a consultancy to deliver some tourism Quality 
training across the county. A few districts tend to have some discretionary resources to support product 
development, including some industry training events and general tourism events promotion. Visit 
Somerset assists with the development of many of these actions and is a primary tool for promoting 
training events across the county via the Business section of the Visit Somerset website and via e-
newsletters, social media and at AGMs.  
 
 
1.4.8 Amenities, Access and Infrastructure.   
 
Management of the public domain is a very significant part of the Local Authorities’ contribution.  
Usually this will not be identified under tourism budget headings, as it relates more directly to public 
works, public health, parks, transport, arts, heritage, and countryside functions.  
.  
There will be a number of local initiatives that include elements of tourism development and marketing 
that relate to rural regeneration and sustainable tourism, and most have limited-period external funding. 
Examples include the Levels and Moors and West Somerset LEADER projects and initiatives in the 
AONBs and Exmoor. Visit Somerset actively engages with Local Authorities and the LEADER project 
managers to ensure that tourism related projects can relate to the objectives as detailed in this 
Destination Management Plan and provide assistance and guidance as required. 
 
 
1.5 Current Visitors and Market Trends 

Information on visitors to Somerset is available from a number of sources.  These include statistical 
Volume and Value data collated by the South West Research Company Ltd and a visitor survey for 
Somerset (2009/2010) which included North Somerset. 

Visitor profiles 
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It is estimated that staying visitor nights to Somerset are made up approximately as shown below 

 
 
Of particular note is the low percentage of business visitors. It should also be noted that only 8% of 
visitors are from overseas although they account for 16% of the nights. Around two thirds of the nights 
from overseas visitors are spent on trips visiting friends and relatives (VFR).   These figures are not 
dissimilar across Somerset, including North Somerset.  
 
In the 2009/10 Somerset Visitor Survey, 41% were staying visitors, 48% day visitors from home and 
11% day visitors on holiday. The survey showed that 25% of current visitors had children with them and 
75% were adults without children in the party.  West Somerset, North Somerset and Sedgemoor had 
higher proportions of adults visiting with children than all other areas (though this may have been 
affected by the choice of interview site).  There was generally quite a good mix of age ranges visiting 
the county with Mendip and South Somerset having a significantly higher proportion of visitors falling 
into the 45+ age category while, in contrast, three fifths of visitors to West Somerset were aged less 
than 45 years.  7% of visitors were visiting Somerset as part of an organised group or coach tour. 
 
Around half of all visitors to the county live within the South West region along with good proportions 
from the West Midlands and Wales. 
 
Around half of all visitors choose to visit Somerset because of its scenery.    

Satisfaction with visit 

In general it appears that there is a considerable degree of satisfaction with visits and holidays in 
Somerset.  95% of visitors indicated that they intended to return to Somerset again on holiday and 17% 
said their visit to the county had exceeded their expectations. 
 
Overall Somerset gained a good Recommendation Score of +43% on a scale that can range from -
100% to +100% and indicating that a good proportion of visitors are likely to recommend the county for 
a visit to others.  This compares with a recommendation score for the South West region during 2009 of 
+66%. 
 
 

1.6 SWOT assessment 

Strengths 
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• The name ‘Somerset’ as a known traditional county with good name recognition 

• Varied landscapes, including nationally and internationally important habitats, including 3 AONBs 
and Exmoor as the national park (also a recognised and established brand) 

• A sense of traditional rural England, supported by rural distinctiveness in local foods, cider, market 
towns, villages etc. 

• A coast and resort product that has stayed popular for family markets 

• Accessibility to markets (location as well as fast routes by road and rail) – West Country feel but 
easy to get to compared with competition (notably Devon and Cornwall) 

• Legends and mystique – notably Arthur and good ‘cultural’ tourism product 

• Strong film/TV PR and visibility due to Somerset being used as a location for several recent films 
and TV dramas (including Wolf Hall; Elizabeth; Sense and Sensibility; Hot Fuzz; Dr Who)  

• Festivals and events – notably Glastonbury (with an international PR presence)  

• Good range of accommodation stock 

• Large number of attractions, some sizeable and family orientated 

• National and regional trails and good local rights of way network: ease of access for walking, cycling 
and riding 

• High percentage of repeat visits 

• Tourism officers in some local authority areas with relevant destination management and marketing 
skills 
 

Weaknesses 

• Relatively low awareness compared with some parts of the South West (but more than others) 

• Lack of really strong icon attractions/product to make Somerset stand out 

• Coast seen in some markets as unattractive compared with rest of South West (including Dorset)  

• Regarded by some as a transit destination  

• Poor rural transport links 

• Many life-style businesses 

• Traditionally low paid and seasonal industry 

• Signing poorly planned and coordinated, and cluttered in places. 

Opportunities 

• Market growth in ‘niche’ markets to extend the tourism season and develop the ‘experiential tourism’ 
product 

• Considerable volumes of passing traffic likely to increase 

• Strengthening transport links, e.g. First Great Western  

• Proximity to international icon destinations – Bath and south west peninsula 

• General agreement on the need to pull together as Somerset – including increased collaborative 
working between Visit Somerset; Visit Exmoor and other organisations 

• Involvement of major stakeholders such as First Great Western 

• Initiatives taking place to promote Somerset for inward investment 

• Hinkley Point Visitor Centre; and the HPC S106 funding, Strategy and Action Plan 

• Influx of HPC workers, their friends and families 

• Increased IT connectivity via the Connecting Devon and Somerset and Exmoor Rural Community 
Broadband projects  Broadband  

Threats 

• Continuing decline in  market share 

• Decreased capacity for public sector support  

• Traffic congestion and negative PR associated with the HPC project 

• Strength of sterling – impacting on overseas visitors  

• Risk from flooding (inc negative PR) 
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• Pressure on accommodation re: HPC workers 

• Sustainability of Information Centres 
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2 STRATEGIC OBJECTIVES 

2.1 Underlying Aims 

At the outset it is important to state clearly what tourism needs to deliver for Somerset, as a set of 
underlying aims.  These reflect the aspirations of Somerset’s tourism stakeholders.  They are: 
 

• To ensure that tourism successfully meets its potential as a driver of the Somerset economy, 
bringing prosperity throughout the area through increased consumer spending.   

• To provide all visitors to Somerset with a high quality, enjoyable and fulfilling experience. 

• To strengthen the appreciation and conservation of Somerset’s natural, cultural and historic heritage 
and distinctiveness and reduce the impact of tourism on the environment. 

• To contribute to raising the overall awareness of Somerset and positive images associated with it.   

• To foster viable and competitive tourism enterprises which provide good quality year round jobs. 
 

2.2 Strategic Priorities and Approach 

The following strategic documents provide the policy context for this plan:- 
  

• VS Draft DMP (2013 – 2018) and VS Business Plan 2015 – 16 (see appendix 1) 

• HTAP Strategic Action Plan (see appendix 2) 

• Somerset County Council ‘County Plan’ 2013 – 17 

• Exmoor Tourism Partnership Sustainable Tourism Strategy (see appendix 3) 
  

2.3 Vision  

At the end of 2020: 
 
Somerset is operating as an integrated tourism destination, following an agreed direction and 
programme that is strongly supported by tourism enterprises, the local authorities and relevant public, 
private and voluntary bodies.  Strong links have been forged with transport operators and other national 
agencies for mutual benefit.  This effort and the results it has achieved are widely recognised and 
acknowledged and all those involved in tourism are happy to be working together as part of Somerset 
and feel fully engaged. 
 
Somerset is firmly on the tourism map, offering excellent short and extended breaks that provide a 
distinctively Somerset, and highly accessible, form of West County experience.  It is popular with 
couples and young people and also continues to offer good value holidays to families, who increasingly 
understand and enjoy all the experiences on offer to them in Somerset, combining the coast with the 
countryside.  Many people choose to visit Somerset out of the main summer months and year round 
occupancy levels have increased.     
 
Local people increasingly recognise the importance of tourism in providing them with services, facilities 
and experiences that they can benefit from and enjoy.  
 
Through regular pro-active communications with other DMOs and with Visit England / Visit Britain, 
Somerset is able and willing to share good practice and learn from other successful DMO models and 
DMPs. 
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2.4 Targets 

2.4.1 Visitor Target Markets 

Three primary target markets are identified: 
 

• Short breaks: 1-3 nights but also 4-7. Primarily 55-70 but also families and pre-family. ABC1, 
seeking countryside experiences, heritage, fresh local food, short to middle distance walks, and 
coastal access. 

• Traditional seaside markets:  C1C2D.  Mainly families but also older couples. Mainly one week 
holidays but also short and extended breaks. Mainly holiday park based but also hotel/guest house 
and other self-catering.  Primarily coastal but exploring family attractions, countryside, activity and 
events.  

• Transit traffic on routes west.  Identified as primary owing to strategic opportunity for Somerset.   
Classified as ‘day visitors on holiday’.  Seeking stop-overs, accessible places to visit.  Opportunity to 
convert them to return/repeat visitors.  

  
The main sources of origin of these primary targets are: West Midlands and the wider London area.  
Secondary targets include within the South West Region, South Wales, Rest of South East, and East 
Midlands. 
 
Niche opportunity and experiential tourism markets are: 

• Activity holidays. Principally walking and cycling segments.  Coastal sports. 

• Special interest.  Heritage, gardens, food and drink, rural themes, Film and TV tourism.  Primarily 
domestic but some overseas niche interest (USA history/legends). 

• Festival goers.  Given high profile of Glastonbury, and other events.  A market for targeted add-ons.  
Needs further research. 
 

 
Secondary general target markets are: 

• Longer holidays, inland and coastal (7+ nights).  Mainly C1C2.  Couples and families. Seeking good 
quality self-catering, countryside experiences, good food. 

• Coach groups.  Inland and Coastal.  Mainly 55-75. C1C2D.  Seeking good appropriate 
accommodation and attractions.  Traditional market for parts of the area, that needs to be retained.  

• Overseas visitors. Mainly N Europe and USA, but not specific.  Mainly touring South West – 
between Stonehenge, Bath, Bristol, Devon, Cornwall – but also seeking countryside experience and 
quintessential England. Mainly independent, car but including cyclists. 

• Day visitors.  Essential core business for attractions, catering, events, resort prosperity.  Mainly from 
Bristol area but also W Midlands and S Wales. 

• VFR.  Very sizeable and growing market – similar requirements to day visitors.  

• Business and MICE.  Not major market for area, but important for some locations and venues. 

2.4.2 Growth and sustainability targets 

Growth targets for staying visitors: 

• Nights: from base of 10.5m 2013 to 12.6m in 2020 (20% growth).   

• Spending: from base of £1.28b 2013 to £1.41b in 2020 (10% growth - real terms). 
 
Satisfaction with overall quality of visit: 

• From base of +43% scoring ‘Very high’ (2009/10) to +50% scoring ‘Very high’ (2020) 
 
Participation: 
In 2015 there are about 800 members of Visit Somerset from around 2670 accommodation and 
attraction enterprises (other enterprises unknown), which is a participation rate of 30%.   
 

• Target for membership of DMO in 2020 – 90% of current accommodation/attraction numbers.  
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2.5 Objectives 

The following seven objectives have been identified for the action plan outlined in the following section. 
These objectives reflect the underlying aims and the principles and approach outlined above. 
 
1   IDENTITY 
To reinforce and further develop the Somerset brand for Somerset   that stimulates interest, reflects 
and conveys its special qualities and enables a range of products and experiences to link together and 
reinforce each other under the Somerset brand. 
 
2   PROMOTION 
To raise awareness of Somerset as a holiday and short break destination, and use a range of targeted 
promotions to attract new business, increase visitor spending and lengthen the season. This activity will 
include joint promotional and PR activities with key stakeholders such as transport operators, the 
National Trust; RSPB and other national and international brands. 
 
3   QUALITY 
To improve the quality of amenities, facilities and services in Somerset and ensure that support for 
tourism enterprises is tailored to their needs. 
 
4   PRODUCT 
To strengthen the appeal of Somerset through regenerating resorts and market towns and developing 
a range of locally distinctive attractions, activities and events in line with brand values and market 
opportunities. To develop the range and breadth of ‘experiential tourism’ products throughout the 
county in line with visitor research and regular market needs analysis. 
 
5   SUSTAINABILITY 
To encourage tourism enterprises and visitors to support conservation and local communities and 
minimise negative impacts on the environment and quality of life. 
 
6   COMMUNICATION 
To encourage all tourism enterprises and other relevant stakeholders to participate in and support the 
promotion and management of Somerset as a destination and to obtain and share relevant knowledge 
and expertise. 
 
7   RESEARCH 
To monitor and raise awareness of the scale and impact of tourism in Somerset, changes and 
opportunities that may affect its performance, and the reaction and needs of visitors, enterprises and 
local people.   
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3 ACTION PLAN 

 
 
The action plan presented in this chapter has been prepared as a comprehensive programme of 
destination management for Somerset. It covers the agenda for DMOs as set out by Visit England. The 
action plan follows on from a draft action plan (2013 – 2017) prepared by Visit Somerset whereby the 
key aims, objectives and actions were identified and outlined to provide a mechanism for consultation 
and more detailed development – see appendix 1  
 
All of the activities should fall within the sphere of interest and influence of the DMO as the coordinating 
body for tourism.  However, a number are activities where the local authorities or other stakeholders 
are in the best position to take a lead, informing the DMO of the action that is taken.  
 
This is a five year action plan.  The plan is deliberately quite general in terms of detail.  This detail will 
be determined by the DMO, primarily through a process of annual action plans.   
 
 

1   IDENTITY 

To reinforce and further develop the Somerset brand for Somerset   that stimulates interest, reflects 
and conveys its special qualities and enables a range of products and experiences to link together and 
reinforce each other under the Somerset brand. 

1.1 Reinforce the brand identity for Somerset 

The Somerset brand needs to continue to be defined in a way that everyone can understand and 
reflect.  An earlier branding exercise considered the different product and market characteristics of the 
coast and the countryside, including addressing these separately as well bringing them together within 
the brand.  
 
 
 

2   PROMOTION 

To raise awareness of Somerset as a holiday and short break destination, and use a range of targeted 
promotions to attract new business, increase visitor spending and lengthen the season. This activity will 
include joint promotional and PR activities with key stakeholders such as transport operators, the 
National Trust; RSPB and other national and international brands. 
 

2.1 Develop a detailed marketing and PR strategy for Somerset 

 
This tourism delivery plan provides an initial framework for tourism marketing for Somerset.  Whilst a 
detailed marketing strategy for Somerset is still under development, a VS Business Plan (2015 – 16) 
has been produced (see appendix ??). This Business Plan includes a mission statement for VS; a high-
level marketing plan and a set of objectives and targets in relation to marketing activity.  
 
The detailed marketing strategy will: 
 

• Take a close look at the product mix 

• Consider issues of performance and objective – such as seasonality 

• Review opportunities for relating to Visit England and VisitBritain campaigns and facilitate annual 
familiarisation and journalist visits  
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• Reflect on-going co-branding and joint promotional/PR opportunities with important national and 
international brands 

• Make greater use of the clear support from ‘Somerset Ambassadors’ including high-profile media 
celebrities. 

• Set the balance between awareness, response and tactical/thematic marketing activities 

• Identify above the line promotional opportunities  

• Establish a team to take coach tourism forward within Somerset so that the county can support 
coach friendly status 

• Relate the above to PR and travel trade liaison work, including exhibitions 

• Make the most, for Somerset, of the ‘experiential tourism’ approach to marketing 

• Maximising benefits from the opportunity to promote Exmoor as an ‘attack brand’. 
 

2.2 On-going development and promotion of a high quality Somerset website 

The Visit Somerset website should be the centrepiece for the delivery of tourism in the whole county of 
Somerset and the primary marketing and communication tool.  Most promotional activity should be 
about driving potential visitors to the website.  The job of the site is then to ensure swift conversion to 
bookings through creative presentation of product and simple, user friendly interrogation procedures.  
The site will also display tactical promotional offers.  
 
This action is being supplied by Visit Somerset.  

2.3 Prepare and distribute destination print 

Despite the increasing dominance of the website as a product location and booking mechanism, print 
will still be important in delivering business to Somerset enterprises.   
 
It is envisaged that the Visit Somerset guide and other thematic print will still be produced.  
 
 
2.4 Mount an awareness campaign in UK markets 
 
A marketing and PR strategy will be developed to raise awareness of Somerset in UK and overseas 
markets, informed by Visitor research (such as the HTAP funded Visitor Survey 2015-2017) and 
through close consultation with Somerset tourism enterprises. This will include a strategy for Social 
Media campaigns and the on-going development of Social Media as a key tool for promotional activity. 
 

2.5 Undertake targeted and thematic promotions 

A set of tactical promotional activity will be undertaken to relate specific products and offers to carefully 
selected markets.  Activity will include: 
 

• Utilising the Visit Somerset consumer database which will be used for selected CRM activities and 
selected product offers. 

• Developing specific experiential tourism product offers for the short break and family holiday 
markets, to be promoted through targeted above the line advertising.  Autumn and spring breaks 
and associated theming will be developed. 

• Encouraging tourism enterprises to develop product offers and packages related to specific themes 
and/or experiences, for promotion through PR and webiste 

• Reviewing recent experience of Somerset promotion at selected travel shows and other venues in 
the UK and overseas and developing this as appropriate   
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2.6 Increase exposure in overseas markets 

Joint marketing for Somerset provides new opportunities for addressing overseas markets. The 
approach will be to gain far more exposure for Somerset (and its enterprises and products) in overseas 
markets through working with key partners such as Visit Britain and airlines and airports in the area. 
Specific actions include:- 

 

• Facilitating at least 6 VB media and travel trade familiarisation trips per year 

• Participating in VB overseas missions as appropriate 

• Seeking opportunities to work with Bath and Bristol  on targeted overseas marketing activity 

• Further development of existing links with Bristol Airport and Flybe to achieve joint brand 
collaboration and increase awareness of the Somerset offer to a range of overseas visitors 

 
 

3   QUALITY 

To improve the quality of amenities, facilities, services and the visitor experience in Somerset and 
ensure that support for tourism enterprises is tailored to visitors needs 

3.1 Coordinate delivery of training and business advice to increase industry resilience 

A programme of training activity in tourism to be provided in Somerset, primarily through short practical 
courses, provided via a separate consultancy and via HTAP and Exmoor National Park. 
 
Any planned business support activity will be developed in partnership with Visit Somerset and will be 
promoted to tourism enterprises via Visit Somerset website and e-newsletters 
 
See also 4.2 - Experiential Tourism product development training initiatives  
 
 

3.2  Improve ratings on visitor review sites and quality assurance schemes 

Somerset has already achieved a high profile for quality assurance of accommodation, but there is a 
need to further recognise the importance of visitor review sites such as Trip Advisor and ensure that 
businesses can better understand how to develop a positive profile on such sites. This will become an 
important element of training programmes delivered by Visit Somerset and other stakeholders 
(including HTAP and the Connecting Devon and Somerset Broadband Programme) 

3.3  Monitor and disseminate feedback on satisfaction from visitor research 

Satisfaction scores and data collected as a result of the HTAP and Exmoor Visitor Surveys will provide 
a valuable source of intelligence for tourism businesses and this will be disseminated on a regular basis 
via the Business e-newsletters and Business section of the Visit Somerset website. Visit Somerset and 
Exmoor Tourism annual conferences will also feature the results of the Visitor Surveys with an 
interpretation of what the results mean for tourism businesses and how they could respond positively to 
the needs and desires of visitors.  
 
 

4   PRODUCT 
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To strengthen the appeal of Somerset through regenerating resorts, market towns and rural 
communities and develop a range of locally distinctive attractions, activities and events in line with 
brand values and market opportunities. To develop the range and breadth of ‘experiential tourism’ 
products throughout the county in line with visitor research and regular market needs analysis. 

4.1 Support regeneration projects in the resorts, market towns and rural communities 

There are a number of individual towns with community-based plans and programmes for quality of life 
improvement and economic regeneration.  These include the Taunton Forward; Minehead Vision; the 
Watchet Onion Collective and initiatives funded under the LEADER Programmes in the Levels and 
Moors and Western Somerset areas. 
 
Tourism is a key aspect of many of these programmes.  It is important that projects emerging from 
them, which may involve events, information and interpretation, some product development and 
promotion, are properly coordinated within, and supported by, the mainstream delivery of tourism in 
Somerset. 
 
At a minimum, this should involve a flow of information between the projects, the local authorities and 
Visit Somerset on tourism matters.  Further to this, the projects may seek some advice and support on 
the implementation of their plans 
 
 
  
4.2 Experiential Tourism product development training initiatives  
 
In line with market demand, an important aspect of training for tourism businesses will be the increased 
provision of ‘experiential tourism’ products. This will be achieved via training events and via on-line 
tools such as the Tourism Toolkit which is already hosted on Visit Somerset and Visit Exmoor websites. 
 
 

5   SUSTAINABILITY 

To encourage tourism enterprises and visitors to support conservation and local communities and 
minimise negative impacts on the environment and quality of life 

5.1  Encourage and support sound environmental management of enterprises 

Tourism enterprises can secure a number of advantages from improved environmental management 
beyond their own corporate social responsibility, including cost saving and better relations with 
increasingly environmentally conscious consumers.  It can also resonate well with destination or 
product branding associated with quality, caring and environmental appeal 
 
A programme of advice and training to business on environmental management, working through local 
networks and partners will be achieved by working closely with Exmoor National Park and any other 
organisation (including HTAP) that includes sustainable tourism and energy efficiency training provision 
 

5.2 Promote provision and use of public transport and other forms of sustainable travel 

Car based leisure trips are an important source of green house gas emissions and can bring local 
congestion. The current level of visit arrivals by car in Somerset (80%) is higher than the average for 
other destinations benchmarked through visitor surveys.  Rather than restrict car access, efforts should 
be made to positively facilitate and promote arrivals by public transport and to encourage greater use of 
public transport during a visitor’s stay in Somerset.  
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Initiatives to pursue include: 

• Ensuring good information is available to visitors on public transport to and within the area 

• Joint marketing activity with major transport providers including First Great Western 

• Encouraging tourism enterprises to provide public transport information, work out bus, cycle and 
walking excursions for guests, and pick them up from bus/train stops.  

• Generally promote walking and cycling as ways of enjoying and getting around Somerset. 
 
 

6   COMMUNICATION 

To encourage all tourism enterprises and other relevant stakeholders to participate in and support the 
promotion and management of Somerset as a destination and to obtain and share relevant knowledge 
and expertise 

6.1  Further develop and promote a Somerset tourism membership scheme 

Membership of the DMO is a key aspect of the delivery and funding structure of the organisation  
 
The continuation of a mutually supporting working relationship between Visit Somerset and Exmoor 
Tourism is an important on-going action. 

6.2 Provide regular information to and between tourism stakeholders  

A regular flow of information is vital for the success of the DMO, to achieve the objectives and 
successfully implement the above actions. This will be achieved through: 
 

• Maintaining a regular e-newsletter,  

• Continued development of the Business section on the Visit Somerset website 

• Holding regular Visit Somerset ‘Surgeries’ throughout the county 

• Holding an annual (or biannual) tourism forum for Somerset, and holding members meetings. 

6.3 Improve awareness of the contribution of tourism and associated issues 

The DMO will have an important advocacy role in promoting awareness of tourism and its interests, 
and commenting on issues as appropriate.  This should be achieved by: 
 

• Regular local PR – regular press releases and maintaining close contact with media 

• Dissemination of research results (see below) 
 
 
 
 

 

7   RESEARCH 

To monitor and raise awareness of the scale and impact of tourism in Somerset, changes and 
opportunities that may affect its performance, and the reaction and needs of visitors, enterprises and 
local people.   

7.1  Disseminate a range of tourism related Somerset research data  

Tourism research should not be done for the sake of it but should seek to generate information that is 
useful for the management of tourism and the operation of enterprises.   Greater focus on application-
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orientated research will be achieved via close liaison with the HTAP Research and Monitoring 
subgroup. 
 
Research pages on the VisitSomerset Business site intranet will be maintained, to carry both local 
tourism facts (including the value and volume annual data) and helpful summarised information from 
wider research including weblinks.  

7.2  Support the HTAP funded visitor survey  

Visitor profile and feedback is very important to guiding destination management and marketing.  It can 
also help with benchmarking Somerset against other destinations. Visit Somerset will therefore ensure 
that key conclusions from the HTAP funded visitor surveys inform the marketing strategy and action 
plans. 
 
The HTAP funded Visitor Surveys will include:- 
 

• Motivations for visit, nature of visit in Somerset, spending etc. 

• Profile of visitors 

• Places visited and services used 

• Satisfaction/dissatisfaction 
  

7.3  Maintain a regular ‘How’s Business’ Survey  

Launch a bi-monthly how businesses survey to ask tourism enterprises how they are faring in the 
tourism economy and encourage businesses to participate in the Regional ‘How’s Business’ survey 
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4 Resource Implications and Timetable 

4.1  Resources required for the effective delivery of this DMP  

Key delivery bodies:- 

 Visit Somerset (VS) 

 Hinkley Tourism Action Partnership (HTAP) 

 Exmoor Tourism (ET) 

 District Councils 

 Other stakeholders 

 
 

4.5 Timetable for moving forward 

A timetable showing the key activity is set out below.  
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Strategic Activity Actions Priority Delivery Partners Timescale 

1 - Identity 1.1 Reinforce the brand identity for 
Somerset 

High VS / ET / HTAP On-going 

2 - Promotion 2.1 Develop a detailed marketing and PR 
strategy for Somerset 

High VS June 2015 and on-
going 

2.2 On-going development and promotion 
of a high quality Somerset website 

High VS On-going 

2.3 Prepare and distribute destination print Medium VS / ENPA / Districts Sept 2015 and on-
going 

2.4 Mount an awareness campaign in UK 
markets 

High VS / HTAP June 2015 and on-
going 

2.5 Undertake targeted and thematic 
promotions 

High VS June 2015 and on-
going 

2.6 Increase exposure in overseas 
markets 

Medium VS On-going 

3 - Quality 3.1 Coordinate delivery of training and 
business advice  

Medium VS / HTAP / ENPA On-going 

3.2 Improve ratings on visitor review sites 
and quality assurance schemes 

Medium VS / HTAP / CDS Sept 2015 and on-
going 

3.3 Monitor and disseminate feedback on 
satisfaction from visitor research 

Medium VS / HTAP Nov 2016 and Nov 
2017 and on-going 

4 - Product 4.1 Support regeneration projects in 
resorts, market towns and rural 
communities 

Medium VS On-going 

4.2 Experiential tourism product 
development training initiatives 

Medium VS / ET / HTAP On-going 

5 – Sustainable 
Tourism  

5.1 Encourage and support sound 
environmental management of enterprises 

Medium ENPA / HTAP / VS On-going 

5.2 Promote provision and use of public 
transport 

Medium VS / ET On-going 
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6 - Communication 6.1 Further develop and promote a 
Somerset tourism membership scheme 

High VS / ET On-going 

6.2 Provide regular information  to and 
between tourism stakeholders 

High VS / ET On-going and via 
AGM meetings 
(usually November 
each year) 

6.3 Improve awareness of the contribution 
of tourism and associated issues 

Medium VS On-going 

7 - Research 7.1 Disseminate a range of tourism related 
Somerset research data 

Medium VS / ET On-going and via 
AGM meetings 
(usually November 
each year) 

7.2 Support the HTAP funded visitor 
survey 

Medium VS  June 2015 – July 
2017 

7.3 Maintain a regular ‘How’s Business’ 
Survey and promote to tourism businesses 

Medium VS June 2015 and On-
going 

 
 


