
 
 
 

 
 
 
 

 
HIGH PEAK & STAFFORDSHIRE MOORLANDS 

TOURISM STRATEGY BASELINE REPORT 
 

 
 
 
 
 



BLUE SAIL  HIGH PEAK & STAFFORDSHIRE MOORLAND BASLELINE REPORT 
 

                      NOVEMBER 2022 

 

 

 

 

 

 

 1 
 

 

 

 

 
 
 

CONTENTS 
 
 

1. TOURISM PERFORMANCE ................................................................ 2 

2. PRODUCT AUDIT ........................................................................... 15 

3. STRATEGY & POLICY REVIEW ......................................................... 61 

4. MARKET REVIEW ........................................................................... 88 

5. BEST PRACTICE .............................................................................. 99 

6. CONSULTATION & ENGAGEMENT ................................................ 113 

7. BUSINESS SURVEYS (STAFFORDSHIRE MOORLANDS & HIGH PEAK)117 

 



BLUE SAIL  HIGH PEAK & STAFFORDSHIRE MOORLAND BASLELINE REPORT 
 

                      NOVEMBER 2022 

 

 

 

 

 

 

 2 
 

 

 

 

1. TOURISM PERFORMANCE 

KEY FINDINGS 
 

 The Covid pandemic is estimated to have resulted in visitor numbers and tourism economic impact in High Peak and Staffordshire Moorlands 
being down by approximately 50% in 2020 compared to 2019. 

 In 2019, just over 5 million tourism visits were made to High Peak, generating £286 million for the local economy and supporting 3,707 full-time-
equivalent jobs.   

 5.6 million tourism visits were made to Staffordshire Moorlands, generating £335 million for the local economy and supporting 4,042 full-time-
equivalent jobs. 

 The combined tourism economic impact of both areas amounts to over £620 million. 
 For both High Peak and Staffordshire Moorlands, the day visitor market accounts for approximately 90% of all trips and 60% of tourism economic 

impact. 
 Between 2014 and 2019, the number of day visits increased by 14% in High Peak and by 10% in Staffordshire Moorlands.  Over the same period, 

the number of staying visits increased by just 1% in High Peak and by 8% in Staffordshire Moorlands. 
 Shopping and Food & Drink together account for approximately half of direct visitor expenditure in both High Peak and Staffordshire Moorlands, 

reflecting the high proportion of day visits. 
 The seasonal distribution of visits follows a broadly similar pattern to England as a whole, with July and August being peak months for both 

staying and day visits.  Staffordshire Moorland’s day visitor market appears to be relatively weak in the winter months, with just 19% of visits 
taking place in the four months from November to February, compared to 25% in High Peak and the England average of 32%.  

 For staying visits, average spend per night in both High Peak and Staffordshire Moorlands is slightly higher than the England average.  Average 
length of stay in High Peak is similar to the England average but in Staffordshire Moorlands it is shorter – 2.1 nights compared to the England 
average of 3 nights. For tourism day trips, average spend per trip in both High Peak and Staffordshire Moorlands is less than half the England 
average. 

 Data from ONS’s Business Register and Employment Survey (BRES) shows that tourism industry employment accounts for 13% of all industry 
employment in High Peak, 18% in Staffordshire Moorlands.  This is compared to the England average of 11%.  
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 Buxton attracts a third of the High Peak total visits and economic impact; Leek attracts 16% of Staffordshire Moorlands’ total visits and 13% of 
economic impact.   
 

 
COVID IMPACT 
 
Draft STEAM reports for 2020 present tourism volume and value figures, incorporating estimated impact resulting from the Covid pandemic.  They show 
that between 2019 and 2020, visitor numbers and tourism economic impact in High Peak and Staffordshire Moorlands fell by approximately 50%. 

 
Table 1: Tourism volume & value 2020 

 Visitor Numbers (m) % change 2019-20 Economic Impact (£m) % change 2019-20 

High Peak     

Day visitors 2.53 -45% £101.05 -44% 

Staying visitors 0.18 -60% £44.69 -58% 
Total visitors 2.71 -46% £145.75 -49% 

     

Staffordshire Moorlands     
Day visitors  2.607 -48% £104.16 -47% 

Staying visitors  0.228 -59% £59.44 -57% 

Total visitors  2.84 -49% £163.31 -51% 

     

Total visitors (High Peak and 
Staffordshire Moorlands combined) 

5.5 -48% £309 -50% 

Source: STEAM 2020, High Peak and Staffordshire Moorlands 

 
Given that 2020 was an extraordinary year, the analysis in the remainder of this section uses 2019 data to present the most representative 
picture of tourism in High Peak and Staffordshire Moorlands. 
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TOURISM VOLUME & VALUE 2019 

 
In 2019, just over 5 million tourism visits were made to High Peak, generating £286 million for the local economy and supporting 3,707 full-time-
equivalent (fte) jobs.  5.6 million tourism visits were made to Staffordshire Moorlands, generating £335 million for the local economy and supporting 
4,042 fte jobs.  In both High Peak and Staffordshire Moorlands, day visits accounted for approximately 90% of visitor numbers and 60% of economic 
impact.  These proportions are fairly typical of destinations which have large resident populations within a 90-minute drive. 

 
Table 2: Tourism volume & value 2019 

 Visitor Numbers (m) Economic Impact (£m)  Employment Supported (fte) 

High Peak    
Day visitors 4.603 £179.05 1,548 

Staying visitors 0.442 £107.23 2,158 

Total visitors 5.045 £286.28 3,707 
    

Staffordshire Moorlands    

Day visitors 5.046 £196.30 1,698 

Staying visitors 0.554 £139.14 2,345 
Total visitors 5.6 £335.44 4,042 

    

Total visitors (High Peak and 
Staffordshire Moorlands combined) 

10.645 £621.72 7,749 

Source: STEAM 2019, High Peak and Staffordshire Moorlands 
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Five Year Trend 
 
Between 2014 and 2019, day visitor numbers increased by 14% to High Peak and by 10% to Staffordshire Moorlands.   Over the same period, staying 
visitor numbers increased by just 1% in High Peak and by 8% in Staffordshire Moorlands. 
 

 

  
 

Source: STEAM 2019, High Peak and Staffordshire Moorlands 
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Impact of Alton Towers 
 
Alton Towers has a major impact on Staffordshire Moorlands’ tourism sector.  It attracts approximately 2 million visits per year, equating to 36% of all 
tourism visits to Staffordshire Moorlands (based on 2019 visitor number figures provided by STEAM).   
 
From the 2017 Staffordshire visitor survey, the primary motivation for visiting Staffordshire Moorlands was to visit an attraction (47% of respondents).  
(Note: the survey took place at key attractions in Staffordshire Moorlands – including Alton Towers and Biddulph Grange Gardens.) 
 
There is no data available to indicate what proportion of the theme park’s 2 million annual visits are overnight stays, but with 1,000 bedspaces available 
at the three Alton Towers hotels, it provides a significant proportion (50%) of Staffordshire Moorlands’ serviced accommodation bedspace supply (89% of 
the large hotel (50+ rooms) supply). 
 
Using the visitor number proportion (36%) and applying this to 2019 economic impact figures provided by STEAM, this translates into a tourism economic 
impact from Alton Towers of approximately £120 million.  
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Sectoral Analysis 
 
Shopping accounts for the highest share of visitor expenditure (30%/28%) followed by food & drink at 23%/22%).  This reflects the dominance of the day 
visitor market for which shopping and eating out are key components. 
 
 

 
 

 
 

Source: STEAM 2019, High Peak and Staffordshire Moorlands 
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SEASONALITY 
 
The seasonal distribution of visits to High Peak and Staffordshire Moorlands shows a broadly similar pattern to that of England a s a whole, although day 
visits appear to be more peaked, for Staffordshire Moorlands in particular - just 19% of visits take place in the four months from November to February, 
compared to the England average of 32%. This is likely to be a function of the rural nature of the area where the winter weather has a greater impact on 
day visitor activity compared to urban destinations. (Note: day visitor data for England comes from the national day visitor survey whereas High Peak and 
Staffordshire Moorlands data comes from STEAM.) 

 

 
 

 

Sources: STEAM 2019, High Peak and Staffordshire Moorlands; GB Tourism Survey, GB Day Visitor Survey, Visit Britain 
Note: England Staying Visitor data is for domestic overnight visits only 
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AVERAGE SPEND AND LENGTH OF STAY: COMPARISON WITH OTHER DESTINATIONS 
 
National, domestic tourism surveys (GB Tourism Survey and GB Day Visits Survey) can be used to provide comparisons with other destinations and with 
England as a whole.  Sample sizes are small at a local level but the use of 3-year averages, combined with consistency in methodology across the country, 
allows useful comparisons to be drawn.  Note: Figures in the following tables are not comparable with STEAM due to different methodologies. 
 
Average spend per night in both High Peak and Staffordshire Moorlands is slightly higher than the England average.  Average length of stay in High Peak is 
similar to the England average although below that in Allerdale and South Lakeland.  Average length of stay in Staffordshire Moorlands is low – 2.1 nights 
compared to the England average of 3 nights. 
 
Table 3: Domestic Overnight Trips (3-year averages, 2017-2019) 

District Volume of trips (000) Ave spend per trip Ave spend per night Average length of stay 
(nights) 

High Peak 364 £197.80 £67.42 2.93 

Staffordshire Moorlands 250 £144.00 £68.05 2.12 

Allerdale 837 £254.48 £67.83 3.75 

South Lakeland 1.459 £232.35 £71.32 3.26 

Derbyshire Dales 579 £188.26 £65.62 2.87 

Ribble Valley 114 £210.53 £84.81 2.48 

Craven 560 £142.86 £53.55 2.67 

Ryedale 279 £157.71 £52.19 3.02 

England 99,030 £194.70 £65.32 2.98 
Source: GB Tourism Survey, Visit Britain 

 
For tourism day trips, average spend per trip in both High Peak and Staffordshire Moorlands is well below spend in other destinations and less than half 
the England average.  Rural destinations do typically attract lower levels of day visit spend compared to urban destinations.  From the 2019 GB Day Visits 
Survey, average spend per trip to village/rural locations in England was £29.65, compared to £53.18 in city/large town destinations. 
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Table 4: Tourism Day Trips (3-year averages, 2017-2019) 
District Volume of trips (m) Ave spend per trip 

High Peak 4.44 £15.54 

Staffordshire Moorlands 1.51 £13.91 

Allerdale 4.31 £31.55 

South Lakeland 7.61 £34.30 
Derbyshire Dales 6.89 £22.64 

Ribble Valley 3.28 £48.48 

Craven 4.33 £20.09 

Ryedale 2.73 £31.87 

England 1,442 £37.09 
Source: GB Day Visits Survey, Visit Britain 

 
 
TOURISM RELATIVE TO OTHER SECTORS 
 
Whilst STEAM and national tourism surveys are designed specifically to analyse demand and spending by tourists, a look at national employment data is 
helpful in providing an indication of tourism’s importance relative to other industries.  ONS’s Business Register and Employment Survey (BRES) is the 
official source of employee and employment estimates by detailed geography and industry.  It is a sample employer survey that records a job at the 
location of an employee’s work place.  In 2019, tourism industry employment in High Peak accounted for 13% of all industry employment; in Staffordshire 
Moorlands, tourism industry employment accounted for 18% of all industry employment.  The average for England as a whole is 11%. The definition of 
‘tourism industry’ used here is that used by Visit England and ONS for tourism sector economic analysis. A full list of SIC codes is provided at the end of 
this section. Note that tourism industry employment counts all employment within that tourism-defined SIC code. It does not allow differentiation 
between consumption by tourists and consumption by local residents.   
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Table 5: Employment in Tourism Industries, 2019 
 Tourism industry employment All industry employment Tourism Share 

High Peak 4,500 34,000 13% 

Staffordshire Moorlands 6,000 33,000 18% 

Allerdale 6,000 41,000 15% 

South Lakeland 13,000 57,000 23% 
Derbyshire Dales 7,000 36,000 19% 

Ribble Valley 4,000 31,000 13% 

Craven 4,500 33,000 14% 

Ryedale 4,500 29,000 16% 

England 2,908,000 27,149,000 11% 
Source: Business Register and Employment Survey 2019, ONS 

 
 
BUXTON & LEEK 
 
STEAM data is available for Buxton and for Leek and shows that Buxton attracts a third of the High Peak total visits and economic impact; Leek 
attracts 16% of Staffordshire Moorlands’ total visits and 13% of economic impact.   
 
Table 6: Tourism volume & value, Buxton 2019 

 Buxton High Peak  Buxton as proportion of High Peak 

Day Visits (m) 1.534 4.603 33% 
Staying visits (m) 0.144 0.442 33% 

Total visits (m) 1.679 5.045 33% 

Economic impact (£m) £94.02 £286.28 33% 

Employment (fte) 1,160 3,707 31% 

Serviced accommodation bedspaces 783 1,733 45% 

Non-serviced accommodation bedspaces 1,420 6,268 23% 
Resident population (2020) 22,399 92,600 24% 
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Source: STEAM 2019 
 

Table 7: Tourism volume & value, Leek 2019 
 Leek Staffordshire Moorlands  Leek as proportion of Staffordshire Moorlands 
Day Visits (m) 0.86 5.05 17% 

Staying visits (m) 0.064 0.554 12% 

Total visits (m) 0.92 5.6 16% 

Economic impact (£m) £43.5 £335.4 13% 

Employment (fte) 518 4,042 13% 

Serviced accommodation bedspaces 188 2,031 9% 
Non-serviced accommodation bedspaces 91 6,208 1.5% 

Resident population (2020) 20,028 98,400 20% 

Sources: STEAM 2019; www.citypopulation.de 

 
 
TOURISM SIC CODES 

 

Tourism Industries SIC2007 code Description 

Accommodation for visitors 55100 Hotels and similar accommodation 

  55202 Youth hostels 

  55300 Recreational vehicle parks, trailer parks & camping grounds 

  55201 Holiday centres and villages 

  55209 Other holiday and other collective accommodation 

  55900 Other accommodation 

Food and beverage serving activities 56101 Licensed restaurants 

  56102 Unlicensed restaurants and cafes 

  56103 Take-away food shops and mobile food stands 
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  56290 Other food services 

  56210 Event Catering Activities 

  56301 Licensed clubs 

  56302 Public houses and bars 

Railway passenger transport 49100 Passenger rail transport, interurban 

Road passenger transport 49320 Taxi Operation 

  49390 Other passenger land transport 

Water passenger transport 50100 Sea and coastal passenger water transport 

  50300 Inland passenger water transport 

Air passenger transport 51101 Scheduled passenger air transport 

  51102 Non-scheduled passenger air transport 

Transport equipment rental 77110 Renting & leasing of cars and light motor vehicles 

  77341 Renting & leasing of passenger water transport equipment 

  77351 Renting & leasing of passenger air transport equipment 

Travel agencies & other reservation services activities 79110 Travel agency activities 

  79120 Tour operator activities 

  79901 Activities of tour guides 

  79909 Other reservation service activities n.e.c. 

Cultural activities 90010 Performing arts 

  90020 Support Activities for the performing arts 

  90030 Artistic creation 

  90040 Operation of arts facilities 

  91020 Museums activities 

  91030 Operation of historical sites & buildings & similar attractions 

  91040 Botanical & zoological gardens and nature reserves activities 
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Sporting & recreational activities 92000 Gambling & betting activities 

  93110 Operation of sports facilities 

  93199 Other sports activities 

  93210 Activities of amusement parks and theme parks 

  93290 Other amusement and recreation activities nec 

  77210 Renting and leasing of recreational and sports goods 

Country-specific tourism characteristic activities 82301 Activities of exhibition and fair organisers 

  82302 Activities of conference organisers 

  68202 Letting and operating of conference and exhibition centres 

Source: Office for National Statistics 
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2. PRODUCT AUDIT 

KEY FINDINGS 
 

 High Peak and Staffordshire Moorlands have many stand-out visitor experiences, predominantly featuring outdoor activities.  In this section we 
highlight these ‘signature experiences’ and their associated ‘hero’ products - themed clusters that present distinctive features.    

 Selected signature experiences for High Peak are: 
• Walking and hiking: High Peak has an outstanding walking offer, with countless, scenic paths and trails ranging from easy strolls to 

demanding hill climbs.  Of particular note are Kinder Scout, Mam Tor, Stanage Edge  (Derbyshire Dales) & Bamford Edge, Pennine Way and 
walks around Ladybower and Longdendale reservoirs. 

• Outdoor adventure: The geography of High Peak lends itself to adventurous outdoor activities, notably mountain biking, climbing and 
caving.  There are many activity providers offering courses and experiences. 

• Cycling: Hero products are: Trans Pennine Trail, Pennine Cycle Way, Monsall Trail, Winnats Pass. 
• Caverns and Caves: Show caves provide a unique High Peak visitor experience. Most popular are Poole’s Cavern, Treak Cliff Cavern, 

Speedwell Cavern and Peak Cavern. 
• Towns and villages: Hero products are Buxton, Castleton, Whaley Bridge, New Mills, Hayfield and Glossop. 
• Festivals and events: Hero products are Buxton International Festival, Hillhead quarrying exhibition, Tour of the Peak Sportive. 

 Selected signature experiences for Staffordshire Moorlands are: 
• Walking and hiking: Scenic and varied countryside walks, notably The Roaches, Dovedale & Ilam Park and the Staffordshire Way. 
• Cycling: Some attractive, traffic-free routes including The Manifold Way, Biddulph Valley Way, Caldon Canal, Oakamoor to Denstone 

Greenway and Leek to Rushton Spencer Greenway. 
• Water activities: A variety of water activities available on Rudyard Lake and Tittesworth Reservoir, as well as narrow boat hire on the 

Caldon Canal. 
• Family fun: Hero products – Alton Towers, Churnet Valley Railway, Foxfield Railway, Rudyard Lake Steam Railway, Peak Wildlife Park. 
• Gardens and nature attractions: Hero products – Biddulph Grange Garden, RSPB Coombes Valley and Consall Woods, National Trust 

Hawksmoor, Dimmingsdale, four country parks - Greenway Bank, Biddulph Grange, Deep Hayes and Ladderedge. 
• Towns and villages: Main places are Leek, Cheadle, Biddulph. 
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• Festivals and events: Include – Leek Show, Leek Arts Festival, Staffordshire Moorlands Walking Festival 
 High Peak and Staffordshire Moorlands each have approximately 8,000 accommodation bedspaces, around a quarter of which are in serviced 

accommodation. Most serviced establishments are small, with 10 or fewer rooms.  The two large hotels (50+ rooms) in High Peak are The Palace 
Hotel (operated by Britannia) and the new, luxury Buxton Crescent Spa Hotel which opened in 2020 after a long period of redevelopment. In 
Staffordshire Moorlands, the three largest establishments are the theme park hotels at Alton Towers which together provide 1,000 bedspaces in 
500 rooms. 

 In 2019 there were 146 self-catering establishments (cottages, houses, apartments) in High Peak, 205 in Staffordshire Moorlands (down to 165 in 
2020). High Peak has 40 camping/caravan sites and 13 youth hostels; Staffordshire Moorlands has 37 camping/caravan sites and 10 youth hostels.   

 High Peak and Staffordshire Moorlands each have around 400 private home rentals available through Airbnb, 60% on a full-time basis. 
 Findings from the 2019 Staffordshire Hotel & Visitor Accommodation Strategy (Hotel Solutions) suggest that there is strong demand in 

Staffordshire for boutique, luxury and 4-star B&Bs; a good market for high quality inns and pub accommodation; a clear need for additional non-
serviced accommodation to grow peak-season staying tourism across Staffordshire’s rural areas. (Note: the Strategy relates to all Staffordshire.) 

 For the conference market, Buxton has the striking Devonshire Dome and Pavilion Gardens offering capacities of 1,500/1,000 delegates. The 
Palace Hotel and The Buxton Crescent Health Spa Hotel can cater for 500 and 186 delegates respectively.  In Staffordshire Moorlands, Alton 
Towers Theme Park provides the largest conference spaces (up to 570 delegates).  

 
 
SIGNATURE EXPERIENCES 
 
In the tables below, we present signature experiences together with their hero products for High Peak and for Staffordshire Moorlands. Hero products 
have been selected using the following selection criteria: 

 Listed in travel guides/magazines/articles under best/leading/top 20 experiences of that type 

 Rates high in TripAdvisor and other similar platforms, relative to other similar places/sites/attractions in the region 

 Is part of a national network that gives it profile/positioning within certain markets, e.g. National Trust  

 Has a national status that sets it apart/is a mark of quality, e.g. National Trail 

 Is regionally/nationally well-known with an instantly recognisable name 
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 Is a distinctive feature of the area 

 It has a strong presence/following on Instagram/Twitter/Facebook 

Table 8: High Peak Signature Experiences 

Signature 
Experience 

Hero Products Location Description Meets Selection Criteria? 

Walking & hiking Kinder Scout Hayfield/ 
Edale 

Well known, popular hill walk, highest point in 
the Peak District (636m). Site of the 1932 Mass 
Trespass.  

National Trust, SSSI, National Nature 
Reserve 
No. 4 in AllTrails’ ‘best trails in 
England’ 
No. 6 in Trip Advisor’s Things to do in 
the Peak District National Park 

 Mam Tor Edale/ 
Castleton 

517m high hill. Well known, popular ridge walk.  No. 1 in AllTrails ‘best trails in 
England’ 
No. 4 in Trip Advisor’s Things to do in 
the Peak District National Park 

 Stanage Edge & 
Bamford Edge 

Bamford Stanage Edge (Derbyshire Dales) is a Gritstone 
edge stretching 4 miles. Bamford Edge is an 
overhang of gritstone rock. Both popular for 
walking and climbing + popular combined 
circular walk. 

No. 12 in AllTrails’ ‘best trails in 
England’ 
Stanage Edge – No. 13 in Trip 
Advisor’s Things to do in the Peak 
District National Park 

 Pennine Way From Edale National trail. 268 miles from Edale to Kirk 
Yetholm, Scottish borders. 

National Trail 

 Reservoir walks Ladybower 
Reservoir, 
Derwent Dam, 

Linear and circular walks around reservoirs. 
 

Derwent /Ladybower – No. 5 and No. 
12 in Trip Advisor’s Things to do in 
the Peak District National Park 
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Longdendale 
reservoirs 

   
Outdoor 
Adventure  

Mountain biking various Many mountain biking trails including the 
Pennine Bridleway and downhill paths at 
Ladybower Reservoir, Chinley Churn & Middle 
Moor, Jacob’s Ladder, Roych Clough. 

Pennine Bridleway – a National Trail 
Others are featured in ‘Top 5 Peak 
District mountain bike routes’, 
Mountain Bike Rider publication.  

 Climbing & 
Bouldering 

various Popular climbing location for beginners and 
advanced. Examples are Burbage North, 
Burbage South, Laddow Rocks, Kinder Downfall, 
Windgather Rocks. Indoor climbing wall at 
Bamford Adventure Hub. Also, significant 
climbing area (in adjacent Derbyshire Dales) 
incorporating, Stanage Edge, Froggatt Edge & 
Curbar Edge. 

Distinctive feature of the area.  
’10 routes to climb in the Peak 
District’, Go Outdoors blog 

 Caving Castleton area Major caving destination including Peak Cavern, 
P8 Jackpot, Giant’s Hole, Titan (UK’s largest 
natural underground shaft). 

Distinctive feature of the area 
Timeoutdoors.com, ‘Caving in the 
Peak District - Top 5 experiences’. 
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 Activity centres various Many outdoor centres and activity providers 
offering instructor-led courses/experiences (e.g. 
climbing, abseiling, caving, horse riding, 
mountain biking, high-wire (including Go Ape, 
Buxton). 

  

   
Cycling Trans Pennine Trail Through 

Glossop & 
Longdendale 

National, 215-mile coast-to-coast, multi-user 
route from Southport to Hornsea.  Mostly off-
road with mixture of surfaced, level paths and 
rougher sections.  Longdendale section is part 
of the National Cycle Network Route 62. 

National Trail, NCN Route 62 

 Pennine Cycleway Through 
Buxton & 
Longdendale 

355-mile route from Derby to Berwick-upon-
Tweed. Includes Buxton, New Mills, 
Charlesworth, Glossop, Longdendale Trail. Hilly 
route with mixture of quiet roads, railway 
paths, canal towpaths and forestry roads.   

Part of National Cycle Network, NCN 
Route 68 and Route 62 

 Monsal Trail Blackwell Mill 
to Bakewell 

8.5 mile traffic-free route along former Midland 
Railway line.  Easy level path. 

No. 1 in Trip Advisor’s Things to do in 
the Peak District National Park 
NCN route 680 
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 Winnats Pass Castleton Steep, narrow road through limestone valley. 
Challenging road-bike climb. Used for Tour of 
the Peak cycle race and National Hill Climb 
Championships.  

National Trust 

   
Caverns and 
Caves 

Poole’s Cavern & 
Country Park 

Buxton Spectacular limestone show cave with many 
chambers, passages, crystal stalactites.  

No. 3 in Trip Advisor’s Things to do in 
the Peak District National Park 

 Treak Cliff Cavern Castleton Unique show cave with famous Blue John stone, 
found only in Castleton. 

No. 8 in Trip Advisor’s Things to do in 
the Peak District National Park 

 Speedwell Cavern Castleton Underground cave system-journey by boat. No. 11 in Trip Advisor’s Things to do 
in the Peak District National Park 

 Peak Cavern Castleton Also known as the Devil’s Arse. Largest cave 
entrance in Britain, largest cave system in the 
Peak District. 

No. 14 in Trip Advisor’s Things to do 
in the Peak District National Park 



BLUE SAIL  HIGH PEAK & STAFFORDSHIRE MOORLAND BASLELINE REPORT 
 

                      NOVEMBER 2022 

 

 

 

 

 

 

 21 
 

 

 

 

    
Towns & villages.  Buxton Buxton Thermal spa town, highest market town in 

England. Beautiful Georgian and Victorian 
architecture. Buxton Opera House, Pavilion 
Gardens, Devonshire Dome. Population 22,000. 

In ‘Britain’s top 10 Georgian Spa 
towns’, Britain-magazine.com (Visit 
Britain) 

 Castleton Castleton Attractive village at the head of the Hope 
Valley, overlooked by Mam Tor. Popular for 
walking, show caves, Peveril Castle (English 
Heritage), shops, pubs. Population 600. 

Show caves all in top 20 Things to do 
in the Peak District National Park 

 Whaley Bridge Whaley Bridge Village at the head of the Peak Forest Canal. 
Known as the ‘Gateway to the Goyt Valley’.  
Centred around a conservation area and Grade 
II Listed Transhipment Warehouse. Bugsworth 
Basin was once one of the largest inland ports 
on the English canal system. Canalside walks, 
selection of shops, cafes, pubs and restaurants. 
Population 6,500. 

 

 New Mills New Mills Town set above a rocky gorge (The Torrs). 
Impressive viaduct and historic mill buildings. In 
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early 1800s, the town had 9 cotton mills, 3 
weaving mills and 3 printworks.  Millennium 
Walkway links Torrs Riverside Park to several 
walking and cycling routes. Independent shops, 
cafes, pubs. Population 12,000. 

 Hayfield Hayfield Attractive village at the foot of Kinder Scout. 
Birthplace of Arthur Lowe (Captain 
Mainwaring). Annual Country Show and Sheep 
Dog Trials. Population 2,000. 

Renowned Kinder Scout 

 Glossop Glossop Market town at the foot of the Snake Pass. 
Converted cotton mills, shops, pubs, weekly 
markets. Population 33,000. 

 

   
Festivals & events Buxton International 

Festival 
Buxton Annual international festival of opera, music 

and books.  Held in July. 
 

 Hillhead quarrying 
exhibition 

Buxton UK’s largest quarrying exhibition. Held in June 
at Hillhead quarry.  600 exhibitors, 20,000 
visitors. 
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 Tour of the Peak 
Sportive 

Bakewell to 
Hope Valley 

Challenging cycle road cycle race.  115 miles, 
steep climbs. Held in May. 

 

   
Source: Blue Sail online research. Source of photos: visitpeakdistrict.com, transpenninetrail.org.uk, komoot.com, peakdistrictkids.co.uk, letsgopeakdostrict.co.uk, 
highpeak.gov.uk, cyclosport.org 

 
Table 9: Staffordshire Moorlands Signature Experiences 

Signature 
Experience 

Hero Products Location Description Meets Selection Criteria? 

Walking and 
hiking 

The Roaches Leek Well known spot for walkers and climbers with 
dramatic gritstone edges, craggy rocks and 
panoramic views. 

No. 2 in AllTrails’ ‘Best trails in 
England. 
No. 19 in Trip Advisor’s Things to do 
in Staffordshire. 

 Dovedale & Ilam 
Park. 

Ilam Dovedale is a renowned beauty spot. 
Picturesque valley following the River Dove. 
Famous stepping stones.  Ilam Park is a country 
park and woodland on the banks of the River 
Manifold. Managed by the National Trust. 
Youth Hostel, small caravan site, NT shop. 

National Trust 
No. 33 in Trip Advisor’s Things to do 
in the Peak District 



BLUE SAIL  HIGH PEAK & STAFFORDSHIRE MOORLAND BASLELINE REPORT 
 

                      NOVEMBER 2022 

 

 

 

 

 

 

 24 
 

 

 

 

 Staffordshire Way Mow Cop, 
Cheshire to 
Kinver Edge, 
Stourbridge 

Long distance footpath (95 miles) which starts 
near Biddulph and passes by Rudyard Lake, 
along Caldon Canal and Churnet Valley. 

LDWA path 

   
Cycling The Manifold Way Hulme End to 

Waterhouses 
8-mile track for walkers, cyclists and horse 
riders following the route of the disused Leek 
and Manifold Light Railway.  Mostly traffic-free. 
Cycle hire available at Waterhouses. 

  

 
 

Biddulph Valley Way Stoke-on-
Trent to 
Congleton 

13-mile traffic-free path for walkers, cyclists and 
horse riders. Follows former Biddulph Valley 
railway line. Part of Route 55, National Cycle 
Network 

On National Cycle network (Route 
55) 

 Caldon Canal Stoke-on-
Trent to 
Froghall Wharf 

Built in 1776. Runs for 18 miles, with 17 locks, 
Froghall Tunnel. Canal path for walkers & 
cyclists.  Part of NCN Route 550 and NCN Route 
559. 

On National Cycle Network (Routes 
550 and 559) 

 Oakamoor to 
Denstone Greenway 

Oakamoor to 
Denstone 

6-mile path for walkers, cyclists and horse riders 
on disused railway. 
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 Leek to Rushton 
Spencer Greenway 

Leek to 
Rushton 
Spencer 

5-mile path on disused railway line. Goes 
alongside Rudyard Lake. Part of the 
Staffordshire Way. 

 

   
Water activities Rudyard Lake Rudyard 66-hectare reservoir with walking and cycling 

trails, rowing boats, canoeing, sailing, fishing, 
visitor centre, activity centre, café. 

No. 11 in ‘Best days out in 
Staffordshire’, dayoutinengland.com 

 Tittesworth 
Reservoir 

Near Leek 77-hectare reservoir (Severn Trent Water). 
Canoeing, kayaking and paddleboarding hire, 
taster sessions, self-launch, summer activity 
programs, British canoeing courses. Visitor 
centre, gift shop, restaurant.  100 hectares of 
wildlife habitat.  

No. 15 in ‘Best days out in 
Staffordshire’, dayoutinengland.com 

 Caldon Canal Stoke-on-
Trent to 
Froghall Wharf 

Narrow boat hire available from a number of 
companies. 
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Family fun Alton Towers Alton Major theme park. 2m annual visits UK’s biggest theme park. 

No. 4 in Trip Advisor’s top Theme 
Parks in England. 

 Churnet Valley 
Railway 

Froghall Heritage railway with steam train rides.  11-mile 
return journey from Froghall to Cheddleton.  
Dining trains, Grade II Listed Victorian station at 
Cheddleton and small museum. 

34,000 followers on Facebook 

 Foxfield Railway Blythe Bridge Steam railway. 3.6km train ride.  Cream Tea 
Trains, Footplate rides, Steam driver 
experience. Miniature railway, museum, gift 
shop, café, events. 

No. 30 in Trip Advisor’s Things to do 
in Staffordshire. 

 Rudyard Lake Steam 
Railway 

Leek Miniature railway with 3-mile return trip along 
the side of Rudyard Lake. 5 steam engines, 
special events, Santa specials, café. 

13,000 followers on Facebook 

 Peak Wildlife Park Winkhill, Leek Walkthrough areas with red squirrels, lemurs, 
penguins, wallabies, African village, animal 
experiences.  Indoor play, cafe. 

36,000 followers on Facebook 
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Gardens, nature 
& countryside 
attractions 

Biddulph Grange 
Garden 

Biddulph Victorian garden created by James Bateman 
with a Chinese garden, Italian garden and 
Scottish glen. Gift shop, plant centre, tearoom. 

National Trust 

 RSPB Coombes 
Valley and Consall 
Woods 

Bradnop, Leek 100-hectare woodland reserve. Oldest RSPB 
nature reserve in the Midlands. Nature trail. 

RSPB, SSSI 

 National Trust 
Hawksmoor 

Cheadle Ancient woodland National Trust 

 Dimmingsdale Alton Once part of the Earl of Shrewsbury’s Alton 
Towers estate, now a Forestry England beauty 
spot in Churnet Valley.  An SSSI. Award winning 
Ramblers Retreat tearoom. 

SSSI 
No. 2 in Trip Advisor’s Top 
Attractions in Staffordshire 

 Country Parks Near Biddulph 
and Leek 

Greenway Bank, Biddulph Grange, Deep Hayes 
and Ladderedge Country Parks all provide 
attractive countryside areas with woodland, 
meadows, ponds and paths. 
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Towns and 
villages 

Leek Leek Historic market town. Cobbled market square, 
independent shops, antique shops and markets, 
traditional markets, Nicholson Museum & Art 
Gallery, Foxlowe Arts Centre. 

 

 Cheadle Cheadle Market town near Alton Towers. Independent 
shops and cafes, indoor market, St Giles 
Catholic Church (Pugin’s Gem’). 

 

 Biddulph Biddulph Originally a mining town, now known as the 
Garden Town of Staffordshire. Award winning 
floral displays, artisan markets. 

 



BLUE SAIL  HIGH PEAK & STAFFORDSHIRE MOORLAND BASLELINE REPORT 
 

                      NOVEMBER 2022 

 

 

 

 

 

 

 29 
 

 

 

 

   
Festivals & events Leek Show Leek Annual agricultural show.  Held in July.  

 Leek Arts Festival Leek Arts festival held in May.  

 Staffordshire 
Moorlands Walking 
Festival 

Leek 11-day walking festival held at the end of 
April/early May.  40 free walks with guides and 
walk leaders. 

 

   
Source: Blue Sail online research 
Source of photos: visitpeakdistrict.com, peakdistrictkids.co.uk, enjoystaffordshire.com, rudyardlake.com, rspb.or.uk, inyourarea.co.uk, 
foxloweartscentre.org.uk, staffsmoorlandswalkingfestival.co.uk 
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VISITOR ACCOMMODATION: BEDSPACE SUPPLY 
 
High Peak and Staffordshire Moorlands each have around 8,000 accommodation bedspaces, around a quarter of which are in serviced accommodation.  

 
 

  
Source: STEAM 2019 (with Travelodge Glossop added) 
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SERVICED ACCOMMODATION  
 
High Peak serviced accommodation 
In 2019 there were 121 serviced accommodation establishments in High Peak, supplying over 1,800 bedspaces. (Note: as with the tourism performance 
analysis above, the following table refers to 2019 data. With the opening of the new Buxton Crescent in 2020, there are now three large hotels in High 
Peak – The Palace Hotel, Buxton, the Buxton Crescent Hotel, and the Travelodge Glossop.)  Including the Buxton Crescent hotel, just 14% of total serviced 
stock have more than 10 rooms.   
 
Table 10: High Peak serviced accommodation stock, 2019 

 Number of establishments Number of bedspaces 
50+ rooms (see note above) 2 391 

11-50 rooms 15 547 

1-10 rooms 104 932 

Total 121 1,870 
Source: STEAM 2019 (with Travelodge Glossop added) 

 
Close to a third of serviced establishments are located in the Hope Valley (Castleton, Edale, Bamford, Hope), a quarter in Buxton, 15% in Glossop.  
Recorded quality ratings are (source: accommodation files 2020, STEAM):  
 

Quality rating (VB/AA) Number of establishments 
2-star 2  
3-star 20  
4-star 35 
5-star 2 
No VB/AA star rating 62 

 
Selected hotels and B&Bs are provided in the following table: 
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Table 11: Selection of hotels in High Peak 

Hotel Location Number of 
rooms 

Description Photo 

Buxton Crescent 
Health Spa Hotel 

Buxton 81 Grade I listed building built in the 1780s.  Buxton’s centre piece 
crescent.  Major redevelopment programme started in 2003. Now a 
luxury, 5-star health spa hotel which opened in October 2020, 
operated by Ensana Hotels. 

 
Palace Hotel Buxton 122 Grand Victorian building. Operated by Britannia Hotels. Popular 

conference & banqueting venue. Health club with pool, gym, beauty 
rooms.  Poor customer ratings on booking.com and Tripadvisor. 

 
Old Hall Hotel Buxton 35 3-star hotel. Oldest hotel in England. Operated by Ensana Hotels. 

 
Lee Wood Hotel Buxton 38 Best Western 3-star hotel. 

 
Roseleigh Guest 
House 

Buxton 14 4-star guest house in Grade II listed building. 

 
Losehill House 
Hotel & Spa 

Castleton 23 4-star hotel & spa. 
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Hotel Location Number of 
rooms 

Description Photo 

Yorkshire Bridge 
Inn 

Bamford 14 Family-owned, award winning, 4-star inn. 

 
Underleigh House Hope Valley 4 5-star B&B converted from a cottage and shippon in 1873. 

 
Ye Olde Nags Head Castleton  9 17th century coaching inn. 

 
Travelodge Glossop Glossop 62 Travelodge 

 
Windy Harbour 
Farm 

Glossop 6 Restaurant with 4-star B&B accommodation. 

 
Source: Blue Sail online research; STEAM 2020 
Photos: visitbuxton.co.uk, visitpeakdistrict.com, booking.com, Travelodge.co.uk  
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Staffordshire Moorlands serviced accommodation 
In 2019 there were 73 serviced accommodation establishments in Staffordshire Moorlands supplying just over 2,000 bedspaces.  The majority (84%) are 
small with 1-10 rooms.  (Note: In 2020 there were 24 fewer establishments (all <10 rooms).   
 
Table 12: Staffordshire Moorlands serviced accommodation stock, 2019 

 Number of establishments Number of bedspaces 

50+ rooms 4 1,126 

11-50 rooms 8 331 

1-10 rooms 61 574 

Total 73 2,031 
Source: STEAM 2019  

 
Three of the four hotels offering 50+ bedrooms are based at the Alton Towers theme park.  The other is a Premier Inn in Leek town centre.  
 
Recorded quality ratings are (source: accommodation files 2020, STEAM):  
 

Quality rating (VB/AA) Number of establishments 
2-star 1  
3-star 6  
4-star 19  
5-star 1 
No VB/AA star rating 30  

 
Hotels/guest houses that offer 8+ rooms and are of minimum 3-star standard, are shown in the following table:   
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Table 13: Selection of Hotels in Staffordshire Moorlands 

Hotel Location Number of 
rooms 

Description Photo 

Splash Landings 
Hotel 

Alton Towers 249 Theme park hotel 

 
Alton Towers Hotel Alton Towers 175 Theme park hotel 

 
CBeebies Land 
Hotel 

Alton Towers 76 Theme park hotel 

 
Premier Inn Leek 
Town Centre 

Leek 63 Premier Inn hotel 

 
Izaak Walton Hotel Ilam 38 3-star 17th century country house hotel 

 
Three Horseshoes 
Country Inn 

Blackshaw Moor 
nr Leek 

26 4-star boutique country inn and spa 
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Hotel Location Number of 
rooms 

Description Photo 

Hotel Rudyard Rudyard nr Leek 12 3-star country hotel 

 
White Heart Tea 
Room & 
Accommodation 

Leek 8 Tea room in Grade II Listed building in Leek town centre with 4-star 
accommodation. 

 
The Dog & 
Partridge Country 
Inn 

Nr Ashbourne 29 3-star, 17th century inn 

 
Heaton House 
Farm 

Rushton Spencer 15 Award winning, countryside wedding venue 

 
The Manifold Inn Hulme End 12 3-star coaching inn and restaurant 

 
The Manor Cheadle 11 4-star guest house 
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Hotel Location Number of 
rooms 

Description Photo 

Whiston Hall Hotel  Whiston 9 19th century hotel and golf resort  

 
Source: Blue Sail online research; STEAM 2020 
Photos: enjoystaffordshire.com, booking.com and individual property sites 

 
 
NON-SERVICED ACCOMMODATION  
 
High Peak non-serviced accommodation 
In 2019 there were 199 non-serviced establishments in High Peak, supplying over 6,200 bedspaces.   
 
Table 14: High Peak non-serviced accommodation stock, 2019 

 Number of establishments Number of bedspaces 

Self-catering (cottages, houses, apartments) 146 958 
Static caravans/lodges  

40 
246 

Touring caravans/camping 4,314 

Youth Hostels 13 750 

Total 199 6,268 
Source: STEAM 2019 
 
Key locations for self-catering properties are the Hope Valley, the Buxton area and High Peak.  Recorded quality ratings are (source: accommodation files 
2020, STEAM):  
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Quality rating (VB/AA) Number of establishments 
2/2-3-star 2 
3-star 14 
4-star 23 
5-star 8 
Applied 4 
No VB/AA star rating 95 

 
The area is well served for camping & touring caravans, with 40 sites providing over 4,000 bedspaces.  The larger sites are located in Buxton, Hayfield, 
Edale and Hope.   
 
The main glamping provision (based on online ‘glamping’ searches) is: 

• Edale Gathering, Edale Valley: 4 tented safari lodges with hot baths, 4-bed lodge and large gritstone hall for parties/weddings/corporate groups 

• Lime Tree Holiday Park, Buxton: 4 glamping pods 

• Hayfield Club Site, Hayfield: 3 glamping pods 

• Peak View Shepherd Huts, Glossop: 4 shepherd huts and 2 hot tubs 

• North Lees Campsite, north of Hathersage: 7 glamping pods 

 
Staffordshire Moorlands non-serviced accommodation 
In 2019, there were 252 non-serviced establishments in Staffordshire Moorlands supplying over 6,000 bedspaces.  (Note: in 2020 there were 40 fewer 
self-catering establishments.  
 
Table 15: Staffordshire Moorlands non-serviced accommodation stock, 2019 

 Number of establishments Number of bedspaces 

Self-catering (cottages, houses, apartments) 205 1,480 
Static caravans/lodges 37 457 
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Touring caravans/camping 3,735 

Youth Hostels 10 536 

Total 252 6,208 

Source: STEAM 2019 
 
The main centres for self-catering provision are the Leek, Buxton and Ashbourne areas.   Recorded quality ratings are (source: accommodation files 2020, 
STEAM):  
 

Quality rating (VB/AA) Number of establishments 
2-star 0 
3/3-4-star 16 
4-star 26 
4-5/5-star 3 
No VB/AA star rating 128 

 
From the high proportion of establishments without a VB/AA star rating, it is clear that these rating figures only provide a partial picture of quality.  A 
search on cottages.com for the Leek area lists 73 self-catering properties, of which 85% receive a 4 or 5-star, cottages.com rating. 

 
Caravan/camping sites provide over 4,000 bedspaces with principal locations being: Hulme End, Cheddleton, Longnor, Cheadle, Rudyard, Alton, Biggin-by-
Hartington, Fradley Junction, Blackshaw Moor, Freehay, Cauldon Lowe, and Grindon Moor.  
 
The main glamping provision (based on online ‘glamping’ searches) is: 

• Alton Towers Theme Park: glamping pods 

• Longnor Wood Holiday Park (adult-only), Longnor: glamping pods 

• Secret Cloud House Holidays, Cauldon: 5 glamping yurts with hot tubs 

• Scaldersitch Farm Boutique Camping near Hartington: 3 yurts and 2 tipis, all with hot tubs 

• Peak Glamping Hideaway, Quarnford (near Buxton): 2 yurts and a 1 shepherd’s hut 
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• Upper Hurst Farm, Hulme End: 1 yurt with hot tub 
 
Airbnb 
AirDNA (provider of short-term rental data for Airbnb and Vrbo) reports approximately 400 private home rentals for both High Peak and Staffordshire 
Moorlands, with around 60% available on a full-time basis. 
 
Table 16: AirDNA data 

 High Peak Staffordshire Moorlands 
Entire home 336 361 

Private room 79 37 

Total active rentals 415 398 

Entire home rentals as percentage of total active rentals 80% 90% 
% available full time 61% 60% 

Average rental size (bedrooms) 2.1 2.1 

Average rental size (guests) 4.5 5 
Airbnb ratings (% at least 4.5 overall) 93% 89% 

Source: AirDNA 

 
Staffordshire Hotel & Visitor Accommodation Strategy 
A number of findings from the 2019 Staffordshire Hotel & Visitor Accommodation Strategy (Hotel Solutions) are worth highlighting here (note: the 
Strategy relates to all Staffordshire): 
 

 There is very limited provision in terms of boutique hotels, aparthotels and country house hotels, and there has been no take up of hotel products 
being actively developed in other locations such as budget boutique hotels, lifestyle hotels, branded aparthotels, university conference hotels, 
and golf resorts. 

 Budget hotel performance is strong across the county, with capacity often reached on Saturdays & Sundays between April and October, as well as 
Tuesday and Wednesday nights throughout the year.  Performance is particularly strong in Hanley, Leek, Lichfield and Uttoxeter.   
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 There is strong demand for boutique, luxury and 4-star B&Bs, with evidence of shortages of such accommodation at weekends between April and 
October, and during the week in the peak summer months. 

 There is a good market for high quality inns and pub accommodation: existing such pub accommodation businesses are frequently trading at full 
capacity, especially in the summer and in Lichfield and Staffordshire Moorlands. 

 There is a strong but seasonal market for all types of non-serviced accommodation, with clear evidence of shortages of all categories of such 
accommodation (because existing businesses are fully booked) at weekends between April and October and throughout the week between June 
and September. 

 Additional non-serviced accommodation is clearly needed to grow peak season staying tourism across Staffordshire’s rural areas. While the 
season is gradually extending as non-serviced accommodation businesses weatherproof their offer, the market remains largely seasonal, with 
plenty of availability at off-peak times. Care is needed therefore not to dilute off-peak business by increasing peak season capacity too quickly 

 
 
CONFERENCE VENUES 
 
Buxton is the principal location for conference activity, with The Devonshire Dome and Pavilion Gardens offering impressive spaces, catering for 1,500 and 
1,000 delegates respectively.  The Palace Hotel and The Buxton Crescent Health Spa Hotel both have a number of meeting rooms with maximum 
capacities of 500 and 186.  In Staffordshire Moorlands, Alton Towers Theme Park provides the largest conference spaces (up to 570).  A selection of 
larger-capacity venues is provided below. 
 
Table 17: Selection of Conference Venues 

Venue Location Description Max capacity 
(theatre style) 

High Peak    

The Devonshire Dome Buxton Grade II Listed 18th Century former stable block.  Spaces: The Dome 
(capacity 1,500/1,300 sq. ft exhibition space), Devonshire Business Suite 
(capacity 300), lecture theatre (capacity 110), 13 further meeting rooms 
(max 140). 

1,500 
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Pavilion Gardens Buxton Grade II Listed Victorian venue. Spaces: The Octagon – Grade II Listed 
Victorian concert hall (capacity 1,000) 
The Pavilion Arts Centre - home of Buxton Cinema (capacity 360 main 
room + 93 studio theatre) 
3 meeting rooms (capacities 120, 35, 12) 

1,000 

The Palace Hotel Buxton 4-star hotel with 8 meeting rooms 500 

Buxton Crescent Health Spa Hotel Buxton 5-star hotel with 7 meeting rooms 186 

Lee Wood Hotel Buxton 3-star hotel with 7 meeting rooms 120 

Torr Vale Mill New Mills Grade II Listed former cotton mill. Events/conference room 300 

Losehill House Hotel & Spa Castleton 4-star hotel with 3 meeting rooms and a marquee 120 
YHA Castleton Castleton Youth hostel with 2 meeting rooms 80 

Staffordshire Moorlands    

Alton Towers Theme Park 
 

Alton Towers Range of flexible meeting room spaces 570 

Three Horseshoes Country Inn & 
Spa 

Blackshaw Moor 
nr Leek 

4-star country hotel with 1 dividable meeting room 180 

The Izaak Walton Country House 
Hotel 

Ilam Country house hotel with 5 meeting rooms 130 

YHA Ilam Ilam Youth hostel with 3 meeting rooms 100 
Source: Blue Sail online research 
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HIGH PEAK FAM DESTINATION AUDIT MAY 2022 

 
Towns & Villages Visited  

 Glossop 

 Castleton 

 Whaley Bridge 

 New Mills 

 Hayfield  

 Buxton 

 
Other than Buxton, all are essentially villages. 
 
 
Access/Orientation 
Across all towns and villages signage and orientation was excellent. 
Signage from main roads and between towns was good (although 
presumably less important these days with satnav) and once within each town, signage to car parks, and primary points of interest were comprehensive 
and easy to follow. There were lots of brown tourist signs directing to visitor attractions. Finger posts signed to attractions and points of interest were 
multiple and well-placed. And in the main well maintained (with a few exceptions).  
 
Interpretation boards telling the story of the town and particular attractions were common and well done, many following the same design and 
presentation.  A number of the older style ones, would benefit from cleaning and/or refreshing.  
 
Walking trails around the smaller towns and villages (not Buxton) are common, well signed and well interpreted.  
Signs were variously produced by Derbyshire County Council, High Peak Borough Council and the relevant town councils. 
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Visitor Services & Facilities 
In all towns and villages there were pleasant public realm, public toilets (well-signed in the main), seats and benches. 
There was plenty of car parks – many of them with EV charging stations. Payment was in cash or (recently introduced) phone/app, rather than card 
payment. Prices were cheap even in Buxton – less than £1 for an hour; in New Mills first hour was free.  There was a lot of on street parking. 
 
Other than Buxton, there was a range of independent cafes, restaurants and pubs as well as a range of mid-brand options (Costa, Wetherspoons etc in 
the bigger places). The cafes had character and served lunches, coffees, cakes which were homemade but not exciting. Many of the restaurants were 
ethnic and/or mainstream. The pubs looked pleasant and fairly traditional, some (e.g. in Glossop) were community run. 
 
There was a good range of independent shops, mostly serving the local community. In each there was at least one gallery, antique shop, craft shop, often 
a few. Glossop had a range of perhaps five or six outlets/galleries for local craftspeople.  
 
There was very little accommodation evident within the towns. Glossop had a Travel Lodge, Hayfield had the prominent and attractive looking Royal 
Hotel plus a couple of smaller guest houses. A number of the older hotels seemed to have reverted to pubs. In Whaley Bridge the empty and neglected 
Jodrell Arms beside the station had scaffolding around. 
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Attractiveness & Atmosphere 
Generally one could spend a couple of hours in each of the towns, possibly longer if a meal was included. They are pleasant, tidy, well kept places. The old 
mills have been repurposed or demolished, they are set in attractive, wooded locations, often beside water. There is a sense of strong, (relatively) 
prosperous communities.  
 
There are no significant attractions – small museums, heritage buildings, town trails and walks.  The stories of the place are well told through 
interpretation boards, and sense of place is strong. 
 
Glossop 
Glossop is very near Manchester and has the reputation of being a place that creatives from Manchester move to. Its 
on a direct train line (goes as far as Bramford, one step further than Glossop). It’s creativity is evident – the Creative 
Trust has workspace and there are several arty shops and galleries exhibiting work of designer and makers. Its main 
square (see pic above) is attractive and the old market hall which faces directly onto the square is being refurbished 
and will rehouse the market with arts space above. The external space at the rear of the market hall would make a 
good events space.  
 
There are two new (small) retail parks – one in the centre of town and the other at the end of the (long) high street. 
The one in the centre has vacancies. These retail and entertainment spaces don’t appear to have adversely affected 
the town centre. 
 
There is a walkway by the waterway that goes through the town. It doesn’t seem to be passable the whole way (a section goes under a road) and is 
largely underused and would not be evident to a visitor.  
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Castleton 
Castleton is the most obviously touristy of the towns and villages (other than Buxton). 
It’s small and pleasant village, with the main road running through the middle and a few 
eating places and tourist/outdoor orientated shops. It’s home to the Peak District 
National Park Visitor Centre – which is large and impressive - and jumping off point for 
visiting a number of the caverns. The caverns are in stunning locations with great views, 
but certainly Speedwell Cavern looked a bit tired.  
 
 
 
 
Whaley Bridge 
Another pleasant High Peak town. The main attraction is the Canal Basin and walks along the canal and through the village via old 
routes past Goyt Mills and the Whaley incline (an old tramway, now a walk).  
 
 
 
 
New Mills 
Similar in feel to Whaley Bridge, the main attraction is Torr Mills, the millennium walkway and various themed routes through the village and along the 
river, including the Sett Valley trail which links to Hayfield (2.5 miles).  It has a heritage centre – which although well signed 
was not to be found! 
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Hayfield  
Hayfield is a tiny village cut in two by the A624. Despite this it’s very pleasant with quirky feel, a couple of shops, some 
accommodation. It’s claim to fame is the starting point of the mass trespass of Kinder Scout. Derbyshire County Council had 
an office there – now empty but still with public toilets, parking and walks (including Sett Trail to New Mills and Pennine 
Bridleway).  
 
 
Buxton 
Buxton is very different from the other High Peak villages. Its Georgian buildings – the Opera House, the Pavilion and the Crescent plus the Pavilion 
Gardens and the Slopes are lovely and clearly attract a lot of visitors. The new Ensana Spa Hotel within the refurbished Crescent is impressive and a range 
of small deli/restaurants, wine bars, craft beer shops appear to be cropping up around it.  
 
The pump room hosts a very attractive visitor centre run the Crescent Trust. 
 
The station is nearby and links to Manchester.  
 
What lets Buxton down is its retail and its independent eating/drinking. Spring Gardens – the new pedestrianised area and covered mall feels shabby with 
poor shopfronts and merchandise spilling out onto what should be a pleasant al fresco area. Upper Buxton, supposedly home to independent shopping is 
the High Street with a range of very ordinary shops, eating places and pubs. The only attraction might be Scriveners Bookshop. The outdoor market is held 
on the High Street every Tuesday and Thursday. The covered mall which is part of the Crescent is a lovely space with a stained glass roof but the shops 
have mass produced items – jewellery, clothing, bags.  
 
The public space is a clutter of advertising banners and boards. 
 
Other than a visit to the Pavilion and Gardens it’s hard to see what would keep a visitor long in Buxton. 



BLUE SAIL  HIGH PEAK & STAFFORDSHIRE MOORLAND BASLELINE REPORT 
 

                      NOVEMBER 2022 

 

 

 

 

 

 

 50 
 

 

 

 

 
 
 
OTHER OBSERVATIONS 
 

 Scenery is lovely – Snake Pass from Glossop to Castleton passes over the Pennines with a variety of dramatic scenery down to the 
reservoir at Heatherdene run by Severn Trent Water (served by a large visitor car park and various walks).  

 Otherwise the scenery is a mix of hills, woodlands, waterways with views to the higher peaks/moorlands. 

 Towns and countryside appear well cared for and maintained – no litter. 

 Traffic a big problem through the villages which are mostly strung along main roads – lots of lorries, vans as well as cars – which doesn’t 
create a pleasant atmosphere.  

 Despite the plethora of reasonably priced or free car parks, there is a lot of on-street (free) car parking in the smaller villages which 
affects the public realm and atmosphere. 

 There are lots of other even smaller villages – Bamford, Hope, Chapel en le Firth – which have some facilities but no real reason to visit. 

 There is a range of eating places and accommodation in the rural area – and a few signposts to camping sites. 
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 Bike & Boot Hotel are building a new 65 room hotel in the Hope Valley between Hope and Castleton. It’s due to open in 2022 

 There were a lot of cyclists – road bikes and off road – solo and small groups. Also walkers. Also some bikers. 

 In Buxton market largely older couples/groups – 70+. 

 In other locations the market appeared to be older couples (50+) and couples with pre-school children out and about, walking, visiting 
the caverns. 

 There are no big attractions (other than the caverns) – the offer essentially comprises Georgian Buxton, walking and cycling. 

 The area is relatively easily accessed by train from west (Manchester) and east (Sheffield); and by road from all directions; buses also in 
evidence between the villages, although not clear how easy it would be to get around. 
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STAFFORDSHIRE MOORLAND DESTINATION AUDIT MAY 2022 
 
Towns & Villages Visited  

 Cheadle 

 Froghall 

 Oakamoor 

 Alton 

 Ilam 

 Hulme End 

 Rudyard 

 Biddulph/Biddulph Moor 

 Leek 

The largest town is Leek (20,000) with almost the same number in Biddulph. Cheadle 
is approximately half that and most of the other locations visited were villages. 
 
Access/Orientation 
Signage and orientation to towns and villages including brown on white signs for major attractions was very good. In the towns parking seemed plentiful 
and signage to it mostly good with the exception of Cheadle where signage marking the entry to the car park is absent. 
It is surprising that all car parking (Staffordshire Moorlands, Staffordshire County Council, Severn Trent, National Trust) required cash payments for pay 
and display. There were no app or card payment options available. The costs of parking were reasonable. 
In the main towns, signs in or near parking provided information/interpretation on the destination, finger posts to main attractions and services e.g. 
toilets. The signs were all clean and well maintained. Some were getting old and tired and could be renewed but by and large they were good. 
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At many sites with trails and walks there was plenty of information regarding the route options (e.g. Froghall Wharf, Tittesworth Water) and blue heritage 
plaques were evident across Leek. 
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Visitor Services & Facilities 
In Leek, Cheadle and Biddulph the public realm was clean and well-presented. Public toilets were easy to locate and well maintained. There were plenty 
of bins, benches and in some instances street dressing (bunting in Cheadle for example). 

Parking was plentiful and well signed and prices for pay and display were reasonable (mainly £0.60-£1 for up to one hour, £1-£1.90 for 2-3 hours). Parking 
was cheapest in Biddulph and most expensive in Leek. Machines however only took cash and no card or app payments were available. 

Visitor information in the form of interpretation panels were evident in the towns and in Leek a Tourist Information Centre is open Wednesday-Friday 
(10-4) and two Saturdays a month. 

The food and drink offer in each of the towns varied with the greatest range and choice available in Leek. This was mainly made up of independent cafes 
and restaurants, take-aways and a few national brands (Costa, Wetherspoons). In Cheadle a range of small independent cafes were spread along the High 
Street and apart from a Wetherspoons there were no obvious high street brands. Biddulph offered a more basic range of food and drink establishments 
with a number of high street pubs, takeaways and a handful of restaurants. 

Retail in the three towns followed a similar pattern to food and drink with a more extensive offer in Leek (including an indoor and outdoor market) mostly 
made up of independent retailers. Cheadle had a good range of independent retailers with very few vacant premises and Biddulph provided more 
functional retail. The overall retail offer looked to mostly be serving a local audience with Leek providing the greatest variety and appeal to visitors. 
Outside of the food and drink establishments, there does not appear to be many places where local produce can be bought by visitors and the retail offer 
lack a real distinctiveness and authenticity. 

There is a limited range of visitor accommodation in Cheadle and Biddulph (a few guest house/B&Bs) while Leek has more volume and range and a 63 
room Premier Inn in the town centre. 
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Cheadle 

 

Biddulph 
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Leek 

 

 
 
Attractiveness & Atmosphere 
The towns are not the main reason for visiting Staffordshire Moorlands. To varying degrees they are there to service visitors who are coming here to 
enjoy the landscapes, nearby family attractions, walks and trails. They all seem well managed, clean and tidy and capable of meetings visitors needs in 
terms of essential supplies, food and drink and some evening meals and entertainment. 
 
The towns themselves tend not to have the major attractions. St Giles (Cheadle) is perhaps the main exception. The Nicholson Institute Art Gallery and 
Museum (Leek) is small and contains permanent exhibits that feel a little neglected and which lack interpretation relating them to the town. The gallery 
was vibrant and busy. 
 
The architecture in Leek and Cheadle in particular is very pleasant with many heritage buildings (commercial, residential ,ecclesiastical) that are attractive. 
The gothic architecture by Sugden is very evident in Leek and includes the Nicholson Institute and the War Memorial. 
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Leek 
Leek has a very pleasant town centre with a lovely market square and main retail street (Derby Street) that is largely car free. There are a number of long 
and short stay car parks that surround the town centre. 
 
The architecture of the town is very pleasant with plenty of impressive heritage buildings and there is a traditional indoor market off the main market 
square. Getliffe’s Yard off Derby Street is a former 19th century yard that is now covered and provides a shopping and dining alley that is very attractive. 
 
The war memorial is a dominant feature at the eastern end of Derby Street and sits next to the Premier Inn. The Nicholson Institute on the north of the 
town centre contains the library, museum, art gallery and TIC. It sits alongside the Buxton & Leek college and is easy to locate from the centre and main 
car parks. 
 
While Leek has a good range of retail and dining options and some accommodation, may visitors would be unlikely to spend more than 1-2 hours here.  
Live music and art is a feature of Leek with a number of town centre venues and a prominent arts centre (The Foxlowe) which is opposite the market 
square and is the main venue for the Leek Arts Festival which takes place in May. 
 
Cheadle 
Cheadle is a small but pretty market town that is close to Alton Towers. A one way system encircles the main centre with a retail high street and large pay 
and display car park inside the road system. 
 
The High Street contains a mix of small independent retail and cafes alongside some lower quality national brands, charity shops and services such as a 
gym. There is a small indoor market which has a pretty exterior and is next to a small market square which contains some stalls. The retail mix however is 
quite functional with some specialist (e.g. saddlery). Many stalls were closed or unoccupied on the day visited. 
 
It is an attractive centre with pretty planting, clean and well maintained but will mainly serve local markets. A visitor would be most likely to come to visit 
St Giles (Pugin’s gem) and may spend some time in local cafes and gift shops but stays are unlikely to be longer than 60-90 minutes. There was bunting 
strung along the High Street but vehicles dominated this space and the road was busy. 
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Biddulph 
The edges of the town accommodate the main attractions and accommodation with a few guest houses, access to the Biddulph Valley way and Biddulph 
Grange Garden and the Country Park. The town has a reputation for green gardens and planting with the Grange Gardens as the main local attraction and 
a prominent ‘Biddulph in Bloom’.  
 
OTHER OBSERVATIONS 
 
 The landscape is delightful with rolling hills and valleys to the south rising to the moorlands and deeper dales in the north. The Roaches provides 

striking views across Staffordshire Moorlands but there are many landscape highlights spread across the district. 

 The destination is clean and well managed. A noticeable absence of roadside litter along the carriageways and at laybys. Towns and villages are clean 
and looked after. 

 Roads were relatively quiet (note: May visit) and driving was courteous and friendly where narrow lanes required stopping at passing places. There 
was evidence of the friction that can occur at honeypots especially the Roaches with more controls evident. 

 Traffic in the towns is busy and dominates high streets with large vehicles and high volumes of traffic. This diminishes the atmosphere in places such 
as Cheadle High Street and to a lesser extent Leek. 

 The destination has plenty of accessible trails for all ages using the former railway lines, canals and reservoirs. This is pleasant and easy walking 
country while also offering more challenging walking as you reach the National Park. 

 Smaller villages (Hulme End, Froghall, Ilam, Oakamoor etc) are pleasant and have facilities for visitors (parking, toilets, pubs/cafes) as well as notable 
experiences. 

 Accommodation was noticeable throughout the destination – small units in rural villages, pubs and farms, some campsites and larger inns, B&Bs in 
the towns with a Premier Inn in Leek. 

 The markets most in evidence appeared to be older couples (60+), groups (young/school) taking part in activities and visiting heritage sites and 
families (mainly Alton Towers and family attractions) 

 There were fewer road cyclists but plenty of use of the off-road trails by locals and visitors. 
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 Aside from the landscape and associated sites (Roaches, Thors Cave, Caldon Canal, Manifold Valley, Tittesworth, Rudyard Lake) the main attractions 
are family (Alton Towers, Peak Wildlife Park), heritage (Ilam Park, Biddulph Grange) and a number of steam rail attractions (Churnet Valley, Leek & 
Rudyard and Foxfield). 

 Access into the destination is limited by rail and most visitors need a car to experience the Staffordshire Moorlands. 

 There is not a strong ‘local’ food offer in the produce, ingredients and dishes available and which might otherwise help this destination stand apart 
from other places. It is quite hard for a visitor to taste ‘Staffordshire’. 
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3. STRATEGY & POLICY REVIEW 

KEY FINDINGS 

 Tourism has been one of the hardest hit sectors of the UK economy by COVID-19 and recovery is at the forefront of strategic planning, 
nationally, regionally and locally. The UK government is transitioning its Industrial Strategy to its ‘Build Back Better: Our plan for growth’; DCMS 
launched its Tourism Recovery Plan in June 2021; D2N2’s Recovery and Growth Strategy supersedes their Local Industrial Strategy, recasting it in 
the light of Covid-19, Brexit and Climate Change. 

 Post-pandemic plans aim for recovery of domestic and international visits with improved use of technology, better dispersal of the benefits of 
tourism around the nation and regions, and a more sustainable sector, tackling climate change. 

 National, regional and local strategies in this section are: 
 

National strategies/plans Build Back Better: our plan for growth, HM Treasury, March 2021 
 Visit Britain/Visit England Strategy 2020 - 2025 
 DCMS Tourism Recovery Plan, June 2021  
 The de Bois Review: an independent review of Destination Management Organisations, DCMS, Sept 2021 
 Glasgow Declaration on Climate Action in Tourism, UNWTO, 2021 
Regional strategies/plans D2N2 Recovery and Growth Strategy 
 D2N2 Strategic Economic Plan: Vision 2030 
 Stoke-on-Trent & Staffordshire Enterprise Partnership: Strategic Economic Plan (Refresh, April 2018) 
 Stoke-on-Trent & Staffordshire Enterprise Partnership: Local Industrial Strategy (April 2020) 
 Marketing Peak District & Derbyshire’s 5-Year Destination Plan: The Rescue and Rebuilding of Peak District 

and Derbyshire’s Visitor Economy 
 Peak District National Park Management Plan (2018-2023) 
Local strategies/plans Staffordshire Moorlands Local Plan 2020 

Staffordshire Moorlands Green Infrastructure Plan 2018 
Churnet Valley Masterplan 2014 
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Staffordshire Moorlands Sustainable Community Strategy 2007-2020 
Staffordshire Moorlands Corporate Plan 2019-2023 
Growth Strategy for High Peak 2017 

 Buxton Visitor Economy Strategy 2020 
 Buxton Future High Street Fund Masterplan 2020 & High Street Heritage Action Zone 
 Buxton Design Strategy 2009 
 Goyt Valley Tourism Plan 2022 (draft) 

 
NATIONAL STRATEGIES/PLANS 

Build Back Better: Our Plan for Growth, HM Treasury, March 2021 
This new plan supersedes the Government’s 2017 Industrial Strategy. It sets out the Government’s plans to support growth through significant 
investment in infrastructure, skills and innovation, and to pursue growth that levels up every part of the UK, enables the transition to net zero, and 
supports the vision for Global Britain. 
 
VisitBritain/VisitEngland Strategy 2020 - 2025 
Tourism in Britain contributes 9% of GDP and accounts for 10% of all jobs.  It has been recognised as a leading sector in the Government’s future 
economic planning, with the granting of a Tourism Sector Deal as part of its Industrial Strategy.  The VisitBritain/VisitEngland Strategy sets out how it will 
support the delivery of the Tourism Sector Deal. Within this, VisitEngland’s 5-year strategy (2020-25) has these aims: 
 

 Developing regional English tourism product 
 Distributing and promoting product to our domestic and international customers 
 Helping businesses to grow through business advice and support 
 Growing the business events industry 

 
Excerpt from VisitEngland’s 2020-25 Strategy: 
Grow value - Through stepping up our domestic marketing activity, we will address the balance of trade deficit and encourage more people to holiday at 
home. We will focus on younger customers (aged 18-34), whose domestic tourism activity is in decline, and families, who are both essential for the long-
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term growth of the industry.  Through developing our customer segments for the domestic market, we will ensure we reach the right customers with the 
right content. Through our work in the delivery of the Tourism Sector Deal, we will support Government’s ambition to make the UK the most accessible 
destination in Europe. 
 
Support productivity - Our priority will be to support the development of the England product, this will extend the season for an international and 
domestic audience and enable the distribution of this product in international markets building on the success of the Discover England Fund. By helping the 
industry build digital skills, we will ensure that product is researchable and bookable online. Our focus on winning business events for England will see us 
work closely with venues and locations and matching them with international opportunities, providing them with platforms to meet international buyers 
and supporting them through the bidding process. 
 
Drive regional dispersal - Working in partnership with Destination Management Organisations (DMOs), we will grow visits and value of our leisure and 
business travel across England. This will be supported by the development of regional product that addresses domestic and international market gaps and 
address product gaps through the distribution platform Tourism Exchange Great Britain (TXGB). In addition, we will build our partnerships and expertise in 
route development to grow connectivity to regional England. Through our work on the delivery of the Tourism Sector Deal we will identify new Tourism 
Zones, supported by central Government, and a biddable funding process, to drive visitor numbers across the country, extend the season and to tackle 
local barriers to tourism growth. 
 
Be the expert - We will ensure that VisitEngland is seen as a trusted partner in delivering on the Government agenda and provide and distribute statutory 
research, data and analysis that informs our own, industry and Government decision-making.  Supporting and working together with DMOs and the wider 
England industry our assets, market plans and intelligence will be shared for national benefit. We will also provide platforms and events that enable us to 
share best practice and celebrate business excellence across English tourism. 
 
Our customers - Our global segments, nuanced by markets, are: 

• Buzzseekers – younger, free-spirited and spontaneous, they like holidays full of action and excitement 

• Explorers – older, they enjoy the outdoors, sightseeing and embracing local culture at a more relaxed pace 

• Culture buffs – image and brand-conscious, travel is seen as a status symbol; they like well-known safe destinations 

• Free and easy mini-breakers – similar to buzzseekers, this younger domestic audience love the opportunity to take short breaks where they can 
either let loose or unwind 
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Our markets: 
UK Domestic – Drive regional and seasonal dispersal increasing volume and value of short breaks in the shoulder season.  Increase focus from one to two 
target audiences to address long term growth and short-term opportunity. 
 
Overseas – Our most beneficial overseas market by some distance, and the market showing the most profitable growth, is the USA, followed by value 
growth from China. These are two of our markets that we uplift investment in using the GREAT funds – we add to that Australia, France, Germany, GCC, 
India and UK. Our secondary markets for value include the rest of Europe, Canada, Brazil and South Korea. Lower growth (among our core markets) is 
projected from Hong Kong, Japan, Russia and Austria. For each market we have developed and refined a market strategy that focuses on the best 
prospects for driving tourism growth. 
 
DCMS Tourism Recovery Plan, June 2021 
Tourism has been one of the sectors of the UK economy hit hardest by COVID-19.  Oxford Economic predicts that tourism in the UK will not return to 
2019 levels of volume and expenditure until 2025. The Tourism Recovery Plan sets out the role that the UK Government will play in assisting and 
accelerating the tourism sector’s recovery from COVID-19.  The aim is to: 
 

 Recover domestic overnight trip volume and spend to 2019 levels by the end of 2022, and inbound visitor numbers and spend by the end of 2023 – 
both at least a year faster than independent forecasts predict.  

 Ensure that the sector’s recovery benefits every nation and region, with visitors staying longer, growing accommodation occupancy rates in the 
off-season and high levels of investment in tourism products and transport infrastructure.  

 Build back better with a more innovative and resilient industry, maximising the potential for technology and data to enhance the visitor experience 
and employing more UK nationals in year-round quality jobs. 

 Ensure the tourism sector contributes to the enhancement and conservation of the country’s cultural, natural and historic heritage, minimises 
damage to the environment and is inclusive and accessible to all.  

 Return the UK swiftly to its pre-pandemic position as a leading European destination for hosting business events. 

 
As part of ‘building it back better’, the Tourism Recovery Plan refers to the review of Destination Management Organisations:  
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The de Bois Review: an independent review of Destination Management Organisations in England, DCMS 
The review, commissioned by DCMS and published in September 2021, examined and assessed how DMOs across England are funded and structured and 
how they perform their roles, in order to establish whether there may be a more efficient and effective model for supporting English tourism at the 
regional level. 
 
The Government issued its response to the review in July 2022 and recognised the important role tourism can play in the Government’s levelling up 
agenda and the way in which DMOs are crucial in supporting that. The government has decided that DMOs will be known as Local Visitor Economy 
Partnerships (LVEPs) and that a national accreditation scheme will be created to identify high performing partnerships with a tiered model of others 
that sit underneath this top level. 
 
The De Bois recommendations and the government’s response as follows:  
 

De Bois Recommendation Government Response 

 Recommendation 1: The Government should bring coherence to 
England’s DMO landscape via a tiering approach, using an 
accreditation process to create a national portfolio of high performing 
Destination Management Organisations that meet certain criteria. I 
would also suggest a move away from the confusing ‘DMO’ term and 
call these nationally accredited Tourist Boards.  

 

The government agrees with this recommendation. 
The government agrees with de Bois’ assessment that the current DMO 
landscape in England is fragmented and complex. The government also 
agrees with his assessment of the negative consequences for England’s 
visitor economy, in particular making it less likely that key players across 
the private and public sectors will engage with their local DMO, diluting 
private sector investment and making it harder for DMOs to get a ‘seat at 
the table’ when it comes to important decisions with an impact on the 
tourism sector. 
To address this, the government will introduce a new structured system 
for England’s DMOs, whereby DMOs that successfully meet clear 
requirements will become part of a ‘national portfolio’. 

 Recommendation 2a: The national portfolio should then be split into 
two tiers – a top tier of accredited Tourist Boards acting as 
‘Destination Development Partnerships’ or as leaders of them, (these 

The government partially agrees with this recommendation. 
The government recognises that DMOs have been placed in a difficult 
funding situation as a result of the pandemic and that reliance on 
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De Bois Recommendation Government Response 

could be described as ‘hubs’) and a second tier of accredited Tourist 
Boards acting as members of these Partnerships (‘spokes’).  
Destination Development Partnership status could be awarded to 
either an individual accredited Tourist Board covering a large enough 
geography (e.g. a city region) or to a coalition of willing accredited 
Tourist Boards within an area that come together under a lead Board. 

commercial membership fees can skew priorities towards marketing at 
the expense of management. The government will pilot de Bois’ proposed 
tiering model and the recommendation of multi-year core funding in a 
region of England, in order to give that Destination Development 
Partnership the space and firm foundation to engage in a wide range of 
destination management type activities as well as prompt increased 
private sector investment. 
There are several reasons why the government has decided to pilot the 
approach. Firstly, the current complex and fragmented nature of the DMO 
landscape means not all parts of the country would be ready to take on 
public funding if it were made available. Time is needed to address this. 
Secondly, the de Bois review notes that ‘robust quantifiable evidence on 
DMO impact is lacking’. This makes it hard to be confident that the 
provision of taxpayer funding will yield a strong return on investment. A 
pilot will allow the government to collect evidence to understand how 
effective the proposed model can be and to support any funding 
considerations.  

 Recommendation 2b: The Government should then provide core 
funding to each Destination Development Partnership. The funding 
should be focused on activities that ensure their destination remains 
sustainable, competitive and responsive to high level strategic 
challenges identified by the Government such as those around 
sustainability, skills, inclusive tourism and levelling up. The Destination 
Development Partnership would be expected to pass down a degree of 
funding to accredited Tourist Boards amongst its coalition and work 
collaboratively with them to deliver a shared vision.  

 

 Recommendation 3: DMOs that do not meet the national accreditation 
criteria should be automatically considered as part of a ‘third tier’. 
These are likely to be small, localised Destination Marketing 
Organisations and the Government should minimise its engagement 
with them.  

The government agrees with this recommendation. 
The government agrees with the argument of the de Bois review that 
neither DCMS or VisitEngland can have a one-to-one relationship with 
every DMO, and should instead focus engagement on those undertaking 
strategic management as well as marketing activities. As de Bois 
recognises, best practice internationally is for national governments to 
engage with strategically important DMOs, with more limited engagement 
with smaller and hyper-local organisations. Going forward, DCMS, 
VisitEngland and other government departments and agencies should 
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De Bois Recommendation Government Response 

focus their engagement primarily with accredited LVEPs that are part of 
the national portfolio. 

 Recommendation 4: As it is England’s National Tourist Board, with the 
statutory responsibility for growing tourism at an England level, the 
Government should charge VisitEngland with responsibility for 
creating, maintaining and supporting this new tiered structure. It 
should receive sufficient funding and resources to do this.  

The government agrees with this recommendation. 
As set out above, VisitEngland will have responsibility for designing and 
administering the system for classifying DMOs as part of the national 
portfolio. However, the final decision on admission or removal from the 
portfolio will sit with the Tourism Minister, following the advice of the 
VisitEngland Advisory Board. VisitEngland will also be responsible for 
administering and evaluating the funding model pilot in the chosen area. 
The government’s view is that VisitEngland is the best placed body to 
carry out these duties. The proposals are wholly in-keeping with their 
statutory function to promote England as a tourist destination and 
develop its tourist amenities and facilities. 
The government will provide VisitEngland with additional funding to carry 
out this leadership role. The government has allocated a budget of up to 
£4 million across the 2022-2025 Spending Review period. Any future 
funding will be considered as part of the next Spending Review. 

 Recommendation 5: The Government must also change its approach, 
in order to maximise the success of the new system. There is currently 
insufficient appreciation of the importance and promise of the visitor 
economy at the top of government, leading to unfilled potential in 
DMOs and the wider tourism landscape. In practice, responsibility for 
tourism policy cuts across multiple departments, creating a confusing 
picture. Practical measures to address these issues could include 
elevating the Tourism Minister to a Minister of State position and 
either reallocating responsibilities from other departments to sit under 
that Minister or making the Minister responsible for the activities of 

The government disagrees with this recommendation. 
The government does not accept that there is insufficient appreciation of 
the importance and promise of the visitor economy within government 
policy making. In the 24 months between April 2020 and March 2022 at 
least £37 billion was provided to the leisure, hospitality and tourism 
sectors in the form of grants, loans, tax breaks and wage subsidies to 
support businesses and workers through the pandemic. During 2021, 
comprehensive cross-government sector recovery plans were published, 
including the government’s Tourism Recovery Plan and the Hospitality 
Strategy: Reopening, Recovery and Resilience. These plans recognise the 

https://www.gov.uk/government/publications/tourism-recovery-plan
https://www.gov.uk/government/publications/hospitality-strategy-reopening-recovery-resilience
https://www.gov.uk/government/publications/hospitality-strategy-reopening-recovery-resilience
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De Bois Recommendation Government Response 

teams within multiple departments – this latter suggestion is an 
established practice already in other policy areas which cut across 
Whitehall departments.  

importance of the sector, and set out detailed recovery frameworks and 
accompanying policy interventions. 
The government does, however, accept that the pandemic has highlighted 
the need for a more joined-up and consistent approach to the visitor 
economy across government than has previously been the case. Given the 
breadth and complexity of the visitor economy, it is unsurprising that 
almost all government departments hold policy levers with the ability to 
affect the fortunes of the sector. 

 Recommendation 6: In order to help DMOs and Local Authorities take 
decisions on how best to develop the visitor economy in their local 
area, the Government should improve access to quality data by 
introducing the proposed Tourism Data Hub as a matter of urgency 

The government agrees in principle with this recommendation. 
The government recognises how important data is to actors across the 
visitor economy, who rely on it for both strategic and tactical decisions 
including product pricing, investment and establishing target markets. The 
government also recognises that there are a number of issues with 
current visitor economy data sources such as the International Passenger 
Survey, which does not produce robust data at a regional or local level. 
That is why the government remains committed to exploring the potential 
for a Tourism Data Hub, along the lines set out in the 2019 Tourism Sector 
Deal. However, introducing the proposed Tourism Data Hub is complex 
and, as of yet, unfunded. Under these proposals, the government would 
need to work with the private sector to acquire, clean, analyse and 
disseminate anonymised data they hold on consumer behaviour. 

 Recommendation 7: DMOs must accept that they also have a role to 
play in driving forward change; it cannot just be left to the 
government. To maximise the success of the new structure, DMOs will 
need to take a less territorial approach, have a greater focus on 
collaboration, and recognise that the current fragmentation is holding 
them back from acting as effective advocates for the visitor economy. 

The government agrees with the de Bois report’s finding that the 
fragmentation and confusing picture of the current DMO landscape is 
detrimental to the ability of DMOs to engage effectively with actors across 
the public and private sector. The creation of a national portfolio will help 
address this issue, but in some parts of the country where there is 
excessive geographical overlap and fragmentation, rationalisation may be 
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De Bois Recommendation Government Response 

needed. This will need to be led by the DMOs themselves and DMOs 
should not expect the government to act as an arbitrator between DMOs 
competing to represent the same territory. 

 Recommendation 8: DMOs should seek to diversify their income 
streams, and should share and learn from examples of best practice. 

The de Bois report covered a wide range of ways in which DMOs might 
consider expanding their commercial revenue sources. The government is 
supportive of DMOs doing this. A commitment to doing so will be part of 
the accreditation criteria for membership of the national portfolio, and 
LVEPs will be expected to evidence progress in order to maintain their 
accreditation. 

 Recommendation 9: DMOs should have a rigorous focus on keeping 
the skill sets and expertise of their own staff up-to-date, particularly 
with respect to digital skills, so as to ensure their destination’s offer 
continues to be sustainable and competitive. 

The government agrees with de Bois’ assessment that DMO staff are 
passionate, dedicated and knowledgeable. However, the government also 
agrees that in some areas, such as digital skills and understanding of the 
international travel trade, sales and distribution, there is room for 
development. VisitEngland has worked with DMOs in recent years to 
develop skills in these areas and will continue to do so as part of its suite 
of business support activities. Having additional resources to facilitate 
DMO knowledge-sharing will also help with this. 
De Bois’ report also referred to the potential for DMO staff to act as 
ambassadors for the tourism and hospitality industry, for example by 
going into schools, colleges and universities to promote job and career 
opportunities. A strategic focus on skills will be an important element of 
any funding pilot. 

 Recommendation 10: DMOs should have more diverse boards that 
fully represent their communities as well as their businesses and 
visitors. 

As set out in the Public Appointments Diversity Action Plan, the 
government is committed to improving the representation of individuals 
from underrepresented backgrounds on public boards. The government 
agrees with de Bois that the governance structure of a LVEP should strive 
to reflect the visitor economy it represents - businesses and current 



BLUE SAIL  HIGH PEAK & STAFFORDSHIRE MOORLAND BASLELINE REPORT 
 

                      NOVEMBER 2022 

 

 

 

 

 

 

 70 
 

 

 

 

De Bois Recommendation Government Response 

consumers, but also potential future consumers - and that it can be 
helpful to have multiple perspectives informing decisions. We welcome 
efforts from DMOs (as they are currently known) to attract a diverse range 
of views to inform their governance. 

 Recommendation 11: Local enterprise partnerships (LEPs) must realise 
the value of tourism, ensure the visitor economy is fully integrated into 
their economic strategies and play their full role as partners in the 
activities of their accredited LVEPs and Destination Development 
Partnerships. They should recognise that LVEPs are best placed to 
drive growth in regional tourism and they should actively support 
them. 

The government recognises the vital role that LEPs can play in supporting 
both their local visitor economy and the work of LVEPs, including through 
forming formal partnerships. Following the conclusion of the recent LEP 
Review, the government has set out a clear list of functions that can be 
provided by LEPs. 
In addition to embedding a strong, independent business voice into local 
decision making, LEPs should continue to carry out strategic economic 
planning in partnership with local leaders in a way that clearly articulates 
their area’s economic priorities and sectoral strengths. This should include 
working closely with LVEPs, where appropriate, to increase investment, 
jobs and growth in the visitor economy. 

 Recommendation 12: Local government — be that a District Council, 
County Council, Mayoral Combined Authority or any other formulation 
— must also realise the value of tourism and should strive to play their 
part in supporting accredited LVEPs and Destination Development 
Partnerships. They should accept that for LVEPs to be at their best, 
they need to be public/private/community partnerships, not based 
solely in a Local Authority but working in partnership with them. They 
should also involve their LVEP in any policy decision-making affecting 
the visitor economy. 

The government agrees with de Bois recommendation that for LVEPs to 
perform at their best, they must work in partnership with public and 
private sector partners who hold the policy levers and funding needed to 
achieve the full potential of their local visitor economies. Close 
partnership working between LVEPs and all levels of local government will 
be key to levelling up, driving local economic growth and spreading 
opportunity more equally across the UK. 
Although tourism is not a statutory responsibility of local authorities, the 
government agrees that local governments can play an important role in 
supporting the role and work of LVEPs and that — as the report points out 
— this is often achieved most effectively when local government and 
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De Bois Recommendation Government Response 

DMOs (as they are currently known) work together at a higher strategic 
level of geography (e.g. over a County or a Combined Authority area). 

  
 
 
Glasgow Declaration on Climate Action in Tourism UNWTO 
The Glasgow Declaration is a catalyst for increased urgency about the need to accelerate climate action in tourism and to work towards net zero 
emissions. It was launched at COP26 in Glasgow in November 2021 and organisations and destinations are urged to sign up to the Declaration. The 
Declaration is being led by UNWTO (UN World Tourism Organisation) in collaboration with the Travel Foundation, and within the network of the One 
Planet Network and Tourism Declares a Climate Emergency initiatives. 

All tourism stakeholders can become signatories of the Glasgow Declaration.  The initiative supports its signatories by sharing knowledge and resources to 
better implement their commitments; fostering and supporting the work at a destination level to develop and implement climate action plans; tracking 
and disclosing progress; and providing international recognition and visibility.  

Signatories agree to implement the commitments detailed in the plan, notably: 

 Support the global commitment to halve emissions by 2030 and reach Net Zero as soon as possible before 2050. 
 Deliver climate change action plans within 12 months of becoming a signatory (or updating existing plans) and implement them. 
 Align plans with the five pathways of the Declaration (Measure, Decarbonise, Regenerate, Collaborate, Finance) to accelerate and co-ordinate 

climate action in tourism. 
 Report publicly on an annual basis on progress against interim and long-term targets, as well as on actions being taken. 
 Work in a collaborative spirit, sharing good practices and solutions, and disseminating information to encourage additional organisations to 

become signatories and supporting one another to reach targets as soon as possible. 
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REGIONAL STRATEGIES/PLANS 

D2N2 Recovery and Growth Strategy 
The D2N2 LEP works with 19 local authorities across Derbyshire and Nottinghamshire, including High Peak Borough Council. The Recovery and Growth 
Strategy (RGS) builds on and supersedes the Local Industrial Strategy.  It is D2N2’s key strategic document to 2030 and focuses on three key propositions: 
Low Carbon Growth; Productivity; Connectivity and Inclusion. 
 
‘Quality of Place’ is one of three priorities for action under the ‘Connectivity and Inclusion’ proposition: 
 
Quality of Place: use our economic and skills investments in our cities, towns, rural areas and growth corridors to improve the quality of life for our 
residents, workers and visitors. Led by our Place Advisory Board. 

 
The Place Advisory Board specification includes: Devises compelling place marketing for visitors and investors; Maximises the opportunities of the 
visitor economy to support wider place-making. 
 
The Place Strategy states: We are committed to working with local partners to establish place-based growth strategies and improve the performances 
of our towns and city centres. 
 
An example is a £5.5m project, working with High Peak Borough Council to redevelop Glossop’s civic buildings and £2M to redevelop Buxton Crescent. 
 
D2N2 Strategic Economic Plan: Vision 2030 
The Strategic Economic Plan has three themes: Productive and Growing Businesses; Skills and Knowledge for the Future; Quality of Place. 
Under Theme 1 (Productive and Growing Businesses) the Visitor Economy is an Opportunity Sector within D2N2’s 11 priority sectors.   The Plan states:  
 
There are opportunities to boost the value and productivity of the sector by targeting new markets, offering higher value experiences, extending the 
‘season’ and increasing the global market share of international leisure visits, business visits and the events sector. 
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We not only need the scale and quality of ‘product’ to support high value visitor spend, our businesses need to be ‘international ready’. We need effective 
marketing of our key destinations and products, the roll out and effective utilisation of enhanced digital connectivity, and the development of a skills and 
careers approach to provide for an escalator of roles and support. D2N2 will continue to work with partners to take advantage of emerging opportunities, 
such as the designation of a Tourism Action Zone in the D2N2 LEP area. 
 
Place Making & Marketing is an investment priority under Theme 3 (Quality of Place): 
Empower communities across D2N2 as great places to live, work, study and visit; and undertake compelling place-marketing in order to attract inward 
investment and talent to the area, and to drive up visitor spend.  
 
Stoke-on-Trent & Staffordshire Enterprise Partnership (SSLEP): Strategic Economic Plan (Refresh, April 2018) 
Staffordshire Moorlands District Council is one of Stoke-on-Trent & Staffordshire LEP’s partners.   Their Strategic Economic Plan states as its vision: 
 
“An economic powerhouse driven by the transformation of Stoke-on-Trent into a truly competitive and inspiring Core City and enabling the growth of a 
thriving economy throughout the connected county of Staffordshire where everyone has the opportunity to access a better job.” 
A connected area, with a competitive economy, which works collaboratively with local partners to complement their activities. 
 
The LEP’s economic growth agenda is based on recognised strengths in key aspects of advanced manufacturing. The visitor economy is one of three 
sectors recognised as having growth potential. Alton Towers and Drayton Manor Park are considered to be anchor destinations within the county and 
these, combined with Cannock Chase, the National Forest and the Peak District contribute to the overall visitor appeal and branding of the area. 
 
The sector’s priority is to make more consumers aware of Staffordshire as a destination for a short break, so encouraging greater volume of overnight 
stays, increased revenue and more employment in the industry. 
 
The Plan states that there is an opportunity to develop the business tourism offer within the area, particularly through the development of new and 
increased use of existing conferencing facilities.  
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Stoke-on-Trent & Staffordshire Enterprise Partnership: Local Industrial Strategy (April 2020) 
In its Local Industrial Strategy, SSLEP identifies the visitor economy as a major opportunity for the region; an area that had been growing strongly prior to 
lockdown with future capacity to grow and respond to trends such as micro-breaks and UK green tourism. It specifies a number of interventions to 
improve place: 
 
 Strengthen our inward investment offer and promotion, actively targeting potential investors with the strong commercial premises offer in our town 

and city centres and rural areas, reflecting growing demand for office space and high-quality commercial units 
 Further developing and enhancing our culture offer 
 Improve public transport and accessibility within our town and city centres and rural areas 
 Tackle persistent deprivation and joblessness, by better linking up skills provision with specific business opportunities locally 
 Protect and enhance our natural and built environment assets including our excellent leisure offer 
 Build on and expand our existing visitor economy strengths to increase spend 

 
 
Marketing Peak District & Derbyshire’s 5-Year Destination Plan: The Rescue and Rebuilding of Peak District and Derbyshire’s Visitor Economy 
“Visitors can choose between top class offers ranging from the stunning outdoors and some of the best walking, cycling and rock climbing that England 
has to offer. A cultural heritage experience with visits to castles, stately homes, festivals and events, art galleries and museums.  The cultural and heritage 
sector and natural landscape play a unique role in creating the ‘sense of place’ that makes this region a great area to live, work, learn, invest and do 
business. “ 
 
Core audience 55+. 
 
The Destination Plan outlines 10 strategic priorities and a roadmap for recovery:  The Priorities are: 
 
 boost domestic tourism to the Peak District and Derbyshire 
 position the Peak District and Derbyshire as a destination for the corporate sector 
 support businesses to bounce back, rebuild and grow 
 rebuild international connectivity and grow inbound tourism 



BLUE SAIL  HIGH PEAK & STAFFORDSHIRE MOORLAND BASLELINE REPORT 
 

                      NOVEMBER 2022 

 

 

 

 

 

 

 75 
 

 

 

 

 become a destination for active travel and transport connectivity  
 lead the way with sustainable tourism (eg manage visitors at honey pots and disperse, create new experiences, local purchasing) 
 bid to become a Tourism Zone 
 promote the sector as a place to be proud to work within 
 work with partners to revitalise market towns (eg marketing, dispersal strategies, local events, food and drink, transport connectivity, walking and 

cycling) 
 support our local authority partners to deliver their Tourism Strategies. 
  
 
Peak District National Park Management Plan (2018-2023) 
The Peak District National Park Management Plan has as its vision: The Peak District National Park: where beauty, vitality and discovery meet at the heart 
of the nation, incorporating three aspirations: 
 
 An enhanced, diverse, working and cherished landscape (to deliver the Park’s first statutory purpose) 
 A sustainable, welcoming and inspiring place for all (to deliver the Park’s second statutory purpose) 
 Thriving and sustainable communities and economy 
 
The Plan specifies six Areas of Impact: preparing for a future climate; ensuring a future for farming and land management; managing landscape 
conservation on a big scale; a National Park for everyone; encouraging enjoyment with understanding; supporting thriving and sustainable communities 
and economy.  ‘A National Park for Everyone’ includes intentions to overcome both physical and perceived barriers to accessing the National Park. 
‘Encouraging enjoyment with understanding’ includes intentions to: balance opportunities for enjoyment with conserving a fragile environment; ensure 
shared responsibility (e.g encouraging visitors to feel they can contribute to the Park’s future through a programme of visitor giving and volunteering); 
develop an awareness and understanding of the benefits of the Peak District National Park. 
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LOCAL STRATEGIES/PLANS 

Staffordshire Moorlands Local Plan. Adopted Sept 2020. 

The Local Plan is the main planning policy document for the district, except for the area covered by the Peak District National Park Authority as they are 
the planning authority for that area. 
 
The Local Plan identifies tourism as an important driver for the local economy, helping build greater economic sustainability and strengthening the 
District’s wider role. The plan also highlights the importance of the natural environment and the need to enhance and protect it. The viability of town 
centres is identified as a significant challenge alongside a high dependence on private cars and poor public transport. 
 
The Local Plan Vision says: ‘Tourism will be a key element in the diversification of the District’s economy and will also contribute significantly to raising the 
environmental quality and the regeneration of the District. Its market towns will each have their own unique selling point for attracting visitors. The 
diversity and quality of the District’s natural and historic assets will have improved and greater use will be made of the opportunities they provide for 
recreation and tourism, particularly around the Churnet Valley which together with Alton Towers will be a significant tourist attraction.’ 
 
A vision for Rural Areas also includes specific references to tourism: ‘Well managed, sustainable tourism will be a major driver in regenerating the rural 
areas and enhancing their character and quality. Major redundant sites in the countryside will have been redeveloped for new uses, improving the 
environment and diversifying the rural economy. In the countryside, the richness of the District’s landscape, heritage and its biodiversity will continue to 
be valued, maintained and protected in a way which sensitively accommodates the needs of farmers, rural businesses, visitors and residents…... Public 
access to the countryside will be extended with new walking, cycling and horse riding routes developed. Green infrastructure and open space will protect 
and enhance the environment whilst providing recreational opportunities alongside sport and improvements to health and well being.’  
 
Spatial Objective 7 (SO7) in the plan states ‘To protect, provide and enhance the tourism, cultural, sport and recreation and leisure opportunities for the 
District’s residents and visitors.’  
 
Spatial Strategy 5 (SS5) which covers Leek has a specific action to ‘Increase tourist opportunities for visitors through additional high quality 
accommodation, promoting links with the Peak District and the development of new tourist attractions linked to the Churnet Valley.’  
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Spatial Strategy 6 (SS6) which covers Biddulph has an action: ‘Improve the image and identity of Biddulph and strengthen its role as a visitor destination 
by:  

• Regenerating and improving the streetscape of the town centre.  

• Upgrading the general environment of the town through landscaping and the improvement and creation of green spaces.  

• Strengthening and promoting links between the town and countryside in particular with the Biddulph Valley Way, Biddulph Grange Garden and 
the Country Parks. This will include the implementation of the Green Infrastructure Strategy.  

• Improving the main approaches to the town from the south.  

• Protecting and enhancing the setting and historic character of the town, including heritage assets.  
 
Spatial Strategy 7 (SS7) which covers Cheadle includes an action: ‘Promoting the role and historic character of the town, including the protection of 
heritage assets and its links with the Churnet Valley as a visitor destination.’  
 
Spatial Strategy 11 (SS11) covers the Churnet Valley and has a number of actions.  
 
‘The Churnet Valley is identified as an area for sustainable tourism and rural regeneration. The Churnet Valley Masterplan provides a comprehensive 
framework for development in the Churnet Valley and development should be in accordance with the Masterplan. Within this area particular support will 
be given to the following forms of development and measures:  

• short stay and long stay visitor accommodation;  

• the expansion of existing tourist attractions and facilities and the provision of compatible new tourist attractions and facilities;  

• measures to enhance, protect and interpret the landscape character and heritage assets of the Churnet Valley;  

• measures to remediate and restore derelict land, buildings and features including the appropriate redevelopment of sites;  

• actions to protect and enhance the biodiversity of the valley, including the maintenance, buffering and connection of designated sites and actions 
to mitigate climate change; 

• measures that support and integrate the heritage transport infrastructure of the valley, sympathetically with enhancing and developing links to 
strategic footpaths, cycle and horse riding routes.  

• measures to improve connectivity and accessibility to and within the Churnet Valley by sustainable transport means having regard to the Green 
Infrastructure Strategy.  
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Development policies relating to the economy include Policy E4 ‘Tourism & Cultural Development’. This policy states that ‘New tourism and cultural 
development which complements the distinctive character and quality of the District will be supported having regard to the Area Strategies in Policies SS 
5 to SS 10 and and Churnet Valley Strategy Policy SS 11.  
In addition:  

• New tourist, visitor and cultural accommodation, attractions and facilities should be developed in locations that offer, or are capable of offering 
either:  
A) good connectivity with other tourist destinations and amenities, particularly by public transport, walking and cycling; or  
B) in locations in or close to settlements where local services, facilities and public transport are available; or  
C) in areas specifically identified for tourism development in the Churnet Valley Masterplan or other relevant documents.  

• Developments in other locations may be supported where a rural location can be justified. New accommodation, attractions and facilities should:  
A) support the provision and expansion of tourist, visitor and cultural facilities in the rural areas where needs are not met by existing facilities; and  
B) all development shall be of an appropriate quality, scale and character compatible with the local area, protect the residential amenity of the 
area, enhance the heritage, landscape and biodiversity of the area and shall not harm interests of acknowledged importance.  
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Staffordshire Moorlands Local Plan. Green Infrastructure Strategy 2018. 

Developed as a background strategy in support of the Local Plan, the Green Infrastructure Strategy has a 
vision which aims to develop a network of green corridors and green spaces that, among other aims: 

• Supports access and green travel– by creating appropriate access for a wide range of users to 
enjoy the countryside, including creating improved linkages to services and facilities, as well as 
formal and informal recreation opportunities. Promotes health and well-being– by supporting 
the provision and improvement of open space, sport and recreational facilities to: facilitate 
opportunities for walking, cycling and horse riding; support people's interaction with nature; and 
to encourage young children into green space 

• Unlocks economic development potential– by contributing to the diversification of the local 
economy through the enhancement of existing, and provision of new tourist facilities; 
supporting new opportunities for rural businesses such as the provision of wood fuel through 
habitat management and creating and improving green travel links to areas of employment and 
the visitor economy infrastructure 

 
The main principles of the strategy are: 

• Protecting and enhancing green infrastructure 

• Developing and extending the green infrastructure to create a network of connected green 
spaces 

 
Eleven strategic corridors and areas are identified in the strategy and each has specific and detailed 
actions, however some general approaches are advocated which include: 

• Improving the network and making it more accessible to different users 

• Enhancing links between different parts of the wider network and the towns and villages 

• Conserving and enhancing heritage assets within the network   
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Churnet Valley Masterplan. Supplementary Planning Document 2014 

The masterplan highlights the opportunity which the Churnet Valley has to act as a sub-regional asset and to ease pressure on the neighbouring Peak 
District National Park. The Churnet Valley covers a large part of the centre of the district. 
The masterplan acknowledges the following strengths and weaknesses for the area. Strengths include: 

• High quality landscape and environment 

• Good road access 

• Existing attractions serving two broad markets (1. ‘Countrysiders’ who are visiting the area for a combination of experiences, activities, discovery/ 
sightseeing, and rest and relaxation. Outdoor activities will be the main activity but the natural environment and scenery will be a key 
underpinning appeal. 2. 'Family fun' - fun day out with the family. Typically visiting an attraction. Alton Towers is the primary attraction). 

• Recognition that the assets with national significance are ‘Alton Towers’ and the ‘Peak District’. 

• Important heritage assets including St Giles in Cheadle as well as the industrial heritage. 
 
Weaknesses: 

• Poor links between attractions and reliance on the private car. 

• Towns lack a national profile (in comparison say to Buxton) 

• Poor awareness of the area 

• Limited provision for cycling and horse riding 

• Limited visitor accommodation other than at Alton Towers 

• Lack of a ‘year-round’ offer 
 
Opportunities: 

• Leek and Cheadle as potential gateways with potential for more serviced accommodation 

• Better linking of experiences (conceptually and physically) to create more coherence 

• Enhanced walking and cycling networks 

• Encouraging more events 

• Potential development of unused or brownfield sites for different tourism activity 
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The masterplan draws on the 2011 tourism study to highlight the need to create an offer that is distinctive. It recognises that a pre-occupation with brand 
and identity is perhaps unhelpful in the context of Staffordshire Moorland and the Churnet Valley and that specific products and experiences will often be 
the motivating driver for a visit. It advocates for a market focus with ‘Countrysiders’ being the primary target and ‘Family Fun’ a secondary focus. 
To achieve sustainable tourism in the Churnet Valley, the masterplan identified main opportunities as: 

• Promoting a series of gateways into the Churnet Valley from which visitors can then travel, by more sustainable modes where possible, into the 
valley. 

• Promoting a number of gateway visitor hubs based on existing centres of interest from which visitors can explore the local area. 

• Improving connectivity and accessibility between hubs and attractions in the area 

• Developing the visitor offer aimed primarily at the countrysider market including families under the framework of Wise Growth. 

• Increasing overnight stays 

• 'Going green' through the promotion of Staffordshire Environmental Quality Mark 
 

Staffordshire Moorlands Sustainable Community Strategy 2007-2020 

The vision within the strategy is: ‘By 2020 Staffordshire Moorlands will be recognised as a vital part of a regenerated North Staffordshire sub-region. All 
our communities will enjoy an excellent quality of life, including access to affordable housing and excellent public services. Our vibrant market towns will 
be home to a range of successful retail, visitor and knowledge based businesses. We will have a highly skilled and entrepreneurial workforce. Our natural 
environment will be protected and our carbon emissions reduced. 

The analysis within the strategy concluded that the most obvious potential for the growth of service sector businesses and employment in Staffordshire 
Moorlands was tourism - building on the core attraction of Alton Towers, the assets of the Cauldon Canal corridor, Biddulph Grange, Peak District 



BLUE SAIL  HIGH PEAK & STAFFORDSHIRE MOORLAND BASLELINE REPORT 
 

                      NOVEMBER 2022 

 

 

 

 

 

 

 82 
 

 

 

 

National Park, the wider countryside and the Town Centres. This, it was thought, could provide the area with the opportunities for further modest growth 
in employment and business opportunities. Though a concern was raised about simply adding to the stock of low paid and low skilled jobs. 

 

Staffordshire Moorlands Corporate Plan 2019-2023 

Aim 3 of the Corporate Plan is ‘To help create a strong economy by supporting further regeneration of towns and villages’. Within this Aim was a 
commitment to prepare a tourism strategy, as well as the regeneration of key sites, improved access including support for the re-introduction of train 
services to Leek. 

 

Growth Strategy for High Peak 2017 

Ambition to drive £700M investment by 2031 
 
Specific tourism target  

• £59m pa additional spend in local economy 

• Double number of overnight visitor stays during the week 
 
Growth priorities inc: 

• Enhancing Visitor Experience (Outdoor play/festival venue) 

• Enhancing leisure and culture offer  

• Niche retail and evening economy  

• Pedestrian and cycle connections  

• Promoting festivals and events  

• Quality hotel accommodation and tourism experience 
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Delivery mechanisms – include town centre plans for Buxton – England’s leading spa town. Cultural destination.  
 
Heritage and regen projects include  

• Buxton Crescent 

• Station Gateway 

• Town centre enhancement 

• Town hall 

• Palace hotel 

• Pavilion gardens 

• Connectivity, routes, green infrastructure etc 
 
Glossop – creative industries – media, digital, performing arts 
Heritage and regen projects include  

• Market hall 

• Woods mill 

• Victoria mill 

• town centre enhancement and public realm 

• pedestrian and cycle connectivity 
 
A6 enterprise corridor 

• Whaley bridge canal basin 

• Torr vale mill 

• canal network and cycle path to Manchester 

• Peak Forest tramway link 
 
… distinctive character of High Peak in which picturesque towns and villages are set against a dominant weathered gritstone landscape in the north or the 
softer limestone landscape in the south. These towns include Buxton with its Georgian and Victorian spa heritage, the former mill towns of Glossop and 



BLUE SAIL  HIGH PEAK & STAFFORDSHIRE MOORLAND BASLELINE REPORT 
 

                      NOVEMBER 2022 

 

 

 

 

 

 

 84 
 

 

 

 

New Mills; Whaley Bridge, where the Cromford and High Peak Railway transferred it’s goods on to Peak Forest Canal; and Chapel en le Frith, the Capital of 
the Peak. A key challenge is investment in protection and enhancement of these assets. 
 
Growth potential – Link to Peak Park, Buxton Crescent and rise in cycling + outdoor leisure activities.  
Key constraints – Quality of accommodation, diversity of offer and skill gap 
 
Travel by car Glossop to Manchester - 37 mins Buxton to Manchester - 1 hr 5 mins Chapel-en-le-Frith to Manchester - 53 mins Chapel-en-le-Frith to 
Sheffield - 53 mins Glossop to Sheffield - 45 mins Buxton to Sheffield - 55 mins 
Travel by train Glossop to Manchester - 32 mins half-hourly daytime service to Manchester Piccadilly and every 20 minutes during rush-hour. Buxton to 
Manchester - 56 mins hourly service daily and about half-hourly during rush-hour. Chapel to Manchester - 46 mins hourly service daily and about half-
hourly during rush-hour. 
 
159.7km of cycle paths and bridle ways in the High Peak 
 
Challenges 
Vacant and under-used heritage assets • Poor town centre retail (availability of right size of premises, absence of high end operators, lack of diversity) • 
High disparity in income levels • Low productivity and gross value added • Poor public transport and connectivity, weather dependency • Low level of 
start-ups and growth of small businesses • Shortage of quality hotel accommodation • Lack of evening economy in main towns 
 
Strengths  
• Key link between Greater Manchester and Sheffield City Region • Connectivity to Manchester, Cheshire, Sheffield and Derby • Peak Park, natural assets 
• Distinctive built heritage • Well established leisure offer (to be reinforced by the Crescent) • High Peak- the incubator for high-growth businesses • 
Advanced manufacturing, aggregates and logistics businesses • Creative businesses in Glossop (Manchester media city connection) 
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Buxton Visitor Economy Strategy 2020 
 
Transformative elements: 

• Brand – Buxton repositioned as gateway to Peak District. The town’s unique characteristics of water, arts, heritage and well-being should inform a 
consistent narrative. 

• Culture – build on International Festival for year round programming 

• Place -reinvigorate streetscapes, orientation and interpretation 

• Visitor experience – enhanced and accessible for all 

• Leadership – act as one destination – one new leadership entity 
 
Refreshingly Buxton brand and guidelines developed from this – Buxton is a place to revive, recharge and revitalise 
 
Buxton Design Strategy 2009 
Place making action plan focusing on approaches, gateways, arrival, signage, information, trails and key routes. 
 

• Higher Buxton - An independent ‘village’ within the town centre with a diverse and interesting range of businesses including shops, galleries, 
cafés, bars and restaurants 

• Spring Gardens - A ‘smart high street’ area that contains a number of national multiples, as well as local retailers, to serve Buxton and its 
hinterland 

• The station ‘green gateway’ to the town centre, both in terms of landscape and sustainable transport, where change has the potential to create a 
high quality new piece of town 

• The Quadrant ‘cosmopolitan’ area with an interesting high quality mix of businesses including independent and branded shops, restaurants and 
bars 

• The Crescent – A ‘premium’ area at the heart of the town centre focused on the Crescent and new spa, with links to both the University and 
Palace Hotel 

• Pavilion Gardens - A ‘green’ leisure and cultural area focused on the Pavilion and the Opera House within an historic park setting 
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Buxton Future High Street Fund Masterplan & High Street Heritage Action Zone 2020 
 
A Town Centre Investment Programme was approved by High Peak Borough Council in February 2019. The programme outlined proposals to support the 
development of high streets and town centres, and recommended submission of funding bids (including the Future High Streets Fund, Heritage Lottery 
Fund and Highways England Designated Fund) to support delivery. 
 
The key deliverables under this scheme include: 

• Shop front restoration grants for heritage buildings 

• Grant funding to support viability gaps to bring forward empty heritage properties 

• Offer of a complementary facelift scheme to allocate small grants towards modern units to improve colour scheme and signage  

• Community engagement and cultural programme development 

• Exploration of the restoration and continuation of the missing colonnade around the Cavendish Arcade 

• Heritage interpretation at key visitor entrance points  
 
Strengths include: 

• Excellent heritage context 

• Strong townscape character 

• Gateway to the Peak District 

• Strong tourism offer 

• Easily accessible by public transport 
 
Weakness 
Public realm, weak gateway and arrival at station, poor linkage through study area. 
 
Buxton was selected as one of a number of towns across the country to receive a share of the grant and has secured £926,700 to deliver HAZ programme.  
Grant funding programme run by Historic England. Runs to end March 2024. 
All buildings within the HSHAZ area are eligible for grant funding of 75% towards conservation-led repairs and restoration. 
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Goyt Valley Masterplan 2022 (draft) 
 
Central High Peak around Whaley Bridge – open moorlands, reservoirs, walks, villages, pubs, eating places, walking, cycling. 
Acknowledges not a coherent destination or brand but suggests it has potential to be. “Challenge is to form a compelling narrative” 
 
Home to 

• beautiful landscapes and outdoor adventures 

• cycling routes of all levels 

• local food and drink 
• arts and literature – Buxton International, New Mills Festival 

Transport – good links to Sheffield and Manchester – Hope Valley Explorer bus (July-Oct), cycle routs, Peak Forest tramway. 
New creative concept ‘Find your Happy Place’ – offering a place of joy and relaxation, welcoming local community, exploration slightly off beaten track. 
Mixture of history and contemporary accommodation and eating. 
 
Marketing campaign delivered by MPDD. Targeting pre-school/young families, 50+ couples, outdoor enthusiast couples. 90 min drive time, focus on 
Manchester conurbation. Web pages on MPDD website, social media campaign (runs to summer 2022), visitor map, promo video and images. 
 
5 strategic priorities  

• marketing – soft adventures – itineraries – no car required – overnight stays 

• place shaping – destination experience - activities and events – peer networking – max proximity to Glossop and Buxton and wider HP 

• business engagement – upskilling – digital – bookable product – marketing – cross promotion 

• visitor services – active travel, transport – cycling hubs 

• skills- links to education, partnership with FE/HE – local employment initiatives 
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4. MARKET REVIEW 

EXISTING MARKETS 

 
Staffordshire Moorlands 
Visitor profile 
For Staffordshire Moorlands, the existing visitor market derives primarily from UK domestic visitors on a day trip.  Visitor survey data undertaken at 
locations across Staffordshire during May – September 2017 shows that 76% of respondents visiting Staffordshire Moorlands were domestic day visitors.  
Other visitors to the area were domestic overnighters (19%), and domestic visitors touring the UK (4%).  Only 2% were visiting from overseas.  
  
Motivations to visit 
The primary motivation for visiting Staffordshire Moorlands is to visit an attraction (47%).  However, it should be noted that the visitor survey was served 
to respondents at key attractions in Staffordshire Moorlands – including Alton Towers and Biddulph Grange Gardens.  Therefore, the survey methodology 
should be taken into account when interpreting these results.  Just under a quarter (23%) of Staffordshire Moorlands primarily visited for walking/hiking, 
a further 8% for a specific event and 7% for leisure cycling.  These activities all over-index versus the Staffordshire county average and suggest that visitors 
are engaging with a variety of activities in the Moorlands area. 

 
Visitor demographics 
In terms of demographic profile, 52% of Staffordshire Moorlands visitors are family groups (34% of visitors arriving with children); and a further 31% are 
adult couples. The area attracts a greater skew to adult couples than the rest of the county, and relatively more retirees at 21% against a Staffordshire 
average of 13%.  Visitors to Staffordshire Moorlands are relatively more affluent too with 43% categorised as the ‘AB’ socio-economic group versus the 
county average of 36%. 
 
The day visitor audience for Staffordshire Moorlands is localised: 50% are visitors from across Staffordshire, with a further 14% from Derbyshire and 14% 
from Cheshire.  The overnight visitor profile differs in that main markets are visitors from the South East (21%) and North West (21%).  Important 
secondary overnight markets are provided by the East Midlands (19%) and Yorkshire (14%).  It should also be noted that though the majority of visitors to 
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Staffordshire Moorlands are arriving for a day visit, 18% choose the area for a short break – more than double the proportion for the rest of the county at 
8%.   
 
Choice of Accommodation 
For those staying on a break in Staffordshire Moorlands, a hotel is the most popular form of accommodation (32% - in line with the average for the 
county).  However, there is relatively greater use of self-catering and non-serviced accommodation with visitors booking self-catering trips (24% vs. Staffs 
avg. 10%), or camping (11% vs. Staffs avg. 6%) and caravanning (10 vs. Staffs avg. 5%).   

 
Visitor enjoyment 
More than nine in ten visitors to Staffordshire Moorlands are repeat visitors. In this context it is perhaps unsurprising that there are high levels of 
enjoyment with, and likelihood to recommend, the area as a destination.  Visitors to Staffordshire Moorlands have the highest levels of enjoyment 
compared to all other areas surveyed in the county (80% ‘very high’ enjoyment vs. Staffs avg. 55%), 89% would recommend visiting and 93% would be 
‘very likely’ to visit again.  Therefore, Staffordshire Moorlands is an effective ambassador for the reputation of ‘Staffordshire’ as a visitor destination. 

 
High Peak 
Visitor profile  
Data from Marketing Peak District & Derbyshire (MPDD) in the recent Recovery Report stated that 90% of visitors to the MPDD catchment area are day-
trippers and with a skew to those aged 55+ years.  This profile aligns with demographic data from MPDD’s consumer survey into post-Covid tourism in 
late 2020.  Respondents from that survey were mainly located in the East Midlands (33%), other notable catchment areas were the South East (16%), 
North West (14%), Yorkshire & Humber (13%) and West Midlands (11%). The South East notwithstanding, this suggests a visitor base that is majority 
located within a 90-minute drivetime.  Data quoted here is for the broader MPDD area; visitors to High Peak specifically cannot be isolated. 
 
Reaching a broader visitor profile 
MPDD’s Recovery Report is clear in its aspiration to broaden the current visitor base to bring new visitors to the Peak District.  Plans involve the active 
targeting of pre-nesters and pre-school families to immerse themselves in the great outdoors and enjoy the associated wellbeing benefits.  The DMO also 
aims to increase the Peak District’s appeal as a destination for Millennials (born between 1981-1996) by highlighting the area’s experiential offer (e.g. 
festivals, camping, nightlife).   
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Web analytics suggest that visitors to the visitpeakdistrict.com website are skewed to a young and urban demographic looking for walks and activities in 
the area.  Therefore, this suggests that recent marketing activity is helping to target a new audience outside of the mature daytripper cohort that has 
traditionally been the core audience.  A further aspiration is to increase the propensity of daytrippers to stay overnight in the Peak District in order to 
maximise the value they can deliver by increasing the range of activities undertaken and time spent in the area.  Similarly, re-connecting with inbound 
visitor markets in Germany, the Netherlands and USA is designed to increase overnight visits and engagement with varied itineraries in the area. 
 
EXISTING MARKETING/EXTERNAL PERCEPTIONS  
DMO channels are the most prominent in promoting both Staffordshire Moorlands and High Peak as visitor destinations.  However, there are also a 
number of community-run websites and social media pages that showcase towns and villages in both areas to visitors.   
  
Online, both Staffordshire Moorlands and High Peak appear as appealing visitor destinations.  Imagery of both areas depicts towns and villages with 
attractive built heritage surrounded by green spaces and rolling hills.  Language used to promote these towns and village on DMO and other destination 
websites focuses on history and landscape and how both have shaped the individual characteristics of locations across Staffordshire Moorlands and High 
Peak that visitors can experience today.  It is important to note that visitors are searching for individual locations and attractions within Staffordshire 
Moorlands or High Peak.  They are not navigating the destinations by their political boundaries.  Therefore, the opportunity is to amplify the sense of 
place in each area through its key locations and attractions.  Any new destination brand for each area should amplify the profile of the locations and 
attractions for visitors that make Staffordshire Moorlands and High Peak unique, not obscure them. 
  
Places are often described as ‘thriving’ and ‘bustling’, with their historic markets celebrated and independent businesses highlighted.  Proximity to the 
landscape is also a common feature of how Staffordshire Moorlands and High Peak towns and villages are described online, giving locations the 
opportunity to appeal to a broad range of visitors; be it those wishing to enjoy the built environment, or those wanting to experience life outdoors.  Given 
the quality of the landscape in Staffordshire Moorlands and High Peak, it is perhaps unsurprising that outdoor attractions are the most salient and highly 
rated activities online in both localities.   
  
B&Bs are the most prominently featured accommodation online in both Staffordshire Moorlands and High Peak.  Accommodation generally appears to be 
less distinctive in character than the food scene in both areas.  Leek is an exemplar of food quality in Staffordshire Moorlands; in High Peak it is Buxton, 
Whaley Bridge and Hayfield that are seen as having a quality food offer.  
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Community-run websites and social media pages suggest proud residents who are invested in civic and cultural life of their towns and villages as 
exemplified by the variety local events and activities on offer across locations.  Community-run channels can play a role in demonstrating the vibrancy of a 
local community and act as a testament to the local quality of life.  Therefore, it is important that those managing community-run channels are cognisant 
of, and in sympathy with, the vision and aims of a new tourism strategy in both local authority areas.  Leadership from the local authority with support 
from the DMO in each area is likely to enable community-run platforms to coalesce around a shared vision and narrative for each area.  A situation where 
local platforms are seen to be competing to promote a destination is to be avoided in order to prevent confusion for potential visitors and perceptions of 
a lack of community cohesion around a destination. 

  
Staffordshire Moorlands 
Enjoy Staffordshire target markets 
Enjoy Staffordshire content is designed to promote Staffordshire as a short break destination.  Stated target markets are families, as well as the recently 
retired and pre-nesters given the variety of experiences on offer across the county and within Staffordshire Moorlands, specifically.  Search terms driving 
traffic to enjoystaffordshire.com are primarily for towns and attractions outside of Staffordshire Moorlands.  The most frequently used search terms 
driving traffic to enjoystaffordshire.com is ‘café near me’ which may suggest that a daytripper audience is primarily interacting with the website more 
than an overnight market and echoes the visitor profile detailed above.   
  
Social content and engagement 
Enjoy Staffordshire has an active presence on social media via both Facebook (16k followers) and Twitter (16k followers).  The DMO’s Instagram following 
is currently modest (0.4k), but is a growth opportunity if attractive photography and video content can be produced.  Enjoy Staffordshire social channels 
appear to be used for both corporate and consumer updates.  Not leveraging these channels to focus solely on consumers may affect response to content 
across the channel, as recent posts – even those aimed at consumers – do not appear to have gained traction in terms of engagement.   
  
Opportunities for collaboration 
Alongside enjoystaffordshire.com, visitpeakdistrict.com plays a role in highlighting key towns in Staffordshire Moorlands as visitor destinations.  There are 
variations in both photographic content and copy for the same towns featured across the two websites (examples here and here).  Photography is 
generally more vibrant and copy more inviting on visitpeakdistrict.com.  This suggests an opportunity for consolidation and consistency to deliver a clear 
message to visitors.   

https://www.enjoystaffordshire.com/information/product-catch-all/leek-p739931
https://www.visitpeakdistrict.com/explore/towns-and-villages/leek-p682001
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Local and community-run platforms 
Leek, Biddulph and Cheadle are supported by a combination of community-run websites and social channels to promote local businesses and attractions.  
Totally Locally Leek (website and social media) publicises the town’s local markets and businesses – giving visitors a flavour of what a visitor can expect in 
the town.  Enjoy Staffordshire’s Leek webpage links directly to the Totally Locally Leek website.  In Biddulph the town council’s website acts as a portal for 
local events and activities, and within Cheadle two community-run Facebook pages signpost town news and latest what’s on.  The community pages for 
Cheadle appear to have been designed for residents, rather than visitors.  However, there may be an opportunity to share DMO-authored content with 
toolkits and editorial guidelines via these pages in order to reach potential visitors who are seeking information about the town on social media. 
 
Distinctive ‘assets’ communicated online 
Leek, Biddulph and Cheadle are portrayed online (across DMO platforms, other destination sites and TripAdvisor) as homes to independent businesses 
with thriving traditional markets and hubs of community-run events: 
  
Leek: 

• A market town proud of its history 
• Gateway to The Roaches 

• A quality food offer 
  
Biddulph: 

• 'Biddulph in Bloom’, civic planting and flowers 
• An active calendar of community-run events 
• Outdoor attractions including Biddulph Grange Gardens and Knypersley Reservoir 

  
Cheadle: 

• St Giles Church - ‘a hidden gem’ 
• Heritage architecture in town centre 
• Proximity to wildlife (e.g. Hales Hall Pool, RSPB Combes Valley) 
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The combination of ‘town and country’ experiences in each area looks to be a key factor in driving the appeal of these places within the Staffordshire 
Moorlands tourism offer from evidence on TripAdvisor.  Linking to ratings and displaying accolades such a Travellers’ Choice Awards on 
enjoystaffordshire.com may reinforce perceptions of quality and variety to potential visitors. 
  
Accommodation featured on TripAdvisor across the three towns skews to B&Bs with average scores of 4.0/5.0.  Of the three towns, Leek appears to have 
the strongest food offer via a mix of pubs and Italian and Indian restaurants.  Eight of the top ten places to eat in Leek featured on TripAdvisor are 
Travellers’ Choice award-winners, which suggest a good quality and vibrant culinary scene. 
 
High Peak 
Marketing Peak District & Derbyshire (MPDD) target markets 
MPDD is ‘the official tourist board for the Peak District and Derbyshire, tasked with promoting the area nationally and internationally to grow and support 
the visitor economy’.  MPDD works with local tourism businesses on a number of campaigns and promotional opportunities to showcase High Peak 
destinations among others.  Campaigns appear to be designed around families, mature visitors with time and disposable income, as well as pre-families 
looking for active pursuits.  The DMO encourages businesses to create organic content on social media with campaign toolkits, as well as providing a 
range of paid-for marketing opportunities and consultancy on developing high-quality content.   
  
Visit Peak District & Derbyshire (VPDD) social media presence 
The consumer-facing work of MPDD (as VPDD) has built a prominent social media profile across major platforms: Instagram (93.5k followers), Facebook 
(66.5k) and Twitter (40k).  The prioritising of Instagram as the DMO’s key social channel enables the targeting of a <35 years old audience via imagery and 
video that can showcase the natural beauty of the landscape.  Photography and copy are attractive and engaging.  The clear focus on consumer-facing 
content is also likely to support engagement across social platforms.  The strategy appears to be successful given the matching profile of website visitors 
as suggested by the results of analytics. 
  
Community-run platforms 
In High Peak there is much community-driven content online with Visit Buxton and Explore Buxton as key exemplars in the town across the web and social 
media.  Visit Buxton content in particular gives a flavour of what visitors might experience in the town across attractions and the events programme.  
Community voices are active in promoting Glossop as a creative hub and New Mills for its cultural scene and quality of landscape.  Such platforms 
demonstrate the ‘character’ of a place, as well as showcase local businesses and community events that can attract visitors.  Community platforms in High 
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Peak strike an appropriate balance between celebrating a place and its local community, whilst being open and welcoming to visitors in terms of tone and 
content.  Creating the conditions where local platforms can work together to support their destination in a cohesive way is likely to be key  in the 
successful roll out of a new tourism strategy in High Peak. 
  
Distinctive ‘assets’ communicated online 
Of the six High Peak towns and villages analysed, geology, local culture, and food and drink were key features mentioned online that give each place a 
distinctive character.  Mentions have been taken from DMO sites, other destination sites and TripAdvisor. 
  
Buxton: 

• Thermal spa that inspired unique architecture and social history 
• Local festivals and events 
• Gateway to the Peak District  

  
Castleton: 

• Mam Tor and its dramatic landscape 
• Caverns and Blue John (unique geology) 
• Quality of local accommodation 

  
New Mills: 

• Millennium Walkway and ‘curated’ trails 
• Quality independent shops 
• A proud community organising local events 

  
Glossop: 

• A creative community 
• Independent businesses and bustling high street 
• Proximity to the Dark Peak 

  
Whaley Bridge: 

• Gateway to the Goyt Valley 
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• Industrial heritage (Bugsworth Basin) 
• Quality food offer 

  
Hayfield: 

• Sett Valley Trail 
• Gateway to Kinder Scout 
• Quality food offer 

  
Buxton may be well placed to act as a gateway town for High Peak with its distinctive spa history and architecture, events, and views over the Peak 
District.  Across High Peak towns and villages, the benefits of actively engaging with the outdoors are clearly communicated, both in terms of visitor 
wellbeing and sustainable tourism.  From online reviews, High Peak’s food offer appears to be particularly strong in Whaley Bridge and Hayfield which 
may allow these places to stand out relatively on this feature.  Castleton and New Mills have distinctive geological features and Glossop appears to be 
characterised by its creative spirit and proudly independent businesses. 
 
MARKET TRENDS  

 
Coming out of Covid: Remaining impact 
Global Travel - The travel industry has suffered enormously as a result of the global pandemic – in June 2021 a United Nations Conference on Trade and 
Development (UNCTAD) report indicated that the crash in international tourism due to the coronavirus pandemic could cause a loss of more than $4 trillion to 
the global GDP for the years 2020 and 2021. The estimated loss has been caused by the pandemic’s direct impact on tourism and its ripple effect on other sectors 
closely linked to it. The report, jointly presented with the UN World Tourism Organization (UNWTO), says international tourism and its closely linked sectors 
suffered an estimated loss of $2.4 trillion in 2020 due to direct and indirect impacts of a steep drop in international tourist arrivals. The report warns that a similar 
loss may occur this year, noting that the tourism sector’s recovery will largely depend on the uptake of COVID-19 vaccines globally. 

Inbound Travel - VisitBritain’s (VB) most recent inbound research (September 2021) shows that inbound travel to the UK is beginning to recover with the 

number of inbound flight bookings to the UK now back to about 50% and arrivals at about 25% of 2019 levels. VB expects inbound tourism levels to return 

to around half of normal by mid next year. Oxford Economics forecasts a multi-speed recovery with most of the volume and value from Europe regained 

in 2023, stretching to 2024/25 for long haul markets. 
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According to VB, post-Covid, the most popular destinations are: 
 Cities (Spain, Ireland, Nordics) 
 Coastal (Germany) 

 Multi-destination (Australia, Italy) 

Domestic Travel - 2021 has seen a staycation boom due to the international traffic light system. Hotel occupancy levels have recovered to almost pre-

pandemic levels across the UK (except London) and in some destinations, such as Wales, even higher.  The medium-term outlook as to whether this will 

continue into 2022 is still clouded due to the returning ease of international travel and other impending financial hits such as the National Insurance hike 

and uncertainty around universal credit. 

Business Travel - According to a survey conducted by Deloitte1, the extent to which business travel will make a comeback may be fairly modest in the 
coming years despite it being on the rise in the second half of 2021. Total spend in Q4 2021 is projected to reach somewhere between 25%-35% of 2019 
levels. Research carried out for the business software company SAP2 found that after a long period of restricted travel opportunities, 89% of people 
surveyed said they intend to mix business with pleasure by tacking untaken holiday days on to work trips. 
 

 
  

 

 

 
1 Deloitte Corporate Travel Survey, 2021 
2 SAP Concur organization research, April – May 2021 

https://www2.deloitte.com/us/en/insights/focus/transportation/future-of-business-travel-post-covid.html
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MACRO TRENDS  
In addition to the short-term Covid-related factors above, other macro trends in tourism are also worth considering as these will influence travel patterns 
in the longer term and have implications for Staffordshire Moorlands and High Peak as destinations.  With a core proposition around the outdoors and 
wellbeing, both Staffiorshire Moorlands and High Peak should be well placed to respond to and take advantage of these trends:  
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5. BEST PRACTICE 

KEY FINDINGS 
 
Every destination is different and so ideas from elsewhere cannot always be easily transferred and adopted. Nonetheless, we have sought out examples 
which illustrate good practice in areas in which we think there are opportunities for Staffordshire Moorlands and High Peak. Some important lessons from 
these examples are:  
 

 Don’t start from scratch. There are lots of insights and tools from elsewhere which can quickly and easily be adopted to progress actions in both 

local authority areas.  

 A clear policy environment guides actions. Spending some time thinking about what is most important to each destination from a tourism point of 

view will help to decide on priorities and actions.  

 As well as benefitting visitors, successful interventions can bring positive value to local businesses and communities.  

 Use interventions and actions to connect-up the offer across towns and villages to make it easier for visitors to experience more of the 

destination and keep them in the area for longer.  

 Continue to work across political boundaries where it makes sense to visitors, especially in marketing. Use SLAs to encourage collaboration 

between DMOs. 

 Engage businesses in the planning and development of actions so they buy into what the local authority in each destination wants to achieve.  

 Use events – particularly those that centre around outdoors life – to animate each destination and attract new visitors.  
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AN ACTIVE OUTDOORS CULTURE  

Staffordshire Moorlands and High Peak have some of the most striking landscapes in Britain.  The outdoors is a defining aspect of the offer in both areas.  
Events that celebrate the outdoors present an opportunity to experience the landscape in new and exciting ways: either by bringing together the beauty 
of the natural environment with music, food, and entertainment; or by appealing to people’s desire for a sense of achievement.  Two examples are: 

 
EXEMPLAR 1: LOVE TRAILS FESTIVAL    

A four-day trail running and outdoor adventures event with live music and entertainment in the beautiful Gower Peninsula.  Trail 

running takes places on the trails and coastal paths of the Gower Peninsula (AONB) and is strictly non-competitive.  Participants can 

experience a range of different challenges, depending upon ability.  Additional adventure activities are also on offer over the weekend 

from local specialist companies.  The Festival also has a prominent wellbeing aspect, including yoga classes, workshops, and talks from 

wellbeing practitioners.  Target audiences are pre-families and families with school-aged children who want to embrace the best of 

outdoors life in unexpected ways.  The event is part of the ecolibrium initiative which encourages investment in climate solutions 

What it does well                                                            Learning for Staffordshire Moorlands and High Peak  

 Attracts to the local area a young and adventurous audience who are willing 

to invest in experiences  

 Brings the best of the local landscape, culture, and cuisine together 

 Supports local vendors (e.g. outdoor experience providers, hospitality 

businesses, and accommodation providers) 

 Consider opportunities to collaborate with experienced event organisers 

who can bring new audiences via existing IP 

 Identify sites where events can be held safely and sustainably 

 Consider when and how such an event can complement the existing 

events programme in each destination 
   

 
 
 
 
 
 
 

https://www.lovetrailsfestival.co.uk/
https://ecolibrium.earth/about-2/
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EXEMPLAR 2: DURTY EVENTS    

Based in the Scottish Borders, Durty Events host a range of muti-discipline active outdoors events across scenic landscapes in Scotland and the 

North of England.  Events include runs, triathlons, and orienteering with people of all abilities participating at their own pace.  Each event is run 

in collaboration with local authorities, landowners, businesses, and local residents.  Overnight event participants are encouraged to camp in 

the local area as responsible visitors, given Durty Event’s focus on sustainability.  

What it does well                                                           Learning for Staffordshire Moorlands and High Peak  

 A collaborative model of community participation (from landlord permissions 

to volunteer marshalls)  

 Sustainability/responsible tourism is front and centre (e.g. stringent policies 

around waste) 

 Creates a regular outdoors events ‘scene’ in an area and enhances its profile 

as a destination for an adventurous and active audience 

 Collaboration is essential to deliver these kinds of events and requires 

the buy-in of multiple stakeholders 

 Likely to encourage cross-border visits with routes through the Peaks 

 Can encourage visitor traffic in shoulder seasons with events hosted ‘off -

peak’ 

   

 
  

https://durtyevents.com/
https://durtyevents.com/about/durty-sustainability/
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STRATEGIC EVENTS DEVELOPMENT 

Events, including outdoor events, have the potential to bring positive impacts for a destination. They animate the place for visitors and locals alike; they 
can bring economic impacts by attracting day and staying visitors at times of the year when demand is lower. A local authority can enable and support the 
delivery of successful events, rather than become the main organiser/deliverer.   To do this, a strategic approach is required that has:  

 Policy – a clear strategic events policy to identify what Staffordshire Moorlands and High Peak want events to deliver in each area 

 Operational Plans – sets out where and under what conditions each local authority will support events and what it wants organisers to do in 
planning and delivering events  

 Sites – clearly identify all of the suitable sites for outdoor events (council and other)  

 Safety Advisory Group – put in place an agreed network of the main agencies that are needed to support the delivery of events (blue light 
services, highways, stewarding, licensing)  

  
EXEMPLAR 3: WORTHING    
To develop a robust events calendar, Worthing introduced a new events policy in 2020 covering council-owned land. The policy sets out what the council wants to achieve in 

maximising the benefits from events while ensuring that they are safe and well managed. The council has a full-time events officer.  

What it does well                                            Learning for Staffordshire Moorlands and High Peak  

 Worthing has been actively looking to grow and develop its outdoor events programme, 
which has seen a range of new events introduced and developed in recent years including: 
Mass participation events e.g. running; Outdoor concerts; Food festivals; Christmas events 
e.g. ice rink and big wheel  

 The policy includes all the necessary information an 
organiser would need: How to apply; Licensing, 
Permissions and insurance; Approval criteria; 
Consultation and the role of the safety advisory group; 
Fees and charges   

 The policy also sets out clear expectations in operating 

sustainable events.  

 Events animate the destination for visitors and local people  

 They help create an attractive destination that relates positively to 
wider objectives including inward investment.  

 As the policy was updated in 
2020 it contains useful 
references for delivering events 
during Covid   

 
The Time For Worthing website is used to 

promote the destination to investors as well 

as visitors and students  

    

https://www.adur-worthing.gov.uk/media/Media,151894,smxx.pdf
https://www.adur-worthing.gov.uk/media/Media,151894,smxx.pdf
https://timeforworthing.uk/
https://timeforworthing.uk/
https://timeforworthing.uk/
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EXEMPLAR 4: LONDON BOROUGH OF CROYDON    

Croydon has developed an over-arching Events Policy to support the development of events. The main benefits are seen as promoting the destination as a place 

of business, culture and community, which also draws visitors in and improves the image of the borough.   
What it does well                                                                                          Learning for Staffordshire Moorlands and High Peak  

Croydon has a clear events policy (2018) which:   

 Categorises events (by size and type e.g. commercial or 
charity)  

 Sets out the timeframes for applying (bigger events take 
longer)  

 Explains the role of the Safety Advisory Group in 
reviewing the event safety – which is separate from the 
landlord consent  

 Requires the development of event management safety 
plan  

 Lays out conditions and legislation surrounding events  

 Explains limitations and exclusions of the types of 
events not usually permitted  

As well as the policy there are a number of other 

supporting documents available to organisers: 

 Guide to organising safe events 

 Application form and risk assessment forms  

 A clear policy or strategy makes it clear to 
event organisers and local stakeholders 
what Runnymede wants to get from 
events, and makes it clear to members and 
officers the sorts of events to actively 
support or resist  

 Clear timeframes and requirements help 
organisers understand how decisions will 
be made as landlord (assuming events are 
held on council land)  

 Sets out how to work with partners on 
event planning and illustrates the 
important role of an event Safety Advisory 
Group  

    

https://www.croydon.gov.uk/sites/default/files/Business%20licences%20and%20tenders/Health%20and%20safety/Guidance_Organising_Events_Croydon.pdf
https://www.croydon.gov.uk/sites/default/files/Business%20licences%20and%20tenders/Health%20and%20safety/Guidance_Organising_Events_Croydon.pdf
https://www.croydon.gov.uk/business-licences-and-tenders/health-and-safety-and-food-safety/health-and-safety/organising-safe-events
https://www.croydon.gov.uk/business-licences-and-tenders/health-and-safety-and-food-safety/health-and-safety/organising-safe-events


BLUE SAIL  HIGH PEAK & STAFFORDSHIRE MOORLAND BASLELINE REPORT 
 

                      NOVEMBER 2022 

 

 

 

 

 

 

 104 
 

 

 

 

TRANSPORT & CYCLING INFRASTRUCTURE  

Even before Covid, outdoor activity had been growing as a leisure pastime and as a visitor experience. A burgeoning variety of trails for walking and 
cycling and greenways have been created. These range from relatively short routes, which are ideal for younger families, to long-distance trails for 
touring. They have been helpful in re-vitalising the communities that they pass through.  E-bikes are also becoming increasingly popular in areas such as 
the Lake District and at attractions such as Waddesdon Manor where they offer a sustainable way for visitors to travel car-free.  
 
Roads and parking facilities are likely to be under most pressure during peak seasons, especially around bank holidays when bus services to key 
attractions in Staffordshire Moorlands and High Peak have reduced services.  Shuttle bus services and commercial bus tour providers could provide 
additional transport capacity and encourage car-free travel.  
 

EXEMPLAR 5: GREAT WESTERN GREENWAY – COUNTY MAYO   

One of the first of several Greenways developed in Ireland, this 42 km former railway line provides a traffic route for locals and visitors to explore the 

countryside and coast.  

What it does well                                                     Learning for Staffordshire Moorlands and High Peak 

 Since opening it attracts ¼m visitors a year and has created 200 new jobs  

 It is used to link together different towns and attractions  

 It cost €6.7m to develop the 42 km route  

 It generates €40m of annual economic impact  

 It includes a 7 km town greenway loop at Westport which links 
communities to local facilities, schools, shops and recreation  

 25% of visitors are from overseas  

 78% of users are cyclists  

 Evidence desire for active 
outdoor adventures and 
impact on employment  

 Highlights international 
appeal in addition to 
providing a resource for 
local communities  

 Connects different spaces, 
attractions and towns  

    
 
  

https://lakedistrictbikes.com/product-category/hybrid-e-bikes/
https://www.ianvisits.co.uk/articles/review-the-waddesdon-greenway-e-bike-hire-scheme-45830/
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EXEMPLAR 6: HOP-ON/HOP-OFF BUS TOURS, SCOTTISH BORDERS   

Run by City Sightseeing, the Scottish Borders service runs three times each day from the end of May to the end 
of August.  Buses take a circular route beginning at Galashiels transport interchange and make eight stops at key 
attractions along the 1.5 hour route.  Users are able to hop on/off the service over a 24-hour period.   

What it does well                                                     Learning for Staffordshire Moorlands and High Peak 

 Encourages car-free travel in a scenic area 

 Highlights and links key attractions, creating a sense of place 

 Enables people to explore the destination flexibly 

 Explore partnerships with commercial travel providers 

 Consider partnership agreements/discount schemes with local businesses 

and attractions for bus users to encourage car-free travel 

 Consider how to combine bus tickets with bike hire to create an  

integrated transport offer for visitors 
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TOWN CENTRE DEVELOPMENT  

Successful town centres are valued and used by their local communities, as well as providing facilities and services for visitors from further afield. They 
offer a mix of commercial, cultural and community activities. This increases the dwell time of all customers (locals and visitors) which increases spend and 
vibrancy, and ultimately attracts more investment.   
  

EXEMPLAR 7: FROME, SOMERSET    

Frome is a traditional market town in Somerset. In the last decade it has invested in a series of imaginatively funded community, 
cultural and environmental projects that have injected vitality into the town centre. Working with English Heritage, county and 
district councils, and attracting entrepreneurs with its business-friendly welcome and relatively low start-up costs, the historic 
Catherine Hill has been transformed from a relatively rundown shopping street with 60% vacancy levels to what National  
Geographic describes as “Frome’s beating heart ... where you can stock up on life’s beautiful things”.  Some of the town’s success 

in recent years is attributed to the growth of the Frome Independent – a monthly market and street entertainment event that 

transforms the centre of the town into a festival-like atmosphere on the first Sunday of every month from March to December. 

Describing itself as “a curated, destination street market with a difference”, it has very clear criteria for its 200 traders, to ensure 

local and creative distinctiveness. Another Frome town centre success story is Share – A Library of Things, the UK’s first Share 

Shop, established in 2015 with the support of the town council, and since emulated by other towns.  

What it does well                                                     Learning for Staffordshire Moorlands and High Peak 

 Emphasis on community decision-making and public/private/voluntary 
partnerships; practical projects and engagement at grassroots level  

 Bringing council-owned land and buildings into community use  

 Creating a welcoming place to set-up a business  

 Making happiness & wellbeing the focus for their Neighbourhood Plan   

 Support and develop genuine engagement and partnership at grassroots 
level between community, commercial and cultural sectors    

 Identify and strengthen local distinctiveness in terms of heritage, 
environment, culture, creativity  

 Encourage innovative and creative business investment  

    

 
  

https://www.nationalgeographic.co.uk/travel/2021/06/what-to-do-in-frome-somersets-most-exciting-market-town
https://www.nationalgeographic.co.uk/travel/2021/06/what-to-do-in-frome-somersets-most-exciting-market-town
https://www.nationalgeographic.co.uk/travel/2021/06/what-to-do-in-frome-somersets-most-exciting-market-town
https://www.nationalgeographic.co.uk/travel/2021/06/what-to-do-in-frome-somersets-most-exciting-market-town
https://thefromeindependent.org.uk/trade-with-us/
https://thefromeindependent.org.uk/trade-with-us/
https://sharefrome.org/history-of-share/
https://sharefrome.org/history-of-share/
https://sharefrome.org/history-of-share/
https://sharefrome.org/history-of-share/
https://sharefrome.org/history-of-share/
https://sharefrome.org/history-of-share/
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EXEMPLAR 8: CLONAKILTY, REPUBLIC OF IRELAND    

Clonakilty is a small market town in County Cork. It went into decline in the 1960s as industry declined and its rail 

link was closed. While other local authorities abandoned the practice (common in the Republic up to the 1960s), 

Clonakilty retained a Town Architect who established the Town Development Plan and encouraged locals to take an 

interest in the look of the urban environment and get involved in the decision-making process. This continues into 

the 21st century, with a creative approach to urban development, sensitive restoration – and in some cases 

repurposing – of historic buildings, conservation of shopfronts, and high-quality public realm with spaces for people 

to gather socially. Clonakilty’s distinctive sense of place and local pride has attracted creative people, innovative 

thinkers and entrepreneurs, and the town has developed a reputation as a place that is open to new ideas. This has 

put it in a good position to benefit from county and national tourism initiatives in the last few years – especially West Cork’s focus on local produce, and the 

national tourism authority’s Wild Atlantic Way initiative.   

What it does well                                                    Learning for Staffordshire Moorlands and High Peak 

 Long-term Development Plan led by a Town Architect, resulting in a 
coherent aesthetic and a distinctive sense of place  

 Involving locals in decisions about urban development, especially the look 
and feel of the place  

 Investment in high-quality public realm and repurposing historic buildings  

 Have a long-term vision and development plan for each town centre  

 Encourage locals to take an active interest in the look and feel of the town 
centres  

 Encourage social, creative and cultural elements (alongside the 

commercial) through repurposing buildings and investing in high-quality 

public realm  
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SUSTAINABLE DESTINATION DEVELOPMENT  

Tourism contributes 8% of global carbon emissions and, following the recent COP26 conference in Glasgow, the focus is shifting to how destinations can 
reduce carbon. In most events this necessitates a baseline evaluation of the current impacts, from which progress can be measured. A destination has a 
number of levers it can use to make positive changes and these are centred on:  
  

 Businesses – helping the local tourism sector operate more sustainably, including supporting skills and employment to drive recruitment and 

retention within the sector 

 Visitors – guiding and advising visitors to help them reduce their impact on the local environment  

 Destination – policy and operational changes at a local authority level that reduce impacts  

 

EXEMPLAR 9: THANET    

As a relatively small district in NE Kent, Thanet has a small tourism team that supports destination management and marketing. As part of the council declaring 

a climate and biodiversity emergency in 2019, the tourism team has developed a Green Tourism Toolkit for local tourism businesses.  

What it does well                                                   Learning for Staffordshire Moorlands and High Peak 

The tourism website has a page of advice and guidance for tourism businesses  

https://www.visitthanetbusiness.co.uk/green-tourism/ 
The recently published green toolkit helps businesses by:  

 Making the market case for investment, with the latest research  

 Providing easy-to-adopt suggestions across four areas of Water, Waste, 
Energy and Supply Chains (these show the relative ease and cost in 
adopting the change)  

 Offering examples of best practice among small businesses  

 Pointing towards different certification schemes  

 A lot of the advice and guidance is common to all 
destinations so no need to start from scratch  

 There are lots of easy-to-adopt ideas that don’t 
cost much  

 A collective ambition and action plan that cuts 
across public and private sectors  

 Helps the destination to be recognised as a front-
runner in tackling climate change  

 

    

 

https://www.visitthanetbusiness.co.uk/green-tourism/
https://www.visitthanetbusiness.co.uk/green-tourism/
https://www.visitthanetbusiness.co.uk/green-tourism/
https://www.visitthanetbusiness.co.uk/green-tourism/
https://www.visitthanetbusiness.co.uk/green-tourism/
https://www.visitthanetbusiness.co.uk/green-tourism/green-tourism-toolkit/
https://www.visitthanetbusiness.co.uk/green-tourism/green-tourism-toolkit/
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EXEMPLAR 10: PLUMPTON COLLEGE, SUSSEX    

Plumpton College farms over 2,500 acres of land and has grown to become one of the leading centres for land-based education in the UK.  Established in 1926, 
the College has built a curriculum and business support framework across the south-east, delivering vocational skills training and education to over 3,500 
students and 2,500 businesses.  Whilst agriculture is Plumpton’s flagship curriculum, it is also renowned for being the UK’s centre for excellence in wine 
education and research as well as offering highly-regarding courses in food science.  Plumpton works with employers and businesses across Sussex to develop 
programmes (including an apprenticeship recruitment service) to ensure new entrants develop the right skills and attributes to pursue a successful career in 
farming, food and drink, and tourism .  Plumpton is a key pillar in supporting Sussex’s profile as a centre of excellence for food and drink, contributing to the 
strength of the local supply chain with a highly skilled workforce. 
What it does well                                                   Learning for Staffordshire Moorlands and High Peak 

 Offers a variety of specialist courses including apprenticeships, and FE and 

HE level learning around land management, food and drink 

 Effective partnerships with Brighton & Hove Council, South Downs 

National Park, and employers to offer learning and skills that are relevant 

to the market 

 Puts the latest practice around sustainability at the heart of its courses 

 Enhances the reputation of hospitality as a desirable sector in which to 

work and develop a lifelong career 

 Contributes to placemaking for Sussex as a destination known for 

innovative and high quality local food and drink 

  

 Showcase success stories of local hospitality 
providers to raise the profile of the sector across 
Staffordshire Moorlands & High Peak, enhancing 
each area’s reputation for food culture 

 Consider ways to encourage local education 
providers to raise the profile and reputation of 
hospitality and tourism qualifications (e.g. via the 
Peak District & Derbyshire Hospitality Charter) 

 Consider incentives and marketing to encourage 
student recruitment/apprenticeships and attract 
new people to hospitality/tourism sector  

    

 
  

https://www.plumpton.ac.uk/
https://www.plumpton.ac.uk/business-services/apprenticeships-for-employers/apprenticeship-recruitment-support/
https://www.visitpeakdistrict.com/industry/business-support/a-great-place-to-work/hospitality-charter
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EXEMPLAR 11: PLATE UP FOR GLASGOW    

Plate up for Glasgow, a hospitality industry-led campaign coincided with COP26 in November 2021.  Piloted by Glasgow Chamber of Commerce through its 
Circular Glasgow initiative and funded by Experience Glasgow Food and Drink Regional Group, the campaign aimed to highlight and encourage hospitality 
businesses to act upon the global issue of food waste and its impact on climate change. 
 
The campaign’s ambition was to challenge traditional and wasteful dining and takeaway business models with the goal of sending as little organic waste as 
possible to landfill. Specific ‘Plate up for Glasgow’ dishes were created by venues and added to menus to encourage diners to consciously choose the ‘low 
waste’ option.  It is hoped that businesses can rebuild the local economy, while collaborating on how to become more sustainable and profitable. Some of the 
city's best chefs also shared tips and advice on how to reduce food waste as well as highlighting the many benefits of buying locally and seasonally. 
What it did well                                                   Learning for Staffordshire Moorlands and High Peak 

 Fostered collaboration across industry, the third sector and local 

government to highlight best practice in minimising food waste across the 

supply chain at a time when Glasgow was centre stage during COP26 

 Showcased the best of Scottish cuisine in a new way to a global audience 

 Legacy: 88% of venues committed to keeping the low waste dish on their 

menu beyond the campaign 

 Created a conversation between staff and customers, and between in-

house teams about food waste and how people’s choices make an impact 

 Made a strategic link between food waste and climate impact while 

giving consumers practical advice on how to avoid food waste at home 

 Consider how collaboration and 

strategic partnerships can support 

the local supply chain to minimise 

food waste and sustainability 

 PR success stories across channels 

– including DMOs to create the 

sense of a sustainable ‘food scene’ 

in the area 

 Consider incentives for exemplar businesses (investment/grants) 

 Work with local suppliers to set targets to minimise food waste and create 

case studies around best practice  
    

 
 

https://plateupforglasgow.co.uk/about/
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THE RISE OF ‘ALTERNATIVE’ AND HOME-SHARING ACCOMMODATION  

In line with people’s increased desire to invest in authentic and distinctive experiences, the market for ‘alternative’ accommodation (e.g. glamping, yurts, 
and ecopods) and home-sharing (e.g. Airbnb) is growing via new entrants to the market and continued innovation in listings and booking technology.  
Visitors with income to spend on overnight stays appear to be consciously choosing accommodation that is a signifier of their individual lifestyles and 
tastes.  Data also indicates a growing trend for people choosing a destination based on the unique character of accommodation available there, rather 
than location: 
 

 According to the Great Britain Tourism Survey stays in alternative and home-sharing lets were two of the fastest growing types of 

accommodation in England between 2017 and 2019.  In 2019 a total of 1.18m holiday nights were spent in alternative accommodation (+432k vs. 
2017) and 2.58m holidays in home-sharing accommodation (+438k) over the same period. 

 Airbnb reported a 94% increase in Q1 2021 in users who searched via its ‘Flexible Destinations’ functionality which allows people to look for 

accommodation based on its distinctiveness, rather than its specific location.  However, Staffordshire Moorlands and High Peak are well placed to 

offer accommodation that is unique in how it reflects the landscape and natural environment 

 An increased appetite for hands-on learning can also link unique accommodation to unique learning experiences rooted in a destination’s natural 
environment 
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EXEMPLAR 12: THE GATHERING, EDALE    

High Peak has an exemplar glamping site in The Gathering at Edale. With an average of 5*on TripAdvisor and featured as one of the ‘Top 10 Back-to-Nature 
Stays’ in The Guardian, the site offers luxury tented safari lodges equipped with fully-fitted kitchens, wood-burning stoves and Hypnos beds.  The site also offers 
weddings and corporate events with space for up to 90 attendees. The Gathering website also includes a guide for local activities that are either on the 
doorstep, within half an hour, or an hour to encourage visitors to stay and spend in the local area. 
What it does well                                                   Learning for Staffordshire Moorlands and High Peak 

 A unique proposition – luxury safari lodges in the Peak District 

 Celebrates the local area and highlights local activities 

 Collaborates with other local businesses to create special experiences for 

visitors (e.g. Watson’s of Hope butchers) and showcases local places to eat 

and drink 

 A vehicle promote the breadth of quality experiences available in the local 

area to a broad visitor demographic 

 An opportunity to encourage more ‘glamping’ sites 
like this through planning 

  Showcase similar businesses more prominently 
(e.g. publication on trails) 

 

 

    

 

 

https://edalegathering.com/
https://www.theguardian.com/travel/2016/aug/30/10-best-back-to-nature-stays-england
https://www.theguardian.com/travel/2016/aug/30/10-best-back-to-nature-stays-england
https://edalegathering.com/location/what-do-area
http://www.watsonsfarmshop.com/
https://edalegathering.com/location/eating-out
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6. CONSULTATION & ENGAGEMENT 

STAFFORDSHIRE MOORLANDS 
 
Interviewees: 
 
Matt Swindlehurst, Leek Town Council 
Sarah Haydon, Biddulph Town Council 
Dave Mullington, Cheadle Town Council 
Charlotte Cain and Andrea Sammons, Destination Staffordshire 
Cllr. Flunder Staffordshire Moorlands District Council 
Francis Jackson, Alton Towers 
Catherine and Ian Hine, Secret Cloud House Holidays 
James Lepke, Rudyard Lake Hotel 
Helen Wilshaw, Biddulph Grange Gardens 
David Smith, Staffordshire Moorlands District Council 
Joanna Bagnall, Staffordshire Moorlands District Council 
Josie Muncaster and Jo Clough, Severn Trent (Tittesworth) 
Julie Arnold, Caldon & Uttoxeter Canal Trust 
Ray Perry, Canal & River Trust 
 

Opportunities and Positives Challenges and Issues 

 Known for Alton Towers and the Peak District 
 Good range of heritage, cultural, landscape experiences 
 Good walking, cycling and outdoor activity offer and picturesque 

countryside and landscape 

 Lack of awareness of Staffordshire Moorlands (individual assets better 
known e.g. Alton Towers, The Roaches) 

 Good range of community events but not strong enough for visitors 
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Opportunities and Positives Challenges and Issues 

 Use of redundant assets in canals and railways 
 Towns all have something to offer (Leek is lively, Cheadle has Pugins 

Gem, Biddulph has the Grange & Gardens) 
 Clear audiences: Family fun and Empty Nesters 
 Great green infrastructure which could be better connected 
 Potential for better packaging – ‘stay an extra night’ to show what 24 

or 48 hours has to offer 
 Two DMOs (MPDD and Destination Staffordshire) so can use them 

both to lever benefits for SM 
 Staffordshire Peak District works for visitors more than Staffordshire 

Moorlands as it aligns to the better known asset 
 Potential for better connectivity between the many visitor assets (for 

visitors and workers) 
 There is plenty of ‘local’ food and drink which could be made more of. 
 Events could be used to animate the destination (in Towns and at 

other sites) 
 Potential to expand year round offer through Alton Towers 

development and leisure development at campsites for example 
 Spend and stays are not as long as they should be. Need to increase 

value. 

 Not enough accommodation and the range/quality of what is there 
has not kept pace with changing market needs 

 Planning challenges – seen as a barrier to investment 
 Lack of good public transport and weak links between green/active 

travel networks 
 The different towns feel in competition with each other and have 

concerns about being overlooked 
 Not much ethnic diversity in the visitor markets despite nearby 

populations 
 The tourism industry does not appear joined up – they don’t network 

or work with other enough. Businesses felt isolated from the District 
Council and in many cases from Destination Staffordshire too. 

 Signage, wayfinding and orientation not good enough – absence of 
Brown/White tourism signs to main assets 

 Customer service not always visitor focussed e.g. serving times for 
food (afternoon closures and early evenings) 

 Recruitment challenges linked to poor public transport and lack of 
housing for seasonal staff 

 Not clear enough to visitors that there is enough to do (there is) so 
issue is awareness/information 

 Surprisingly few branded hotels 
 TIC and Nicholson feels dated and lacking purpose 
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HIGH PEAK 

 
Interviewees: 
 
Jo Dilley, Marketing Peak District & Derbyshire 
Alison Foote, Derbyshire County Council 
Simon Fussell, Buxton Civic Association/Poole’s Cavern 
Ben Green, Buxton Opera House 
Helen Illingworth, Yorkshire Bridge Inn 
Roddie MacLean, Visit Buxton 
Stephen Owen, Buxton Crescent Trust 
Sally Potter, Marketing Buxton, Café No.6, ex Old Hall Hotel 
Paul Roden, Losehill House Hotel & Spa 
Lindsay Rae, Marketing Peak District & Derbyshire 
Mark & Jackie Sweeney, Live for the Hills guided tours 
Sarah Wilks, Peak District National Park Authority 
 

Opportunities and Positives Challenges and Issues 
 Lots of beautiful, relatively undiscovered places which have appeal – 

adventure and escape 

 Towns & villages could take on gateway role – Buxton in particular 

 Buxton has strong culture, heritage and events offer 

 Strength of Peak District brand 

 Need to focus on younger, active, family and cultural segments – 

staying longer and overnight 

 Relationships among public agencies are good and MPDD is strong 

lead – potential to build on this to do even more 

 Planning restricts opportunities to expand and diversify – residents 

frequently object – particularly in national park area 

 Lack of high quality accommodation 

 Limited evening eating & drinking options 

 Public transport and connectivity limited outside rail links to towns 

 Too many day visitors 

 Staff recruitment major problem 

 Economic pressures 



BLUE SAIL  HIGH PEAK & STAFFORDSHIRE MOORLAND BASLELINE REPORT 
 

                      NOVEMBER 2022 

 

 

 

 

 

 

 116 
 

 

 

 

Opportunities and Positives Challenges and Issues 
 Strong and active communities and communities of interest in towns 

and villages 

 Creative clusters could form cultural hubs 

 More could be made of running, walking and cycling, canals & 

waterways – car free exploration 

 Events are an opportunity 

 Apart from culture and heritage Buxton under delivers wrt a rounded 

offer and public realm 

 Lack of focus in Buxton despite commitment and passion – too many 

groups pulling in different directions 

 Buxton consultees report lack of effective collaboration with HPBC 

 Lack of unity and collaboration across towns and villages - and 

businesses – little cross-promotion 

 MPDD are thinly stretched – and project based funding is challenging 

 Cycling and walking routes are OK – but need to connect better and 

safer 

 Car traffic and parking 
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7. BUSINESS SURVEYS (STAFFORDSHIRE MOORLANDS & HIGH PEAK) 

During July surveys were distributed to the tourism sector via the council and partners including Destination Staffordshire and Marketing 
Peak District and Derbyshire. The overall response rates are surprisingly low and the findings should be considered in that context. The low 
response rates, especially in Staffordshire Moorland, are perhaps indicative of the challenges that have been raised during consultation of a 
‘lack of a joined up sector’ and a lack of engagement.  
 
STAFFORDSHIRE MOORLANDS KEY FINDINGS 

 
 Outdoors life was considered to be what Staffordshire Moorlands is best known for in the minds of visitors, as well as landscape & 

nature and visitor attractions. 
 The three leading aspects that should stand out more to attract visitors were outdoors life, visitor attractions, and range and quality 

of accommodation. 
 Staffordshire Moorlands should aim to attract more intergenerational families (top selection) as well as pre-family couples, mature 

couples, families with school-aged children and friendship groups of mature people.  
 When asked which activities they would like to see visitors do more, all 5 respondents to this question selected ‘use independent 

businesses rather than ‘chains’’.  Next most popular choices were ‘come back for a repeat visit’, ‘stay overnight rather than just visit 
for the day’, ‘experience a range of different attractions on a visit’ and ‘behave in a mindful way to protect the natural environment’. 

 5 out of 6 respondents strongly agreed that local tourism businesses provide a warm welcome for visitors.   
 Combining ‘agree slightly’ and ‘agree strongly’, 5 out of 6 respondents agreed that the availability and quality of accommodation in 

the area is good. 4 out of 6 respondents agreed that tourism businesses do a good job of helping visitors to understand the variety of 
experiences available in the local area. 

 The most important factor in supporting the future growth of tourism in the area was ‘developing a Staffordshire Moorlands tourism 
brand’. Next was ‘an improved retail offer in local towns and villages’ followed by ‘attracting more people to work in tourism and 
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hospitality’ and ‘incentives and support for businesses to adopt green initiatives’. The only statement that was not rated with some 
degree of importance was ‘investment in an improved transport infrastructure and public transport’. 

 Suggestions put forward for business support and sustainable growth were: availability of trained staff; more assistance/grants in 
obtaining green credentials, charging points at all B&Bs and hotels; a much stronger strategic tourism plan; a town centre tourist 
information centre in Leek. 

 Two additional comments were provided: the need for an improved welcome and tourist information centre at Leek bus station; the 
need for information about accessible places to visit and stay – similar to Accessible Derbyshire. 

 

Introduction 

As part of the consultation and engagement process to support the development of the Staffordshire Moorlands Tourism Strategy, a short 
survey was sent via Survey Monkey.  6 responses were received – 3 accommodation providers, 1 parish/town councillors, 1 transport 
provider and 1 unspecified ‘other’ business/organisation.   

Aspects of Staffordshire Moorlands as a visitor destination 

From a given list of features, respondents were asked to select any that they thought Staffordshire Moorlands is best known for in the minds 
of visitors. There were 5 responses to this question and all 5 selected ‘outdoors life’.  Next most popular selections were ‘landscape and 
nature’ and ‘visitor attractions’, chosen by 4 out of the 5 respondents.  The one ‘other’ response suggested ‘antique shops’ as an aspect that 
Staffordshire Moorlands is best known for as a destination. 
 
 Q.1: In the minds of visitors, what do you think Staffordshire Moorlands is best known for as a destination? 

Answer choices Number of responses Percentage of total 
respondents 

Landscape and nature 4 80% 
Outdoors life (e.g walking, cycling, hiking) 5 100% 
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Unique geology (e.g caverns, rocks) 1 20% 

Characterful towns and villages 1 20% 

History and heritage 2 40% 

Visitor attractions (e.g theme parks, museums, galleries, heritage sites, nature 
reserves) 

4 80% 

Food and drink 0 0% 

Range and quality of accommodation 0 0% 
Arts and culture 1 20% 

Festivals and events 1 20% 

Shopping/independent retail 0 0% 

Other (please specify) 1 20% 

Total answered 5  
 

Aspects that should stand out more to attract visitors in the future 

Question 2 asked about aspects that should stand out more to attract visitors.  The top three selections here (chosen by 3 out of the 5 
respondents) were ‘outdoors life’, ‘visitor attractions’, and ‘range and quality of accommodation’. 
 
Q.2: And what aspects of Staffordshire Moorlands as a destination do you believe should stand out more to attract visitors in the future? 

Answer choices Number of responses Percentage of total 
respondents 

Landscape and nature 0 0% 

Outdoors life (e.g walking, cycling, hiking) 3 60% 
Unique geology (e.g caverns, rocks) 1 20% 

Characterful towns and villages 1 20% 
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History and heritage 0 0% 

Visitor attractions (e.g theme parks, museums, galleries, heritage sites, nature 
reserves) 

3 60% 

Food and drink 1 20% 

Range and quality of accommodation 3 60% 
Arts and culture 0 0% 

Festivals and events 1 20% 
Shopping/independent retail 1 20% 

Other (please specify) 0 0% 

Total answered 5  

 

Type of visitor that Staffordshire moorlands should aim to attract  

Intergenerational families was the top selection when considering the type of visitor that Staffordshire Moorlands should aim to attract more 
of (5 out of the 6 respondents).  Next were pre-family couples and mature couples (4 respondents), followed by families with school-aged 
children and friendship groups of mature people (3 respondents).  
 
Q.3: Looking at the list below, which type(s) of visitor should Staffordshire Moorlands aim to attract more of? 

Answer choices Number of responses Percentage of total 
respondents 

Pre-family couples 4 67% 
Families with school-aged children 3 50% 

Intergenerational families (e.g parents, children & grandparents) 5 83% 
Mature couples (55 years+) 4 67% 

Friendship groups of young people (up to 34 years old) 2 33% 
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Friendship groups of mature people (55 years+) 3 50% 

Other (please specify) 1 17% 

Total answered 6  

 
Question 4 asked respondents to state why they had provided their answer to question 3 regarding target markets for Staffordshire 
Moorlands.  This was a free-response question with 5 responses.  3 out of the 5 respondents expressed the need to attract all ages/all 
people/more tourists. One respondent stated that there is more to do for mature people than for youngsters and children. 
 
Q.4: Why do you say that? 

 

They are most in need of a holiday 

The county needs to attract ‘all ages’ with different interests 
Need to attract all people 

We need more tourists full stop to sustain the economy & support our local businesses 

There is more to do for mature people than youngsters and children 
 

Visitor behaviours  

Respondents were asked which activities they would like visitors to do more in Staffordshire Moorlands.  All 5 respondents for this question 
selected ‘use independent businesses rather than ‘chains’’. Next most popular choices were ‘come back for a repeat visit’ (4 out of the 5 
respondents), ‘stay overnight rather than just visit for the day’, ‘experience a range of different attractions on a visit’ and ‘behave in a 
mindful way to protect the natural environment’ (each selected by 3 respondents). 
 
Q.5: And thinking about visitor behaviours, which of the following activities would you like visitors to do more when they come to 
Staffordshire Moorlands? 
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Answer choices Number of responses Percentage of total 
respondents 

Stay overnight rather than just visit for the day 3 60% 

Stay for more nights 2 40% 

Experience a number of different towns or villages on a visit 3 60% 
Come back for a repeat visit 4 80% 

Experience a range of different attractions on a visit 2 40% 
Undertake more outdoor activities 1 20% 

Behave in a mindful way to protect the natural environment 3 60% 

Use private cars less 0 0% 

Use independent businesses rather than ‘chains’ 5 100% 

Dine/drink in cafes, pubs or restaurants 3 60% 
Don’t know 0 0% 

Total answered 5  

 

About the tourism sector in Staffordshire Moorlands  

A number of statements were provided about the Staffordshire Moorlands tourism sector, for respondents to express their 
agreement/disagreement.  5 out of the 6 respondents strongly agreed that local tourism businesses provide a warm welcome for visitors.  
This was the statement with the highest level of agreement.   Combining ‘agree slightly’ and ‘agree strongly’, 5 out of the 6 respondents 
thought that the availability and quality of accommodation in the area is good.  4 out of the 6 respondents agreed that tourism businesses do 
a good job of helping visitors to understand the variety of experiences available in the local area. 
 
Q.6: Looking at the statements below, how strongly do you feel each applies to the tourism sector in Staffordshire Moorlands? 

 Number of responses 
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Answer choices Disagree 
strongly 

Disagree 
slightly 

Neither 
agree nor 
disagree 

Agree 
slightly 

Agree 
strongly 

Total 
answered 

Local tourism businesses provide a warm welcome for visitors 0 0 1 0 5 6 

Tourism businesses do a good job of helping visitors to 
understand the variety of experiences available in the local area 

1 0 1 2 2 6 

The local tourism and hospitality workforce is skilled and 
motivated 

0 1 2 2 1 6 

Destination marketing has good reach among potential visitors 
and creates a desire to visit 

2 0 2 1 1 6 

The availability and quality of accommodation in the area is 
good 

0 1 0 3 2 6 

Local networks provide tourism business with effective 
opportunities to collaborate 

1 1 1 2 1 6 

Destination Staffordshire understands the needs of tourism 
businesses and provides appropriate support 

0 2 0 1 2 6 

The local authority understands the needs of tourism businesses 
and provides appropriate support 

0 2 0 2 1 6 

 

Supporting future growth of tourism in Staffordshire Moorlands  

In question 7, respondents were asked to rate the importance of a number of factors in supporting the future growth of tourism in the area. 
‘Developing a Staffordshire Moorlands tourism brand’ received the highest number of ‘extremely important’ responses (5 out of the 6 
respondents). ‘An improved retail offer in local towns and villages’ was rated ‘extremely important by 4 respondents and very important by a 
further 1 respondent.  ‘Attracting more people to work in tourism and hospitality’ and ‘incentives and support for businesses to adopt green 
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initiatives’ were each rated ‘extremely important’ by 4 respondents.  All respondents rated ‘raising the profile and people’s understanding of 
what’s unique about the towns and villages in the area’ as either ‘very’ or ‘extremely important’.  The only statement that was not rated with 
some degree of importance was ‘investment in an improved transport infrastructure and public transport’. This contrasts with the equivalent 
business survey undertaken for High Peak, where 95% of respondents considered transport improvements to be ‘very’ or ‘extremely 
important’. 
 
Q.7: How important do you think each of the following factors are in supporting the future growth of tourism in the area? 

 Number of responses 

Answer choices A distraction – 
will divert from 
other priorities  

Neutral – will 
make no 
difference 

Quite 
important 

Very 
important 

Extremely 
important 

Total 
answered 

Local education providers doing more to provide 
training and qualifications for people working in 
tourism and hospitality 

0 0 1 2 3 6 

Attracting more people to work in tourism and 
hospitality 

0 0 2 0 4 6 

Incentives and support for businesses to adopt green 
initiatives (e.g electric car charging points, zero 
landfill waste management) 

0 0 2 0 4 6 

Developing a Staffordshire Moorlands tourism brand 0 0 0 1 5 6 
Investment in an improved transport infrastructure 
and public transport 

0 2 1 1 2 6 

Improved availability and quality of accommodation 0 0 2 2 2 6 

An improved retail offer in local towns and villages 0 0 1 1 4 6 

Better visitor insights and research 0 0 2 2 2 6 
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Local networks that help businesses to support and 
promote each other 

0 0 2 3 1 6 

Raising the profile and people’s understanding of 
what’s unique about the towns and villages in the 
area 

0 0 0 3 3 6 

 

Business support 

Question 8 was a free-response question which asked respondents for suggestions on support that would help their business/organisation to 
grow sustainably, or support tourism in Staffordshire Moorlands. There were 5 responses: 
 
Q.8: What kind of support, if any, would help your business/organisation to grow sustainably, or better support tourism in Staffordshire 
Moorlands? 

 

Availability of trained staff 

More assistance/ grants in obtaining green credentials 
Charging points at all B&B and hotels 

A much stronger strategic tourism plan 

We need a town centre tourist information office in Leek with the full range of leaflets. The current one is inaccessible and never has the 
full range of leaflets 

 

Additional comments 

2 respondents provided some additional comments:   
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Q.8: Is there anything else you think we should consider which has not been covered in the previous questions? 

 

Visitors to the area by coach are dropped at leek bus station - not the best first impressions of the town.  
The Tourist information centre should be stationed at the bus station to greet / inform visitors what leek has to offer. Maybe pre booked 
coaches and Town Crier to meet and greet.   
Information about accessible places to visit and stay - similar to Accessible Derbyshire 
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HIGH PEAK KEY FINDINGS 

 
 Landscape & nature and Outdoors life were considered to be top of mind for visitors to High Peak. 
 The three leading aspects that should stand out more to attract visitors were ‘food and drink’, ‘characterful towns and villages’ and 

‘outdoors life’. 
 High Peak should aim to attract more pre-family couples and mature couples as well as families with school-aged children and 

intergenerational families. 
 When asked which activities they would like to see visitors do more, the top two selections were ‘behave in a mindful way to protect 

the natural environment’ and ‘use independent businesses rather than ‘chains’’.  
 86% of respondents agreed that local tourism businesses provide a warm welcome for visitors.   
 55% agreed that tourism businesses do a good job of helping visitors to understand the variety of experiences available in the local 

area. 
 55% agreed that the availability and quality of accommodation in the area is good.   
 Just one respondent agreed (slightly) that ‘the local authority understands the needs of tourism businesses and provides appropriate 

support’.    
 The most important factor in supporting the future growth of tourism in the area was ‘investment in an improved transport 

infrastructure and public transport’. 
 A number of suggestions were put forward for business support and sustainable growth, with key themes being around travel and 

public transport, marketing and promotion, visitor information, financial support, training and information for businesses, and the 
need to develop the conference and exhibitions market. 

 When asked for additional comments, the major issue was around public transport and provision for car parking. 
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Introduction 

As part of the consultation and engagement process to support the development of the High Peak Tourism Strategy, a short survey was sent 
via Survey Monkey.  22 responses were received – 3 accommodation providers, 3 café/restaurant/pub/bar, 3 visitor attractions, 2 
parish/town councillors, 2 information service/destination marketing platform/online community portal, 1 shop/retailer, 1 brewery, 3 local 
residents, 1 freelance, 1 local guide, 1 placemaker and food consultant, 1 festival organiser. 
 

Aspects of high peak as a visitor destination 

From a given list of features, respondents were asked to select any that they thought High Peak is best known for in the minds of visitors. 
There was a high degree of agreement on this question, with 21 out of the 22 respondents (95%) selecting ‘Landscape and nature’ and 
‘Outdoors life (e.g walking, cycling, hiking)’.  Next highest were ‘unique geology (e.g caverns, rocks)’ and ‘characterful towns and villages’, 
each selected by 15 respondents (68%).  ‘Range and quality of accommodation’ was selected by just 3 out of the 22 respondents (14%). 
 
Q.1: In the minds of visitors, what do you think High Peak is best known for as a destination? 

Answer choices Number of responses Percentage of total 
respondents 

Landscape and nature 21 95% 

Outdoors life (e.g walking, cycling, hiking) 21 95% 

Unique geology (e.g caverns, rocks) 15 68% 

Characterful towns and villages 15 68% 

History and heritage 9 41% 
Visitor attractions (e.g theme parks, museums, galleries, heritage sites, nature 
reserves) 

1 5% 

Food and drink 2 9% 

Range and quality of accommodation 3 14% 
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Arts and culture 1 5% 

Festivals and events 4 18% 

Shopping/independent retail 0 0% 

Other (please specify) 0 0% 

Total answered 22  
 

Aspects that should stand out more to attract visitors in the future 

Question 2 asked about aspects that should stand out more to attract visitors.  This generated a more mixed response, the top three being 
‘food and drink’, ‘characterful towns and villages’ and ‘outdoors life’, each selected by at least half of respondents. Aspects with the fewest 
responses were ‘unique geology’ and ‘range and quality of accommodation’, each selected by just 4 respondents (18%).  
 
Q.2: And what aspects of High Peak as a destination do you believe should stand out more to attract visitors in the future? 

Answer choices Number of responses Percentage of total 
respondents 

Landscape and nature 8 36% 
Outdoors life (e.g walking, cycling, hiking) 11 50% 

Unique geology (e.g caverns, rocks) 4 18% 

Characterful towns and villages 12 55% 

History and heritage 8 36% 

Visitor attractions (e.g theme parks, museums, galleries, heritage sites, nature 
reserves) 

6 27% 

Food and drink 13 59% 
Range and quality of accommodation 4 18% 

Arts and culture 8 36% 
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Festivals and events 7 32% 

Shopping/independent retail 6 27% 

Other (please specify) 0 0% 

Total answered 22  

 
 

Type of visitor that high peak should aim to attract  

Pre-family couples and mature couples were the top selections when considering the type of visitor that High Peak should aim to attract 
more of (14 respondents (64%)).  Next were families with school-aged children, intergenerational families (each selected by 11 respondents 
(50%)) and friendship groups of mature people (10 respondents (45%)).  From the two respondents selecting ‘other’, one suggested that all 
people should be targeted, the other thought that the age of visitor doesn’t matter. Rather it should be their interests and values, for 
example a priority segment should be those people who care about the natural environment and enjoy the outdoors. 
 
Q.3: Looking at the list below, which type(s) of visitor should High Peak aim to attract more of? 

Answer choices Number of responses Percentage of total 
respondents 

Pre-family couples 14 64% 

Families with school-aged children 11 50% 

Intergenerational families (e.g parents, children & grandparents) 11 50% 

Mature couples (55 years+) 14 64% 
Friendship groups of young people (up to 34 years old) 8 36% 

Friendship groups of mature people (55 years+) 10 45% 
Other (please specify) 2 9% 

Total answered 22  
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Question 4 asked respondents to state why they had provided their answer to question 3 regarding target markets for High Peak.  This was a 
free-response question with 17 responses.  A common theme was the need to attract those with disposable income.  There was some 
concern expressed about younger groups, saying that they contribute less to the local economy (they walk and leave) and that they can 
create tension with local young people. One comment about groups in general was the limited parking available for locals at weekends, and 
therefore large groups should only be encouraged to come by public transport. Further comments included the need for more family 
activities and the potential to attract a more diverse demographic. 
 
Q.4: Why do you say that? 

 

Because the type of person is more important than their age. 

Too many young people in the area and the local young ones don’t like intruders so it causes tension with them 
High Peak is a diverse locality with plenty to entertain people who love being outside, sampling local produce and experiencing the arts 
and culture of the area. 

We are an ageing nation and need more people living in the villages to revive them. 
Walking and enjoying the countryside appears to be predominantly teens/early twenties.  They do not contribute significantly to the 
economy of the area, they walk and leave.  Other groups invest in food and accommodation. 
Before we moved here, everyone in South knows Peaks for views, walks and well dressing. 

Limited in the area, lacking also in developing activities for local families by developing more of a family market there will be more 
activities and child friendly venues for locals 
I live in a small village and parking is extremely limited for locals at weekends. Therefore, I wouldn't encourage big groups to come unless 
via public transport 

Intergenerational like the world is. 

"Pre-family couples"?? Even the phrasing of this question is idiotic. 
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We need to move away from the National Trust stereotype of middle aged and retired white people.  Since the pandemic, the visitor 
demographic in the White Peak has noticeably diversified. 

The area appeals to a wide demographic. We should focus on the demographic with the most disposable income. 

They are more likely to be those with disposable income which is getting to be a smaller and smaller group 

I believe we should be attracting more of all the above groups 
Mature couples tend to have more disposable income and enjoy our landscape and walking as do young couples and mature groups. 
Couples with children and groups of young people are generally not that interested in what we have here 
Growth potential 

Older demographic currently visit 

 

Visitor behaviours  

Respondents were asked which activities they would like visitors to do more in High Peak.  20 out of the 22 respondents (91%) selected 
‘behave in a mindful way to protect the natural environment’. 18 respondents (82%) selected ‘use independent businesses rather than 
‘chains’’.  The majority of respondents wanted visitors to dine/drink in cafes/pubs/restaurants, stay overnight, stay for more nights, and 
come back for a repeat visit. Activities selected least were ‘experience a range of different attractions on a visit’ (selected by 4 respondents) 
and ‘undertake more outdoor activities’ (7 respondents). 
 
Q.5: And thinking about visitor behaviours, which of the following activities would you like visitors to do more when they come to High 
Peak? 

Answer choices Number of responses Percentage of total 
respondents 

Stay overnight rather than just visit for the day 13 59% 
Stay for more nights 14 64% 

Experience a number of different towns or villages on a visit 9 41% 
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Come back for a repeat visit 15 68% 

Experience a range of different attractions on a visit 4 18% 

Undertake more outdoor activities 7 32% 

Behave in a mindful way to protect the natural environment 20 91% 

Use private cars less 11 50% 
Use independent businesses rather than ‘chains’ 18 82% 

Dine/drink in cafes, pubs or restaurants 16 73% 
Don’t know 0 0% 

Total answered 22  

 

About the tourism sector in high peak  

A number of statements were provided about the High Peak tourism sector, for respondents to express their agreement/disagreement.  19 
of the 22 respondents (86%) agreed that local tourism businesses provide a warm welcome for visitors.  This was the statement with the 
highest level of agreement.   The statement with the highest level of disagreement (14 out of 22 respondents (64%)) was that ‘the local 
authority understands the needs of tourism businesses and provides appropriate support’.   The equivalent statement about Marketing Peak 
District & Derbyshire generated a more balanced response, with just 7 respondents (32%) disagreeing. 
 
12 out of 22 respondents (55%) agreed that tourism businesses do a good job of helping visitors to understand the variety of experiences 
available in the local area, and the same percentage (55%) agreed that the availability and quality of accommodation in the area is good.   
 
Q.6: Looking at the statements below, how strongly do you feel each applies to the tourism sector in High Peak? 

 Number of responses 



BLUE SAIL  HIGH PEAK & STAFFORDSHIRE MOORLAND BASLELINE REPORT 
 

                      NOVEMBER 2022 

 

 

 

 

 

 

 134 
 

 

 

 

Answer choices Disagree 
strongly 

Disagree 
slightly 

Neither 
agree nor 
disagree 

Agree 
slightly 

Agree 
strongly 

Total 
answered 

Local tourism businesses provide a warm welcome for visitors 0 1 2 14 5 22 

Tourism businesses do a good job of helping visitors to 
understand the variety of experiences available in the local area 

0 4 6 7 5 22 

The local tourism and hospitality workforce is skilled and 
motivated 

1 6 5 7 2 21 

Destination marketing has good reach among potential visitors 
and creates a desire to visit 

0 8 7 6 1 22 

The availability and quality of accommodation in the area is 
good 

1 4 5 8 4 22 

Local tourism networks provide tourism business with effective 
opportunities to collaborate 

3 3 8 6 2 22 

Marketing Peak District & Derbyshire understands the needs of 
tourism businesses and provides appropriate support 

3 4 8 1 6 22 

The local authority understands the needs of tourism businesses 
and provides appropriate support 

6 8 7 1 0 22 

 

Supporting future growth of tourism in high peak  

In question 7, respondents were asked to rate the importance of a number of factors in supporting the future growth of tourism in the area.  
Standing out was ‘investment in an improved transport infrastructure and public transport’.  17 out of the 22 respondents (77%) rated this as 
‘extremely important’, with a further 4 saying it was ‘very important’ (total 95%).  ‘Incentives and support for businesses to adopt green 
initiatives’ was considered either very or extremely important for 16 respondents (73%).  ‘Local networks that help businesses to support and 
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promote each other’ was also rated very or extremely important by 16 respondents.  Combining the ‘quite’, ‘very’ and ‘extremely important’ 
ratings, ‘attracting more people to work in tourism and hospitality’ and ‘raising the profile and people’s understanding of what’s unique 
about the towns and villages in the area’ were both selected by 21 out of the 22 respondents (95%).  Provision of training and qualifications 
for people working in tourism and hospitality was considered to be very or extremely important by 14 respondents (64%). 
 
6 respondents (27%) thought that developing a High Peak tourism brand would be a distraction. 
 
Q.7: How important do you think each of the following factors are in supporting the future growth of tourism in the area? 

 Number of responses 

Answer choices A distraction – 
will divert from 
other priorities  

Neutral – will 
make no 
difference 

Quite 
important 

Very 
important 

Extremely 
important 

Total 
answered 

Local education providers doing more to provide 
training and qualifications for people working in 
tourism and hospitality 

1 2 5 10 4 22 

Attracting more people to work in tourism and 
hospitality 

1 0 7 7 7 22 

Incentives and support for businesses to adopt green 
initiatives (e.g electric car charging points, zero 
landfill waste management) 

1 3 2 8 8 22 

Developing a High Peak tourism brand 6 2 5 4 5 22 

Investment in an improved transport infrastructure 
and public transport 

0 1 0 4 17 22 

Improved availability and quality of accommodation 1 2 7 9 2 21 

An improved retail offer in local towns and villages 2 2 5 9 4 22 
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Better visitor insights and research 2 4 6 8 2 22 

Local networks that help businesses to support and 
promote each other 

2 1 3 12 4 22 

Raising the profile and people’s understanding of 
what’s unique about the towns and villages in the 
area 

0 1 7 7 7 22 

 

Business support 

Question 8 was a free-response question which asked respondents for suggestions on support that would help their business/organisation to 
grow sustainably, or support tourism in High Peak. There were 15 responses with the key themes being around travel and public transport, 
marketing and promotion, visitor information, financial support, training and information for businesses, and the need to develop the 
conference and exhibitions market with a focus on Buxton.  The full verbatim responses are provided below: 
 
Q.8: What kind of support, if any, would help your business/organisation to grow sustainably, or better support tourism in High Peak? 

 
A strong online presence 
Funding to support our organisations aims 
Focus on being inclusive and welcoming to diverse audiences 

Tourist information centres especially in summer, better toilet facilities, cafes staggering opening days, we need a bakery in hayfield 

The area needs a joined-up strategy for travel into the area and car parking.  County, Borough and Parish should sign with one voice 
Promotion of villages and their independent hospitality and retail and regional food 

More joined up approach, more marketing opportunities outside of the DMO. A great marketing campaign and rebrand for the area- i.e 
family destination, area of culture (Buxton festival) 

An umbrella list of activities, natural attractions in each town / village in High peak replicated throughout 
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Sensible business rates 

Pointers to information to help start-ups. Easy to follow basic stuff. 

HPBC are very risk averse & consequently, their strategies and action plans often don't go far enough nor are they easily accessible by the 
full range of SME & micro-businesses in the area.  Training & networking is delivered at times & in locations that ignore the needs of 
small businesses (especially sole traders) or how the topography of the Borough impacts travel times.  A one-hour training session in 
Buxton may mean 3 hours travel time for some people.  More needs to be done online & be recorded so it can be accessed fully.  MPDD 
are inflexible and competitive with any other organisation wanting to work with them.  They use far too many consultants from outside 
the borough when there are highly qualified locals available.  Blue Sail are from Brighton.  How can the borough have faith in an 
organisation that actively ignores local businesses in this way?  It is time to consider moving the procurement system to something closer 
to the Preston Model. 

Much improved public transport and affordable car parking options. Most visitors travel by car but we need a park and ride system to 
accommodate the volume of cars 
Grants for business expansion, more interaction from HPBC Tourism team (if there even is one anymore), more engagement/promotion 
on social media, stock photography of the area to use for free, support and resources for local business networks so they can do more 

The High Peak needs to become a destination for conferences and exhibitions, Buxton could be a Harrogate of the peak. 
When Hillhead Show is on all accommodation providers and restaurants get a massive boost. 
If the High Peak was to get a dedicated conference and exhibition coordinator to push these type of events in our area it could really help 
in the quieter months of the year, making us less seasonal and therefore improving our chances of attracting more quality businesses, 
this in turn would attract more tourism throughout the year. 

Better public transport, better broadband 

Aggregated booking, shopping and local eco deliveries. 

Financial, infrastructure 
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Additional comments 

14 respondents provided some additional comments.  The stand-out issue is the need for better public transport and provision for car 
parking.  Other mentions included the lack of accommodation, lack of skilled building-trade workers, the importance of broadband, the need 
to develop a food culture, link up cycle routes, develop wheelchair/scooter hire services. The full verbatim responses are provided below: 
 
Q.8: Is there anything else you think we should consider which has not been covered in the previous questions? 

 
When developing a tourism strategy, priority must be given to the natural environment.  
When encouraging more visitors, how these visitors travel into and around the local area must be prioritised. Current infrastructure is 
not sufficient. e.g. country roads and parking provision unable to cope with extra cars, train schedule already busy in summer months. 

Diversity and inclusion 

We need to have affordable homes for young people and better transport links into Manchester, there is no bus route after 6.30, tourists 
can just pop to next village as can't get back without a car and young people don't always have one, more bungalows would free up 
larger houses of which there are many with only one person living there, and empty homes should be sold to make way for smaller 
affordable homes 
Provision of parking for cars etc so they do not park on streets in small villages causing ill feeling from residents.  A vast improvement of 
public transport should be made and not just for visitors. 
Accommodation is the biggest issue locally. We frequently get visitors asking us for suggestions of where to stay, and there's just nothing, 
especially for those travelling with dogs 

Greater access for dog walking off lead 
Unavailability of skilled workers to complete modifications to accommodation. A severe shortage of skilled labour (builders/ plumbers/ 
electrician/ painters) stifling expansion plans 

If your primary catchment area lives within a day's travelling distance, then improving the accommodation stock won't have an impact.  I 
feel the quality and value of what we have is high.  But who is available Mon-Thurs outside of school holidays?  Middle class white people 
and non-national tourists, who we hardly welcome.  No menus in Mandarin for instance, rampant racism in small towns and villages...  
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Tourism destination decisions are often driven by knowledge of local foods and quality eateries https://www.visitbritain.org/inbound-
food-drink-research (not Michelin wannabees, high quality and good value).  High Peak doesn't really have a food culture, so it will need 
to create one and properly promote it (not via MPDD).   
 
Parking needs to be sorted for outdoor activities.  Walkers and cyclists completely shut down the mill towns and villages, which weren't 
built for cars.  Don't chase visitors before you provide them with accessibility that does not negatively impact upon your rate-paying 
residents. 
 
The transport question is a red herring.  HPBC have done nothing to protect rural bus routes, sometimes the only transport option for the 
underprivileged and more heavily used by women than men (see https://www.cpre.org.uk/wp-content/uploads/2021/03/CPRE_Every-
village-every-hour_report.pdf for ideas).  They can have no real impact on national travel strategy and, as I imagine that the vast majority 
of senior decision makers (& councillors) do not have to rely on public transport, they have no idea of the cost and reliability of the 
system we currently have.  

Make getting here more environmentally friendly and easy - increase and improve rail and bus services including services between tourist 
hotspots, such as Buxton, Chatsworth and Castleton, establish park and rides by train/bus stations, link up the cycle networks and loops, 
improve/instigate wheelchair/scooter hire services, improve parking meters to accept cards/fix them so they work, increase the number 
of disabled parking spaces in certain car parks, install bicycle racks at suitable locations, 

You haven't mentioned broadband once and given how rural and remote much of the Peak district is this is essential. You also talk about 
High Peak brand when we already have a brand in The Peak District. The last thing that we need is in fighting between Councils trying to 
establish competitive brands. If you want examples to follow then look at what they do in The Lake District and Yorkshire. 

Focus on experience 
Value of visitor information centre(s) 
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