
óPlanning for Growthô

Choose Suffolk Tourism Partnership 

Roadshows

Choose Suffolk is an initiative of the Suffolk Development Agency



Welcome

Brigit Parker
Marketing Manger, Choose Suffolk



ÅSuffolk Visitor Survey ïBrigit Parker

ÅManaging Growth ïMark Aitchison, Lloyds TSB

ÅCoffee Break

ÅReaching New Audiences ïBrigit Parker

ÅNew Vision

ÅMaking Social Media work ïAdam Gray

ÅSuffolk for Skills ïLisa Bebbington, WSC

ÅLunch!

Agenda



Top Line Tourism Stats for Suffolk 

2009

ÅTotal Value = £1.75bn

ÅStaying visitors = 27% (of which 6% is overseas 

visitors)

ÅDay visitors = 73%

ÅTotal related employment ï34,000



Suffolk Visitor Survey 2010

ÅTotal of 399 interviews

ÅBetween August and September 2010

ÅAreas covered:

ïNewmarket

ïBury St Edmunds

ïLong Melford

ïLavenham

ïIpswich

ïWoodbridge

ïFelixstowe

ïAldeburgh

ïSouthwold

ïEye

ïBeccles

ïLowestoft



Visitor Profile

ÅVisitor Type

Å 46% Day Visitors (from home)

Å 33% Touring Visitor

Å 21% Staying Visitor

ÅTrip Type

Å 59% Holiday (4+ nights)

Å 41% Short Break (1-3 nights)

Å Average length of stay was 6.2 nights

ÅParty Type

Å 50% Couples without children

Å 27% Parties with children

Å 13% All adult parties (excluding couples)

Å 11% Singles



Purpose of Visit

Å 36% Leisure Day Trip (including 

sight seeing or other leisure or 

sports activity)

Å 33% Holiday / Short Break

Å 16% Special Shopping Trip

Å 15% Visiting Friends or Relatives



Decision Making Timescales

Å 48% within the past day

Å 22% within the past week

Å 12% within the past month

Å 12% within the past 6 months

Å 5% longer than 6 months

Å 1% did not make the decision



Motivations

Å36% Historic character of the 

destination

Å28% Excellent shopping 

facilities

Å27% Picturesque waterways 

or coast

Å25% Visiting market towns

Å23% Beautiful countryside 

or hills

Å20% Rich cultural heritage

Å19% Great places to eat and 

drink

Å15% Great visitor attractions



Motivations: Generic Aspects of Suffolk

Most popular generic aspects of Suffolk in descending order:

ïAppealing 

Architecture

ïBeach/Sea

ïShops/Shopping 

Area

ïSeafront/Waterfront

ïRiver

ïAmbience of the town

ïLandscape

ïTown Centre

ïBoat/Boats

ïFood and Drink

ïMarket

ïVillages

ïHarbour

ïParks



Perceptions of Suffolk
Visitors outside of Suffolk recall:

ï Historic Feel, Heritage and Cultural Activities

ï large destinations like Bury St Edmunds and Newmarket 

ï Iconic Countryside and Clean and Tidy Coast 

ï Variety of Things To Do and Outdoor Activities

ï Shopping and Food and Drink

Words used to describe Suffolk:

ïHistoric

ïRelaxed

ïUnspoilt

ïFriendly

ïNatural

ïFamily 

Oriented



Planning for Growth

Lloyds TSB Commercial - Events



Mark Aitchison

A little bit about meééééééé.
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Key Questions

How are you going to grow your customer base?

How quickly are you looking to do it?

What is your competition?

How do you differentiate your business?

How do you price your product/service?

Who are your suppliers? Are alternatives available?

Do you need additional skills?

Do you need additional stafféand if so how will your recruit?



The 2012 Olympic Opportunity

ÁThousands of supply chain opportunities are made available each 
week. Speak to your relationship manager who can give you the 
details

ÁIn 2008, we launched the Official Business Guide to the London 2012 
Games. Over 46,000 copies have been distributed. This guide has 
now been joined by a new guide entitled óWinning Businessô that 
focuses on the tendering process in more detail.



Coffee Break

See you at 

Destination Suffolk: Maximising the 

Opportunity for Suffolk Tourism

2nd March 2011

Stoke by Nayland, Hotel, Golf and Spa

ÅExploit the potential of the 2012 games

ÅA PR Master Class

ÅHow Suffolk can become a premier Food & Drink destination

ÅThe latest thinking in social media



óReaching New Audiencesô

Choose Suffolk is an initiative of the Suffolk Development Agency



Social Media Revolution Video

Click here to play video

http://www.youtube.com/watch?v=sIFYPQjYhv8 

http://www.youtube.com/watch?v=sIFYPQjYhv8
http://www.youtube.com/watch?v=sIFYPQjYhv8
http://www.youtube.com/watch?v=sIFYPQjYhv8
http://www.youtube.com/watch?v=sIFYPQjYhv8
http://www.youtube.com/watch?v=sIFYPQjYhv8


The Staycation ïwas it real? 

Å Yes! 18% increase in number of holiday trips taken in 2009 ï

quarter of the population changed their behaviour!

Å `Switchersô ïreplaced a foreign holiday with one at home

Å `Extrasô ïdesire to take more short breaks in UK

Å Overall 86% approval ïeither excellent or good rating.



Campaigns 2011

ÅGreat Days Out ÅFestivals SuffolkÅSuffolk Breaks

ÅSuffolk 

Threads

ÅSuffolk Food & 

Drink



Marketing Platforms

ÅPRÅOnline / Web

ÅPrint (brochure / 

advertising)



Campaign Evaluation 2010
Respondents were asked if they recalled seeing the various elements 

of the marketing campaign.

ÅVisit Suffolk eNewsletter: 73% recalled seeing an eNewsletter

ÅVisit Suffolk website: 73% recalled seeing the website

ÅGreat Days Out 2010 brochure:  55% recalled seeing the brochure

ÅShort Breaks 2010 brochure: 47% recalled seeing the brochure

ÅFestivals Suffolk brochure: 16% recalled seeing the brochure

ÅRadio Advert for Great Days Out: 8% recalled hearing an advert



Pre-screening Å 34% of UK market use a 

tourist board website for 

UK holidays

Å 15% use them for 

overseas holidays

Å Respondents are:

ïmore likely to visit an 

accommodation 

providers website than 

they are a tourist 

board website

ïmore likely that they 

will use a tourist board 

website as they are a 

printed brochure
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Profile
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Tourist Board Website User

ÅTourist Board website users slightly more 

inclined to be younger

ÅYounger people more likely to be online 

compared to older people

Age profile

Index of website users against national panel total



Expect to use a Tourist Board website for

Å The mains reasons people see to 

use a Tourist Board website are 

functional reasons

ïto look up specific things to 

see or do

ïget maps

ïlook at what events are on.

Å Less than half see a Tourist 

Board website offering 

accommodation booking but they 

do see them offering ideas for 

accommodation options.
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Consumer review websitesÅ Different websites have 

different strengths

Å Testimonials and 

reviews are the most 

important features of 

TripAdvsior

Å Price comparisons is 

most important for 

Travelsupermarket

Å TimeOut has a wide 

range of important 

elements but all of them 

relate to what is on in the 

chosen destination
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Most important element of a consumer review website



Online travel company websites

Å Price comparison is the 

most important element 

for users of online 

travel companies

Å Accommodation 

reviews comes a close 

second

Å Lastminute has a wider 

use than the other sites 

so a wider range of 

elements is deemed 

important
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Influences

ÅSpecial offers on a tourist 

board website is most 

likely to encourage a trip

ÅImages of the area and a 

list of things to do would 

also help

ïPeople like to know 

that it will be their type 

of place and have 

enough to keep them 

occupied
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Presenter: Kirsty Dilley



What is Guestlink?
·Guestlink is the UK's fastest 
growing accommodation web 
booking and management 
system

·Guestlink allows you to 
manage your information, 
availability, and much more 
through easy-to-use pieces of 
software 

·Guestlink is used by leading 
UK tourist boards and 
destinations 



Why should I use Guestlink?

·Links in with your Visit Suffolk entry

·Quick and easy to use

·Update once for many websites including Visit Britain, 
Visit East of England, Roomcheck & our network of 
Tourist Information Centres 

·Cost effective

·Great support 7 days a week

·Designed & developed in consultation with providers like 
you



What does Guestlink do?

·Access to Guestlink online is FREE

·Manage information about your property, from facilities 
and descriptions to images and contact details

·Flexible pricing options allow you to set different rates on 
different days, single occupancy, short break and 
childrenôs pricing and much more.

·One-click availability updating

·Update by phone, fax or online

·View potential advertising channels in your area

·View and manage all your bookings in one place



Visit Suffolk
ÅGuestlink works in 
partnership with Visit 
Suffolk

ÅVisit Suffolk is a top 
listing on Google 
searches with a large 
audience

ÅUpdating Guestlink 
updates your entry on 
Visit Suffolk

ÅTo become a member 
of Visit Suffolk please 
contact Bridget Parker 
on 0844 9808512



Guestlink + Products
Guestlink offers a wide range of + Products that you 

can add to your account to help you to increase 
bookings and earn extra income, including:

·Guestlink + Web Booking

·Guestlink + Diary

·Guestlink + Booking Extras

·Guestlink + Affiliates



Guestlink + Web Booking
·Enable visitors to 
view availability 
directly on your 
website

·Increase your 
bookings

·Visitors are less 
likely to go elsewhere

·Your room 
availability is 
synchronised with 
Guestlink Online



Guestlink + Diary
·Alternative to a paper diary, 

safely stored online in your 
Guestlink account

·Quick glance 'who & when' 
booked

·Highlight special dates

·Print out arrivals and 
departures lists

·Automatically updates from 
all your online bookings

·Option to top up with 
manual bookings



Guestlink + Booking Extras

·Extras could include a packed 
lunch, box of chocolates or even a trip 
to the local health spa 

·Offer your guests something a little 
extra at the point of booking

·Allow your guests to customise 
their stay

·-ÁËÅ ÙÏÕÒ ÇÕÅÓÔÓȭ ÓÔÁÙ ÅØÔÒÁ ÓÐÅÃÉÁÌ

·Can increase booking length



Guestlink + Affiliates

·Increase advertising 
potential on local 
attraction websites

·Increase bookings

·Reach a different 
audience of visitors

·Works in partnership 
with Guestlink Online



What should I do next?

·Call the Guestlink team on 0845 1662217 for your 
login details

·Arrange a free training session to get started

·Sign up to Guestlink + Products online to start 
increasing bookings and your web presence 

·Come and talk to me! 
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Social Media!



43

Benefits

ÅNPD

Å real time responsiveness

Å reach

Åaccurate research

Åreduced communication costs



BIG
p i c t u r e



FRAGMENTATION





INTERRUPTION
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BROADCAST
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BROADCASTNARROWCAST
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trust

friends

believe
experts

like



sharing
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dialogue

openness

honesty
helping

CONVERSATION
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Social Media
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young people
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Most popular topic?

GARDENING



?
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people LIKE you
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people TRUST you
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people BUY from you
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3 things to try
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LinkedIn
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Twitter
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Facebook
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Strategy
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website
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twitter
linkedin

facebook

myspace

youtube

slideshare

flickr

picassa
eventbrite
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Website

79



Åshare

Å give

Å advise

Åhelp

80

Åsell

Åpromote

Åspam

Åpreach



Åsow seeds/kiss frogs

Åkeep front of mind

Å build relationships

Åmake yourself referable

Å show interest

81



questions

82
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adam@grayuk.com

020 8144 5805

07779 572122

www.grayuk.com/cf



Move Forward with an 

Apprenticeé

How can your business 

benefit?



Lisa Bebbington 

Senior Business Development 

Co-ordinator



West Suffolk Collegeé.

ÅVery good track record of success and 
achievement ïevidenced by our Training 
Quality Standard and Ofsted

ÅBeacon Statusïñshining exampleòto 
other colleges and training providers

ÅFlexible delivery

ÅResponsive to employer needs

ÅExperienced in working with many high 
profile companies



Aims and Objectives for today:

Aims: To understand how apprenticeships are 
delivered, frameworks and content. 

ÅTo understand about the National 
Apprenticeship Service

ÅTo understand funding available and the On 
Our Marks campaign for Suffolk

Objectives:

ÅDescribe the benefits to businesses

ÅOutline funding, support and wage subsidies 
available



Governmentôs commitment

Comprehensive Spending Review:

ÅBoost of £250 million for adult apprenticeships 

providing up to an additional 75,000 

apprenticeships places per year nationally until 

the end of the spending review

ÅAssistance to encourage SMEs to recruit an 

apprentice



ÅThe National Apprenticeship Service began 

on 1 April 2009

ÅNAS will provide an Employer Services 

Manager to support and guide each employer 

throughout the apprenticeship

National Apprenticeship Service

(NAS)



ÅFebruary 2009 ïweb-based national 

Vacancy Matching Service launched to bring 

employers and potential apprentices together

http://www.apprenticeships.org.uk/Be-An-

Apprentice/Searching-for-Vacancies.aspx

ÅFree service for employers

http://www.apprenticeships.org.uk/Be-An-Apprentice/Searching-for-Vacancies.aspx
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An Apprenticeship Framework

ÅMain Aim ïNVQ, Certificate or Diploma or 

other approved mix of units

ÅFunctional/Key Skills including English and 

Maths

ÅEmployment Rights and Responsibilities

ÅTechnical Certificate

ÅWider Key Skills



What are NVQs (Certificates and 

Diplomas)?

ÅVocational qualifications

ÅRecognition of existing skills

ÅEvidence of competency in occupational area 

and health and safety

ÅDevelopment of relevant skills 

and knowledge




