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Note: In describing the economic
potential which tourism offers the
North East, some of those
destinations and activities which
may be of interest to visitors have
been mentioned in this strategy
document. These are not intended
to comprise an exhaustive list of
all those destinations and
activities that tourists may wish to
visit or participate in - and should
not be read as such.
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final report

Through the summer, several hundred stakeholders across the region offered
comments. Most were extremely positive; all were constructive.  In this Final
Draft, we have sought to take account of these.

In September, the North East Tourism Advisory Board was established; it
replaces the Interim Forum. The Members of the Board are set out below. Our
first task is to publish this Strategy. 

This report sets out the key principles that comprise the Strategy. Based on the
exceptionally valuable work of the Forum, it appears that there is now a strong
agreement around these principles across the North East. The Strategy covers
the period 2005-2010 with a major review in 2008.  Regional and Area Tourism
Partnership Action Plans will also be developed. 

There are important changes now underway in the organisational
responsibilities for tourism in the region. One NorthEast is working with key
stakeholders to define the most appropriate partnership structures to meet the
needs of visitors and businesses in the region. In due course, One NorthEast
will make proposals to the region’s private companies and public agencies to
consider.

One NorthEast plans to continue to invest, substantially, in the region’s tourism
assets between now and 2011. Some of this investment will be directly from
One NorthEast; some will be from the four Sub-Regional Partnerships. The
private sector, and other public bodies, will invest considerably more over the
same period. The challenge that we face is to ensure that the region gains the
maximum benefits - economic, social, and environmental - from these investments. 

Many individuals and organisations have contributed to the preparation of the
Strategy. We owe a particular debt to the members of the Interim Forum under the
Chairmanship of Tim Cantle-Jones. Business leaders across the region, along with
officers drawn from the four sub-regions, the Countryside Agency, the former Tourist
Board and One NorthEast all made distinctive contributions.  Thank you. 

Implementation of the Strategy is now underway by a wide range of organisations.
The Strategy highlights, whenever possible, lead responsibilities. However, the
responsibilities for much of the detail of action will emerge as the new delivery
structures for Tourism are implemented and regional and Area Tourism Partnership
Action Plans are established. 

On behalf of the North East Tourism Advisory Board, I urge you carefully to consider
the main proposals.  Please come back to us, at any time, with your thoughts on how
we can work together to strengthen the North East’s tourism offer. 

John Sands
Chair, North East Tourism Advisory Board 
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We have a simple vision

“The North East of England will

become a sought after destination

365 days a year  - for leisure and

business visitors - with activities,

attractions, facilities and

accommodation that consistently

exceed visitor expectations.”
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A1. Why we need a
Strategy

Tourism is a key component of the
region’s economy currently supporting
over 10% of jobs. Realising Our
Potential, the North East’s Regional
Economic Strategy, highlights the key
contribution that the tourism sector
plays in boosting our prosperity. Given
the inter-relationships between the
different elements of the tourism
economy in the North East (which range
from heritage to hospitality) the only way
that we will strengthen the sector is if
the private and public sectors continue
to work very closely together. We need a
strategy and action plans to guide these
efforts. 

The growth of the North East’s tourism
industry will also bring substantial social
benefits to the region. More jobs and
wealth in tandem with improved regional
pride will bring better prospects for the
environment, health, employment,
education and social cohesion, resulting
in a better quality of life for the resident
population of the North East.

For years we have captured less than
4% of tourism expenditure in Britain.
This is simply not good enough. We will
focus on increasing our share of
tourism expenditure in Britain and do
this in a way that increases Britain’s
share of European tourism. We will
maintain that increased market share
in future, as tourism is now a
fundamental, permanent component of
the North East economy. 

By doing this we will help to contribute
to making the UK tourism industry worth
at least £100 billion per annum by 2010.
We will also ensure that our strategy
complements national priority work
areas on: marketing and e-tourism;
product quality; workforce skills; and
improved business data, in line with the
‘RDA Tasking Framework Guidance
2005-2008’.

A2. The Purpose of the
Strategy

The North East Tourism Strategy (NETS)
has been prepared on behalf of the
region by the Interim Regional Tourism
Forum and the North East Tourism
Advisory Board.  NETS covers 2005-
2010. In addition, a North East Tourism
Action Plan will be developed annually.
The first Summary Action Plan is
attached at section G.  Together the
Strategy and the annual Action Plans will:

● Provide the starting point for closer
working between the private and the
public sector

● Define priorities for public action and
public and private investment

● Make a clear commitment to
promoting the expansion of tourism
whilst safeguarding and enhancing
our natural environment and built
heritage

● Show how investment in tourism
enhances the quality of life in the
North East through creating more jobs
and improving facilities

The North East offers some of Britain’s
finest landscapes, beautiful coastlines,
two stunning world heritage sites,
exciting cities, a fascinating changing
culture, and some of the friendliest
people in the nation. Our industrial
history shows that we have the strength
and sense of purpose to be world
leaders. With tourism supporting 10% of
the jobs in the North East, it is time to
demonstrate that strength again.

A Our Vision and Strategy
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A3. Our Objectives

We will judge our actions by the progress that we make towards achieving ten
objectives. We will:
1. Attract more domestic and overseas tourists to the region
2. Increase visitors’ average spend and increase day visitor spend
3. Increase visits throughout the year, not solely in the main holiday season
4. Increase employment in tourism, and tourism related businesses
5. Improve the productivity of the regional tourism economy
6. Accelerate the rate of investment in the tourism product
7. Improve the quality of the tourism product
8. Improve the skills of the tourism workforce
9. Improve levels of visitor satisfaction in the North East
10. Enhance and conserve the region’s natural, heritage and cultural assets

Our approach to measuring progress towards each of these objectives is set out in
Section F.  

We propose the following principles to guide the efforts of the region’s public and
private sectors in meeting these objectives:

● Through effective international and domestic marketing, in conjunction with our
sub-regional and national tourism partners, we will develop the appeal of the
strongest tourism experiences our region has to offer, underpinned by a new
regional identifier brand - a key part of the Regional Image Strategy

● We will communicate our tourism plans for the region regularly, preparing detailed
annual regional Action Plans to support this Strategy

● We will strengthen and integrate the region’s information and booking services
for the benefit of visitors and the industry

● We will develop both qualitative and quantitative research to support the delivery
of this strategy for the benefit of the whole industry

● We will continue to encourage the public and private sectors to work in
partnership to expand the tourism sector in the region 

● We will continuously invest in creating a skilled workforce, as this is key to
improving the quality of our tourism offer and assist our regional businesses in
becoming world-class

● We will expand our tourism industry without putting our natural environment and
built heritage at risk and in a way that contributes positively to the sustainable
development of the North East 

● We will work with the industry to ensure that everyone, regardless of age, race,
culture, religion, disability, gender or sexual orientation, will have equal
opportunity to enjoy the region’s many assets.  We recognise that embracing
diversity will strengthen our tourism offer  

● We will promote excellence in the quality of the North East tourism product to
meet the high quality of services and facilities that visitors demand

● We recognise that tourism will play an important role in enhancing local pride,
community cohesion and inward investment

Although this strategy relates specifically to tourism in the North East, we recognise
that tourism is an integral part of the region’s economy and that the region is not an
island. We will ensure that the measures outlined in this strategy both complement
other relevant regional and pan-regional strategies.

North East
Tourism Strategy
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Culture North East has a
clear view of what makes the
North East truly exceptional: 

“A set of core values and a regional
identity that joins the people to the
land and provide an understated
self-confidence that enables us to
cope with turbulence and change.
Despite ups and downs, the
essential North East - same land,
same people - goes on. Invention,
resilience, community, togetherness,
survival, strength, solidarity, and
hard work provide the basis for an
identity forged out of unique, often
perilous, circumstance. Whilst the
lifestyle and industrial landscape
have changed, these values have
not disappeared.”  

These values knit the North East
together. They make the region
special and attractive to visitors.
As a starting point for the Strategy,
we must recognise these values in
the assets in our rural and coastal
areas, in our large towns and cities
and in the challenges that we face
in trying to strengthen tourism. 

We also recognise that our rural,
coastal and urban offers are equally
important and complementary
elements which combine to create
the quintessential North East
experience. Linkages between them
should therefore be strengthened. 

Our distinctive landscape - rolling hills,
heather moorlands, forests, river

valleys, lakes and spectacular
coastline - is largely unspoilt and easily
accessible from the major conurbations.
The beautiful scenery, long horizons and
traffic free roads offer visitors a
remarkable sense of peace and
tranquillity. Visitors cannot help but leave
our rural and coastal areas feeling
physically and emotionally refreshed.

Northumberland National Park lies
entirely within the region whilst the
southern parts of Tees Valley lie within
the North York Moors National Park.
The North Pennines and Northumberland
Coast are both designated Areas of
Outstanding Natural Beauty - the
former having also been awarded
Geopark status. In addition, much of the
Northumberland, Durham and Tees
Valley coast has Heritage Coast status.
No fewer than seven of the region’s
beaches have been awarded the
coveted Blue Flag status and 15 were
the recipients of Encam Seaside Awards
in 2004. Further, there are 15 National
Nature Reserves in the region and over
250 Sites of Special Scientific Interest.  

UNESCO has designated Hadrian’s Wall
and the surrounding landscape as a
World Heritage Site and the twin site
Anglo-Saxon monastery at Wearmouth-

Jarrow is now under consideration to
become another. There are more castles
of distinction open to the public than in
any other English region and numerous
splendid country houses and gardens.
The region boasts many popular tourist
attractions and museums, including the
Alnwick Garden, Beamish, The North
of England Open Air Museum, The
Bowes Museum and Locomotion, the
new railway attraction at Shildon.

The North East is a particularly attractive
destination for visitors who enjoy
countryside activities, especially
walking, cycling, fishing, golf and bird
watching. There is a growing network of
long distance walking and cycling routes
that form the backbone to thousands of
miles of sign-posted public rights of
way. Water sports such as canoeing,
sailing, surfing and diving and a plethora
of others are popular at both coastal
ports and lakes as well as on the
region’s three major rivers: Tyne, Tees
and Wear. Our geology, wildlife, and
strong commitment to promoting
biodiversity are also major draws for
nature-based tourism. Our extremely
rugged landscapes are attractive for
many extreme sporting activities.

Our market towns, villages and
seaside resorts, with their distinctive
character, historic buildings and friendly
welcome, are significant attractions in
their own right. Long-established
markets and shops selling local produce,
arts and crafts are a shopper’s delight,
with regional food specialties for true
epicureans ranging from Craster’s
famous smoked “Kippers” to traditional
Lindisfarne Mead, ‘stottie’ bread, cheese
and handmade ice cream. 

We have music festivals that are
growing in popularity across the region,
from Berwick-upon-Tweed to Saltburn-
by-the-Sea, encompassing folk, jazz and
blues. These include Rothbury
Traditional Music Festival, Alnwick Music
Festival, Stanley Blues Festival and
Billingham International Folklore Festival.
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Our agricultural shows and country
fairs give confirmation of the history of
our region, as does the Durham Miners’
Gala and other parades, lending
character and atmosphere to the visitor
experience.

Our rural and coastal communities offer
an exceptionally wide range of
accommodation that, surveys reveal,
rate very highly with visitors. In the
serviced sector, we have specific
strengths in our country house hotels
and our high quality bed & breakfast
establishments. Parts of the region have
a large number of holiday centres, self-
catering units, a good selection of
touring sites, and many idyllic country
cottages. We also offer a range of
specialist hotels - the 14th century
Lumley Castle, near Chester-le-Street
(with a resident ghost), Walworth Castle
Hotel, near Darlington, and Langley
Castle near Hexham to name but three.

But in order to harness the value of the
region’s rural tourism assets, we will
have to overcome several major
challenges. We must:

● Spend our marketing resources more
effectively to make these assets more
visible to visitors from elsewhere in
the UK and overseas

● Offer better booking facilities,
including call centre and on-line
services for tourism businesses

● Encourage tourism businesses to
work in partnership to promote
combined offers in terms of
accommodation, attractions and
events

● Promote and develop existing and
new festivals and events to develop a
seasonal spread of tourist interest

● Explore the investment requirements
of our country parks, gardens, country
houses and rural museums mindful
that many are in the ownership of
others, including local authorities

● Better understand the nature of
demand for accommodation to create
a wider range of quality
accommodation and increase bed
space capacity, in our rural and
coastal areas 

● Encourage the development of more
accommodation, including youth
hostels and camp sites, along the
national cycling and walking routes,
which cross the region

● Support the improvement of basic
infrastructure (toilets, car parks,
signage, paths etc) which is required
to enable visitors to enjoy the
countryside and attractions

● Continuously invest in refreshing and
updating our offer at existing
attractions, to encourage repeat visits
and attract new audiences

● Offer a wider variety of quality goods,
especially local food, art, crafts,
books and antiques in our market
towns

● Encourage shops, cafes, restaurants
and attractions to open when visitors
expect them to be open, in the
evenings, throughout the week and
throughout the year

● Change the perception of the industry
as a career choice, provide training
opportunities and establish a skilled
workforce in many rural communities

● Improve signage and information
provision so that they are easily
understandable to all, including
overseas visitors

Most importantly, it is vital that we
recognise that the unspoilt nature of our
rural areas is essential to our long-term
ability to attract visitors. We must
continue to protect our valued
countryside whilst attracting more
visitors.

Widening our visitor appeal requires
policies for enhancement, conservation,
maintenance and development of
environmental and cultural resources. In
addition, it requires effective visitor
experience management. 

Major improvements in public transport
services for visitors are also required. It
is particularly important to improve the
links between airports, mainline rail
stations, and our market towns as well
as between major arrival gateways and
visitor destinations. Continuing to
support the creation and maintenance of
our network of long distance walking
and cycling routes is also a priority. 

North East
Tourism Strategy
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Our cities and large towns offer a
diverse, exciting range of attractions and
activities. BALTIC, Centre for
Contemporary Art, at
NewcastleGateshead’s Quayside has
already acquired an international
reputation. The Sage Gateshead, will
provide one of the best music venues in
Europe. The Gateshead Millennium
Bridge and the Angel of the North have
quickly become regional icons. The Life
Science Centre in Newcastle, and the
National Glass Centre in Sunderland
and Sunderland Museum and Winter
Gardens are also major attractions.
Together with the Laing Art Gallery, the
Hancock Museum and smaller galleries
and museums, Tyne and Wear cater for
a wide range of visitor tastes.

Durham Cathedral and Castle, at the
heart of this historic university
community, is a World Heritage site.  The
Cathedral now accommodates many
exhibitions and musical events; Bill
Bryson calls it “the best Cathedral on
planet Earth.” Hartlepool Historic
Quay, the construction of the new
Middlesbrough Art Gallery, due to be
complete in 2006 are just two of the
attractions in the south of the region.
The gleaming, modern North East is set
against a dramatic backdrop which
testifies to its industrial past - the urban

landscape is punctuated with the
sculptural forms of centuries-old mills
and railway bridges. The region gave
birth to the railways and this heritage is
something of which we are proud; the
Darlington Railway Centre is being
developed to appeal to railway
enthusiasts worldwide.

The region’s modern football stadia are
home to three leading clubs -
Newcastle, Sunderland, and
Middlesbrough. These attract supporters
from all over Europe. Durham County
Cricket Club, one of the most modern
facilities in the country hosts
international test matches. The white
water rafting centre at the Tees Barrage
is home to an expanding regional,
national and international programme.
The Great North Run is one of the most
popular half-marathon events in Europe.

We have a range of theatres from the
Sunderland Empire to the Berwick
Maltings Art Centre; all offer a diverse
programme of theatre, spoken word,
dance and film to satisfy all ages,
interests and tastes. The Metro-Radio
Arena is one of the leading venues for
music and NewcastleGateshead’s
vibrant nightlife appeals to visitors from
all over the North.

Our towns and cities are full of young
people, many of whom are exploring
new outlets for their creative energies.
Cutting edge street culture has emerged
into the limelight with several street
fashion and music labels originating in
the North East attracting international
attention. Our urban landscapes are
becoming centres for alternative sports
such as skateboarding and roller-
blading, whilst Middlesbrough is proving
its mettle as a centre for up-to-the-
minute game design and digital
technology. 
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The Stockton International Riverside
Festival is one of the UK’s finest
international street festivals. The region
is building on its maritime tradition,
again hosting The Tall Ships Race in
2005 on the Tyne. With Durham Regatta,
the oldest rowing competition in
England, the Sunderland International Air
Show and the Fire Engine and Vintage
Car Rally at Preston Hall, Stockton, the
variety of events across our region
continues to grow. The Mela Festivals in
Newcastle and Middlesbrough and the
Sunderland International Festival of
Kites, Music and Dance are just some of
many opportunities throughout the year
when we actively recognise and
celebrate the cultural diversity which
makes our region the vibrant place it is.    

Some of the leading international hotel
groups have hotels in the region in most
price ranges and there is some evidence
that more are looking to invest in the
near future. Many of these hotels are
popular with the business  and short
break visitors. 

Last but not least, the North East’s retail
offer is the envy of many other regions.
Newcastle, Sunderland and Middles-
brough all offer fantastic city centre
shopping, while out of town centres
such as Royal Quays, the MetroCentre
Gateshead and Hartlepool Marina attract
people from afar. Alongside specialty
boutique shops, big brands and fashion
houses, Farmers’ Markets are also rising
in popularity in our urban centres,
bringing farm fresh, organic and local
produce with the flavours unique to the
region, into town. Meanwhile restaurants
boasting cuisine from all over the world
offer a truly cosmopolitan dining
experience. And, for those who can
handle the pace, the vibrant nightlife in
many of our cities means that the North
East urban experience can be a 24-hour
a day one.

These are some of the most valuable
tourism assets in our cities and large
towns. Yet in order to take advantage of
their economic potential, we will have to
overcome several important challenges.
We must:

● Create a more distinctive retail offer in
our towns and cities, with many more
specialist, independent shops so that
retailing in the North East is truly
distinctive from that available
elsewhere

● Recognise that our heritage, including
our industrial and railway heritage are
unique tourism assets and further
investments will be required to realise
their full benefit

● Increase the number of bedspaces in
various price ranges in our urban
areas, as demand dictates

● Attract investment to raise the quality
of our accommodation, including
encouraging participation in national
inspection schemes, so that we meet
the expectations of visitors from the
rest of the UK, Europe and further
afield

● Offer a comprehensive, top quality
events programme that animates our
valuable cultural and heritage
attractions throughout the year

● Improve signage and information
provision so that they are easily
understandable to all, including
overseas visitors

● Strive to ensure that our cities are
welcoming and safe, and known to be
safe, for all ages, tastes and
backgrounds 

This is how we see our main urban, rural
and coastal tourism assets today. The
starting point for our Strategy and Action
Plan is a better understanding of how
these assets appeal to our customers
now and in the future.

North East
Tourism Strategy
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Analysis of North East tourism demand
shows distinctive characteristics: 

● A lower than average volume of
leisure tourism as a share of all
tourism in the North East by
comparison with England as a whole 

● A high volume of VFRs (visiting friends
and relations) from the UK, especially
as one third of our UK holiday visitors
are also VFRs; overall VFRs comprise
44% of all North East visitors

● A small volume of overseas visitors
spread across those on holiday,
business, or VFRs

● A low volume of business visitors, but
bringing high levels of expenditure.  

We see our markets in three segments:
domestic visitors, business visitors and 
overseas visitors. 

C1. Domestic Visitors

To understand our domestic visitors
better, including those staying with
friends or relatives while on holiday, we
undertook a special analysis to
distinguish between those who are
countryside visitors and those who come
to our large towns and cities. We found
important differences in the socio-
economic profile and in their choice of
activities while on holiday.

Countryside tourism in the North East
currently has a solid base in its long
holidays - 70% of country bednights are
in stays of over 4 nights, reflecting the
high proportion of rented self-catering
accommodation in the sector. However
this predominance is also a weakness -
the spend per night in rented self-
catering accommodation is lower than
the countryside average and particularly
low (£1.22 a night) in owned static
caravans which account for 15% of
bednights.  The short break sector in
country holidays creates more value,
with 58% of trips generating a spend per
night of £59. 

Who are these countryside visitors to the
North East? They are older - over two-
thirds are over 35, although short-
breakers are much younger with many
25-34 year olds. There are more women
than men, and more families have a
country holiday than city-breakers. When
they are here, country holiday makers are
active in cultural and outdoor pursuits;
these are the higher spending visitors.

Our efforts to grow the country holiday
market should include:

● Raising our profile with themed
campaigns to those who currently go
elsewhere

● Promoting to the higher value short-
break market

● Making sure we conserve and
enhance our landscape and heritage
assets

● Making sure we are able to offer a
wide and accessible a range of
pursuits to our visitors

Who are these city short-break visitors in
the North East? They are younger than
other visitors to our region and than
other city-break visitors in England. They
are also more affluent than city breakers
in other regions. The majority stay visit
friends and relations; 40%  stay in
serviced accommodation in our large
towns and cities.  When they are here,
their most active pastime is shopping.
However, city-breakers are also very
active in cultural and sporting pursuit,
but with a different emphasis from the
country visitor. For example, more go to
museums than historic buildings, while
the opposite is the case for country
visitors. The spend per night by visitors
to cities in the North East is higher than
the average for England. The spending
profile of those staying with friends and
relatives is similar to that of short-
breakers as a whole.

We could increase the volume and value
of the city tourism market by:

● Raising our profile with themed
campaigns to visitors who currently
stay outside the region

● Increasing the proportion of VFRs who
stay in commercial accommodation

● Investing further in our culture and
heritage assets and museums and
galleries

● “Packaging” our events, culture and
heritage with accommodation 
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