


Opening Remarks

Joanna Hilditch and Glenn Jones 

Herefordshire County BID Co-Chairs



9:45 AM – 12:00 PM - Presentations
Opening Speeches – Jo Hilditch and Glenn Jones, Co-Chairs of the Herefordshire County BID
Lady Victoria Borwick, Chairman of VisitEngland and VisitBritain
Nicola Said, VisitEngland
Visit Herefordshire LVEP & Destination Management Plan Presentation
Herefordshire County BID Updates

12:00 – 1:00 PM - Lunch – Hummingbird Bar / Networking / Marketplace

1:00 – 1:50 PM - Session 1 – Breakout Sessions
(Main Room, Box 3–5, Box 6–8)
Breakout 1 – Visit Herefordshire Tourism Awards Training – Hints, tips and application guidance
Breakout 2 – Get Fully Booked – Using your own website to get bookings 
Breakout 3 – Place Informatics – Learning more about Herefordshire County BIDs footfall counters to guide marketing and business planning 

1:50 – 2:00 PM - Changeover

2:00 – 2:50 PM - Session 2 – Breakout Sessions
(Main Room, Box 3–5, Box 6–8)
Breakout 4 – Visit Herefordshire Tourism Awards Training – Hints, tips and application guidance
Breakout 5 – Get Fully Booked – Using your own website to get bookings 
Breakout 6 – Place Informatics – Learning more about Herefordshire County BIDs footfall counters to guide marketing and business planning 

2:50 – 3:15 PM - Drinks Break

3:15 – 4:30 PM - Dark Skies Tourism – What you can do as a business to take full advantage of Herefordshire’s Dark Skies 
Yolande Watson – CPRE Herefordshire & Founder of Dark Skies Herefordshire
Shelia Jones – Upperfields Farm, 
Richard Fishbourne – Bugs and Beasties

4:30 – 5:00 PM - Networking and Marketplace





Nicola Said - VisitEngland 

Regional Lead – Northwest and West Midlands 



VisitEngland Update: Driving Growth 

through Tourism
Nicola Said



VisitEngland overview: 
Who we are

Supporting the English tourism industry and 

landscape and encouraging domestic trips.

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

• Support for SMEs, building digital skills

• Sustainability, Accessibility and Welcome advice 
and guidance

• TXGB, a platform enabling suppliers to sell 
internationally

• Developing and championing the England 
brand with consumers, using owned and earned 
channels to reach consumers

• Winning business events
Visit Tees Valley/Michael LazenbyVisitBritain/Getty Images



Today’s presentation

Driving growth through tourism

• Understanding future of tourism and 

future trends

• Attracting international audiences

• Adopting a regenerative approach

Hereford - Getty Images/Joe Daniel Price



Future trends - insights



Source: International Passenger Survey to 2023; Oxford Economics forecast from 2024. Oxford forecast for 2024 shown for consistency and as 
it is more recent than VB forecast; VB forecasts visits below this for 2024

Inbound tourism to the UK – visits (millions), trend and forecast
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Rapid recovery in inbound visits expected in 
2025/26, followed by steady growth up to 2030



Looking ahead – the UK economy saw sluggish 
growth in 2024, but will pick up from this year

August 2024 forecasts 2023 2024 2025 2026 2027 2028 2029 2030

Real GDP growth 0.1% 1.1% 1.7% 1.8% 1.7% 1.6% 1.6% 1.5%

Real consumer spending 

growth
0.0% 0.4% 2.6% 2.3% 1.8% 1.9% 1.7% 1.6%

Inflation (CPI) 7.3% 2.6% 2.6% 2.2% 2.1% 2.1% 2.0% 2.0%

Unemployment rate 4.0% 4.3% 4.3% 4.1% 3.9% 3.8% 3.7% 3.7%

• .



However, clear supply challenges remain for the 
domestic tourism industry as we approach 2030 



Skills shortages: apparent across parts of industry

DCMS Sector Skills Shortages and Skills Gaps, 2022

Historical sites & visitor attractions show a significant rise in skill shortages post end of free movement with the EU



The global travel market will continue to evolve –
increasing the need for accessibility & 
inclusiveness 

Malvern Hills



An increasingly diverse travel sector by 2030 –
Growing influence of the Gen Z Traveller 

Source: McKinsey State of Travel Survey, 2024, 5000 respondents in China, Germany, UAE, UK, USA

“I am more interested in travel than I used to be” | % who answered agree or strongly agree

Gen Z

76%

Millennials

72%

Gen X

64%

Baby 

Boomers

55%
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An increasingly diverse travel sector by 2030 –
Ageing Populations  

Median age of the total population (years), by UN development group and World Bank income groups

Source: United Nations, Department of Economic and 
Social Affairs, Population Division  / Foresight Factory



Climate considerations 
will play an 
increasingly important 
role in travel choices by 
2030

Ledbury



Over-tourism will likely accelerate demand away 
from famous sites

Source: Foresight Factory │ Base:  1000-2100 online respondents per country aged 16+[Brazil, China,16-74],  2023 January
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The number of global consumers going on holiday to visit famous tourist sites is in decline across key markets 



As a result, expect a rising interest in off the beaten 
track destinations & experiences 

Source: Foresight Factory │ Base:  976-2051 online respondents per country aged 16+[Brazil,China, 16-74],  2024 January

"When taking a vacation, I enjoy travelling to less well-

known destinations“ % who agree/agree strongly
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Visa spending data indicates the level of regional 
imbalance in tourism spend

Source: Visa Destination Insights 

Inbound tourism spend share within 

Britain in 2023 

Scotland

11%

Northern 

England 

9%

The Midlands

5%

Wales

2%

Southern England 

18% (excl. Grt. 

London)

Greater London

60%



Growing interest in regenerative travel propositions 
& experiences 

Source: Foresight Factory │ Base:  1000-2100 online respondents per country aged 16+,  2023 January
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Other important
sustainable practice

Most important
sustainable practice

"Which of these sustainable practices, if any, do you think are important for brands to adopt?” Helping to regenerate natural resources e.g. 

replanting forests



Domestic Sentiment Tracker – February 2025

Source: Domestic Sentiment Tracker 2025

Released February 2025

81% 33% 30% 27%

Proportion 

intending a UK 

overnight trip at 

any point in the 

next 12 months

Preference for 

UK over overseas 

in the next 12 

months

Top potential 

barrier to taking 

overnight trips in 

the UK over next 

six months is ‘UK 

Weather’ and 

‘Rising Cost of 

Living’ 

Reduce the 

number of day 

trips due to cost-

of-living crisis



VisitBritain - attracting international 
audiences

Eastnor Castle



Rebuilding Inbound Value

Position Britain as a dynamic, diverse, sustainable and inclusive 
destination, prioritising regional and seasonal dispersion and 
improved productivity.
Connect & Distribute

Supporting Herefordshire’s International Strategy - Linking buyers and 

suppliers through familiarisation visits and trade shows

Inspire

Launch of new and innovative marketing campaigns

Convert

Working with Airports, airlines and booking agents



Connect and Distribute – Supporting Experience 
Herefordshire’s international strategy

*LVEP Benefit – Border partnership with Visit Wales and new LVEP 
International support programme*



Inspire – Adopting a creative approach to offset 
challenge

• Our audience are familiar with Britain, especially London. Despite our efforts, 

Britain is still not viewed as a welcoming destination and there is little urgency to 

visit. It is viewed as a museum of things to see one day. 

• We need to get international consumers visiting Britain this year, not one day. We 

need to win hearts and minds.

• Competition is also fiercer than ever with competitors outspending Britain to win 

their share of the inbound market. 

• We need a bold, creative, ownable platform that breeds ideas and content that 

will drive fame, cut-through and create talkability across multiple years inspiring 

international consumers to consider and book a trip to Britain.  



Inspire - Campaign live in 5 priority markets



Ways into film & TV

• What’s been filmed in your destination or at 

your business? 

• What stories, products & experiences can 

you talk about on the back of film & TV and 

integrate into your tour programmes?

• Think creatively about milestones & 

anniversaries – how do you lean into these 

on social or through PR?

• What’s in production now? Keep an eye on 

series being commissioned for season 2 & 

beyond

*LVEP Benefit – Visit Herefordshire can feed this through to 
VisitEngland/VisitBritain on your behalf*



Drawing on priority 

themes and products 

identified by LVEPs

Introducing our Content Framework

Using global audience 

and channel insights, 

research & trends

This is our strategic approach to storytelling, clearly 

aligned across channels for B2C & B2B audiences, to 

help build our destination brand.

Delivered as themes 

through an annual 

Content Calendar

Supporting Starring 

Great Britain through 

newsjacking and film-

inspired content



Our 2025 Content Calendar



Our 2025 Content Calendar: example

Key themes across all our channels: 

web, social, PR, B2B, corporate, 

partner

Newsjacking opportunities

Drumbeat of Film & TV content 



The type of content we’d love to hear about

We are particularly interested in hearing about the following – please share this through to Visit 

Herefordshire:

What’s new & hot! Tell us about Britain’s newest openings, seasonal highlights, or reimagined 

experiences. Your latest news can provide hooks to excite visitors, refresh our consumer website 

VisitBritain.com with the latest buzz and feature in press releases to grab global attention.

Starring Great Britain – our new global campaign celebrates Britain as the real star of the 

show. From legendary filming locations to behind-the-scenes stories, we are using the magic of 

the screen to inspire visitors to explore everything our nations and regions have to offer. Do you 

have a product linked to film and TV genres, or know about a production happening nearby?

People Stories - We are interested in hearing about passionate people from the tourism 

economy who can help us communicate what’s great about Britain, in all its diversity. They might 

be a brilliant local guide, a charismatic expert, or someone pioneering a new experience for 

international visitors. If they have a great story to tell, we would like to hear more.



Applying the content themes to your channels

The more we align our messaging, the louder our voice and the bigger the impact, so please pick up our 

themes in ways that work for your own channels.

Can you create content to 

match these themes on 

your own website through 

itineraries, listicles or 

features?

Can you create social reels, 

posts or stories inspired by 

these themes?

Can you as businesses 

amplify the themes even 

further?

Our primary consumer social channel is Instagram. When posting content for international audiences, please 

tag us @lovegreatbritain, and if posting film & TV-related content, include the hashtag #StarringGREATBritain



Adopting a regenerative approach

Symonds Yat



What is regenerative tourism?

Traditional

Corporate Social 

Responsibility

Maintain

Status Quo

Sustainability

Reduce

NEGATIVE 

Impact

Regenerative

Tourism

Increase

POSITIVE

Impact
to to



Principles aligned to UN Sustainable 
Development Goals

In brief the regenerative tourism principles include ideas such as:
• Holistic understanding - acknowledging that everything is connected to everything else

• Collaboration - partnerships leading to more effective outcomes

• Diversity - helping to reduce risk and enhancing resilience

• Inclusion - involving local communities to strengthen the overall ecosystem

• Transforming and inspiring - creating experiences for guests that are life-changing through 

immersion in cultural heritage, folklore, gastronomy, landmarks and wildlife

• Environmental responsibility - taking good care of the environment through sensitive 

management of natural resources and protection of fragile landscapes and wildlife

• Cultural stewardship - protection of local cultural heritage, traditions and knowledge passed 

down the generations



Regenerative Tourism Handbook (Guide online)

JUST LAUNCHED!



Regenerative Tourism Handbook (Guide online)

*LVEP Benefit – Destination level regeneration tourism toolkit and sharing 
national best practice*



In Conclusion

Four main actions for you!

1. Work with Visit Herefordshire as we support LVEPs with their 

internationalisation strategies

2. Connect in with #StarringGREATBritain

3. Feed your content aligned to the content calendar to Visit 

Herefordshire

4. Do the Self Audit Questionnaire in the Regenerative Tourism 

toolkit



Thank You

nicola.said@visitengland.org

For latest updates, 
subscribe to our 
industry newsletter here:

Connect to our socials:



Diane Mansell 

Herefordshire County BID and Visit Herefordshire

CEO 



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 

CEO 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? 



Stats from 

STEAM Report  

2021 (Covid 

Restrictions Lifted 

July) 

2022 2023 2024

Economic Impact Total economic impact of tourism £470m £637m £736m £773m

Total visitor days 5.7m 7.7m 8m 8.05m

Staying visitor days 2.5m 3.04m 3.04m 3.05m

Number of day visitors 3.2m 4.7m 4.9m 5.01m

Number of FTE jobs supported by tourism spend 6,085 7,489 8,014 7,965

Economic Impact 

by Sector 

Accommodation £41m £55m £62m £66m

Food and Drink £164 £225m £263m £276m

Recreation £29m £35m £40m £42m

Shopping £79m £107m £122m £128m

Transport £38m £53m £61m £64m

Other £120m £160m £185m £195m

What Does The Visitor Economy Mean To Herefordshire?



2024 figures are on a 
par with 2023. 

Given the very 
challenging climate for 
tourism in 2024, 
including continued 
cost of living impacts 
and a wet summer, this 
is a good result. 

What Does Herefordshire Figures Mean

Stats from 

STEAM Report  

2024 % Change

Economic 

Impact 

Total economic impact of tourism £773m +0.2%

Total visitor days 8.05m +0.3%

Staying visitor days 3.05m +0.4%

Number of day visitors 5.01m +0.4%

Number of FTE jobs supported by tourism spend 7,965 -0.6%

Economic 

Impact by 

Sector 

Accommodation £66m +5.5%

Food and Drink £276m +5.2%

Recreation £42m +5%

Shopping £128m +5%

Transport £64m +5.1%

Other £195m +5.1%



The national GB 
Tourism Survey results 
for West Midlands 
showed:
• 14% fall in staying 

visits 
• 10% fall in day 

visits. 

What Does Herefordshire Figures Mean Compared to West Midlands 

Stats from 

STEAM Report  

2024 % Change

Economic 

Impact 

Total economic impact of tourism £773m +0.2%

Total visitor days 8.05m +0.3%

Staying visitor days 3.05m +0.4%

Number of day visitors 5.01m +0.4%

Number of FTE jobs supported by tourism spend 7,965 -0.6%

Economic 

Impact by 

Sector 

Accommodation £66m +5.5%

Food and Drink £276m +5.2%

Recreation £42m +5%

Shopping £128m +5%

Transport £64m +5.1%

Other £195m +5.1%



Stats from 

STEAM Report  

2024 % Change

Economic 

Impact 

Total economic impact of tourism £773m +0.2%

Total visitor days 8.05m +0.3%

Staying visitor days 3.05m +0.4%

Number of day visitors 5.01m +0.4%

Number of FTE jobs supported by tourism spend 7,965 -0.6%

Economic 

Impact by 

Sector 

Accommodation £66m +5.5%

Food and Drink £276m +5.2%

Recreation £42m +5%

Shopping £128m +5%

Transport £64m +5.1%

Other £195m +5.1%

The national GB 
Tourism Survey results 
for Rural destinations in 
England showed:
• 6% drop in staying 

visits 
• 18% decline in day 

visits.

What Does Herefordshire Figures Mean Compared to Other Rural Locations 



Place Informatics:
Data collection allowing the county to record insights about visitors to Herefordshire.  Based on phone GPS 
signals we can monitor the coming and going of individuals into all the market towns and other specified 
areas and compare month on month; year on year.  

This data is freely available to all Levy Payers and Volunteer Members and can be used as a resource for 
grant funding and creating plans for marketing .





The Visit Herefordshire LVEP aims to transform 

Herefordshire’s Visitor Economy through a unified vision, 

strategic planning, and collaborative partnerships. 

The Destination Management Plan (DMP) serves as the 

primary tool for achieving this transformation.







Targets



Destination Herefordshire: 
The Proposition
To achieve our vision and targets, the need for a strong proposition 
is a given. 

Herefordshire has a real sense of place and a distinctive history, 
landscape and tradition of food and drink. 

The refined visitor proposition for 2025 onwards distills everything 
that makes Herefordshire special into three brand pillars. 

The county’s authentic character sits at the very heart, with 
year-round cultural events, sustainability and accessibility threaded 
throughout.





• Priority 1: Embed partnership working & advocate for the visitor

• Priority 2: Grow the volume of overnight visitors

• Priority 3: Strengthen and extend the renaissance of Hereford

• Priority 4: Reinforce the distinctive destination brand and identity

• Priority 5: Drive forward a regenerative approach to tourism

• Priority 6: Nurture our people and businesses

• Priority 7: Get the basics right



Lead Organisations 

LVEP Advisory Board 

The LVEP Advisory Board will be a volunteer board made up of business leaders from 
across the county who will carry out the day-to-day execution of the Destination 
Management Plan.





What Are The Aims Of Herefordshire County BID?

● To develop and deliver an overarching countywide strategy to support the Visitor Economy – Destination Management Plan 2025-2035 

● To increase footfall, dwell time and spend – STEAM data showing an increase in the economic impact to the County  

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

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

● To work with partners to develop and extend key visitor and leisure developments – Destination Management Plan 

● To support visitor economy businesses in an ever-changing economic environment – Place Support Partnership and SEEDL

● To attract other businesses/ partnerships to join Visit Herefordshire – Volunteer Membership

● To source external funding - £190,855 in the financial year of 2024/2025

● To secure Local Visitor Economy Partnership status – Secured April 2024

● To build regional networks to create a VisitEngland Tier 1 Destination Development Partnership – Working with Visit Worcestershire, Visit 
Shropshire,  Cotswolds+ and VisitEngland/ VisitBritain  



Drop-In sessions / Monthly Roadshows 

65 have been delivered in the Market Towns and 4 

Roadshows delivered in rural locations to showcase 

HCBID projects, giving access to the HCBID Team, 

and creating networking opportunities for our Levy 

Payers.





















● BID E-Newsletters - 3189

● Visit Herefordshire Consumer - 7566



Social Media Performance  
Media Platform Date Followers Date Followers 

LinkedIn 22 April 2024  1,070 23 April 2025 1,570

Facebook VH 22 April 2024  11,348 23 April 2025  12,361

Facebook BID 22 April 2024  134 23 April 2025 208

Instagram 22 April 2024  14,924 23 April 2025  16,575

Threads 22 April 2024  2,226 23 April 2025  3,012



Visit Herefordshire Map Leaflets 



Grant Funding Opportunities 

The HCBID has 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 



Place Support Partnership 

£210,000 worth of cost savings have 

been identified for businesses 

already



SEEDL Learning Hub

Offering free, unlimited access

to over 200 live courses

Supporting workforce development across the Visitor 

Economy. 

Over 2000 licenses have been sent out 

In 2024, 882 live courses and 463 on-demand courses 

were completed.



FREE Advertising Opportunities - Levy Payers & Volunteer Members

• Visit Herefordshire Radio isn’t just for listeners; it’s also an 
essential marketing tool for local businesses. 

• Offering FREE, affordable and tailored advertising packages, the 
station is the perfect way for businesses to reach a highly engaged 
audience in Herefordshire.

Key Features Of Visit Herefordshire Radio:

• Great Music: Enjoy a diverse range of tunes from popular hits to classic favorite's
• Local Events : Stay up-to-date with what’s going on, from local festivals to hidden gems
• Community-Focused: Learn more about and support the region’s Visitor Economy businesses
• Free App: Download Visit Herefordshire’s Radio app on your mobile device today for easy listening anywhere, 

anytime
• Listen FREE on your computer, DAB Radio, Google / Alexa device or SEEDL training platform: You can stream it 

directly













Visit Herefordshire Film Office 





Employee / Employer Discount Card 

Currently 21 Offers and 

more in development 



• 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

Visit Herefordshire Ambassador Programme





1. Accessible & Inclusive Tourism Award - Courtyard
2. B&B and Guest House of the Year - Temple Bar Inn
3. Business Events Venue of the Year - Left Bank Village
4. Visitor Attraction of the Year - Small Breeds Farm
5. Ethical, Responsible & Sustainable Tourism Award -
Riverside 
6. Experience of the Year - Oldfield Forge
7. International Tourism Award - Hereford Cathedral
8. Hotel of the Year - Old Downton Lodge
9. New Tourism Business of the Year - Newton Court
10. Pub of the Year - New Inn

11. Camping, Glamping and Holiday Park of the Year - Rookery Woods
12. Self-Catering Accommodation of the Year- Trevase Cottages
13. Taste of England - Riverside 
14. Unsung Hero of the Year - Simon Lockett – Golden Valley Pilgrim Way
15. Judges Commendation – Restoration of the Year - Rowden Mill Station
16. Judges Commendation – Taking Herefordshire to the World - Beefy Boys
17. Judges Commendation – Off the Grid Pioneer - The Fold
18. Judges Commendation – Innovative Accessibility - One Acre Wood
19. Judges Commendation – Accessibility Community Champion - Ali Allen, The 
Walking Hub
20. Judges Commendation – Conversation Community Champion - Rowan 
Griffiths, Hergest Croft Gardens













Reasons to hold the accreditation. 

• Enhanced Credibility: The Trust Mark signifies adherence to a voluntary code of 

conduct, boosting the credibility of your awards program

• Transparency: It ensures transparency in the judging process, which is crucial for 

attracting entrants

• Marketing Advantage: Accredited programs can use the Trust Mark logo in their 

marketing, enhancing visibility and trust

• Feedback Mechanism: Provides a structured feedback mechanism for entrants, 

helping them understand why they did not win

• Ethical Standards: Promotes ethical standards, including non-disclosure 

agreements for judges and clear scoring systems



Categories 
• Accessible and Inclusive Tourism Award
• B&B and Guest House of the Year
• Business Events Venue of the Year
• Visitor Attraction of the Year
• Regenerative Tourism Award
• Experience of the Year
• International Tourism Award
• Hotel of the Year
• New Tourism Business of the Year
• Pub of the Year
• Camping, Glamping and Holiday Park of the Year (If entering this category do not enter Self-Catering Accommodation of the Year)
• Self-Catering Accommodation of the Year (If entering this category do not enter Camping, Glamping and Holiday Park of the Year)
• Taste of Herefordshire
• Unsung Hero Award
• Wedding Venue of the Year (Herefordshire Only Category)
• Retailer of the Year (Herefordshire Only Category)



Key Dates:

• Application Stage – 21 March 2025 – 31 May 2025
• Round 1 Judging – 1 June 2025 – 30 June 2025
• Round 2 Judging – 1 Aug 2025 – 30 Sep 2025
• Finalists Announced – Nov 2025
• Visit Herefordshire Tourism Awards Evening – 25 Feb 2026



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



Lunch Will Be Served In The 
Hummingbird Bar 



1:00 – 1:50 PM - Session 1 – Breakout Sessions
(Main Room, Box 3–5, Box 6–8)
Breakout 1 – Visit Herefordshire Tourism Awards Training – Hints, tips and application guidance
Breakout 2 – Get Fully Booked – Using your own website to get bookings 
Breakout 3 – Place Informatics – Learning more about Herefordshire County BIDs footfall counters

1:50 – 2:00 PM - Changeover

2:00 – 2:50 PM - Session 2 – Breakout Sessions
(Main Room, Box 3–5, Box 6–8)
Breakout 4 – Visit Herefordshire Tourism Awards Training – Hints, tips and application guidance
Breakout 5 – Get Fully Booked – Using your own website to get bookings 
Breakout 6 – Place Informatics – Learning more about Herefordshire County BIDs footfall counters

2:50 – 3:15 PM - Drinks Break

3:15 – 4:30 PM - Dark Skies Tourism – What you can do as a business to take full advantage of Herefordshire’s Dark Skies 
Yolande Watson – CPRE Herefordshire & Founder of Dark Skies Herefordshire
Shelia Jones – Upperfields Farm, 
Richard Fishbourne – Bugs and Beasties

4:30 – 5:00 PM - Networking and Marketplace



Breakout Session One 
1.00 – 1.50 

• Breakout 1 – Visit Herefordshire Tourism Awards Training – Hints, tips and 
application guidance (Box 3-5)

• Breakout 2 – Get Fully Booked – Using your own website to get bookings (Box 6-8)

• Breakout 3 – Place Informatics – Learning more about Herefordshire County BIDs 
footfall counters to guide marketing and business planning (Main Room)



Breakout Session Two 
2.00 – 2.50 

• Breakout 1 – Visit Herefordshire Tourism Awards Training – Hints, tips and 
application guidance

• Breakout 2 – Get Fully Booked – Using your own website to get bookings 

• Breakout 3 – Place Informatics – Learning more about Herefordshire County BIDs 
footfall counters to guide marketing and business planning 



2:50 – 3:15 PM - Drinks Break

3:15 – 4:30 PM - Dark Skies Tourism – What you can do as a business to take 
full advantage of Herefordshire’s Dark Skies 

Yolande Watson – CPRE Herefordshire & Founder of Dark Skies 
Shelia Jones – Upperfields Farm, 
Richard Fishbourne – Bugs and Beasties

4:30 – 5:00 PM - Networking and Marketplace



Closing Remarks

Joanna Hilditch and Glenn Jones 

Herefordshire County BID Co-Chairs



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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