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Tourism Update - Summary

• STEAM Data & Headlines –

Staffordshire Moorlands & County

• SMDC webpages

• Business Support – Tourism 

Conference, toolkit, membership & 

Sentiment Study

• Walking Festival – objectives, target 

audience, strategy, branding, bloggers & 

results

• Marketing Activity – Great Outdoors 

core message, objectives, target 

audience, marketing campaign, 

photography/drone/video & results

• Branding – Discover the Staffordshire 

Moorlands

• Discover Staffordshire Moorlands 

Microsite - Update

• Accommodation Acceleration Plan – 

Update

• Other Tourism Strategy Projects & 

Updates

• Tourist Information Centre

• Tourism Partnership Forum

• LVEP

 

• Questions



Tourism Headlines - Staffordshire Moorlands
 
STEAM (Scarborough Tourism Economic Activity Monitor) results comparing 

2023 with 2022 data:

• Total value for 2023 - £539million up by 8.4% on 2022.  Staying visitor 

£247million and day visitor £293million.

• Jobs both direct and indirect 5,049 up 1.2% on 2022. 

• Number of visitors 5.89million in 2023, 0.5% decrease on 2022.

• All staying visitors 0.67million in 2023, down 3.3% on 2022. Average stay 3.5 

days in 2023, down from 3.6 days in 2022. Day visitors make up 89% of share 

total.  Although staying visitors shows a decrease, spend is higher when here.
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Tourism Headlines - Staffordshire Moorlands
 
STEAM results comparing 2023  with 2022 data

• Staying visitors in serviced accommodation up 2.5% on 2022.  Staying visitors 

in non- serviced accommodation down on 2022 by 11.3%.

• This is reflected in the distribution of employment detail, showing number of 

FTE’s in the accommodation sector as down 6.9% (50 jobs) on 2023.

• Enjoy Staffordshire website 2024 data shows views of the Staffordshire 

Moorlands pages are up 106% on 2023, users of these pages up 100% on 

2023 with four months to the end of the calendar year.

KEY PERFORMANCE INDICATORS BY TYPE OF VISITOR - COMPARING 2023 & 2022 - IN HISTORIC PRICES

KEY

All Staying Visitors Day Visitors All Visitor Types

An increase of 3% 

or more
Staying in Paid Accommodation

Staying with Friends and 

Relatives (SFR)Less than 3% 

change
Serviced Non-Serviced

A Fall of 3% or 

more
2023 2022 +/- % 2023 2022 +/- % 2023 2022 +/- % 2023 2022 +/- % 2023 2022 +/- % 2023 2022 +/- %

Visitor Days M 0.57 0.56 1.6% 1.41 1.60 -11.6% 0.36 0.37 -1.6% 2.34 2.52 -7.2% 5.22 5.23 -0.2% 7.56 7.75 -2.5%

Visitor 

Numbers
M 0.30 0.29 2.5% 0.22 0.25 -11.3% 0.15 0.16 -1.6% 0.67 0.69 -3.3% 5.22 5.23 -0.2% 5.89 5.92 -0.5%

Direct 

Expenditure
£M 401.41 370.02 8.5%

Economic 

Impact
£M 95.03 84.66 12.2% 138.93 145.55 -4.5% 12.97 12.57 3.3% 246.94 242.78 1.7% 292.57 255.09 14.7% 539.51 497.87 8.4%

Direct 

Employment

FT

Es
572 591 -3.1% 1,004 1,123 -10.6% 97 99 -2.3% 1,674 1,813 -7.7% 2,215 2,040 8.6% 3,889 3,853 0.9%

Total 

Employment

FT

Es
5,049 4,988 1.2%



Tourism Headlines - Staffordshire County Wide

• Economic impact up by 14.2% now worth £2.64 Billion. 

• Staying visitor numbers up by 3.3%, but length of stay is reduced, spend up. 

More people are staying for less time but spending more. 

Areas of interest:

• The non-serviced accommodation i.e. air bnb - figures show a drop by 7.3%, 

reflective of the national buyer behaviour – influenced by cost-of-living crisis. 

Consumers are making shorter trips due to costs and making the switch from 

non-serviced to serviced accommodation. 

• City locations seem less impacted by drops to non-serviced accommodation 

stays – still reporting increases for this accommodation type. Destinations with 

higher levels of non-serviced accommodation have seen a decrease.

• Changes may be temporary due to the cost-of-living crisis.



Business Support



Business Support

Staffordshire Moorlands Tourism Conference – 19th January, Alton Towers

• 300 attendees

• 60+ attending the SMDC UKSPF workshop

• Launched funded places for Staffordshire Environmental Equality Mark and 

awards

• Attracted Visit England and Place Management Institution

• Raised awareness of UKSPF

• Partnership working between 2 LVEP’s and collaboration across geographical 

areas



Developed and launched Business Support tool kit - posters and QR codes to link to 

Great Outdoors website landing page

Circulated over 500 copies in and around highstreets, central locations and online

Over 60 downloads of the toolkit online. 

, especially amongst older audiences

Business Support Toolkit



Business Support – Membership & Events

Tourism Officers now trained in website maintenance and updating.  Allowing the 

team to source / attract new tourism businesses and events daily and upload the 

detail to the Enjoy Staffordshire website (free of charge to businesses) with 

immediate effect.  

Boasting 202 members to date, considerably higher than any other district in 

Staffordshire.  Outperforming Stoke and Lichfield with over 100 more tourism 

businesses registered.



Sentiment Study

April 2024 - online community report to feed into brand narratives, 35 participants 

completed all tasks including two segments:

• Segment A residents from 3 hub towns and surrounding villages.  

• Segment B visitors living within a 90minute drive 



Objectives:

• Drive traffic to the landing page

https://www.enjoystaffordshire.com/ideas-and-inspiration/countryside/great-

outdoors

• Drive footfall to the key towns and villages

• Raise awareness of the range of activities, businesses and accommodation in 

the area

Target Audience: 

• Couples, empty nesters and young families from 2-hour drive time to include 

Greater Manchester, Sheffield and Birmingham encouraging access via rail and 

public transport

Great Outdoors Campaign 

https://www.enjoystaffordshire.com/ideas-and-inspiration/countryside/great-outdoors
https://www.enjoystaffordshire.com/ideas-and-inspiration/countryside/great-outdoors


Staffordshire Moorlands Walking Festival



Objectives:

• Drive traffic to the landing page: https://staffsmoorlandswalkingfestival.co.uk/

• Drive footfall to the key towns and villages

• Raise awareness of the range of walking & cycling options in the area, encourage sign up to 

specific events

Target Audience:

• Young couples and friendships groups 18-35 age range

• Families 25-65 age range

• 2-hour drive time to include Greater Manchester, Sheffield and Birmingham encouraging 

  access via sustainable travel where possible (rail and public transport)

Strategy:

• Mixed media approach

• Digital / Online channels for direct targeting, awareness driving and click generation

• Enjoy Staffordshire included details on their Easter Email to their whole database

• Offline media for wider broadcast awareness, especially amongst older audiences 
broadcasteness, especially amongst older audiences

Staffordshire Moorlands Walking Festival

https://www.enjoystaffordshire.com/ideas-and-inspiration/countryside/great-

outdoors

https://staffsmoorlandswalkingfestival.co.uk/
https://www.enjoystaffordshire.com/ideas-and-inspiration/countryside/great-outdoors
https://www.enjoystaffordshire.com/ideas-and-inspiration/countryside/great-outdoors


Staffordshire Moorlands Walking Festival Final Logo 

Designs



Staffordshire Moorlands Walking Festival Printed 

Collateral



Staffordshire Moorlands Walking Festival Printed 

Collateral



Influencers & Bloggers

Trigs & Teeth:

• https://www.instagram.com/p/C6X8jJZCbSM/?utm_source=ig_web_copy_l
ink&igsh=MzRlODBiNWFlZA==

• https://www.instagram.com/reel/C6Wpm7BCU7U/?utm_source=ig_web_c
opy_link&igsh=MzRlODBiNWFlZA==

• https://www.instagram.com/p/C6Ntq74Chfp/?utm_source=ig_web_copy_li
nk&igsh=MzRlODBiNWFlZA==

• https://www.instagram.com/p/C6iu--
LI07A/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==

Coco Travels:

• https://www.instagram.com/p/C7TOfNZs22F/?utm_source=ig_web_copy_l
ink&igsh=MzRlODBiNWFlZA==

• https://www.instagram.com/reel/C7LZ-
XAMrMA/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==

• https://cocobutterblog.co.uk/the-roaches-walk-with-pub-stop-from-
meerbrook/

• Soft Girls Who Hike

https://www.tiktok.com/@softgirlswhohike/video/738745918351322
6528

https://url6.mailanyone.net/scanner?m=1sFEKQ-0009mN-4B&d=4%7Cmail%2F90%2F1717684800%2F1sFEKQ-0009mN-4B%7Cin6c%7C57e1b682%7C10609168%7C13286642%7C6661CAF245043A894BAE8D131CE38288&o=%2Fphtw%3A%2Fwtsgnw.ataris%2Fom.6%2FpCcmSJX8%2FCbMjZum%3Fucsort_bge%3Dcwe_i_k_opiin%26yll%3DgsDzROhMAWBi%3DlZ%3DNF&s=okCauZopyGOf8UJpTx6sX7TFJDs
https://url6.mailanyone.net/scanner?m=1sFEKQ-0009mN-4B&d=4%7Cmail%2F90%2F1717684800%2F1sFEKQ-0009mN-4B%7Cin6c%7C57e1b682%7C10609168%7C13286642%7C6661CAF245043A894BAE8D131CE38288&o=%2Fphtw%3A%2Fwtsgnw.ataris%2Fom.6%2FpCcmSJX8%2FCbMjZum%3Fucsort_bge%3Dcwe_i_k_opiin%26yll%3DgsDzROhMAWBi%3DlZ%3DNF&s=okCauZopyGOf8UJpTx6sX7TFJDs
https://url6.mailanyone.net/scanner?m=1sFEKQ-0009mN-4B&d=4%7Cmail%2F90%2F1717684800%2F1sFEKQ-0009mN-4B%7Cin6c%7C57e1b682%7C10609168%7C13286642%7C6661CAF245043A894BAE8D131CE38288&o=%2Fphtw%3A%2Fwtsgnw.atariseom.l%2FrecmBW%2FCUm7C6p_%3F7Uotms%2Fu_eureigwc%3Dlob_ny_icpMgk%26Rh%3DzisFBlOZNWlDi%3D%3DA&s=QYuiPWTaPFlV1uK-gXc0IziYoAc
https://url6.mailanyone.net/scanner?m=1sFEKQ-0009mN-4B&d=4%7Cmail%2F90%2F1717684800%2F1sFEKQ-0009mN-4B%7Cin6c%7C57e1b682%7C10609168%7C13286642%7C6661CAF245043A894BAE8D131CE38288&o=%2Fphtw%3A%2Fwtsgnw.atariseom.l%2FrecmBW%2FCUm7C6p_%3F7Uotms%2Fu_eureigwc%3Dlob_ny_icpMgk%26Rh%3DzisFBlOZNWlDi%3D%3DA&s=QYuiPWTaPFlV1uK-gXc0IziYoAc
https://url6.mailanyone.net/scanner?m=1sFEKQ-0009mN-4B&d=4%7Cmail%2F90%2F1717684800%2F1sFEKQ-0009mN-4B%7Cin6c%7C57e1b682%7C10609168%7C13286642%7C6661CAF245043A894BAE8D131CE38288&o=%2Fphtw%3A%2Fwtsgnw.ataris%2Fom.6%2FpCcmf7Nt%2FChpq4um%3Fucsort_bge%3Dcwe_i_k_opiin%26yll%3DgsDzROhMAWBi%3DlZ%3DNF&s=mLliK4sUOv60rcv31ISLK4co-Qg
https://url6.mailanyone.net/scanner?m=1sFEKQ-0009mN-4B&d=4%7Cmail%2F90%2F1717684800%2F1sFEKQ-0009mN-4B%7Cin6c%7C57e1b682%7C10609168%7C13286642%7C6661CAF245043A894BAE8D131CE38288&o=%2Fphtw%3A%2Fwtsgnw.ataris%2Fom.6%2FpCcmf7Nt%2FChpq4um%3Fucsort_bge%3Dcwe_i_k_opiin%26yll%3DgsDzROhMAWBi%3DlZ%3DNF&s=mLliK4sUOv60rcv31ISLK4co-Qg
https://url6.mailanyone.net/scanner?m=1sFEKQ-0009mN-4B&d=4%7Cmail%2F90%2F1717684800%2F1sFEKQ-0009mN-4B%7Cin6c%7C57e1b682%7C10609168%7C13286642%7C6661CAF245043A894BAE8D131CE38288&o=%2Fphtw%3A%2Fwtsgnw.ataris%2Fom.6%2FpCcm7-iu%2FI0A-Lum%3Fucsort_bge%3Dcwe_i_k_opiin%26yll%3DgsDzROhMAWBi%3DlZ%3DNF&s=uPWVbH47vuKkHSVY3nTBdRPSLOY
https://url6.mailanyone.net/scanner?m=1sFEKQ-0009mN-4B&d=4%7Cmail%2F90%2F1717684800%2F1sFEKQ-0009mN-4B%7Cin6c%7C57e1b682%7C10609168%7C13286642%7C6661CAF245043A894BAE8D131CE38288&o=%2Fphtw%3A%2Fwtsgnw.ataris%2Fom.6%2FpCcm7-iu%2FI0A-Lum%3Fucsort_bge%3Dcwe_i_k_opiin%26yll%3DgsDzROhMAWBi%3DlZ%3DNF&s=uPWVbH47vuKkHSVY3nTBdRPSLOY
https://url6.mailanyone.net/scanner?m=1sFEKQ-0009mN-4B&d=4%7Cmail%2F90%2F1717684800%2F1sFEKQ-0009mN-4B%7Cin6c%7C57e1b682%7C10609168%7C13286642%7C6661CAF245043A894BAE8D131CE38288&o=%2Fphtw%3A%2Fwtsgnw.ataris%2Fom.7%2FpCcm2NTO%2Fs2FfZum%3Fucsort_bge%3Dcwe_i_k_opiin%26yll%3DgsDzROhMAWBi%3DlZ%3DNF&s=jhUzIgMExjCu5yRcCEBKzFvNsDU
https://url6.mailanyone.net/scanner?m=1sFEKQ-0009mN-4B&d=4%7Cmail%2F90%2F1717684800%2F1sFEKQ-0009mN-4B%7Cin6c%7C57e1b682%7C10609168%7C13286642%7C6661CAF245043A894BAE8D131CE38288&o=%2Fphtw%3A%2Fwtsgnw.ataris%2Fom.7%2FpCcm2NTO%2Fs2FfZum%3Fucsort_bge%3Dcwe_i_k_opiin%26yll%3DgsDzROhMAWBi%3DlZ%3DNF&s=jhUzIgMExjCu5yRcCEBKzFvNsDU
https://url6.mailanyone.net/scanner?m=1sFEKQ-0009mN-4B&d=4%7Cmail%2F90%2F1717684800%2F1sFEKQ-0009mN-4B%7Cin6c%7C57e1b682%7C10609168%7C13286642%7C6661CAF245043A894BAE8D131CE38288&o=%2Fphtw%3A%2Fwtsgnw.atariseom.l%2FrecmAL%2FCr-XM7Z_%3FMAotms%2Fu_eureigwc%3Dlob_ny_icpMgk%26Rh%3DzisFBlOZNWlDi%3D%3DA&s=srpfDN8Du6aUESDfXPg38UXIzuw
https://url6.mailanyone.net/scanner?m=1sFEKQ-0009mN-4B&d=4%7Cmail%2F90%2F1717684800%2F1sFEKQ-0009mN-4B%7Cin6c%7C57e1b682%7C10609168%7C13286642%7C6661CAF245043A894BAE8D131CE38288&o=%2Fphtw%3A%2Fwtsgnw.atariseom.l%2FrecmAL%2FCr-XM7Z_%3FMAotms%2Fu_eureigwc%3Dlob_ny_icpMgk%26Rh%3DzisFBlOZNWlDi%3D%3DA&s=srpfDN8Du6aUESDfXPg38UXIzuw
https://cocobutterblog.co.uk/the-roaches-walk-with-pub-stop-from-meerbrook/
https://cocobutterblog.co.uk/the-roaches-walk-with-pub-stop-from-meerbrook/
https://url6.mailanyone.net/scanner?m=1seDsX-00EG7K-4o&d=4%7Cmail%2F90%2F1723641000%2F1seDsX-00EG7K-4o%7Cin6p%7C57e1b682%7C10609168%7C13286642%7C66BCAE69FCCFBAA7A3DC3D1F9F1196E6&o=%2Fphtw%3A%2Fwtskiw.cto.tkt%40omiofg%2Fsiwrleohksh7d%2Fv8o%2F3ie5974383151825622&s=92spBM-_9Lv6jwnFp1F0XxU3aKw
https://url6.mailanyone.net/scanner?m=1seDsX-00EG7K-4o&d=4%7Cmail%2F90%2F1723641000%2F1seDsX-00EG7K-4o%7Cin6p%7C57e1b682%7C10609168%7C13286642%7C66BCAE69FCCFBAA7A3DC3D1F9F1196E6&o=%2Fphtw%3A%2Fwtskiw.cto.tkt%40omiofg%2Fsiwrleohksh7d%2Fv8o%2F3ie5974383151825622&s=92spBM-_9Lv6jwnFp1F0XxU3aKw


Walking Festival Influencer Data

Trigs & Teeth

Reach: 9214

Engagement: 542

Coco Travels

Reach: 3439

Engagement: 300

Soft Girls Who Hike

Reach: 5980

Engagement: 461

In all, there were 17 posts on Instagram and TikTok, and a blog on the Coco Travels 

website:

The Roaches Walk with Pub Stop from Meerbrook - Coco Travels 

(cocobutterblog.co.uk)

https://url6.mailanyone.net/scanner?m=1sgk1J-000000005qA-3meL&d=4%7Cmail%2F90%2F1724241600%2F1sgk1J-000000005qA-3meL%7Cin6r%7C57e1b682%7C10609168%7C13286642%7C66C5D6F9A6884A20C1E6019642E1A1C8&o=%2Fphto%3A%2Fctsrucoltebbtkcogt.u%2F.ohrhesace-oil-wh-wtakob-p-stpu-emfrbmero-%2Fkoor&s=xnIN31BX2jt21vINxZCJaMUBiHg
https://url6.mailanyone.net/scanner?m=1sgk1J-000000005qA-3meL&d=4%7Cmail%2F90%2F1724241600%2F1sgk1J-000000005qA-3meL%7Cin6r%7C57e1b682%7C10609168%7C13286642%7C66C5D6F9A6884A20C1E6019642E1A1C8&o=%2Fphto%3A%2Fctsrucoltebbtkcogt.u%2F.ohrhesace-oil-wh-wtakob-p-stpu-emfrbmero-%2Fkoor&s=xnIN31BX2jt21vINxZCJaMUBiHg


Results – Walking Festival

• Volunteer walk leaders registering 53 walks 

(up by 13 events, or +32% from the 

previous year

• Walk leaders received social media and 

digital training, to help with the promotion 

of events

• Walking Festival website received 65,661 

visits, compared to 18,580 in 2023 (+253% 

increase in web traffic)

• Gained the attention of local, regional, and 

national media . Covered by the Times, 

Triggs and Teeth, CoCo Travels and Walk 

Magazine

• 923 walkers from Staffordshire, 

Derbyshire, Kent, Bristol and Cumbria an 

increase of 58% on 2023



Walking Festival Digital Media Response

2,269,295 Total Impressions  (est. 1,598,630)

1,243,354 Google Impressions

1,025,941 Social Reach

+41% of target

29,979 Total Clicks (est. 5,057)

18,581 Google Clicks

11,398 Social Clicks

+492% of target

1.2% Total CTR (Click Through Rate) (est. 0.85%)

1.49% Google CTR

1.11% Social CTR 

+41% of target

‘Impressions’ – the number of tomes a piece of content appears in 

someone's content feed or timeline

‘Click through rate’ compares the number of times someone clicks 

on your content, to the number of impressions you get



Great Outdoors Campaign



Great Outdoors Website Landing Page



Great Outdoors A4 Poster, Film Storyboard & Social 

Videos 



New Photography & Videos Commissioned

• New photography commissioned to fill gaps in current SMDC and LVEP library.  

• Local photographer used - Cathy Bower Cathy Bower Photography

• Images used in the Great Outdoors campaign will feature on the new ‘Discover the 

Staffordshire Moorlands website’ due to be launched later this year.

• Photography includes Leek, Cheadle and Biddulph and other areas in the 

Moorlands, indoor and outdoor photography and drone footage.

• Models commissioned to reflect a wide demographical range including ethnic 

diversity, disability backgrounds sexual orientation etc.

• One day of filming to take place in key locations of each hub town, Leek, Cheadle 

and Biddulph. Films to go live September 2024    

   

https://www.cathybower.co.uk/


New Photography Commissioned



New Drone Footage



Great Outdoors Campaign Results

• 1500+ new images showcasing the Staffordshire Moorlands, landscapes, market 

towns, villages and independent businesses.

• Great Outdoors campaign website landing page created 

www.enjoystaffordshire.com/greatoutdoors 

• Most visited page on the Enjoy Staffordshire website, outperforming both the 

county wide homepage and What’s On page. 

• 3.3 million viewers (impressions) within a 2-hour drive time including Greater 

Manchester, Sheffield and Birmingham. 

• More than 50,000 clicks adverts, demonstrating that the campaign creatives and 

Great Outdoors product appeals to the target audience of couples, empty 

nesters and young families.

• 3 x more engagement than the campaign target (11,676 clicks),  the highest 

performing advert portrayed young families enjoying the Staffordshire Moorlands

Great Outdoors evidencing the market potential for this segment

http://www.enjoystaffordshire.com/greatoutdoors


Great Outdoors Campaign Digital Media Results

3,310,613 Total Impressions (est. 3,330,623)

1,606,336 Google Impressions

469,858 Social Reach

0.6% of target

50,323 Total Clicks (est. 11,676)

23,638 Google Clicks

26,685 Social Clicks

+331% of target

2.2% Total CTR (est. 1.5%)

2% Google CTR

2.4% Social CTR 

+46% of target

‘Impressions’ – the number of tomes a piece of content appears in 

someone's content feed or timeline

‘Click through rate’ compares the number of times someone clicks 

on your content, to the number of impressions you get



Discover the Staffordshire Moorlands Branding

• Consumer sentiment research carried out with a panel of Moorlands residents and 

potential visitors within a 1-hour drive time of the Moorlands. 

• One of the tasks was to consider four different designs for the Discover Staffordshire 

Moorlands logo, with the preferred option providing clear representation of activities 

and themes related to the Moorlands, and a colour scheme reflecting nature. 

• Several design options were reviewed with feedback at The Big Tourism 

Conference, with a change of font and the addition of the roundel as well as to use 

darker green and replace trampoline with the rollercoaster (Alton Towers) graphic.



Discover the Staffordshire Moorlands Branding

• Suggest consultation with Tourism Partnership Forum to refine and finalise design.  

Use feedback from the forum and the consumer panel research to pin down the 

unique assets to be included in the roundel for the Staffordshire Moorlands, this will 

strengthen the brand and make it more unique. 

• VisitEngland feedback on logo is excellent. 

• It is felt that a wider estate of brands, with individual brand logos will hold weight as 

a stand-alone logo or to show synergy to visitors, residents, and investment 

partners. 

• Brand guidelines and colour palette will help to tailor for future use.  Visit Stoke will 

also be using this and tailoring it to suit their original heritage/assets. 



Discover the Staffordshire Moorlands Microsite

• Will be at the heart of how we market and promote ourselves as a destination

• Create an overarching story for all tourism businesses and visitors

• Will allow us to create and maintain rich, detailed and accurate content about the 

Staffordshire Moorlands

• Collaboration to share workload, data, skills and knowledge to work together to 

promote the area to international & domestic visitors and residents

• Staffordshire Moorlands platform, allowing ownership and curation of content

• Extend marketing reach and tourism offer to the right visitors at the right time

• Unify and empower tourism businesses and brands in the Staffordshire Moorlands.



Discover the Staffordshire Moorlands Microsite

• Mobile first website – 80% of visitors use mobile phone searches to source 

information, 90% of visitors use Google to source information rather that typing in 

the full website URL.

• New Enjoy Staffordshire website at final design stages with sign off by 2nd 

September 2024.

• December deadline for launch of new Enjoy Staffordshire website and new 

Discover Staffordshire Moorlands microsite.

• Will allow the Staffordshire Moorlands to promote destination as inclusive and 

accessible.

• Discover the Staffordshire Moorlands QR Code created - goes live August 2024.



Accommodation Acceleration Plan
 

• Hotel Solutions appointed May 2024 to undertake £60k study (funded by SMDC 
and SCC)

• Aim = to attract more visitors to stay longer, spend more and enhance the growth 
of the visitor economy.  

• Key objectives:

• identify prime spots for growth

• understand barriers to growth & how they can be overcome

• Identify business support requirements & how these can be delivered

• provide recommendations to increase accommodation & overnight stays

• Staffordshire Moorlands will be used as a benchmark study-  to inform / create a 
blueprint for other Staffordshire LA’s to implement and achieve similar objectives

     



Accommodation Acceleration Plan
 

• Improving the quality and range of visitor accommodation will play a significant 
role in achieving this and the project will be complete by March 2025.

• Three stage to the study: 

• Stage 1 – underway. Focussed heavily on research and engagement, 
mapping provision and analysing data. Consideration to be given to Local 
Plans and sustainable tourism and will involve dialogue with Planning teams. 

• Stage 2 - appraise a series of identified sites / projects, with defined next 
steps and processes. 

• Stage 3 – outline recommendations in an Accommodation Acceleration Plan 
and form a benchmark for other LA’s to follow. 

     



Other Projects & Updates

Tourist Information Centre – Closure of TIC to coincide with the end of the season – 

end of Oct / early November (Half Term).  Resource will focus on business support to 

tourism businesses / promotion of online presence through the new microsite.

Tourism Partnership Forum - First meeting held 25th June - well attended and 

excellent feedback received.  Next meeting 26th September. Collating feedback from 

all stakeholders to create a masterplan to present in September.

Leek Real Ale Trail – Update & print of flyer to promote 21 pubs & bars around Leek 

town centre, plus a selection of shops / markets offering some of the UK’s best ales 

and beers. Available Autumn 2024.  To include new QR code and logo.

Pugin’s Gem Heritage Trail Tour – Two-day tour linking Cheadle Town Centre + 

Alton Towers.  Day 1 - St Giles Church, Cheadle High Street + travel to Alton Towers 

Resort for evening meal + stay.  Day 2 - Breakfast at Alton Towers + guided tour of the 

gardens and house. 

Leek Town Centre Notice Boards - Refurbishment and update of maps Autumn 

2024 at the Smithfield Centre, Market Hall, Market Place and former Wilkinson’s 



Local Visitor Economy Partnership (LVEP) 

• Three Expressions of Interest received from cabinet members of SMDC, East 

Staffordshire and Newcastle Under Lyme.  Cabinet lead to be announced at the 

end of Summer 2024.

• Local Authority contributions secured - £8,000 per annum

• First LVEP Board meeting - October 3rd 2024 – Trentham Estate.

• LVEP Growth Plan – First draft prepared to deliver to the board on the 3rd October 

to approve. Will be presented at the next annual conference event (date tbc).



Any questions
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