BTEC L3 Travel + Tourism

Unit 9. Visitor attractions

WEIGHT

LUGGAGE PCS.

A. Investigate the nature, role and appeal of visitor attractions

Al. Type of visitor attractions
A2. Scale, scope and appeal of visitor attractions

A3. Ways in which visitor attractions are funded

A4. Importance of additional revenue generation strategies for visitor attractions
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Need to know:

Identify different types of visitor attractions

Understand the scale, scope and appeal of visitor attractions

|dentify ways in which visitor attractions are funded
Explain the importance of additional revenue g rat\te or attra S
Skil

Naviga websiteS and being able to select the relevant information

Researching topics and select relevant information
Working collaboratively in pairs and small groups
Showing knowledge and understanding in a variety of ways: presentations, posters, emails, blogs,

discussions etc
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Unit 9 Assessment: key terms =

Definition

Presents the outcome of methodical and detailed examination either by breaking down:

Analyse ¢ a theme, topic or situation in order to interpret and study the relationships between the parts
¢ information or data to interpret and study key trends and interrelationship

Article A piece of writing about a particular subject suitable for a magazine

Email A communication that gives information and is writt i ropri sk or
activity.
Draws on varied infor
themes or concepts t
Evaluate

.a ative actions . relevance or significance.
nt showing relationship to its context. This will often be in a

Give reasons or evidence to: support an opinion /decision or
prove something right or reasonable.

Report A formal document that is clearly structured and written in appropriate sector language

Travel plan A structured travel document giving a range of details and information with dates, times and places.
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Unit 9 Assessment: activities

A. Investigate the nature, role and appeal of visitor attractions

PASS

A. P1
Examine the appeal of
visitor attractions a

e the appeal of two different
visitor attractions, the way they are

d funded and their contribution to the

the importance t itor attractions local and national economy.

have fggthe local and national

national

on to the local
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Learning aim A: Investigate the nature, role and appeal of visitor attractions

A1l Types of visitor attractions

« Built attractions: theme parks, museums, galleries, heritage sites, national monuments, cultural heritage, arts, sporting
centres.

« Natural attractions: National Parks, Areas of Outstanding Natural Beauty (AONB), coastlines, forests, rivers, ountryside
parks, gardens, beauty spots.

- Events ,e.g. festivals that attract tourists, sporting events that attract tourists, Meetings, Incen
*A2 Scale, scope and appeal of visitor attractions

e Scale:

o international, national, regional, local attractions, e.g. Disney® World"
Kingdom, Taj Mahal, Stonehenge, Robben Island, ZSL Whipsnhade
Blackpool

o ownership: public, private, voluntary/not for profi
o size and complexity of attractions
o contribution to the local and nation
primary and secondary, reflected in th

ues, visitor

re Beach

ultiplier effect.
res, other ame

yent for Media, Culture and Sport (DCMS), VisitBritain, National Lottery, EU Funding

ogramme: grants for the rural economy

o trusts, e.g. The National Trust, Heritage Lottery Fund, English Heritage, Cadw, UNESCO, Global Heritage Fund.

« Self-funded organisations:

o charitable trusts, educational charities, e.g. Dynamic Earth, Winchester Science Centre and Planetarium

o attractions funded only through income from visitors, e.g. Tropical Wings Zoo.

A4 Importance of additional revenue generation strategies for visitor attractions

« Additional or new sources of income, e.g. novelty events and exhibitions, offering or expanding on-site accommodation, new
merchandising initiatives, venue hire initiatives.

- Importance of additional revenue generation strategies, e.g. provide additional revenue stream to increase profits or allow expansion.
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Visitor attractions

Private

National ownership
visitors

pwnership

Regional
visitors

Voluntary
ownership

Charity

ownership
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~ stlidy
AL T f visi . Visitor attractions come in many forms, and meet the needs of different
- Type of visitor attractions customers. Customers can be domestic or international. Features and

~_fourism ®
=TTk B
appeal of attractions include relaxation, amusement and education.
Attractions are a major employer and generate millions in revenue.

. Theme parks

. Museums

. Galleries

. Historical sites Built
. Heritage sites

Type of

. National monuments attractions o o
. Cultural heritage ‘sitor
. Arts o
. Sporting venues attr. tion

. Visitor centres

) e .B
. Entertainment facilities eauty spots

. Festivals
. Sporting events

WWW . T

“ ) . Music events
resources )/ . MICE — meetings, incentives, conferences + events
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usekers

. Theme parks . Museums. . Galleries . Heritage sites Arts

Al. Type of visitor attractions . National monuments . Cultural heritage. . Sporting venues . Visitor centres

Buil.
-"‘ractions

o 8
resources . /

/ey,
@@gds
(l &g

\\
J
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. . . Built . Theme parks . Museums. . Galleries . Heritage sites :
Al. Type of visitor attractions attractions . National monuments . Cultural heritage . Arts

. Sporting venues . Visitor centres . Historical sites

Theme parks m Heritage sites ‘istorici iites
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. National Parks . Areas of Outstanding Natural Beauty . Coastlines

Al. Type of visitor attractions . Forests . Rivers . Canals . Lakes . Parks
. Gardens . Beauty spots

[T 1
@B@iiﬁ N

\ * ral
attractions

resources I / ‘

7

7‘
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. stid
touris¥n W.
Natural —
A1l. Type of visitor attractions . . National Parks. . Areas of Outstanding Natural Beauty . Coastlines.
attractions . Forests . Rivers . Canals . Lakes . Parks

. Gardens . Beauty spots

National parks AONB Beauty spots Vater fe

resources '«
C;V/,/( for) ‘
,}@ools
[ (. com)
\\
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. Festivals . Sporting events . Music events

Al. Type of visitor attractions . MICE - meetings, incentives, conferences + events

Events
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Nourisn

Tk B
. . . . Festivals . Sporting venues . Music events
A1l. Type of visitor attractions Events Sborting ve
. MICE — meetings, incentives, conferences + events

oo !~ )
resources '«

- C"”/\ for)

&)
- schools
G
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A2. Scope, scale and appeal of visitor attractions

o International, national,

regional, local attractions, new rides,

e.g. Disney® amenities
Taj Mahal,
Stonehenge, exhibitions,
Robben Island, rvation
Whipsnade Zoo, Scale
RHS Garden Wisley, (<l | e.g. Albert
the Library of Birmingham, 4 ope’ S i ardiff Bay, Bilbao
Pleasure Beach Blackpool | i tre and Museums, World
h o a app Trade Center New York.

ownership: public, private, e o

v S St ot ‘sit

voluntary/not for profit

attrac

o accessibility of locations, including opening times,
transport links, pricing strategy,
special offers, indoor and outdoor facilities

Appeal

o special events

o popularity, including trends, image and reputation,
repeat business

v )
resources )/
LLVA for ‘
schools
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A2. Scope, scale and appeal of visitor attractions Top free UK attractions
, 2019 2020 2020
m | -

Tate Modern AIE SN SOEOS 098 340 | 11 431 704
Art Gallery
Natural History Museum and/ or
-Museum Art Gallery 5423932 1,296,763

- Museum and/ or \
nB"tlSh Museum Art Ga"ery 6,23 ,9 1275,466 : 1 1'53 ,860 334'070

Museum and/ or
Art Gallery

396,000

E) 335,272 (E)

National Gallery The 6,011,007 1,619,694 313,731

Heritage / Visitor

sk, N/A 286,466 (E)

Imperial War Museum Museum and/ or

London Art Gallery 1,073,936 278,797

nLand's End

World Museum Museum and/ or
or
3301975 858,517 Liverpool Art Gallery 672,514 271,058

Historic House/ Ogden Water Country Nature Reserve /

prset House House and 2841772 724,310 Wetlands / 270,000 (E) 270,000 (E)
Garden / Palace Wildlife Trips
Horniman Museum and Museum and/ or Museum and/ or

Ashmolean Museum 930,669 (E) 239,134 (E)

Gardens Art Gallery S Art Gallery
-Cannon Hall Museum, Museum and/ or National Railway Museum and/ or
' 714,37 437
‘ JI ark and Gardens Art Gallery oS e Museum Art Gallery EIE s
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dy
. ) uk
A2. Scope, scale and appeal of visitor attractions Top paid UK attractions
2019 2020 A 2020

Royal Botanic Gardens, Gasian

2,316,699 1,212,855

Kew Gardens 430,975

Safari Park /
Chester Zoo Zoo / Aquarium 2,086,785 1,182,652

I Aviary 95 424,023
RHS Garden Wisley Garden 993,516

785 419574
ZSL Whipsnade Zoo Historic House/
House and 984,913 (E) 416,494 (E)

Garden / Palace

Historic House/

House and 340,235 (E) 388,908 (E)
Garden / Palace

unham Massey Hall

504,351 Museum and/ or

Royal Academy of Arts 1,248,882 385,775

Art Gallery
101,314 495,037 4 Wakehurst Garden 312813 342,545
estonbirt, The Historic House/
. Garden 566,565 484 533 Calke Abbey House and 458,380 334,694

ational Arboretum Garden / Palace

Historic House/

Attingham Park House and 557.136 483,946
Garden / Palace

Historic Monument/

Archaeological Site 1,325,085 316,436

Roman Baths

Historic Monument/

Archaeological Site 160,4248 314,999

Tower of London Castle / Fort 2,984,499 447812 Stonehenge
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- : @ . TASK Complete the table below,
A2. Scope, scale and appeal of visitor attractions uj calculating the most popular type
(\

(category) of attractions

. Free attraction . Paid attractior
. Type of attraction - ,pe v ttractic
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A2. Scope, scale and appeal of visitor attractions Appeal % ’ TASK Complete the table below

Cultural, Historical, Religious, Sporting,
Entertainment, Children

UK visitor attraction Type of attraction

- C"”/\ for)

&)
y £ schools
[ -
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A2.S | d | of visit ttracti Scale
. Scope, scale and appeal of visitor attractions Scope Links for visitor attractions
Appeal

Theme park visitor numbers (millions)

Characteristic 2019 2020 2021

Magic Kingdom (Walt Disney World), USA 2.69

Islands of Adventure, USA 9.08

Universal Studios Orlando, USA 8.99

8.59 =~ _aTPOPULAR
«JURIST DESTINATIONS

Disney's Hollywood Studios, USA

Disneyland Anaheim, USA 8.57

8.48

7.75

NATIONAL HISTORY MUSEUM
» HERMITAGE MUSEUM

7.45 osemre
NiAGAR
GOLDEN GATE ARAE Al THE VATICAN

719 > : N evenLaND pake

POMPEI ‘GREAT WALLOF CHINA

muo CANYON

653

DISNEYLAND HONG KONG

5.8

Universal Studios, Japan 145 4.9 55

Universal Studios Hollywood, USA 9.15 1.7 5.5 SOURCE
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Suricn K .4
. . ourism
@ TASK  Many visitor attractions are ;/'/'t .
A2. Scope, scale and appeal of visitor attractions b{ﬁ very complex organisations. Choose a
(\

visitor attraction and create a information graphic —
Scale infographic for it, showing all the different parts of the
Scope attractions. Use the space below for notes from your

REN S
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A2. Scope, scale and appeal of visitor attractions Scale
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Thorpe Park
Centre Parks
London Eye
Fairytale Farm
Peppa Pig World

Private Ic

Charity
Voluntary

The National Trust
Black Country Living Museum
Kew Gardens
pp Egham Museum

.y Chester Zoo
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r| M e
™ TASK  Copy - paste the table from = tou S -
" , Scale @) o , .
A2. Scope, scale and appeal of visitor attractions o hi N7 slide 19 and add a column ‘ownership’.
whership (= Research who owns the attraction.

Type of attraction Target market W
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A2. Scope, scale and appeal of visitor attractions

Multiplier effect

The Multiplier effect (

The multiplier effect is the impact a new
business has on the local, national or
international economy.

New j n the h

Example:
A new hotel will increase economj
many areas.
Building comparg

New jobs in the
local area

% 4

Workers spend their
Money lost money in the local area

through leakage + more tax for govt.

T
X/ n
ipifi

.

— Area becomes a more popular
destination, businesses make
Tax money used to improve more profit, reinvest and
o B ) infrastructure, tourist facilites, improve facilities

resources )/’ advertising etc
for—<J
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ks

. touris¥n
. . = uk -
A2. Scope, scale and appeal of visitor attractions Scale: Multiplier effect

%\Df TASK  Create a multiplier effect diagram for new visitor attraction
I . Historic house . Gardens . Museum . Petting zoo . Theme park . Country
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TASK Complete the table below for
examples of jobs created from creating a visitor
attraction. Place each job in the correct sector

Primary Secondary Tertiary Quaternary
Extracting from the earth: oil, fish Manufacturing: cloth, steel Services: doctors, accountants Knowledg T
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A2. Scope, scale and appeal of visitor attractions . .
Scope: Development of visitor attractions

Encourage repeat business
with new rides each year.
Extend the age range —
younger or older with age
applicable rides/activities. actiyias

New rides

Thorpe Park added accommodation in 2014
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A2. Scope, scale and appeal of visitor attractions Scope

Attractions have diversified
into MICE activities, using

their unique venues as a MICE
selling point

Has special ‘Peaky Blinders’
weekends through the year

‘ication

. Food &

Conservatlon beverage Diversification into food and
beverage is common for
many attractions
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A2. Scope, scale and appeal of visitor attractions O

EME
INDEX

ANUSEUIMS

DEXZ

(1 for the following questions
1. How do they encourage repea
2. What new develo

. stidy

TASK Research a theme park and prepare answers

; v/tourli(sm .
== .u
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Top towns for 'staying visits' by inbound visitors

A2. Scope, scale and appeal of visitor attractions T 7
. Visits . Visits Townlcity Visits
Town/city (000s) Town/city (000s) (000s)
o . 1 London 23 London 21,072 21,708
% TASK London, England’s capital
. . . 2 Edinburgh 2,206 Edinburgh 2,194
bf city is by far the most popular city
in the Country. 3 Manchester 1,66 1,432
1,109
Why does London attract more 855
visitors than other UK cities? 836
VISITLOND®N
604
. )
What IS Its ap | Oxford Oxford 601
Cambridge 576 Cambridge 572
Brighton/Hove 478 Brighton/Hove 509
Bath Cardiff 376 Cardiff 400
Cardiff 382 Bath 375 Bath 392
13 Leeds 338 Leeds 352 York 345
14 York 297 Inverness 322 Inverness 320
15 Newesslo: 282 York 315 Leeds 304
upon-Tyne
Newcastle-
16 Inverness 275 Aberdeen 244 294
upon-Tyne
17 Stiafford 214 Nottingham 236 Aberdeen 281
\ upon-Avon
\ ~ 18 Nottingham 245 Reading 229 Nottingham 262
19 Coventry 245 Dloweate 226 Windsor 246
upon-Tyne
20 Reading 237 Leicester 218 Reading 239

Source: International Passenger Survey, Office for National Statistics. Please note that figures are
based on small sample sizes for all cities with the exception of London and should therefore be treated
with caution.
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A2. Scope, scale and appeal of visitor attractions Examples of decline and regeneration

World Trade Centre, New

Albert Docks, Liverpool

Uil .

™ be,
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A2. Scope, scale and appeal of visitor attractions Examples of decline and regeneration
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\stwday
) _tourll(sm
A2. Scope, scale and appeal of visitor attractions Case study of decline and regeneration: Blackpool
Blackpool attracted nearly 19 million tourisgiilin 2021,

destination for decades, but went into decline for despite the pandemlc. ‘
many reasons. Check out the website to disc

Watch the video and list some of these reasons. that Blackpool

You(TT)

@ Blackpool was the north’s leading coastal tourist
4
(\

. 5 Rejuvenation
g erates to ensure that tourist
numbers continue to grow, amidst much
competition.

Blackpool has launched a regeneration
plan to improve its travel and tourism
product.

What are the aims of the plan?

Number of tourists

Growth/development

1 Discovery

You D &

Time

www ‘*\ )
resources '«
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A2. Scope, scale and appeal of visitor attractions

Weather
seasonality, different attracti

Access
transport links, opening times, ions, pricing
£ peal
~f visitor
"+ action

Popularity
reviews, reputation, trends,
repeat business

Attractions
natural + built attractions on offer, different appeal
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A3. Ways in which visitor attractions are funded

Government

National lottery Funding from

external

Sponsorship
Charity

‘Ma s in
wh.  sisitor Membership
attractions

are funded Food & beverage

Merchandise
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A3. Ways in which visitor attractions are funded

Government linked funding

Funding from - provides loans (pay back) + grants (not pay ba

external
organisations
- finance from Hel‘ltage
outside the Fun r
business

Supported using public funding by

& 2
wsm« cz) <‘°/m\@ EAhT-GrE,Aczl\(l)gNCIL

P N VisitEngland

nding examples:
British Museum received government grants of £52.5 million out of a total gross income of £105.7

million. This means that over 49% of its income came from government grant funding. Other sources of
income came from donations and legacies (17%), charitable activities (20%), trading activities (12.3%), and
investments (< 1%). (2018-2019)

Tate Art Galleries = 26%

V+A Museum = 39%

re:zwur / National Museums of Scotland = 69%
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A3. Ways in which visitor attractions are funded

Private funding
Funding from - provides funding through loans or for shares in the e

external

rganisation . .
ofga safc ons Angel investors / Venture capitglists
- finance from take shares in the business in r i

outside the

business

ng  Youl[L[:
tly to an organisation

ial/environme

Bank loans

(British Business Bank) V(i1 Tube

iness loan , short & long term - mortgages (long term)
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A3. Ways in which visitor attractions are funded

Funding through Trusts and Charitj

Funding from
external ENGLISH :
organisations HERITSRE
oH H
A w NATIONAL
- . @ TRUST for
% Tj’ €@ SCOTLAND
ONGgs ™

GLOBAL
$” HERITAGE m
FUND unesco

World Heritage Convention
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A3. Ways in which visitor attractions are funded % National
Trust

Is the National Trust government funded?
The Trust is a charity, independent of government. That means we don't recei
‘grant-in-aid' and we can't rely on government support.
We do, though, make applications every year to a ran

ed annual

Funding from
external

organisations such as Lottery funds.

y to support
r sources

The importance of grants
Grant income offers vit lant new

The Landfill Communities Fund
* National Highways
* Research grants (Including UKRI, NERC and AHRC)
* Central and local government.
These grants often enable the Trust to work in partnership with other organisations and charities to
achieve objectives that go well beyond what we could achieve on our own.
In 2021-22, we received around £32.7m from a wide range of statutory funders.

o ‘ ) We are always grateful for the support from our grant funders. Without this support we wouldn’t be able
res°“r°esfo‘rz y to do some of our most important and innovative work.
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A3. Ways in which visitor attractions are funded

Example of the National Trust’s
work at
Runnymede and Ankerwycke
Funding from
external

ern: ) National
organisations {bfi %Trausl? "

TASK Research ‘About’
at Runnymede

esearch thé Bred Project

ist the ‘TS to do”: ®ed in the project?

o s possible “’/‘1‘6

&U&

eritage

“und
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A3. Ways in which visitor attractions are funded BROOKLANDS

MUSEUM

Income and expenditure

Self funding - ,
. . Data for financial year ending 31 December 2021
Organisations:
Totalincome:
Ch arity £4,142,757
Brooklands
Museum

Do cies £2.01m [ Raising funds £984.75k

Charitable activities £1.15m | Charitable activities £2.68m
Other trading activities £987.20k || Other £0
tourist attr®tion whose popularity W Investments £215
will attract visitor revenues to pay W Other €0
for the preservation and
education.
£0 investments gains (losses) Modepossblewith

o Heritage
w3 ) Totalincome includes £1,061,937 from 4 government grant(s) / Fund
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A3. Ways in which visitor attractions are funded

Funding from
external
organisations
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A3. Ways in which visitor attractions are funded (115}
BLENHEIM PALACE

- TASK.
Blenheim Palace is a privately owned charity and largely funds itself.

: Follow the link and research how it generates its income. List the so
Self funding ! gen neome. =
organisations How does the source of funding affect the visitor attraction — its gize and a
Blenheim

Palace

WWW . J )
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A3. Ways in which visitor attractions are funded

. Past Funding Use: By Attraction Categgry

The different types of fund used, split by attraction category, are shown in the tablg

Types of funds have used

Countr- "~rks (17) <
ta, (18) (<5
Garder  35) (<50)
torici 'ses/cr .es(156)

C rHis ‘ies (75)

I sure/ Tt egrks \ (<50)

Museui galleries '9)

. oteam/Heritage 1  ways (21) . +)
Visitor/ Heritage _ntres (43) (<50)
Wildlife attractions/ zoos (42) (<50)
Workplaces (11) (<50)

Place of Worship (25) (<50)
Other (13) (<50)

o ) _ _ _ @ S (;7&‘ @
resources < ) Base: All answering about funding sources in 2021 (689). <50 Base size below 50 (please treat with caution) VisitBritain  VisitEngland
-ﬁ / s N.B. Figures in brackets represent sample sizes of attractions upon which data is based. 65
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A4. Importance of additional revenue generation strategies for visitor attractions

Novelty events + exhibitions

On site accommodation

Additional or

. new sourcg ,
Membership . mpol ance

o. dc :ional
h ¢ 1ue
gene. ation
strategies for
visitor
attractions

additional
revenue

Diversitied income
streams

Income growth potential




Additional
revenue generation
strategies

£t +

Thorpe park

On site accommodation

ew merchandising initiatives - ecommerce

Venue hire opportunities
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A4. Importance of additional revenue generation strategies for visitor attractions

Admission prices

Typically average £5-7.50 per hour

London Eye = £30ph Harry Potter £13.50ph

Importance of
additional
revenue

generation
strategies

Difficult to increase prices — unless u
. charge more for VIP pass or

furthe ome

Wildlife Attractions Cultural Attractions
Othet Mher
6% e

Merch

11%

Merch
17%
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A4. Importance of additional revenue generation strategies for visitor attractions

Background
Impor.ta.nce of Kenilworth Castle, in the historic town of
additional of £4.8 million between 2004 an
revenue Elizabethan Gardens to pr

generation and a venue for education

strategies

de with regional firms while 4% went to local firms located less
|0 miles away from site. 16% went to national businesses, mainly due to the need
ciali jlls which were not available closer to the site, Kenilworth being a small

he castle remained open throughout the period of works and thus there was no reduction
in staff numbers during this time. The construction works provided 12 full-time jobs at the
main contractor; on job roles including project management, carpentry and stonemasonry.
Additionally, 3 volunteers from the local community offered their time during the duration of
the project to help with visitor operations and leading free tours of the garden to the local
residents.

It is estimated that construction related expenditures supported an additional 59 job years
of work and £2.5 million into the regional economy. The largest benefits were among
regional suppliers of goods and services.

ENGLISH
HERITAGE
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A4. Importance of additional revenue generation strategies for visitor attractions

Impact from the Ongoing Operation of the asset
As a result of the investment, operating expenditure has |
. . 0 ;
Importance of .the site has |ncrea§ed by 177 /o Thg restoration
dditional income from weddings for the first time. C
a increased significantly.

revenue Kenilworth Castle employed r the
generation year 2010/11. [ ss due to
strategies the inv n

ceived extensive press coverage which
, ddition to the more usual family visitors.

r numbers have increased by 50,000 since the development.

increase, after takiM® account of an 11% increase in visitor numbers at all EH

S| , is estimated at 40,540. On this basis, the investment is estimated to have
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Impacts on Local Business Environment
The increased hospitality offer, most notably wedding_ce
Importance of restaurants and caterers through the opportugi
additional receptions. Local hotels and B&Bs
at their establishments. Thergg

revenue

eneration hotels and the castle, as the scounts to
g . ulted in an
strategles nd ice cream maker

penditures, visitor expenditures and associated multiplier effects, the site is estimated to
support 35 FTE jobs and GVA of £1.0 million in the local economy, and 47 FTE jobs and GVA
of £1.4 million in the regional economy, on an ongoing basis.

The investment has led to increases in direct staffing, operational expenditures and visitor
expenditures. The additional net impact of the investment is to support an estimated 10 FTE
jobs and GVA of £350,000 at the local level, and 13 FTE jobs and GVA of £470,000 at the
regional level. The largest effects result from additional staffing on site, and from increased

isitor spending.
visi p g
ur

Lilaly/ ‘ )
resources )/

C_ﬁfor )




Unit 9: Visitor attractions - A. Investigate the nature, role and appeal of visitor attractions

ay
, v,/tourll(sm .
= Ui

A4. Importance of additional revenue generation strategies for visitor attractions

{M List the new facilities at Kenilworth Castle

Importance of

additional
revenue
generation
id th
RHO i

strategies

s

ding cojji from he nciacilities at Kenilwo

cal — regional - national economy benefit during the construction period?
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What benefits have the new facilities brought to Kenilworth Castle

\\E

usinesses and the economy benefitted?

Importance of
additional
revenue
generation

strategies
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