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Our Team?

The BID Board is a volunteer board made up of business leaders from across the county.  Further to this there is a BID 
CEO, Business Liaison Manager and part time Marketing Manager who will carry out the day to day execution of the 
Business Plan.

Diane Mansell Tara Emery Sky Cole 

Chief Executive Business Liaison Manager                                       Marketing Manager 

diane@herefordshirecountybid.co.uk tara@herefordshirecountybid.co.uk Marketing@herefordshirecountybid.co.uk

A full list of Board members and areas of representation can be seen here 

https://www.herefordshirecountybid.co.uk/board-and-governance/

mailto:diane@herefordshirecountybid.co.uk
mailto:tara@herefordshirecountybid.co.uk
mailto:Marketing@herefordshirecountybid.co.uk
https://www.herefordshirecountybid.co.uk/board-and-governance/


What Does The Visitor Economy Mean To 
Herefordshire?

● Total economic impact of tourism £470m – £637m 

● Total visitor days 5.77m – 7.725m

● Staying visitor days 2.5m – 3.046m

● Number of day visitors 3.26m- 4.679m

● Number of FTE jobs supported by tourism spend 6,085 – 7,489

Economic Impact by Sector 

○ Accommodation £41m - £55m

○ Food and Drink £164 – £225m

○ Recreation £29m – £35m

○ Shopping £79m – £107m

○ Transport £38m – £53m

○ Other £120m – £160m  
Stats from 2021 compared to 2022 

STEAM Report 



Nicola Said 

VisitEngland 

Regional Lead – North West and West Midlands 



Supporting Herefordshire’s Visitor Economy

Nicola Said, Regional Lead for VisitEngland



VisitEngland overview: 
Who we are

VisitBritain/Getty Images

Supporting the English tourism industry and 

landscape and encouraging domestic trips.

• Implementation of the new 
accreditation of Local Visitor Economy 
Partnerships (LVEPs) and our 
Destination Development Partnership 
(DDP) Pilot

• Support for SMEs, building digital skills

• TXGB, a platform enabling suppliers to 
sell internationally

• Sustainability, Accessibility and 
Welcome advice and guidance

• Winning business events



Latest research and findings



Source: Great Britain Day Visit Survey 2023

Tourism Day Visits 

within England 

reached 272 million in 

Q3 2023, on par wit Q3 

2022, with visits peaking 

at 102 million in August.

The average spend per 

visit was £44, up 10% 

vs the previous year, for 

visits within England. 

Taking inflation into 

account, spend per visit 

was up 3% vs Q3 2022.



Domestic Overnight Trips – Q3 2023

Source: Great Britain Tourism Survey 2023

Between July – September 2023:

There were 29.8 million 

overnight trips in 

England (down 9% vs 

Q2 2023) made by 

British residents.

There were in total 

92.3m nights away and 

they spent £7.8bn on 

their trips (down 10% vs 

Q3 2022).

Great Britain residents 

spent on average £262 

per trip in England

(down 4% vs Q3 2022) 

and £85 per night

(down 1% vs Q3 2022).

The West Midlands 

received 8 million 

overnight trips (8% of 

the England share)

2023 year to date (YTD) England visits were down 2% on 2022 YTD, with spend up 1% in nominal terms, 

although down 7% in real terms. The number of nights down 6% on 2022 YTD



Inbound Tourism – Q3 2023

Source: International Passenger Survey 2023

July to September 2023 (in comparison to Q3 2019):
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Inbound Tourism Forecast 2024



Research and insights – data visualisation tools on 
our website 

Local authority data for short term rentals available

VISA data will allow you to see category spend % and markets %



VisitBritain - global work to re-build and 
strengthen tourism



Marketing & Sales Strategy to drive growth

Vision: Together, we want Britain to be the 

destination of choice for the travellers of tomorrow 

1) Telling our brand story

Curating Britain’s image as a 

welcoming dynamic, diverse 

destination, through industry 

collaboration to maximise impact 

of government investment and 

attract additional funding 

2) Reaching our customer 

With innovative, creative and data-

led marketing in Britain’s most 

valuable inbound markets and 

collaborating with 1HMG on priority 

government themes 

3) Engaging our partners 

Supporting the industry to thrive by 

prioritising the interventions that 

will most effectively grow regional 

and seasonal value for Britain, 

providing UK suppliers with routes 

to market, access to data and 

insight and tools to deliver the 

Great Britain Brand Story

Objective: Get experience seekers who are passionate about travel, who love to discover new, 

unique and exciting experiences they can share with others 

To choose Britain as a holiday destination to visit today, driving incremental spend

By positioning Britain as a welcoming, dynamic, diverse destination



Film & TV excellence is Britain’s shop 

window to the world

In 2022 we had more 

than 220 feature films 

in production 

in the UK

23% of international 

feature films and high-

end TV productions 

shot in the UK (ahead of 

California on 21%) 

3 out of 5 biggest film 

franchises in world 

made in Britain

Source: Social Films, UK Film Industry Stats 2023; Strumpshaw, Tincleton & Gigglewick Maps





Screen as the entry point to inspiring British 
product

• Ted Lasso, Welcome to Wrexham > British football cities 

like Wrexham, Manchester, Liverpool and Newcastle

• Bridgerton, Downton Abbey, The Crown > Britain’s 

castles, palaces, history & heritage 

• Bond, Spiderman, Transformers > Action & adventure 

experiences

• Paddington > Family travel 

• And many more examples

These stories can be told through PR & influencers, web, 

social, and B2B.



VisitEngland - supporting industry and 
destination development



VisitEngland: Our Focus

The

Strategy

Development of England-wide 

visitor economy strategy in 

partnership with Local Visitor 

Economy Partnerships (LVEPs).

The Structure
LVEP Programme Year 2 delivery –

focused support

Hereford - Getty Images/Joe Daniel Price

15-24 March 2024

• Tourism 

Superstar

• MP engagement

• Industry & comms 

toolkits

VEAE event w/c

3 June 2024

Local 

competitions for 

24/25 opening 

Feb 24



Implementing the DMO review 

• Great destinations are great places to live and 

work as well as to visit. 

• Strong leadership and governance means 

more likely to generate sustainable growth in 

the local visitor economy

• They can drive place-shaping agenda

• They can create value-added jobs, bring in new 

talent and stimulate innovation

• VisitEngland is creating a portfolio of nationally 

supported, strategic and high-performing Local 

Visitor Economy Partnerships (LVEPs)

• Implementing Destination Development 

Partnership pilots in the North-East and West 

Midlands



The New Destination Landscape

Visitors

Destination Organisations

Local Visitor Economy Partnerships
(40-45 in total)

VisitBritain, VisitEngland, DCMS

Destination Development 

Partnerships
(15-20 in total)

Might deliver: marketing of 

local destinations, contact 

with tourism businesses, 

products, services and 

infrastructures for visitors
Strategic and high 

performing, recognised by 

VisitEngland

Lead, manage and market 

destinations, collaborate 

locally and nationally

Government policy and national 

strategy and priorities

Strategic objective setting 

in line with national 

priorities and regional 

programme delivery

(Note: only 2 DDP pilots in 

2022-25)

VisitBritain

VisitEngland

DCMS



LVEP status awarded 

as of April 2024 (33 

LVEPs including 

Herefordshire!)

LVEP Status Map



So what does this mean for Herefordshire?

National strategic engagement:

• A clear strategic link for the region from the local to the national level (Government, 
VisitBritain/VisitEngland, other key national bodies) 

• Access via the LVEP to national initiatives, and a clear port of call via the LVEP as the 
delivery partner for visitor economy

• Influencing role on place shaping through work with government and other arm's length 
bodies

Destination and business development:

• Specialist support to help LVEPs and businesses become more sustainable and 
accessible

• Access to a new training and development platforms for businesses and LVEP team 
members

• Support with the development of wider partnerships with other destinations or travel trade



Enhanced destination insights and intelligence:

• Participation in Data Hub initiative to generate more rich data for LVEP destinations, in 
partnership with VisitEngland research team.

• As part of this LVEPs will be able to make use of the data provided while at the same 
time identifying local data sources to feed into the Hub

Network of peer support:

• Opportunities to collaborate with, and learn from, other destinations, businesses and 
organisations across the local and national visitor economy as part of a national 
portfolio of strategic LVEPs

Locally significant status:

• The confidence for businesses of investing in – and supporting - a nationally 
recognised and resilient LVEP. 

So what does this mean for Herefordshire?



Accessibility - New Accessible & Inclusive 
Tourism Toolkit

Main Toolkit

Holistic guidance with real-life 

case studies

Top 20 Tips

Downloadable business-

specific top tips

Action 

Checklists

Downloadable business-

specific actionable checklists 

to plan and prioritise 

improvements

Technical 

Guidance

Built environment guidance 

for renovations, conversions, 
new builds



Championing Accessibility through our marketing



Sustainability – regenerative tourism as VE 
approach

1 Aligned with key frameworks e.g. 

The United Nations 17 

Sustainable Development Goals 

(SDGs)

2
Identified core themes and 

defined the ambition

• Resilient year-round industry

• Regional and seasonal dispersal

• Maximising the benefits to communities

• Thriving businesses and destinations

• Low carbon transport

• Net Zero and responsible resource use

• Nature, wildlife and biodiversity

Aim: Positive transformation for people and places

3
Pulled this together into a clear and 

meaningful framework
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A regenerative tourism framework for 
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Marketing focus - Sustainable year-round 
destination  



Quality – modernisation and simplification

Strengthening the role of quality through modernisation – acting on research findings that 

consumers globally do not see customer reviews as the single trusted source and industry 

relevance.

A percentage of consumers agree 

there is still a role for official star 

ratings in aiding accommodation 

choice, comparable to customer 

reviews.

86

% 
They are even more important to international 

visitors. Both forms of guidance influence younger 

consumers.

Source: Consumer research, Strategic Research and Insight 2022

There is a need for a baseline scheme 

to protect and reassure customers. 

However, relevance are of paramount 

importance.

Source: Industry research, Mustard 2022

.. I want that scheme to continue 

but I want a modern scheme ..“
“



England / Wales border collaboration

There were 29.8 million 

overnight trips in 

England (down 9% vs 

Q2 2023) made by 

British residents.

• A partnership between VisitEngland, VisitWales, Transport for Wales, Local Visitor Economy 

Partnerships in England and Destination management organisations as well as community rail 

partnerships along the border of England and Wales.

• Maximising the potential of the trainline running along the border to create a visitor proposition which 

encourages the exploration of both countries, emphasing the positive opportunities to experience the 

culture and heritage of both countries in one trip.

• Supporting tourism businesses along the border to better understand how to engage with the 

international travel trade.

• Capitalising on TFW travel tools to create inspiring itineraries that communicate the unique offering of 

a holiday that brings in experiences on both sides of the border.

• Geographic focus is the main TFW line from Abergavenny to Chester. This brings in the destinations of 

Chester and Cheshire, Shropshire, Herefordshire, Wye Valley, Monmouthshire, Powys and Wrexham.

• Instead of separately promoting Wales and England to international audiences through this partnership 

there is an opportunity to develop tangible experiences together and promote it jointly.



Thank You

For latest updates, 
subscribe to our 
industry newsletter here:

Connect to our socials:

nicola.said@visitengland.org

Credit – Jody Hartley



Diane Mansell 

Herefordshire County BID and Visit Herefordshire LVEP 

CEO 



What Are The Aims Of Herefordshire County BID?

● To develop and deliver an overarching county-wide strategy to support the Visitor Economy

● To increase footfall, dwell time and spend 

● To promote Herefordshire as a destination to visit, live and work - locally, regionally and nationally

● To manage and fund the Visit Herefordshire website, content creation and PR campaigns

● To work with partners to develop and extend key visitor and leisure developments

● To support visitor economy businesses in an ever-changing economic environment 

● To attract other businesses/ partnerships to join Visit Herefordshire

● To source external funding 

● To secure Local Visitor Economy Partnership status

● To build regional networks to create a VisitEngland Tier 1 Destination Development Partnership  



Achieved National Accreditation 

Industry recognised standard, externally assessed by independent 
auditors, and designed in line with the Business Plan Criteria and 
the National Guiding Principles for a BID. Accreditation provides an 
assessment of:

Governance - The selection process and effectiveness of the board, 
directors and members of the BID.
Management and Operations - The staffing structure, contracts and 
appraisals, insurance policies and data protection.
Financials - The BID financial systems, ensuring professional and 
transparent procedures.
Performance Management - The methods used by the BID to review 
performance.
Communication and Reporting - The BID’s communications activity, 
focussing on how processes and activities are reported

To obtain The BID Foundation Industry Standards a BID Levy Payer must be 
able to access the following information via the BID's website:

1. Contact details for all staff funded through the BID.
2. The current BID business plan.
3. The most recent BID ballot results.
4. Board Directors, name of their business and sector they represent.
5. Details of the governance structure 
6. A mechanism for levy payers to request minutes of Board meetings.
7. How levy payers can provide feedback to the BID. 
8. A published procurement policy. 
9. A register of all pecuniary and personal interests.
10. The annual billing leaflet sent to levy payers.
11. An annual report detailing the BIDs achievements and annual accounts.

https://www.herefordshirecountybid.co.uk/awards-and-accreditations/

https://www.herefordshirecountybid.co.uk/awards-and-accreditations/


https://www.herefordshirecountybid.co.uk/training-and-development-opportunities/

https://www.herefordshirecountybid.co.uk/training-and-development-opportunities/


● Visit Herefordshire Website 
● 2022 – 338,689
● 2023 – 593,455

● BID E-Newsletters 
● 15 April 2024 – 63.3%
● 10 April 2024 – 48.7% 
● 29 March 2024 – 52.5%
● 26 March 2024 – 49%
● 15 March 2024 – 67%  

● Visit Herefordshire Consumer E-Newsletters
● 15 March 2024 – 57.7%
● 9 March 2024 – 56.3%

● Drop-In sessions / Monthly Roadshows

● Visitor Information Tent – Events 

Improved Communication Methods



Social Media Performance  
Media Platform Date Followers Date Followers 

LinkedIn 2 May 2023 42 22 April 2024  1070
Facebook VH 2 May 2023 10,000 22 April 2024  11,348
Facebook BID 2 May 2023 0 22 April 2024  134
Instagram 2 May 2023 14,400 22 April 2024  14,924

Twitter VH 2 May 2023 10,100 22 April 2024  10,050
Threads 2 May 2023 0 22 April 2024  2,226



Visit Herefordshire Map Leaflets 



Grant Funding Opportunities 

The HCBID has launched a grant fund for Market 

Towns and Rural Locations 

● Increase footfall, dwell time and spend

● Promote Herefordshire as a destination to visit, 

live and work 

● Develop stronger partnerships across the 

county to deliver more opportunities for the 
Herefordshire Visitor Economy 

● Deliver promotional campaigns to highlight the 

range and quality of businesses within 
Herefordshire 





https://www.herefordshirecountybid.co.uk/herefordshire-film-office/

https://www.herefordshirecountybid.co.uk/herefordshire-film-office/


https://www.herefordshirecountybid.co.uk/herefordshire-film-office/

https://www.herefordshirecountybid.co.uk/herefordshire-film-office/


https://www.herefordshirecountybid.co.uk/herefordshire-film-office/

https://www.herefordshirecountybid.co.uk/herefordshire-film-office/


https://www.herefordshirecountybid.co.uk/herefordshire-film-office/

https://www.herefordshirecountybid.co.uk/herefordshire-film-office/




Employee / Employer Discount Card 

Currently 19 Offers and 

more in development 

https://www.herefordshirecountybid.co.uk/__employee-discount-scheme/

https://www.herefordshirecountybid.co.uk/__employee-discount-scheme/




Visit Herefordshire Ambassador

• To promote HCBID / Visit Herefordshire to support the delivery of the companies aims and 

objectives.

• To Build a supportive network of businesses, partner organisations and influencers to increase 

brand visibility

• Ensure active engagement with key stakeholders and businesses spreading the message far 

and wide.

• Promoting and supporting the delivery of HCBID/ Visit Herefordshire projects

Purpose of HCBID Ambassador Programme is:

https://www.herefordshirecountybid.co.uk/ambassador-programme/

https://www.herefordshirecountybid.co.uk/ambassador-programme/




Why enter the Visit Herefordshire Tourism Awards:

• Stand out from the crowd?
• Raise your profile with the media?
• Reward your team and boost morale?
• Attract the best staff?
• Receive business feedback?
• Raise the quality of your business
• Go forward to the VisitEngland Awards
• Celebrate all that is wonderful about your 

business?

https://www.herefordshirecountybid.co.uk/visit-herefordshire-tourism-awards/

https://www.herefordshirecountybid.co.uk/visit-herefordshire-tourism-awards/


Categories:

• Accessible and Inclusive Tourism Award
• B&B and Guest House of the Year
• Business Events Venue of the Year 
• Camping, Glamping and Holiday Park of the Year
• Visitor Attraction of the Year
• Ethical, Responsible and Sustainable Tourism Award
• Experience of the Year
• International Tourism Award
• Large Hotel of the Year
• Small Hotel of the Year
• New Tourism Business of the Year
• Pub of the year
• Self Catering Accommodation of the Year
• Taste of England
• Unsung Hero Award

https://www.herefordshirecountybid.co.uk/visit-herefordshire-tourism-awards/

https://www.herefordshirecountybid.co.uk/visit-herefordshire-tourism-awards/


Key Dates:

• Application Stage – 1 May – 31 July 2024
• Round 1 Judging – 1 August – 31 August 2024
• Round 2 Judging – 1 September – 31 October 2024
• Finalists Announced – November 2024
• Visit Herefordshire Tourism Awards Evening – 21 February 2025

https://www.herefordshirecountybid.co.uk/visit-herefordshire-tourism-awards/

https://www.herefordshirecountybid.co.uk/visit-herefordshire-tourism-awards/


Summer of Fun Festival



Volunteer Membership 

Raise your business profile and visibility, benefit from PR, promotional campaigns and feature on Herefordshire marketing and social 
media platforms

The Herefordshire County BID is funded and led by Levy paying Herefordshire tourism businesses formed to support the economic
development of Herefordshire’s tourism sector. Visit Herefordshire is our visitor facing brand.
You too can be part of the plan by engaging, and taking advantage of the momentum through joining forces with us to make 
Herefordshire even greater!

The Herefordshire County Destination BID/ Visit Herefordshire is offering all tourism providers in Herefordshire a chance to join us to be 
part of a much bigger visitor economy picture.

SO, HERE’S YOUR CHANCE…

Become a member of Herefordshire County Destination BID

https://www.herefordshirecountybid.co.uk/voluntary-membership/

https://www.herefordshirecountybid.co.uk/voluntary-membership/


David Wright 

Herefordshire County Council 

Head of Economy & Regeneration



Funding for Tourism
David Wright - Head of Economy & Regeneration 



Funding for Tourism

UK Shared Prosperity Fund (UKSPF) & Rural England Prosperity Fund (REPF)

supporting local communities & businesses 2022 - 2025 

• Rural Tourism grants (REPF)

• Rural Enterprise Fund grants (REPF)

• Cultural Development grants (UKSPF)

• Community Infrastructure grants (REPF)



Rural Tourism Grants – Rural England Prosperity Fund

Overview

Projects which help the development of local tourism, green tourism & rural leisure sector

• Development & improvement of rural venues

• Improvement of visitor attractions 

• Development of tourism trails & experiences

• Improvement of visitor accommodation (excluding maintenance works)

• Development or improvement of camping/ glamping sites

• Improving the Herefordshire visitor experience

• Improving disability access to tourism attractions or accommodation, in order to improve 
inclusive tourism



Rural Tourism Grants – Rural England Prosperity Fund

Key features of funding

• Capital grants for businesses

• Up to 75% of the total eligible project costs

• Grants of between £10,000 - £24,999

• Rural areas, including Market Towns, (excluding Hereford City & Colwall)

• Demonstrate value for money, added value & consider impact on the natural environment.

Application Process

• Complete the Expression of Interest form ASAP (online form)

• Receive invitation to apply

• Submit full application by Sunday 12 May 2024 (midnight)

• Any queries or support, contact Herefordshire Growth Hub 

• Contacts: business@herefordshire.gov.uk – (01432) 383343

mailto:business@herefordshire.gov.uk


Rural Enterprise Fund – Rural England Prosperity Fund

To support new & existing businesses to develop new products & facilities that will be of wider benefit to the 
local economy. Includes agricultural diversification to creation of leisure/ tourism businesses, which add value to 
the visitor experience.

Key features of funding

• Capital grants for businesses

• Up to 50% of the total eligible project costs

• Grants of between £5,000 - £50,000, (Maximum of £10,000 for new/ start-up businesses)

• Rural areas, including Market Towns, (excluding Hereford City & Colwall)

Application Process

• Complete the Expression of Interest form ASAP (online form)

• Receive invitation to apply

• Submit full application by Sunday 5 May 2024 (midnight)

• Contacts: Business Grants Team: ref@herefordshire.gov.uk – (01432) 260787 or (01432) 260662

mailto:ref@herefordshire.gov.uk


Cultural Development – UK Shared Prosperity Fund

To help existing local cultural, historic & heritage institutions to strengthen their operation, enhance their visitor 
offer & put on more programming specifically linked to their sites or assets.

Key features of funding

• Revenue grants for organisations registered in Herefordshire with legal status, (includes businesses & 
community groups) 

• Should deliver increased visitor numbers, increased number of programmes, improved perception of facilities 
& amenities

• Up to 100% of the total eligible project costs

• Grants of between £1,000 - £9,000

Application Process

• Not currently open for applications, but reopens in Summer 2024, (look out for updates)

• Any queries, email Sarah Lee, Culture Lead at sarah.lee@herefordshire.gov.uk

mailto:sarah.lee@herefordshire.gov.uk


Rural Enterprise Fund – Community Infrastructure Fund

To fund the development of community assets, such as buildings or equipment, to enable local voluntary groups 
to make better or more use of facilities, improve accessibility, or provide equipment to enable more or different 
activities Could include energy efficiency improvements, building fabric upgrades, EV charging, new or 
enhanced green spaces which deliver tangible improvements to local communities where people live, study & 
work.

Key features of funding

• Capital grants for community groups

• Up to 80% of the total eligible project costs

• Grants of between £10,000 - £24,999

• Rural areas, including Market Towns, (excluding Hereford City & Colwall)

Application Process

• Complete the Expression of Interest form ASAP (online form) by Monday 3 June 2024 (9 am)  

• Receive invitation to apply

• Submit full application by Monday 1 July 2024 (9 am)

• Any queries, including advice & support ukspfcommunitygrants@herefordshire.gov.uk

mailto:ukspfcommunitygrants@herefordshire.gov.uk


Support for Businesses & Grant Applicants

First point of contact – Herefordshire Growth Hub

Further support & advice – Herefordshire County BID

• Rural Tourism grants - business@herefordshire.gov.uk

• Rural Enterprise Fund grants - business@herefordshire.gov.uk

• Cultural Development grants - Sarah Lee, Culture Lead at sarah.lee@herefordshire.gov.uk

• Community Infrastructure grants (REPF) - ukspfcommunitygrants@herefordshire.gov.uk

Sign up for Business Matters Newsletter & updates - business@herefordshire.gov.uk

mailto:business@herefordshire.gov.uk
mailto:business@herefordshire.gov.uk
mailto:sarah.lee@herefordshire.gov.uk
mailto:ukspfcommunitygrants@herefordshire.gov.uk
mailto:business@herefordshire.gov.uk


Clive Hall 

Place Informatics

CEO 



Powered by: 

Footfall and Visitor Overview
All data is anonymised, aggregated and GDPR compliant

Placeinformatics.com

Clive Hall
CEO

clive@placeinformatics.com
07726 355277



Methodology Powered by: 

Herefordshire Visitor and Footfall Overview

All data is anonymised, aggregated and GDPR compliant



Visitors 2024 vs 2023 Powered by: 

Herefordshire Visitor and Footfall Overview

All data is anonymised, aggregated and GDPR compliant
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Total Towns Visitors 2023 vs 2022 Powered by: 

Herefordshire Visitor and Footfall Overview

All data is anonymised, aggregated and GDPR compliant
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Visitors 2023 vs 2022 Powered by: 

Herefordshire Visitor and Footfall Overview

All data is anonymised, aggregated and GDPR compliant
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Kington 3% -4% -6% -4% 2% 2% 3% 5% 4% 2% -5% -1%

Ledbury -3% -5% -3% -4% -1% -2% 10% -9% -6% -4% -1% -3%

Leominster -1% -3% -2% -3% 0% -1% -9% -10% -3% -1% -3% -1%

Ross on Wye -1% -2% 1% -2% 3% 1% 4% 4% 1% -2% -4% -1%
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Hereford Ross on Wye

Town Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec

Hereford -2.5% -0.5% -5.0% -5.5% -4.1% -4.3% -4.8% -5.6% -5.0% -1.1% -3.6% -4.3%

Ross on Wye -5.0% -4.7% -3.1% -5.0% -0.8% -6.8% -1.7% -1.8% -0.9% -4.8% -5.9% -2.6%
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Town Morning Afternoon Evening Night

Bromyard 12.20% 15.20% -3.95% -20.60%

Hereford 0.86% -0.51% -8.45% 3.48%

Kington 5.81% 8.97% -2.41% -16.47%

Ledbury 5.64% 1.18% -8.80% -1.34%

Leominster 5.80% 5.91% -4.56% -8.37%

Ross on Wye 0.46% 1.07% 1.99% 20.20%
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February August October Town February August October

Bromyard 7.60% 7.50% 8.80%

Hereford 7.90% 8% 9%

Kington 7.50% 7.70% 8.20%

Ledbury 8.10% 7.80% 8.00%

Leominster 7.70% 7.80% 8.90%

Ross on Wye 7.20% 11% 8.20%
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West Midlands South West Wales South East North West
Town West Midlands South West Wales South East North West

Bromyard 98.1% 0.3% 0.4% 0.5% 0.1%

Leominster 95.0% 0.4% 3.6% 0.3% 0.2%

Hereford 92.8% 3.2% 3.1% 0.5% 0.2%

Ledbury 80.7% 17.4% 0.5% 0.8% 0.1%

Kington 77.9% 0.4% 21.4% 0.0% 0.0%

Ross on Wye 53.7% 40.1% 5.1% 0.4% 0.1%
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Leominster 95%

Kington 77.9%

Hereford 92.8%

Ledbury 80.7%Bromyard 98.1%

Ross-on-Wye 53.7%
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South West 78.4% South East 16.2% London 0.5% East Anglia  0.5%
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Town High Medium Low

Ledbury 87.20% 10.30% 2.50%

Hereford 67.90% 16.40% 15.70%

Ross on Wye 64% 16.20% 19.80%

Bromyard 42.50% 50.30% 7.20%

Kington 35.50% 21.50% 43.10%

Leominster 27.30% 27.90% 44.80%
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Weekday: YTD Footfall  
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2024 2023

Town 2024 2023

Hereford 2117622 2162589

Ross on Wye 665000 652024

Leominster 440081 438468

Ledbury 393867 395392

Kington 148745 149212

Bromyard 129799 123514

Town YoY

Bromyard 5.1%

Ross on Wye 2.0%

Leominster 0.4%

Kington -0.3%

Ledbury -0.4%

Hereford -2.1%
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Kington 2.6%

Bromyard 2.1%

Ross on Wye -0.7%
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Hereford -9.7%
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Hereford 779379 863072

Ross on Wye 237351 239033

Leominster 154111 158524

Ledbury 146411 156200

Kington 55080 53693

Bromyard 50417 49389
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Rishi Sood 

Place Support Partnership  

Founder



BUSINESS 

COST SAVINGS & 

SUSTAINABILITY



BACKGROUND

SAVINGS – SUPPORT - SUSTAINABILITY

IMPARTIAL 

FUNDED 

ADVICE AND 

GUIDANCE

£1OM+ IN 

EFFICIENCES 

IDENTIFIED 

FOR SME’S

100+ PLACE 

FOCUSED 

PROGRAMMES

LAUNCHED

15+ YEARS OF 

EXPERIENCE 

WORKING 

WITH BIDS

“This programme comes at a critical time for businesses in need of support and 

advice which really delivers for them. As a BID we are delighted to support this 

and can’t wait to see the cost savings which can be realised in the County.”

Diane Mansell, CEO of Herefordshire County BID



BUSINESS COST SAVINGS

SAVINGS – SUPPORT - SUSTAINABILITY

This partnership will provide free advice and support to all Herefordshire 

businesses to help them save money on their business costs.

This includes savings on new contracts, advice on the cost-of-doing-business 

crisis, and how to achieve the best value on essential services such as gas, 

water and insurance.

Providing help with:

• Improving cashflow

• Improving profitability

• Freeing up capital to invest

• Becoming cost efficient

To start saving today call 03330 156 289 or email 

info@herefordshirecountybid.co.uk



RESULTS TO DATE SINCE LAUNCH IN JANUARY 2024

SAVINGS – SUPPORT - SUSTAINABILITY

£50,748
savings identified 

50+
meetings 

conducted

33
bills gathered for 

review

£1711
average saving

£7,500
savings for one 

business

11
Businesses 

enrolled



Fiona Reece

Travel Tonic

Founder



PR and Social 



Today 
• Introductions 

• Our work with Visit Herefordshire 

• Ways YOU can get involved 



T r a v e l  T o n i c  – w h o  a r e  w e ?

• Small specialist travel PR agency based near Ross

• PR Team: Fiona Reece / Emma Humphreys 

• Over 25 years of travel and tourism experience

Tourist Boards: Australia, Namibia, Ireland, New 
Zealand, Devon, Enjoy England Excellence Awards, 
Carmarthenshire, Visit Dean Wye  

Domestic Tourism – Hotels, Cottages, Glamping sites, 
Activities, Transport, English Heritage, England Rugby 
Travel for Rugby World Cup, Celtic Trails walking 
holidays  

• Working with in-house teams, agencies and founder 
run businesses 

• With Visit Herefordshire since September 2020



T r a v e l  T o n i c  – w h a t  w e  d o  

• Project work and retained relationships 

• Social media audits and strategy development 

• Crisis training, communications workshops 

• Coaching businesses on how they can become great 
storytellers  - Create Your WOW! 

• www.traveltonic.co.uk

http://www.traveltonic.co.uk/


Destination PR & Social  

Securing exposure for Herefordshire as a 
destination – through ‘earned’ media (press 
coverage) and through Visit Herefordshire’s 
owned social media channels 

Targeting day and stay visitors  

Places to stay, events and experiences are 
integral to everything we do

We need you.. We need each other..

We are always looking for a story …

W o r k i n g  w i t h  H e r e f o r d s h i r e



Promote creative campaigns working with 
Orphans Press – eg Cider Circuits, Dark Skies 
guide,  to make the county and its offering stand 
out  

Proactive pitches - generating travel features –
from press visits to the county as well as 
storytelling through creative content working 
with influencers on social media

Issuing news – about new products/ places to 
stay/ experiences, events and availability   -
tapping into consumer trends and ways in which 
people are looking to travel 

Seasonal opportunities and news hacking 

Everything is integrated into our social media 

H o w  w e  w o r k  – o u r  t o o l s  



Striking the balance between 

• The industry and destination needs from an 
economic and positioning  point of view 

• with ..sparks interest and action from the 
consumer 

• and the media’s agenda and opportunities 

O u r  f o c u s   



R e c e n t  e x a m p l e s  o f  c o v e r a g e



R e c e n t  e x a m p l e s  o f  c o v e r a g e



Influencer trips - @catchfiftytwo 

Em Zodee – 33K followers 

London centric foodies 

Em went on an incredible foodie trip around the 

county

• 4 reels which reached over 18K 

• 1 static grid 

• Collaborative posting with VH and 3 other hosting 

partners 

• Daily stories for each reel going live – on average 

10 per day 

• Sharing her photography for VH future use 

S o c i a l  m e d i a  p a r t n e r s h i p s



• Keep us updated on your news – Tell Tara ! 
• Get involved with our campaigns 
• Host our media and influencer stays
• Send us hi resolution images for press and 

social 
• Tag us into social media posts 
• Use our campaign hashtags 
• Plan ahead as much as you can 
• Watch out for requests on the DBID 

newsletter
• Collaboration is everything ! 

W a y s  t o  g e t  i n v o l v e d  



Immediate future 
Press releases on the following:
• Micro foodie breaks 
• Herefordshire’s festival towns
• Half term staycation round up
• Summer of fun – family focus 

Press trips : 
• Daily Telegraph – stargazing 
• The Guardian – Golden Valley Foodie Break
• Green Traveller – Walking the Golden Valley 

Pilgrim Way 
• Looking to appoint Herefordshire’s official 

festival photographer 

W h a t ’ s  c o m i n g  u p  !  



I n f l u e n c e r  p l a n n i n g  – a  f e w  p r o j e c t s  i n  p r o g r e s s   

Wine Weekends Active Adventurers Family adventure 
May 2024 July 2024 August 2024

Apples for Autumn 
Cultural Explorer 

September 2024

Working with @llioanghard and 

@batchout with over 35K followers 

Planning a campaign with 

@the.travel.project – Charlie and Jess 

174K followers on Instagram

To arrange a walking focused trip

• Focus on value for money staycations 

• Active adventures for all the family 

• Capture imagery for use across VH 

channels 

• Link to Summer of Fun events in the 

county 

• Looking at West Midlands based 

influencer 

Working with @ellypear – a food writer 

from Bristol passionate about travel and 

sustainability – 144K followers on 

Instagram and massive engagement for 

reels 



M e d i a  a n d  I n f l u e n c e r  p l a n n i n g

Garden Lovers 
Watkins Way 

h.Art Herefordshire’s 
Winter Warmers 

Summer Autumn Winter 2024

Looking into the various flower and 

gardening lifestyle influencers who 

would be right for this type of trip 

such as   @dahliabeach  or 

@londonispink 

• A winter adventure around the 

county focusing on the most 

incredible winter landscapes, gastro 

pubs and cosy boltholes – potentially 

@missamandalamb – Amanda Lamb 

65K followers 

Highlighting the creative 
communities within the county for 
local and visitor audiences - h.Art 
breaks, trails  - longevity of 
messaging 



A n d  f i n a l l y  . .  S u p p o r t i n g  V I S I T  E N G L A N D

• New openings, new/stand-out events and festivals for June, 
July and August. 

• Focus on experiences for the set-jetting (combining travel 
with film & TV) and gig-tripping (combining travel with 
music) trends!

• New responsible tourism experience - rewilding retreats, 
eco-friendly accommodation, wildlife encounters, sustainable 
restaurants

• Focus on pre-nesters (25-34 without children)  national 
audience.

• For the summer holidays we will look to include stand-out 
brand-new family-friendly experiences.

• Need for image and video assets to support stories 



Elizabeth Parbutt 

Orphans 

Marketing and Strategy Lead 



Brand & Marketing



Introducing Orphans

● Specialist creative, digital and performance 
marketing agency

● Team of 35 

● Experience across consumer & B2B

● Including Royal Society of Sculptors, Go! 
Southampton (BID), South Bank BID, Visit 
Pembrokeshire, Celtic Routes, British Museum, 
Radnor Hills, Chase Distillery, Edward Bulmer 
Natural Paint 

● Since 2020 - leading brand & marketing for VH



What we do for Visit Herefordshire

● Responsible for brand positioning, strategy & visual identity

● Devise impactful, original Marketing Campaigns

● Ensure Website is packed with enticing ideas & inspiration 

● Inspire visitors with regular E-newsletter

● Continue the on-brand look & feel from Social graphics to Maps

● Reach new audiences with online ad campaigns

● Encourage visitors to do more via Visitor Guide & Map

● Dovetail with the work of Travel Tonic



Our Brand DNA

Real
Grounded
Soul
Provenance
Undiscovered
Wild
Authentic
Close to nature
Unexpected
Ancient
Foodie



Lead Campaign: The Stargazers’ Guide to Herefordshire
● One of darkest counties in England 

● Astro-tourism is a growth area: earns Northumberland 
£25m/year

● Created & designed The Stargazers’ Guide to Herefordshire
○ Supper & stargazing: Best places to stargaze with 

nearby pubs 
○ Starry stays: Stellar accommodation

● Key content for website, e-news, socials & PR…and long-lasting

● Grow over time from new facilities/experiences through to 
product development e.g. dark skies reserve, stargazing festival

● Brilliant response: 978 downloads this April



Upcoming campaigns

● Extend Stargazers with Heavenly Campsites

● Celebrate Herefordshire Trail’s 20th anniversary 

● Focus on accessibility with Wye Valley National 
Landscapes



Upcoming campaigns

● Planning for Apples for Autumn - providers’ consultation

● Launched  2021, authentic to county & really engages

● Build on success of Cider Circuits  & fantastic producers 

● Big events AppleFest and Big Apple

● New itineraries e.g. Cideries by Bus, leisurely cider circuits

● Develop programme of Walk, Talk & Taste events

● Work with Hereford Zipper & Daffodil Line

● Link food & drink and retail 

● First pressing, nature aspect, key messages for all to use



Campaigns: Get Involved

Tell us your plans & ideas

Attend the Zooms

Respond to calls for content

Creatively use campaign themes

Make use of VH content & media library  



E-newsletters



Website

● Regular homepage refreshes 

● Trip ideas & itineraries 
e.g.  Michelin Eats

Best canoe & SUP experiences
Active Adventures itinerary (coming soon)
Wine Weekend by Bike

● Launch new pages e.g. Winter Delights 

● Downloadable walking routes e.g. Starlit Stroll

● Technical upkeep

● Stats dashboard



Website: Get Involved

Refresh your directory listing

Add events listings

Direct your customers to the site 
so they can plan their trips

Levy payers = golden apple partner
Limited listing for non-payers
Voluntary membership available!



Glenn Jones

Herefordshire County BID and Visit Herefordshire LVEP 

Co-Chair



Where can I find more details?

Full details can be found on:

Herefordshire County BID / Visit Herefordshire LVEP

www.herefordshirecountybid.co.uk

Visit Herefordshire 

www.visitherefordshire.co.uk

http://www.herefordshirecountybid.co.uk/
http://www.visitherefordshire.co.uk/
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