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STRONG LEADERSHIP
GENUINE COLLABORATION,

ONE OF THE MOST
PONERFUL TOOLS
INCLUSIVE ECONOMIC GROWTH.

Tourismis one of Sefton’s greatest economic assets and is a vital force for regeneration,
placemaking and investment. This strategy sets out a bold ambition to grow Sefton’s visitor
economy by 30% by 2030, generating an additional £141 million in direct expenditure and
supporting a more resilient, inclusive and high-quality experience for visitors and residents alike.

Already contributing £683 million to
thelocaleconomy and supporting
over4,400jobs, the visitoreconomy
plays apivotalroleindelivering Sefton’s
Economic Strategy. It driveslocal
enterprise, attractsinward investment
and underpins many of the borough’s
regeneration ambitions. Sefton also
plays avitalroleinthe Liverpool City
Region’svisitoreconomy, not only as
adestinationinitsownright,butasa
distinctive counterpoint to Liverpool’s
urban offer. Its coastal landscapes,
vibranttowns and outdoor experiences
provide contrast and complementarity,
broadening theregion’sappeal and
supporting a more diverse, year-round
visitor proposition.

Sefton’sstrengthliesinits people and
its places. Anchored by Southport

and 22 miles of unique coastline, the
boroughishome toworld-renowned
eventslike The Openandthe Grand
National, alongside avibrant cultural
offerexemplified by Anthony Gormley’s
AnotherPlace on Crosby Beach.

The visitor offercontinues to evolve,
with exciting new developments such as
Salt&TarinBootle, the repositioning of
Crosby Coastal Park, and the emerging
culturalprogramme along the Leeds &
Liverpool Canal. Majorinvestments like
the Marine Lake Events Centre, Maghull
Health Park and Southport’s seafront
regenerationwill furtherstrengthen
Sefton’sappealtoboth domestic and
international markets.

This strategy arrives at a pivotal
moment. The post-pandemic
landscape presentsreal challenges,
fromreduced accommodation supply
andlow day visitor spend to seasonal
pressures and fragile business
confidence. Butthese are matched by
significant opportunities toreposition
Seftonforanew generation of visitors
aligned with growing demand for
wellbeing, outdoorrecreation,
cultural experiences and

sustainable coastal breaks.

The priorities setout here are
underpinned by strong strategic
alignment. Locally, the strategy
supports delivery of the Sefton
CoastPlan, Southport Town Deal

and the destination’slongstanding
Classic Resort principles, alongside
Bootle’sboldregeneration
ambitions. Regionally, the strategy
hasbeendevelopedto align with the
Liverpool City Region Destination
Management Plan, translatingits
high-level ambitions on sustainability,
accessibility, skillsand culture into
place-specificactionfor Sefton’s
towns and coastline. Atnationallevel
italigns strongly with VisitEngland and
VisitBritain’s goals to grow tourism
outside London and champion
sustainable travel.

Six strategic growththemes shape the
strategy and define the priorities for
the decade ahead. These themesare
designedto stimulate demand

through targetedinvestmentin
product, experience and market
positioning, while also strengthening
the supply-side enablers essential

to sustainable growth. They focus
onharnessing the pulling power

of Sefton’sworld-class events,
developing coherent, market-facing
propositions, and improving the overall
quality and competitiveness of place.

Alongside this, they embed
environmental responsibility, data-
led decision making and targeted
business supportto ensure Sefton’s
visitoreconomy remainsresilient,
inclusive and innovation-led.

Ourcollective ambitionis clear; we
intend tore-establish Southport
asone of the UK’s leading coastal
destinations and a key ‘attract brand’
forthe North West; to position the
Sefton Coastas anational exemplar
forsustainable, nature-based tourism;
andtounlock Bootle’s creative
potential as anew culturaland

events gateway.

With strong leadership and genuine
collaboration, Sefton’s visitor
economy can become one of the most
powerful tools to supportinclusive
economic growth, foster civic pride
and enhance quality of life for our
communities and stakeholders.

Clir Marion Atkinson
Leader Sefton Council
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ABOUT
THIS
STRATEGY

This document provides a high-level
summary of Sefton’s Visitor Economy
Strategy (2025-2035), capturingits
vision, strategic priorities and key
delivery themes. Itisintended as a
public-facing overview to guide
stakeholder engagement and
supportadvocacy, investment and
collaboration.

It also sits within the context of the Liverpool
City Region Destination Management Plan,
providing the place-based detail, priorities
and delivery frameworkrequired to
implement City Regionambitionslocally.

The full strategy documentincludes
detailed market analysis, actionplans,
investment priorities, governance
structuresand performance
frameworks thatinform this summary.
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THE CASE FOR
SEFTON’S
VISITOR
ECONOMY

WHAT MAKES SEFTON
DIFFERENT?

Tourismis a vital pillar of Sefton’s

economy, generating £460 millionindirect
visitor spend and contributing a total
economicimpact of £683 millionin2024.

It supports more than 4,400 full-time
equivalent jobs and provides a critical source
of revenue and footfall forlocal businesses
acrossretail, hospitality,accommodation,
events and cultural sectors.

Sefton’svisitor offerisunique inthe Northwest.

It spans 22 miles of internationally protected
coastline, award-winning beaches, heritage-rich
towns andvillages, world-class golf courses and
anoutstanding events calendar.

The boroughis home to Royal Birkdale Golf Club
(host of The Open2026), Aintree Racecourse (home

of the Grand National), the Antony Gormley Another
Placeinstallationandthe Southport Flower Show - all
of whichhelp shape the Liverpool City Region’s
wider appeal to national andinternational markets.
Sefton’sstrengthliesinitsvariety. Southportisa
renowned coastal visitor destination, anchored by
Lord Street andits seafront attractions, attracting
leisure day visitors, short breaks and business
tourism markets.

The Sefton Coastisfastbecomingadestinationfor
nature-basedtourismandlowimpactrecreation.
Bootle, meanwhile,isemerging as a creative
Canalside hub, shaped by majorregenerationand
its proximity to North Liverpool. These distinct
offers are complemented by the borough’s wider

landscapes, from Sefton Meadowsinthe eastto the

network of villages and green spaces that trace the
route of the Leeds - Liverpool Canal.

( Tourismis a vital pillar of Sefton’s economy... )

4L60M

generated directly by
visitor spendin2024

683n

total economic
impactin2024

4,400

full-time equivalent
jobs supported
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POST-COVID
CHALLENGES

Despite these strengths, Sefton’s visitoreconomy faces
significant challenges following Covid. Total visitor volumes
remain14% below pre-pandemic levels, and while 7.93
million visits wererecorded in 2023, over 90% were day
visits, many fromlocal audiences spending significantly
less perhead thanin previous years and compared with
competitor destinations. Staying visits have increased
slightly, particularly innon-serviced accommodation, but
the borough continues to experience low hotel occupancy,
weak off-season demand and limited revenue perroom
night. The average day rate in Southportisjust £67.79,
compared withregional averages of £92-£109.

Thelatest 2024 STEAMvolume andvalue outturnsreinforce this
picture. Performance shows a furtherreal terms decline across both
staying and day visitor markets, indicating that recovery hasyet to
begin. Staying visitornumbers fell by over 6%, with staying visitor

daysreducing by just over11%.

Day visitors also declined from 7.13m to 6.80m, areduction of
4.6%. Directvisitorexpenditure fellto £460m, representinga 7%
realterms decreaseon2023. These outturns align closely with
the downward trajectory modelledin the fullmarket assessments
basedonthe 2023 baseline and CPladjusted projections.

Seftonalsofacesintense competition. Destinations suchas Blackpool,
Lytham StAnnes, Chesterand Liverpoolall sit within 60-90 minutes’
traveltime and compete directly forkey markets. Seftonalso shares
characteristics with towns like Morecambe and Harrogate, whichare
investing significantly intheirvisitoreconomies and developing products
thatrespondto evolvingmarket preferences. Visitor satisfactionin
Seftonalsolagsbehind othercityregion destinations. Group travelis
anothermarketwhere Seftonhas declined. Since 2012, theloss of central
coachparking, booking supportand welcome serviceshasresultedin
anestimated £37.5millioninlostlocal expenditure. While the national
marketis beginningtorecover, Seftonmust move quickly tore-establish
its offerforthishigh-value, low-maintenance segment, particularly

during the shoulderseasons.

Tourismin Seftonis also highly seasonal. Two-thirds of visits occur
between Apriland September, creatingintense peaks andlong
off-seasontroughsthatimpactviability, staffingandinvestment.
Thisis especially pronouncedin coastallocationslike Southport
and Crosby, where visitornumbers drop sharply outside the summer
months. Similarly, while MLEC will be transformational for Southport
as anational conference destination, the business eventsand
conference market has suffered significant erosion overthelast5

years, furthercompounding these structuralissues.

Post-Covid
Economic Challenges

Total visitor volumes down

A

Day visitor volumes down

6%

from7.13mt0 6.80m

Direct visitor
expenditure fell to

460w

a7%realterms
decrease on 2023

AREAS FOR

IMPROVEMENT & THE
LONGER-TERM OUTLOOK

Ina competitive marketplace, the reasons for this
prolonged downturn are clear. Contributory factors
include leisure quality, wayfinding and access to

information all fall short of modernvisitor expectations.

Southport’sretail core continues to decline, with Lord
Street and Chapel Street struggling to attract anchor

brands or offer a high-quality independent experience.

Infrastructure gaps, from coach parking to
wet-weather attractions and midweek experiences
alsoreduce the borough’s competitiveness for groups,
families and ‘far’ markets.

Widerforces are also shaping future demand. Leisure travel
isbecoming more values-driven, with growingdemand for
authentic,immersive experiences closertohome. Families,
retirees and multi-generational groups seek flexible itineraries
thatblend nature, wellness, heritage and culture. Business
travellersincreasingly value mid-scale destinations with

strong character,agood mixof accommodationand good
connectivity. Andforallmarkets, the digital journey is now
paramount, with short-form content, peerreviews andreal-time

accessibility heavily influencing trip planning and conversion.

| Awouo23 I0YSIA S,U0YSS 10} ased ayl
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OPPORTUNITY
& GROWTH

Yet there are clear areas of
resilience. Southport’s major
events, including the Air Show,
British Musical Fireworks and
Food & Drink Festival continue
to attract strongregional
audiences. The forthcoming
MLEC, due toopenin2029,
offers areal opportunity to
re-establish Seftonin the
national business

tourism market.

With capacity for1,200 delegates
and waterfront views, the facility
could help address midweek

and off-peak trade in Southport,
howeversuccess dependson
destinationreadiness, from hotel
quality and town centre welcome
to publicrealminvestment,
marketing and a dedicated
convention bureau.

Since Covid, visitor preferences
are shifting toward wellness-led,
nature-based and educational
experiences. Sefton’s coastline,
withits expansive landscapes,

naturereserves and coastal
towns offers anideal canvas to
meet thisdemand. With targeted
investment and effective visitor
management, the Sefton Coast can
deliverlow-impact, high-quality
experiences that drive spend
intolocal amenities and coastal
communities, while supporting
conservation, biodiversity and
year-roundresilience.

Bootleisalsoemergingasa
creative and cultural hub, driven

by Canalside investment, new
amenities within The Strand
development, and stronglinks
tonearby attractions suchas
Aintree and Liverpool Waters. Local
partners are committed to shaping
acommunity drivenvisitoridentity
rootedinthe town’s heritage

and creative potential. Similarly,
Sefton’s proximity to Liverpool
anddirect railconnectivity creates
significant opportunities to tap
into widermarkets, whether
throughjointvisitor packaging

or positioning the borough as an
alternative base forovernight stays.

RECOGNISING
POTENTIAL

Above all, Sefton’s future success willdepend onits ability torespond tovisitor trends and close
the competitiveness gap with other UK destinations. This means enhancing product quality
anddistinctiveness, strengthening digital capability, investingininfrastructure and delivering
destinationled campaigns that raise visibility in 90-minute market catchments and beyond.

SEFTON MUST ALSO CONTINUE TO REPOSITION ITS CORE DESTINATIONS:

SOUTHPORT

Southport must evolve from
atraditionalresortintoa
vibrant, year-round driven
coastal destination, built
around major events and
conferences, culture and
heritage, compellingleisure
experiences and high-
quality hospitality.

SEFTON GOAST

The Sefton Coast has

the potentialtobecome
anational exemplar for
sustainable tourism, with
improved access, upgraded
amenities and conservation-
focusedinterpretation.
Bookended by Southport
and Crosby, it offersreal
scope forenvironmentally
responsible growth.

BOOTLE

Bootle canemerge as
acreative and cultural
gateway, buildingon
Canalsideinvestment, its
creative communities and
venues, and proximity to
key demand drivers like
Aintree Racecourse and
Everton’s Bramley-Moore
Dock stadium.

GUIDING PRINCIPLES

Across allthree, amore strategic approach
to destinationmanagementis essential.
Thisincludes strongergovernance, a
clearleadership voice andimproved
coordination of public-private-community
partnerships. Astrengthened Destination
Management Organisation (DMO)

model will be key to aligning investment,
championing the sectorand co-ordinating
the borough’s visitoreconomy.

Sefton must also face the future with
realism. Long-standing challenges
including seasonality, spend, infrastructure
and perceptionrequire aconcerted effort
to shape attractive places, notisolated
projects. Skills gaps, business support
needs and poor connectivity mustbe
addressed head-on, withworkforce
development and businessresilience
forming part of awiderregenerationand
inclusion strategy.

BEING BOLD

Sefton’s potentialis enormous. With a
90-minute catchment of over 4.5 million
households, many of which are affluent,
multi-generational orvalues-led, the
boroughiswellplacedto growits share of
day, staying and business visitors.

Butit must speak with confidence, deliver
with quality and think like a destination of
regional and national significance.

| Awouo23 I0YSIA S,U0YSS 10} ased ayl
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SEFTON’S VISITOR ECONOMY STRATEGY AIMS TO POSITION
THE BOROUGH AS A LEADING, SUSTAINABLE DESTINATION
BY SHONCASING THE UNIQUE APPEAL OF SOUTHPORT, THE
SEFTON COAST AND BOOTLE TO ATTRACT VISITORS TO THE
BOROUGH. THROUGH COLLABORATION WITH COMMUNITIES,

BUSINESSES, AND STAKEHOLDERS, WE WILL GROW OUR SHARE
OF REGIONAL AND NATIONAL VISITOR MARKETS, DRIVE
REGENERATION, AND FOSTER A VIBRANT, INCLUSIVE AND
RESILIENT VISITOR ECONOMY THAT ENHANCES SEFTON’S
IDENTITY, QUALITY OF LIFE AND LONG-TERM PROSPERITY.
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OUR AIMS

Together, these aims outline how we will grow Sefton’s visitor economy in a way that is inclusive, sustainable
and distinctive. Attracting visitors, supporting local businesses and creating places that residents are proud of.

i

COASTAL ICON

Elevate Southportasone of the UK’s top
coastal destinationsand aleading attract
brandinthe Liverpool City Region.

HIDDEN GEM

Unlock Bootle’s visitor potential,
celebratingits heritage, creative identity
and proximity to Liverpool’s waterfront.

MARKET GROWTH

Grow Sefton’s share of leisure and
businessvisitormarkets atbothregional
andnationallevels.

NATURE LED

Positionthe Sefton Coast as anational
benchmark for sustainable,
nature-based tourism.

TOGETHERNESS

(o)
o
(o)

Fostercollective ownership,
working withcommunities,
businessesandpartnersto

<

drive sustainable growth.

<> PLACEPOWER

Use the visitoreconomy to

0 supportregenerationand
place-making acrossthe

borough.

Supportsustainable tourism
enterprises toenhance quality,

diversity andresilience.

OUR OBJEGTIVES @y 2035

By 2035, these objectives translate our ambitioninto measurable outcomes. Setting clear targets
for growth, recognition, investment and long-termimpact across Sefton’s visitor economy.

INVESTMENT GROWTH

Secure £150 millioninnewinvestment
and grow orenhance 25 sustainable
tourismbusinesses.

NATIONAL PROFILE

Achieve nationalrecognition forthe
Sefton Coastthrough atleast three major
awards or eco-tourismmetrics.

ECONOMIC IMPACT

Increase annual direct visitor spend
by 30%, with Southportas the leading
attractorinthe LCR.

YEAR-ROUND STAYS

Grow overnight stays by 25% and
raise occupancyratesto 85%,
reducing seasonality.

LOCAL DELIVERY

Embed tourisminlocal
regenerationby engaging
communities and stakeholders
annuallyindelivery.

G¢€0¢C 104 UOISIA INO

15



| Our Sefton Story

16

TARGET
MARKETS
PROPOSITION

& POSITIONING

TARGET MARKETS
& AUDIENCES

Sefton’s visitor economy strategy is
guided by a clearunderstanding of
where future growth will come from,
and who it will come from. By aligning
theright propositions with the right
audiences, the borough can attract
higher-spending visitors and improve
year-round performance across both
leisure and business markets.

This shared understanding of achievable
growth markets also allows destination
partnersto coordinate activity, poolresources
and extend marketingreach. Inturn, this
creates greaterconfidence amonglocal

businessestoinvestinquality,innovationand
higher-value visitor experiences.

A90-minutedrivetime from Sefton covers
apopulation of approximately 8.5 million,

of which 4.5 million fallwithin key lifestyle
and motivation segments that align strongly
with the borough’s offer. These segments
have beenrefined through Mosaic analysis
and matchedto Sefton’s strengths across
nature, heritage, family attractions, cultural
experiences, events and generalrecreation.
Together, theyrepresent a potential market
worthmore than £60 million, with a projected
annualeconomicimpact of £90 millionwhen
applying the wider tourism multiplier.

8.5 nILLTON

approximate total population of Sefton

90 MILLION

projected annual economic impact for Sefton
when applying the wider tourism multiplier

Buiuonisod @ uonisodolid ‘siayiel 19bie]



| Our Sefton Story

18

Particularly from 30-90 minutes away, including:

Family Adventure
Seekers

Younger familieslooking for fun, safe,
affordable days out with a mix of outdoor
activities and child-friendly amenities.

Eco & Active
Explorers

GenXandolderMillennials seeking active,
meaningful travel with afocus onnature,
wellbeing and sustainability.

PRIORITY LEISURE MARKETS

DAY & SHORT-BREAK VISITORS (ngep 25-65)

Mature
Explorers

Oldercouples and groups seeking
culture, heritage andrelaxing,
well-serviced coastal escapes.

EXPERIENGE-LED
& INDEPENDENT
TRAVELLERS

Spontaneous Socialsinthe 25-35agerange, who
seekunique, flexible and shareable moments.
This group responds well to social-first marketing,
andto festivals, food, and pop-up events.

VISITING
FRIENDS &
RELATIVES (VFR)

Aconsistently high-volume segment that supports

both community andlocaleconomicresilience and

presents opportunities to promote longer stays and
repeatvisits through stronglocaladvocacy.

Combined, these audiencesrepresent
areachable and highly scalable market

for Sefton, ones that value authenticity,
wellbeing and connectivity over ‘bigbrand’
tourism, and whose evolving expectations
alignwith the borough’s strengths. A
conservative 10% penetration of this
market, equating to around 1.3 million
additional visitor days annually, forms the
basis of the economic growth projections
setoutin this strategy.

| Buiuonisod @ uonisodold ‘siayiel 196.ie]
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SPECIALIST
LEISURE MARKETS

Golf Tourism

Sefton boasts the largest concentration
of championship golf coursesin England,
anchored by Royal Birkdale and five other
links courses forming part of England’s
Golf Coast.

This makesit a prime destination for
high-spending golf tourists, especially
from markets like North America, Germany
andthe Nordics.

Golf visitors typically spend over £1,400 per trip,
more than double the average leisure visitor, and
oftentravel as part of pre-bookeditineraries
thatinclude accommodation, transfers and
hospitality. These are sold via specialist tour
operators and DMCs, with England’s Golf Coast
providing the mainroute to market.

The Open Championshipin 2026 will provide a
powerful springboard, but long-term growth
willrely onimproving product readiness, trade
engagement and destination marketing.

KEY ACTIONS INCLUDE

e Developing pre-bookable golf
products that combine courses
with accommodation, transfers
and hospitality.

e Strengtheningrelationships with
international trade via England’s
Golf Coast and VisitBritain
campaigns.

e LeveragingThe Open 2026 todrive
long-term business through hosted
buyers and familiarisation visits.

e Enhancing destination
welcome, accommodation and
hospitality standards to match
premium expectations.

1,400

Golf Visitor's
typical spend per trip

Business Events & the MICE Market

The opening of MLEC marks a step-change in Sefton’s ability to attract Meetings,
Incentives, Conferences and Exhibitions (MICE) markets. The MICE sectoris a high-value,
year-round market that generates significantly greater spend per delegate than leisure
tourism, particularly where events include overnight stays or extended itineraries.

Market growthis being driven by organisations seeking accessible, good-quality destinations that
offeran attractive setting, supportingaccommodation and a positive visitor experience, all of which
are essential to delegate satisfactionand event success.

KEY MARKET OPPORTUNITIES FOR SEFTON INCLUDE

National association and
public sector conferences,
especially those linked to

the Liverpool City Region’s
strengthsin health, education,
digital, and clean growth.

Incentive travel, where
conference attendanceis
paired with leisure, cultural
or hospitality experiences
as part of areward or
recognition package.

Regional and midweek
corporate meetings,
training events and team
development programmes.

Bleisure travel (business +
leisure), where attendees
extend their visit for personal
travel or bring family with them.

Smaller exhibitions and trade
shows, particularly those
aligned toregionalindustries or
consumer sectors.



PROPOSITION
& POSITIONING

Ina competitive visitor landscape, destinations that perform strongly are
those thatlead with a clear, compelling and place-led proposition. Sefton’s
visitor economy is defined by variety, from the appeal of Southport and the
natural beauty of the Sefton Coast to Bootle’s emerging cultural identity.

Tomaximise impact, these assets must be brought togetherthrough clear propositions
that differentiate the borough so that it resonates with priority audiences and provides a
clearprocessforshapinghowinvestment and marketing activityis structured.

THENEED FORADEFINED PROPOSITIONIS
UNDERPINNED BY THREE KEY DRIVERS:

e Changingvisitor expectations - People increasingly seek value-
led experiences that are authentic, local, and connected to
nature, wellbeing, culture and sustainability.

e Competitive positioning - Sefton must compete for attention,
spend and loyalty within a crowded regional and national market.
Distinctiveness matters.

o Effective delivery - A strong proposition ensures Sefton’s
destinations, businesses and communities are aligned behind a
shared narrative, strengthening impact and return on investment.
industries or consumer sectors.

Informed by 2024 visitor
research and stakeholder
insight, Sefton’s visitor
propositionis built around
themes that are groupedinto
quality of place, signature
experiences, sustainability,
accessibility and culture.

They are also supported by the
proposition driver and proof
points that, withinvestment,
highlight the quality,
distinctiveness and potential of
Sefton’s core offer.

PROPOSITION

The proposition drivers highlight the diversity of Sefton’s visitor experiences,
from heritage, leisure and culture to nature, recreation and wellbeing.

They demonstrate that the borough’s strengths are not uniform but
expressed differently across its destinations. Building on this, the
strategy establishes a clear approach to destination branding,
ensuring that marketing, investment and visitorengagement are
led by place and aligned to audience demand.

e QUALITY/ EXPERIENCE OF PLACE

PROPOSITION DRIVER

Atthe forefrontis Southport, Sefton’s flagship destinationand attract brand, where
heritage, culture, events and seafront vitality combine with a growing focus on wellness

and nature. The Sefton Coast provides the borough’s defininglandscape with 22 miles of
beaches, dunes and pinewoods supportingrecreation, sustainability and green tourism.
Bootle, meanwhile, isemerging as a creative Canalside destination shaped by regeneration,
heritage and grassroots culture.

Together, these place brands translate Sefton’s wider visitor propositioninto
distinctive, credible experiences that strengthenits profile and competitiveness.

KEY PROOF POINTS

Southport - a classic coastal destination reimagined for
modern audiences. It blends heritage, wellbeing and culture with a

diverse food scene, strong events programme and access to the coast.

e Lord Street’s Victorian architecture and café culture
e Marine Lake and seafront attractions

e The Atkinson, Victoria Park and major festivals

o Gateway to the Sefton Coast and wider Northwest

Sefton’s Natural Coast - 22 miles of beaches, dunes and

pinewoods linking Southport to Crosby. A place for discovery, wellbeing and
nature-based recreation, with vibrant coastal communities along the route.

e Sefton Coast Path and Merseyrail connectivity
Bathing beaches at Formby and Ainsdale

Wildlife habitats and conservation areas

e Outdoorrecreation and mindfulness experiences

Bootle - an emerging Canalside destination shaped by creative
energy, heritage andits links to Liverpool’s waterfront.

e Salt & Tar and Lock & Quay cultural venues
e Canal corridorregeneration plans

e Local enterprise and grassroots festivals

e Maritime and industrial heritage

Y SYSR Y

A Borough of Contrasts - from inland green spaces and historic villages to
the internationally recognised Sefton Coast and globally significant sporting events.

e Leeds - Liverpool Canal corridor
e Sefton & Lunt Meadows wildlife zones
e Historic villages - Churchtown, Little Crosby, Formby, Birkdale

NN AN

N U D

| Buluonisod @ uonisodold ‘siayiel yabie]

23




| Our Sefton Story

24

PROPOSITION DRIVER

SIGNATURE EXPERIENCES

England’s Golfing Coast - six championship links courses, including Royal Birkdale,
positioning Sefton as one of the world’s premier golf destinations.

%

Y2

Events, Conferences & Culture - a destination known for its major events,
vibrant arts scene and growing conference market.

%

N

KEY PROOF POINTS

e The Open Championship 2026
e Concentration of championship courses

e MLEC (2028) & The Atkinson
e Southport Flower Show, Air Show, Food & Drink Festival
e AnotherPlace & Leeds - Liverpool Canal heritage

PROPOSITION DRIVER

WELL CONNECTED

Within Reach & Well Connected - easy access to Liverpool,
Manchester, Chester and Cumbria, with strong local rail, road and airport links.

KEY PROOF POINTS

e M58/M57 and Merseyrail network
e Close to Liverpool and Manchester airports
e Accessible coastal gateways

PROPOSITION DRIVER

SUSTAINABLE

Sustainable & Green Destination - a circular visitor economy
built on low-impact travel, local sourcing and investment in green infrastructure.

KEY PROOF POINTS

e Sustainable transport & tourismiinitiatives
e Local supply chains and event best practice
e Environmental stewardship across the coast

POSITIONING

Southport & The Natural Coast

Southport continues to actas Sefton’s flagship attract
brand, particularly forregionaland national short breaks
and event-drivenvisits. Itsrepositioning as Southport &
the Natural Coast strengthens the town’s existing appeal
by aligning with the rising demand for wellness, outdoor
recreationand nature-led experiences. This association
alsoreflects Southport’srole as the northern gateway to
the Sefton Coast and provides acoherent platform for
packaging coastal experiences, heritage, culture and
hospitalityinto acompelling destination offer.

Sefton’s Natural Coast

This positioningre-establishes the coast as
aunified brand underthe bannerof Sefton’s
Natural Coast orEngland’s Natural Coast.

It provides a structure forpromoting the
borough’s coastaltowns, including Crosby,
Ainsdale and Formby as part of awider
nature, recreation and wellbeing offer.

The approach supports collaborative
marketing, consistentinterpretation, and
jointinvestmentinvisitorinfrastructure
and conservation. It also aligns withland
managers such as the National Trust,
embedding sustainable tourism principles
into the brand’s delivery.

Canalside Bootle

Bootleisrecognised asanemerging
destinationbrand, buildingmomentum
through grassroots cultural activity,
Canalsideregeneration, and strategic
connectionsto Everton’s Bramley-Moore
Dock stadiumand Aintree Racecourse.

Canalside Bootle positions the town
as an alternative creative hub, framed
by astronglocalidentity and growing
visitorinfrastructure.

Its brand will evolve organically, led by
local enterprise, social media content
and place-basedregenerationthat
highlights Bootle’s ambition,
resilience and character.

| Buiuonisod @ uonisodold ‘siayiel 19b.ie]
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HOW THE
STRATEGY
WORKS

SEFTON’S VISITOR ECONOMY STRATEGY

IS UNDERPINNED BY A CLEAR AND
CONNECTED FRAMEWORK THAT
TRANSLATES INSIGHT INTOACTION

It draws together detailed assessments

of Sefton’s product strengths, market
performance, visitor trends and competitor
destinations, alongside input fromindustry
stakeholders and local partners. These insights
have shaped the strategic driversin terms

of the mission, aims and objectives, as well
asidentifying market opportunities thatin

turn guide Sefton’s positioning and visitor
proposition as outlined above.

From this foundation, six strategic themes have
beenidentified to tackle the key challenges and

realise Sefton’s growth opportunities. These themes
covereverything from major events and destination
competitiveness to sustainability, skillsand market
development. Eachthemeis supported by a set of
core priorities that are both direct and cross-cutting.
Importantly, they focusinvestmentanddelivery onthe

things that mattermost for Sefton’slong-termsuccess.

Aclearrationale underpins each priority, guiding the
development of targeted, time-bound actions over
the short, mediumandlongterm. This ensures Sefton’s
strategyisnotonly ambitious but also practical,
dynamic and focused ondelivery.
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PRIORITY ACTIONS

The framework shown below sets out how these elements
connect and will guide delivery through Sefton Council, Marketing
Southport and the borough’s wider visitor economy partners.

—E— — @
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Performance,
Research & Analysis

— .
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Strategic Themel

CATALYSING
GROWTH THROUGH
INTERNATIONAL
EVENTS

TOGETHER, THE OPEN
AND THE GRAND NATIONAL
CAN HELP REPOSITION
SEFTON AS A CONFIDENT,
COLLABORATIVE AND
HIGH-PERFORMING
DESTINATION.

Core Priority

CAPITALISE ON THE OPEN 2026 AND
THE GRAND NATIONAL TO GALVANISE
STAKEHOLDERS, BUSINESSES AND
COMMUNITIES TO DRIVE SHORT-TERM
AND SUSTAINABLE GROWTH

Majorinternational eventsrepresentaunique
opportunity for Sefton toraise its visitor profile,
stimulate investment and build long-term destination
value. The Open 2026 and The Grand National are two
of the UK’s most high-profile sporting events, with the
potential to generate global media coverage, attract
high-spendingvisitors and act as powerful catalysts for
regeneration, placemaking and promotional activity.

The Open2026is particularly significant. It offers
Southport the chance torebuild market share
andregainvisibility following years of subdued
performance. With over 250,000 spectators
attending, it willbe the largest Championship held
outside Scotland, and will bringunprecedentedlevels
of attentionand spendto theregion. However, realising
the fullbenefitwillrequire a coordinated, whole-town
approach that elevates bothvisitorexperience and
businessreadiness. The town must presentitself atits
best, getting the basicsrightinterms of cleanliness,
welcome, signage and service standards, while also
investinginits publicrealmandkey assets suchas Lord
Streetandthe seafront.

The Championshipis also apowerful catalyst for
galvanisinglocal partnerships. A coordinated local
effortinvolving businesses, community groups
andpublic agencies cansetanewbenchmark for
collaboration. These partnerships, formedinthe run-

up toThe Open, should be sustained beyond 2026
aspartofalong-term, place-led approachtovisitor
economy deliveryin Southport.

Ayear-round programme of destination marketing
and themed events will be essential to drive pre-event
momentum. These should celebrate the undeniable
strength of Southport’s golfing product, hospitality
offerand signature experiences, while working directly
withthe R&A, Southport'sindependent events sector
andregional cultural networks. Marketing activity should
focusonkeycatchmentareasandintermediaries,
supported by PRand content campaigns that position
Southportasthe hostdestinationand capital of
England’s Golf Coast. Joint promotions with Liverpool
willalso beimportant to extendreach, joint packaging
andinfluence trade channels.

The Grand National presents a parallel opportunity
bringing ‘Open Championship like’ benefits to Sefton
onanannualbasis. As a globally recognised brand with
deep associations to Seftonand Southport, the event
provides anannual platform to promote the borough
tonational andinternational audiences. Strengthening
cooperationbetween Aintree Racecourse and Sefton
Councilwillbe key, not just forrace week, but for
leveraging theracecourse’syear-round event calendar.
Therace attracts thousands of visitors who pass
through Sefton, creating opportunitiestoincrease

discretionary spendinboth Bootle and Southport.
Marketing campaigns, joint offers andlocal activations
should be designedto convert awarenessinto action,
linking audiences withthe borough’s coastal and
cultural experiences.

The Grand National and Aintree also represent
astrategic opportunity forBootle. The town’s
regeneration and growing cultural offeralign with
ambitions todrive local footfalland raise South
Sefton’s profile. While these opportunities are explored
in greaterdetail laterinthe strategy, early efforts
should focus onvisibility and improving connections
between Aintree and Bootle. The Leeds - Liverpool
Canalis central to this, beginningin Bootle and flowing
across Sefton, it passesiconiclandmarks suchasthe
Canal Turn, a globally recognised feature of the Grand
National course. These associations offera powerful,
underused platform forstorytellingandaudience
development, particularly around active, heritage and
international markets.

Together,The Openand The Grand National canhelp
reposition Seftonas aconfident, collaborative and high-
performing destination. If approachedintheright way,
they cangalvaniselocal stakeholders, build business and
visitorconfidence, and create alegacy of leadership,
quality and partnership that becomes the new standard
forhow Seftondeliversitsvisitoreconomy.

What We’ll Do

e Deliveracoordinated, town-wide
destinationreadiness programme
inthe lead-up to The Open 2026,
encompassing public realm
improvements, business engagement,
volunteer training and enhanced
customer experience.

e Launchtargeted marketingand PR
campaigns positioning Southport as the
hostdestination for The Openand
abase forracegoersduring The
Grand National.

o Workwiththe R&A, Jockey
Club, BBC, ITV, golf tourism operators
andregional partners to strengthen
Southport’s visibility across broadcast,
digital and promotional channels.

e Developjoint programming and visitor
offers with Aintree Racecourse and
the Jockey Club to extend dwell time,
spending and off-course experiences
across Sefton.

e Buildlong-termlegacy and
investment partnershipsin Southport
and Bootle to ensure these events
deliverlasting benefits.

e Establishanewbenchmarkfor
destination coordination and
cross-sector working, maximising the
profile,impactandlegacy of Sefton’s
landmark events.
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Strategic Theme 2

DEVELOPING NEW
VISITOR MARKETS
& AUDIENCES

This strategic theme responds to one

of Sefton’s most persistent visitoreconomy
challenges- seasonality and fluctuationsin demand.
These patterns continue to constrain growth, reduce
resilience, andlimit the borough’s ability to sustain
and expandits market share. As such, the strategy
aims to protect Sefton’s existing visitor markets while
activelyre-engaginglapsed audiences and attracting
new ones. Amore diversified audience base will also
support year-round footfall, reducereliance on peak
seasons and build long-term sustainability.

The approachisunderpinned by three core priorities
thatinclude arefreshed destination marketing
strategy, increasing value from the business events
sectorand arenewed focus on Southport’s major
events offer. Together, these priorities aim to
reposition Sefton within the regional and national
markets thathave beenidentified to create the
conditions forlong-term demand growth.

Core Priority 1

DEVELOP SEFTON’S DESTINATION MARKETING STRATEGY
AND POSITIONING AS AN OUTSTANDING DESTINATION
FOR CREATIVITY, CULTURE, WELLBEING AND RECREATION

Leading with Sefton’sidentified destination
brands will sharpen the borough’s ability toreach
target audiences, based on theirdemographic
profiles and lifestyle preferences. Sefton’s
distinctivenessliesinits natural assets, quality of
place and accessibility, all of which offera strong
foundation for destination marketing grounded
in creativity, wellbeing, and sustainability.

Southportwillremain Sefton’s flagship brand,
aclassic coastaltownreimagined formodern
tastes, where leisure, culture and nature
converge. Its proximity to the Sefton Coast,
combinedwithastrongleisure, events and
corporate offer, reinforcesitsrole as the
borough’s principal attract destinationand a
vibrant gateway to the Natural Coast.

The Sefton Coastwillbe marketedasa
standalone destination, with Crosby, Ainsdale,
Formby andinland nature reserves promoted
through nature-based and eco-tourism themes.
Bootle’s positioning as a Canalside creative hub
willgrow organically, led by grassroots content
andinfluencer-led contentratherthan
traditional campaigns.

Thisdestination-led approach provides aplatform
forseasonaland thematic marketing campaigns
underbannerssuchas ‘Seaside Escapes’, ‘Nature
& Wellness’ and ‘Events & Sporting Greats’. These
willbe targeted to high-potential sesgments and
aligned withregional marketing activity to extend
reachintonationalandinternational markets.

Astrongdigital backbone willbe essential.
VisitSouthport.com must evolve into a conversion
led platform with CRM functionality, third-party
contentandrobust bookingintegration. Paid,
organic andinfluencer contentacross social
channels,combined with strategic partnerships
with DMCs, travel trade and conference
organisers, willopenup multiple routes to market.

Destination marketing will also support group
travelandtrade campaigns, particularly those tied
to events, golf tourismand short breaks. Curated
itineraries will offer high-impact, ready-to-book
products forcoach operators, DMCs and group
organisers. These packageswillreinforce Sefton’s
brand associations, includingits links to the Grand
National, England’s Golf Coast, AnotherPlace and
the National Trust sites.
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Core Priority 2

GENERATE GREATER BENEFIT FROM CONFERENCES,
BUSINESS MEETINGS AND EVENTS

Business events play a criticalrolein
driving midweek, year-round demand
andincreasing discretionary spend
across Sefton’s hotels, venues,
restaurants and cultural assets.

With MLEC in Southport, the borough
has a majoropportunity to reposition
itself as ahigh-quality, coastal
conferencing destination.

MLEC willact as the cornerstone of
Southport’sbusiness events offer,
attracting multi-day events from
medical, academic, politicaland
corporate sectors. This growth must be
matched by improvementsinthe town’s
accommodation supply, particularly
branded and mid-to-upperrange stock
withinwalking distance of the venue.
Strengthening the local food, retail

and cultural offerwill also be key to
destination appeal.

To compete effectively, Southport
must shiftto a proactive sales model.
Thisincludes establishinga conference

ambassadorprogramme, building asales
pipelineinadvance of MLEC’s opening,
reactivatingpastleads(e.g.IDTA)and
targeting associations with events of
500-700 delegates. Partnership with
the Liverpool City Region Convention
Bureauwillalso be essentialto ensure
alignment withwiderregional strategies
and maximise referrals.

Incentives and bidding support will
bevitalto attractinglarger, multi-day
conferences, securingrepeat
business and strengthening the
pipeline of enquiries.

Southport’svalue propositionasa
well-connected, high-quality coastal
destination provides adistinctive
alternative to traditionalurban centres
suchasBlackpoolandHarrogate. This
competitive advantage shouldbe placed
frontand centrein sales materials and bid
submissions, helping to differentiate the
destinationand build lastingrelationships
with conference organisers.

Core Priority 3

RE-ESTABLISH SOUTHPORT AS A DESTINATION

FOR OUTSTANDING EVENTS

InSouthport, established annual events
suchas the Air Show, Flower Show, British
Musical Fireworks Championship and Food
& Drink Festival already attract strong
regional audiences. The next phase of
development should focus onenhancing
their quality, extending their seasonalimpact
and elevating their national profile. This will
involve collaboration with partners such as
the Royal Horticultural Society, investmentin
eventinfrastructure at Victoria Park, and the
evolution of existing formats to strengthen
visitor experiences.

Forthe Southport Air Show, thisincludes
greaterinvestmentin grounddisplays and Air
Show Village content, alongside areimagined
formatthatreducesdependenceonthe
seafrontand enables more flexible, sustainable
and weather-resilient delivery. Inparallel,
opportunities such aslightand sound festivals
focused around Marine Lake animation through
MLEC, and the association with the British
Musical Fireworks Championship, will further
establishthe town’sreputationas amarket
leaderforhigh-impact, visually choreographed

events capable of broadening audiencereach.
Alongside this, amore diverse year-round
programmeisneededto animate the

town centreand supportlocalbusinesses
andcreative talent. A curated calendar of
grassroots events, pop-ups and touring
exhibitions can help activate key locations such
aslLord Street, the Market Quarterand Princess
DianaMemorial Gardens.

The Atkinsonwillhave acentralroleinleading cultural
programming and developing new audiences
andplayakeyroleinreinforcing Southport’s
position as a creative coastal destination.

Thereturn of The Opento Royal Birkdalein2026
provides a significant opportunity to reposition
Southport asaworld-class events destination.
Acuratedlead-inprogramme, themed

around Southport’s positioning as ‘England’s
Golfing Capital’, willgenerate momentum,
grow awareness and supportlong-term
visitorgrowth. This should act as a catalyst for
establishingamore strategic events model,
onethatplaceslegacy, destinationimpactand
market development atits core.

What We’ll Do

Deliveranintegrated destination
marketing strategy aligned to

key segments and Sefton’s three
destination brands, supported by
seasonal and thematic campaigns.

Build Southport’s conference sales
modelin preparation for MLEC opening,
including ambassador networks, sales
collateral, trade engagement and
accommodation developmentplans.

Investin Southport’s signature events
and develop new events to raise quality
andreach, supported by town centre
programming and grassroots cultural
partnerships.

Leverage The Open 2026 and The Grand
National to amplify Sefton’s brand
visibility, target high-value audiences,
and drive wider engagement with
Bootle and coastal towns.
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Strategic Theme 3

ENHANCING
STRENGTH OF
PLAGE AND
COMPETITIVENESS

The quality of place, experience and infrastructure
across Southport, the Sefton Coast and Bootle will
define Sefton’s destination appeal and future growth.

Targetedinvestment will be essential to drive this
transition, build private sector confidence and
address the challenges facing both established
and emerging destinations.

CorePriority 1

SIGNATURE PROJECTS FOR REVITALISING SOUTHPORT
AS AYEAR-ROUND MAGNET FOR COASTAL TOURISM

Southportis a well-known coastal destination,
butitisunderpressure. Market share has
eroded, with the town struggling to meet the
expectations of more affluent and discerning
short break and group travel audiences. Visitor
spendiswellbelow the city region average and
hotel occupancy and ADR remain significantly
lower than comparable destinations. These
trendsreflecta gradual decline in the quality
and mix of visitorinfrastructure and a growing
reliance onlower-spendinglocal audiences.

The town’s competitivenessisnow being
addressed through the development of anew
Place Strategy, aligned with this Visitor Economy
Strategy. The priorityis torevitalise Southport’s
core propositionthroughinvestmentinkey assets
that candrive destination appeal, extendlength
of stay and stimulate economic activity. These
include Lord Street, the seafrontand Marine

Lake, Victoria Park, The Atkinson and the town’s
accommodation offer.

Lord Streetis thejewelin Southport’s crown
and a defining feature of its visitoridentity. With
its historic architecture, tree-lined boulevard
and heritage character, ithas the potential to
be avibrant destinationforshopping, dining
and leisure. However, vacancy rates, alimited

hospitality offer,and the dominance of road traffic
continue toweakenits appeal. Revitalising Lord
Streetistherefore critical, notonly toreinforce
Southport’s positioning as a high-quality short
break destination, butalsotoanchorwider
regeneration by connecting the Market Quarter,
Scarisbrick Avenue and the seafrontintoa
coherentand compelling destination experience.

The seafront plays adualrole:itactsbothasakey
visitordestination and as the northern gateway
tothe Sefton Coast. It complements Lord Street
by offering a broader mix of leisure attractions
and family experiences. Assets such as Southport
Pier,King’s Gardens, seafront attractions and the
emerging Marine Lake Events Centre (MLEC) can
support this diversification. However, seasonal
patterns of demand and limited weather-resilient
infrastructure currently constrain growth.

Unlocking this potential requires an ambitious
approach. Southport's seafront attractions has
the capacity to evolve into aregionally significant
theme park, anchoring a cluster of year-round
family attractions. InvestmentinMarine Lake
andits surroundingsis also needed to position
itasahubforevents, recreationandwaterside
experiences. Strengthening connections
between the seafront, MLEC and Victoria Park will

also supporthoteldevelopmentandreinforce
the town’s position as a multi-day destination.

Victoria Parkis the home of the Southport
Flower Show andisfastbecomingthe town’s
leading outdoorevents space. Recent
investments meanitcanhostupto 15,000
visitors, but furtherworkisneededto ensureit
iscommercially viable year-round.

Thisincludesimprovedinfrastructure (e.g.
drainage, utilities, amenities), strongerlinks to
the seafront,and a permanent horticultural
offerthatreinforces the park’sassociationwith
the Flower Show brand and can offerayear
round experience.

Accommodationis acritical dependency.
Southport must diversify andraise the quality
ofitsvisitoraccommodation to supportMLEC,
attract newleisure markets and compete for

group travel, golf andincentive travel segments.

Prioritiesinclude securing anew operatorfor
the Waterfront Hotel, enabling development at
Fairways and along the seafront, revitalising the
guesthouse sectorand attractinginvestment
in alternative formats like serviced apartments,
hostels and eco-lodges.

What We’llDo

e Investinpriority projects onLord
Street, including publicrealmand
hospitality/cultural assets.

e Expandthe seafront offer through
development of seafront attractions,
upgrades to King’s Gardens and
improved links with MLEC.

e Develop Marine Lake as ahub for
events, waterside activities and family
recreation.

e Improveinfrastructure and
year-round viability of Victoria Park
as the borough’s signature outdoor
eventsvenue.

e Secureamixofbrandedand
independentaccommodation
to supportgrowthacrossall
visitor segments.
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Core Priority 2

UNLOCK THE FULL POTENTIAL OF THE SEFTON
COAST AS A DISTINCTIVE NATURAL TOURISM

ASSET WHILE SAFEGUARDING AND CONSERVING

ITS UNIQUE AND SENSITIVE ENVIRONMENT

The Sefton Coastis one of the borough’s most distinctive visitor
assets. Its naturallandscapes, biodiversity, and recreational
value provide Sefton with acompelling advantage. The coast
offers a strong counterpoint to the town-based experiences of
Southportand Bootle and plays a centralrole in shaping Sefton’s
wideridentity as aplace of wellbeing, beauty and adventure.

Despiteits popularity withlocal day visitors, the coastunder
performs economically. Visitorinfrastructureisinconsistent, dwell
timeislow and peak-season pressures strain habitats, amenities
and accessroutes. The goalis to transition from avolume-driven,
seasonal destinationtoamanaged,

experience-led one, supporting conservation, sustainable
traveland astrongereconomicreturn.

This transition willbe anchored by investmentinaccess,
interpretation, wayfinding and low-impactaccommodation.

The Sefton Coast Path will be acentral spine linking the fourmain
gateways of Southport, Ainsdale, Formby and Crosby, enabling
bettermanagement of visitorloadings. Improvedintegration with
the Merseyrail network will help support dispersal, modal shiftand
access tomore sensitive locations.

Crosby Coastal Park has strong potential to attract higher-
spendingregionalvisitors, particularly givenits connectionto
AnotherPlace. But sighage, amenities andinterpretation need

WITH TARGETED INVESTMENT IN SIGNAGE,
INTERPRETATION AND MODEST AMENITIES AT
THE FORMER SAND WINNING WORKS, IT COULD

APPEAL TO WILDLIFE AND EDUCATION-FOCUSED
VISITORS WHILE BRINGING GREATER DIVERSITY

TO SOUTHPORT’S LEISURE OFFER.

strengthening. Public realm, recreationalinfrastructure and family facilities
couldsignificantly raise dwelltime and spend. Links to Crosby town centre
andlocalamenities like South Road, as well as the creative reuse of buildings
like the Coastguard Station also present opportunities.

Formbyis one of the Sefton Coast’s most popularyet ecologically sensitive
locations, recognised foritsred squirrels, dune landscapes and strong visitor
management. National Trustinvestmentis helping to manage visitor pressure,
but furtherimprovementsin orientation, circularroutes, interpretationand
nature learning are needed. Amodestvisitor centre and lowimpacteco
cabins could enhance the experience and support education, sustainability
and wellness, provided they align with SSSI protections andlong-term
management plans.

Ainsdale-on-Seaiswell positioned between Southportand Formby and
hasuntapped potential to supportaccommodation andlearning-based
product. Investmentinsiteslike Pontins and Toad Hall could unlock short-
break, activity and education markets. Strongerwalking and cyclinglinks to
SouthportviaAinsdale and Birkdale Sandhills will also support modal shift
and help spread visitorloadings.

To the north, RSPB Marshside offers aunique opportunity to act as the
northernmost gateway to the Sefton Coast. With targetedinvestmentin
signage, interpretationand modest amenities at the former sand winning
works, it could appeal to wildlife and education-focused visitors while
bringing greaterdiversity to Southport’s leisure offer.

What We’ll Do

e Investinaccess, sighage and
amenities at all four gateways to
enhance the visitor experience and
manage visitorloadings.

e Workwith partnerstoupgrade
the Sefton Coast Path to National
benchmark standards and improve links
to Merseyrail and active travel routes.

e Supportinvestmentinlow-impact
accommodation, recreational and
nature-based attractions.

e Enhanceinterpretationand
infrastructure at Marshside, Formby
and Ainsdale to grow wellness,
nature and educational markets.
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Core Priority 3

ESTABLISH BOOTLE AS A VIBRANT AND CONNECTED VISITOR DESTINATION

Bootleis anemerging visitor destination with the
potentialto become a distinctive and vibrant Canalside
townthat plays akeyrolein Sefton’s visitoreconomy.
Rootedinaproudindustrial, military and maritime past,
the town’s future is being shaped by creative energy,
communityresilience and bold regenerationcentred
onplace, culture and connectivity.

The transformation of Bootle towncentreisbeingled
by majorinvestmentinandaround The Strand, whichis
beingreimagined as adynamic civic hub. Plansinclude
new cultural, leisure and commercial uses, stronger
links to the waterfront, and a more diverse high street
economy. Adjacent to this, Salt & Taris establishing
Bootle as an authentic cultural venue within the
Liverpool City Region, offering live music, street food
andindependent programming thatreflects and
celebrates the area’s creative identity. The longer-term
ambitionistodeliverapermanentvenue for Salt & Tar,
forming part of anew cultural spine that connects The
Strand with the Leeds-Liverpool Canaland Bootle’s
greenand civic spaces.

The canal corridoris pivotal to thisvision, not only
asadestination, but asaphysicaland symbolic link
betweenBootle and therest of the borough. From
Crosby Coastal Park via Rimrose Valley to Sefton’s
inland towns and villagesin the east of the borough, the
canal offers an active travelroute and heritage narrative
that cananimate public space, supporteventsand
attract new audiences. The opportunity to develop
CarolinaBasinas aflagship Canalside hub, combining
visitoramenities, heritageinterpretation, creative
workspace and community enterprise would bring
criticalmassandanimportant anchorforthe town’s
visitor offer.

Investmentinlighting, signage, cyclinginfrastructure
andpublicrealmare needed to activate the canaland
connectitmore fully to the town centre and Bootle’s
neighbourhoods. ABootle Canal Heritage Trail,
developedinpartnership withlocal communities, could
featureinterpretation, public art, oral histories and digital
wayfinding, creatinga compelling visitor experience
thatreflects Bootle’s social and wartime history.

THE TOWN’S FUTURE
IS BEING SHAPED
BY CREATIVE

ENERGY, COMMUNITY
RESILIENCE AND BOLD

REGENERATION.

Demanddrivers alsoinclude Aintree
Racecourse and as agateway location
to Liverpool. Bootle’s growing cultural
ecosystem, including Salt & Tar, The
Lock & Quay,independentvenues and
grassroots programmingis already
attractingnew audiences. Embedding
this offerinto the town’swidereconomy
willhelp support day and evening
visitors, event-led footfalland, overtime,
short-break markets.

Lookingahead, thereisscopetodevelop
astrongeraccommodation offer,
particularly as visitornumbers grow
throughfestivals, cultural programmes
and nearby regional attractions. Sites
withinthe SAFE Regenerationarea, close
toLock & Quay oraround The Strand,
could support short-stay and serviced
accommodationmodels aligned with
event, group and business travellers.

What We’ll Do

e TransformThe Strandinto a dynamic
civic and visitor hub with cultural,
commercial andleisure uses.

e Createapermanenthome forSalt & Tar
and deliver high-quality publicrealm
improvements.

e DevelopBootle Canalside as aflagship
visitoramenity and community asset.

o EstablishaBootle Canal Heritage Trail
and activate the canal corridoras a
leisure and cultural route.

e Explore opportunities for
accommodation to support
short-break and event-led markets.
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Strategic Theme 4

BEING
INTELLIGENGE
LED & MARKET
FOCUSSED

EMERGING TECHNOLOGIES
RANGING FROM AI-POWERED
ANALYTICS AND DIGITAL
TRACKING TOOLSTO
REAL TIME SENTIMENT
ANALYSIS WILL BE
INCREASINGLY IMPORTANT.

Core Priority

ADOPT INTEGRATED, DATA-DRIVEN INTELLIGENCE
TO INFORM GROWTH, MARKETING AND INVESTMENT

FOR SEFTON’S VISITOR ECONOMY

To competeinanincreasingly dynamic and digital
visitoreconomy, Seftonmustbecome more
intelligence-led, making betteruse of datato shape
decisions, refineits offerand anticipate future trends.
This means embedding amoreintegrated, technology-
enabled approach to destinationintelligence to drive
marketing, investment and product development, but
with sharperinsight and strategicintent.

Researchforthis strategy has highlighted clear
gapsinintelligence sharing, visitor profiling and the
routine use of qualitative and quantitative dataacross
the destination. Without a deeperunderstanding

of audience behaviours, motivations, satisfaction,
sentimentand spend patterns, Sefton’s ability to
respond to market shifts, as wellasbeing able to
measure the full value of tourism and events will
remain constrained.

The borough already benefits frominvestmentin key
toolssuchas STRforhotel performance, STEAM for
visitorvolume andvalue and Beauclair for footfall.
These platforms provide a solid foundation but are
notyetbeing optimised toinformwider destination
planning. Astrongerdata architecture, built on
interoperability and shared access, canhelp unlock
theirvalue and drive greaterinsightthrough a greater
understanding of key market segments, along with
theircharacteristics andvalue.

Emerging technologiesranging from Al-powered
analyticsand digital tracking tools toreal time
sentiment analysis willbeincreasingly important.

Theseinnovations allow monitoringand

interpretation of visitor behaviours across multiple
touchpointsincluding social media, reviews, search
queries and digital platforms. They also enable faster
response tomarket fluctuations and early identification
of new opportunities.

Seftonshould also draw more consistently on national
andinternational data sources, including VisitBritain
trends, ONS datasets, the International Passenger
Survey, MOSIAC profilingand UKCAMS forbusiness
events. Combined withlocaldataand primary
research, this will provide aricher, multi-dimensional
picture of Sefton’s audiences and performance.

Crucially, thisintelligence must be made actionable.
It should shape how experiences are designed, how
marketingis deployed, how events are programmed
and howinvestmentis prioritised.

It mustalso supportinclusive growth by helping
measure accessibility, sustainability, quality of
experience and economic andsocialreturnand ensure
alignment with the KPIsand performance framework
setoutlaterinthis strategy.

What We’ll Do

Establish a shared visitorintelligence
framework for Sefton andits partners to
collect, analyse, segment andinterpret
data more consistently.

Optimise existing platforms (STR,
STEAM, Beauclair) through better
integration, training and interpretation.

Investin MOSIAC market segmentation
datato assessaudience demographics,
characteristics and value.

Expand use of Al-powered tools to
monitor sentiment, identify emerging
trends and track visitor behavioursin
realtime.

Strengthenbusiness eventintelligence
through active participationin UKCAMS
and MICE-specific data platforms.

Combine national and international
datasets withlocalresearch toinform
destination planning andinvestment.

Linkintelligence gathering to Sefton’s
KPland evaluation framework to
measure impact, quality and inclusivity.
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Strategic Theme 5

BUILDING
ENVIRONMENTAL
SUSTAINABILITY &
COMPETITIVENESS

THE PEOPLE, PLACES
AND PLANET FRAMEWORK
OFFERS A COMPLEMENTARY,
PLACE-SPECIFIC
STRUCTURE FOR SHAPING
SEFTON’S SUSTAINABILITY
ACTION PLANS.

Core Priority

ESTABLISH SEFTON AS A LEADING
COASTAL DESTINATION FOR
SUSTAINABLE TOURISM

Sefton’svisitoreconomyisdiverse andincludes

many businesses operating across hospitality and
culturalvenues, attractions, retail, travel and events.
With destinations suchas Southportlocated along
aninternationallyimportant natural coastline, the
boroughisuniquely positionedto strengthenthe
connectionbetween tourism, nature and environmental
responsibility. Visitor decisionmakingisincreasingly
influenced by destinations that demonstrate strong
sustainability credentialsinterms of reducing carbon
emissions, minimising waste and promoting responsible
travel. Those destinations taking practicalactionare
more likely to attract environmentally conscious visitors
andimprove theirreputation, as well as the opportunity
toaccessregional and national funding programmes.
Forindividualbusinesses, these actionsare alsomore
likely toincrease visibility across destinationmarketing
platforms andincreased competitiveness whenbidding
forcontracts.

As Sefton’s ‘attract’ destination, and a town projected
tofaceincreasedfloodriskby 2050, Southport must
demonstrate leadershipinthis space by buildingon
existing good practice and work towards a coordinated,
destination-wide transition to sustainability. This

presents asignificantopportunity to alignwithregional
and national netzero ambitions, as wellasreducing

the operational costs forbusinesses while positioning
itself as abenchmark forsustainable tourism. The

Global Destination Sustainability Index(GDS-Index)
provides arecognisedinternational framework to

guide thistransitionandwillenable Seftonto assessits
environmental, socialand governance performance
alongside otherleadingdestinations. Participationin
the GDS-Indexwould help guide delivery and establisha
consistent quality standard forinitiatives to work towards,
aswellasenhancing Sefton’swiderreputationasa
responsible and environmentally friendly destination.

The People, Places and Planet framework offers a
complementary, place-specific structure for shaping
Sefton’s sustainability action plans. It ensures that
environmental priorities (Planet), place-based
investment (Places)and community wellbeingand
engagement (People)are embedded across the visitor
economy to supportabalanced and future proofed
approachtodestinationdevelopment. Alongwiththe
GDSindex, the frameworks offerboth strategic direction
andthe practicaltoolsneededto deliversystemic
changeandachievelong-termimpact.

ALONG WITH THE GDS INDEX, THE FRAMEWORKS
OFFER BOTH STRATEGIC DIRECTION AND THE
PRACTICAL TOOLS NEEDED TO DELIVER SYSTEMIC
CHANGE AND ACHIEVE LONG-TERM IMPACT.

What We’ll Do

Align Sefton’s destination development and
marketing plans with the People, Places and
Planet framework to embed sustainability
into delivery and governance structures.

Establish Southport as the borough’s
sustainability pilot, working towards
recognition viathe Global Destination
Sustainability Index and identifying clear
baselines andimprovement targets.

Support visitoreconomy businesses to adopt

greener practices through targeted toolkits,
resources, and signposting toregional and
national net zero programmes.

Prioritise low-carbon, active and public
transport connectivity, especially toand
between gateway destinations as part of the
wider sustainability approach.

Embed sustainable event principles across
Sefton’s festivals, conferences and major
sporting events, encouraging green supply
chains, waste reduction and low-impact
infrastructure.

Promote Seftonas aresponsible destination
to environmentally conscious visitors,
ensuring sustainability is visible in all digital
platforms, contentand campaigns.

Build sustainability KPIs into the broader
visitoreconomy performance framework,
ensuring accountability and continual
improvement.
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Strategic Theme 6

ENABLING GROWTH
THROUGH SUPPLY
SIDE INVESTMENT
& IMPROVEMENT

Achievinglong term growthin Sefton’s visitor economy
will require more than marketing campaigns and new
events. It demands a stronger supply-side, one thatis
resilient, productive, well-connected and capable of
delivering high-quality experiences to meet changing
visitor expectations. Addressing the current challenges
around skills, workforce, businessresilience and
transportis prerequisite to making this shift.

Sefton’s strengthliesinits potential togrow as a
year-round visitor destination that attracts
investment, retains talent and builds lasting visitor
loyalty. Achieving this requires a proactive approach
to skills development, targeted business support and
improved transport connectivity. Success willdepend
onclose collaborationbetweenlocal partners such as
InvestSefton and Sefton@Work, working alongside
regional and national bodiesincluding Skills England,
the Liverpool City Region Combined Authority, the
Growth Hub and VisitBritain.

Core Priority 1

DEVELOP A SKILLED, MOTIVATED
AND INCLUSIVE WORKFORCE

THAT DRIVES SERVICE QUALITY,
PRODUCTIVITY AND SECTOR GROWTH

The visitoreconomy already employs nearly 5,000
peoplein Seftonand numbers are slowly returning

to pre-pandemic levels. But structural challenges
persist particularly around seasonality, recruitment
andretention. Low pay, unsocial hours and limited
careerprogression continue to deternew entrants and
limit the sector’s ability to build the consistent service
quality required to compete effectively.

A strong pipeline of training and employment support
already exists, butitneeds more focused alignment
withlocalemployerneeds. Initiatives such as the

UK Hospitality Passportand LCR Skills Bootcamps
offerpractical, work-ready routes into employment.
Sefton’s furthereducation colleges and Sefton@
Work also provide a critical platform for delivering
pre-employment training, CPD and apprenticeships,
and are already collaborating onnew bootcamps and
management training offers.

Atsecondary level, there’s an opportunity to
strengthen curriculumlinks to the visitoreconomy
and build awareness of the career pathways available.
Meanwhile, customer service and visitorwelcome
initiativesincluding Welcome Hostand Welcome to
Excellence shouldbe scaledup toraise standards,
boost productivity andimprove visitor satisfaction.

Sefton’s colleges and training providers are willing
partners, the priority nowisto scale and coordinate
delivery, particularly around key eventslike The Open,
andto position the visitoreconomy as a serious,
inclusive and future focused careerpath.

Core Priority 2

DEVELOP INTEGRATED BUSINESS SUPPORT
THAT STRENGTHENS RESILIENCE,
PRODUCTIVITY, SERVICE QUALITY AND
YEAR-ROUND COMPETITIVENESS

Many visitor economy businesses across Sefton are facing

cost pressures, staff shortages and seasonal volatility. These
challenges are undermining business confidence and delaying
investment - andin some cases, stalling growth altogether.
Feedback fromlocal operators has highlighted the need for more
targeted support particularly around access to finance, digital
innovation, workforce development and market diversification.

The foundations fora strongerbusiness support ecosystemare
alreadyinplace. Organisations such as Invest Sefton, the LCR
Growth Hub and VisitBritain offer a suite of tools, advice and
fundingroutes. Buttoo often, the eligibility criteria for support
cannotbe met, orthey are simply underused. This strategy calls
foramoreintegrated, diagnostic-led approach, brokering
businessesinto the mostappropriate support, and aligning
withwideropportunities suchas The Open 2026, MLEC and the
region’s sectorgrowth plans and supply chains.

Peernetworks, mentoring programmes and place-based
business supportinitiatives such as those supported by UKSPF,
canallhelp accelerate innovation, improve productivity and build
confidence. Meanwhile, access toregional finance products such
as the Flexible Growth Fund and the Seed Fund will help unlock
investmentinnew visitor products, services and experiences.

Critically, thelink betweenvisitoreconomy performance and
destination competitiveness must be made clear. As Sefton
strengthensitsbrand, offerandinfrastructure, the businesses
operatingwithinit need the confidence, capability and support to
matchthatambition.
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CorePriority 3

STRENGTHEN TRANSPORT CONNECTIVITY TO UNLOCK GROWTH,
IMPROVE ACGESS AND SUPPORT A SUSTAINABLE VISITOR ECONOMY

Transport connectivity is central to Sefton’s visitor
economy performance. While Southport benefits
from strongrail links to Liverpooland Manchester, poor
regionalreliability and the lack of direct services to
Preston, the West Coast Main Line and Scotlandremain
barriers to growth. These limitations are restricting
accesstokey visitormarkets and diminishing the
borough’sappeal forinvestment and events.

Reinstating strategicrailinfrastructure, suchasthe
Burscough Curves, remains along-term priority and will
be criticalto accessingnew markets andimproving travel
times. Moreimmediate improvements must focuson
railreliability andintegration with the widerregional and
nationaltransport system. Active lobbying, partnership
working and alignment with the Combined Authority’s

transport priorities will be key to making this case.

Atthe sametime, Sefton’srail connectivity, particularly
the Merseyrail network, presents areal opportunity
forsustainable growth. The ability to travel seamlessly
betweenthe borough’s coastal gateways and town
centres supports modal shift,improves the visitor
experience and helps manage seasonal congestion.
Investmentinticketing, wayfinding andinfrastructure
upgrades will strengthen this proposition and support
the delivery of the widervisitoreconomy strategy.

Betterconnectivity also supportsinclusivity and visitor
dispersal, ensuring that all parts of the borough, including
Bootle, Southportandinland towns, benefit fromregional
growth, and that businesses canaccessthe workforce,
suppliersand customers they need to thrive.

BETTER CONNECTIVITY SUPPORTS
INCLUSIVITY AND VISITOR DISPERSAL,
ENSURING THAT ALL PARTS OF THE BOROUGH,
INCLUDING BOOTLE, SOUTHPORT AND INLAND
TOWNS, BENEFIT FROM REGIONAL GROWTH.

What We’ll Do

Scaleup local training and employment
programmes by aligning existing offers
(e.g. Skills Bootcamps, Hospitality
Passport) withemployer needs and
upcoming events, supported by FE
colleges, Sefton@Work and secondary
education partners.

Launch a coordinated business support
programme for visitoreconomy SMEs,
brokering access toinvestment, skills,
innovation and netzero support through
partners such as Invest Sefton, LCR
Growth Hub and VisitBritain.

Establish dedicated peer-to-peer
networks and mentoring schemes
toimprove businessresilience,
productivity and knowledge exchange.

Advocate forimprovedrail connectivity
including the reinstatement of
Burscough Curves and better
integration of Northern and Merseyrail
services, while maximising the potential
of sustainable travel through
visitor-focused ticketing, wayfinding
and active travelinitiatives.

‘ sylop\ ABajens ayy moH

49




| Our Sefton Story

50

COORDINATED
LEADERSHIP
PARTNERSHIP
AND DELIVERY

DELIVERING THE
STRATEGY -THE ROLE OF
MARKETING SOUTHPORT

Successful delivery of this strategy depends
onacoordinated, boroughwide effort to bring
togetherlocal businesses, delivery agencies
and communities through stronger, more
strategic partnerships. Sefton already benefits
from several established bodies that contribute
to how its destinations are managed, funded
and promoted. However, these groups often
operateinisolation and require amore joined-up
approach to maximise their collectiveimpact.

To address this, Marketing Southport willbe formalised
as the official Destination Management Organisation

(DMO). Co-ordinated andresourced by Sefton Council,

the DMO willhelp lead the strategic coordination of
destination planning, promotion, investmentand
product development.

ltwillactasthe connectorbetweenlocalandregional
partners, aligning efforts to secure funding, activate
flagship projects, andraise Sefton’s profilein priority

visitormarkets. It will also provide a consistent voice
forthe sectorataregional and nationallevel which will
involve engaging with the Liverpool City Region Visitor
Economy Partnership (LVEP), LCR Combined Authority,
and VisitEngland to ensure Seftonis well positionedin
widerprogrammes andinvestment pipelines.

Afully coordinated DMO willincrease the borough’s
visibility inkey markets and create stronger
opportunities toinfluenceregional and national policy.
The DMOwillact as aproactive advocate for Sefton’s
visitoreconomy and coastal destinations more widely,
applying collective insight and championing the
borough’s potential acrossindustry networks and
government forums.

To support continuity and visibility across digital
platforms,itisrecommended thatthe DMO continues
to alignwith existing assets and channels using
arecognised prefixsuchas ‘Marketing’, ‘Visit’, or
‘Experience Southport’ to maintain brand recognition
and SEO performance.
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DESTINATION-LEVEL
DELIVERY AND
GOVERNANCE

At adestinationlevel, Marketing Southport will work with and support the evolution of three key stakeholder partnerships:

SEFTON’S NATURAL COAST

Through the Sefton Coast Landscape
Partnership.

SOUTHPORT

Through the Marketing Southport Board
and collaboration with Southport BID.

- AN

J

.

BOOTLE

Through the emerging Bootle Cultural
Partnership, to deliverplace based and
community regeneration programmes.

These partnerships brings place-specific expertise andrelationships and will play akey role in shapingand deliveringlocal actions. However, to unlock their full
potential, they must work more collaboratively across the borough, guided by acommon framework, shared objectives and coordinated leadership fromthe DMO.

IN SOUTHPORT, MARKETING
SOUTHPORT WILL ACT AS
THE OVERARCHING

BOARD, UNDERPINNED BY
SUB-GROUPS FOCUSED ON:

=1 TownCentre
MIml &MajorEvents

Destination
Marketing

Business
Tourism

Destination
Welcome

Q Travel Trade

Development

This model builds on existing
collaboration between Sefton
Counciland Southport BID,
providing a more robust
structure to engage businesses
andinvestors. It willalsolead
strategically on the town’s
evolving place proposition.

Onthe Sefton Coast, achieving
Heritage Coast designationwould
significantly elevate therole of
the Sefton CoastLandscape
Partnership, positioningitas the
lead body forone of England’s
most ecologically and culturally
significant coastal areas.

With dedicated tourisminput, the
partnership would coordinate across
landowners, enhance sustainable
accessanddevelop gateway
experiencesthatbalance conservation
with high-quality visitorengagement.

InBootle, the visitoreconomy will
be supportedthrough the emerging
cultural partnership that will drive
Bootle’s Town of Culture BID , if
successful Bootle willbe awarded
funds to deliveracomprehensive
culturalevents programmein 2028
buildingonthe Sat and Tar story
along withthe widerregeneration
strategy helpingto deliverlongterm
change.The newly established Town
of Culture Board willhelp aid the
development of aPlace Strategy
forthe town, bringing together
residents, thelocal MP, Sefton

Ve

Together, these

( Destination
partnerships formthe

Marketing

) ( Events ) (Conferences) (TravelTrade)

delivery ecosystem
for Sefton’s visitor
economy, linked and
aligned to work towards
the strategic priorities
setoutinthisplan...

MARKETING SOUTHPORT

EXECUTIVE BOARD

~\

MLEC/ASM

Group

Council, businesses and community
organisations.

By bringing togetherpublic, private,
voluntary and community partners
tolead coordinated place shaping,
the Place Strategy will play a central
roleinsupporting tourism, content
creation, inwardinvestmentand
eventdevelopment as part of
Bootle’s evolving visitor offer.

Sefton Coast
Landscape
Partnership

Bootle Cultural
Partnership

Other Sefton

VE Partnerships

Convention
Bereau/
Conferences

Membership
Services

Strategy & Content &
Funding Marketing

Events

B2B &
Partnership
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WORKING ACROSS
AND BEYOND
THE BOROUGH

The DMO’srole extends beyond local coordination. Marketing Southport will also:

PARTNERSHIP FUNDING

Actas Sefton’slead partner Supportjoined-up
.@. with the Liverpool City Region planning with the City

Visitor Economy Partnership Region’stransport, skills

and Combined Authority and economic agencies

REPRESENTATION FUNDING

Represent Seftonin %g Collaborate onregional

national campaignsled by S funding bids and strategic

VisitBritain/VisitEngland marketing programmes

Theserelationships willensure Sefton’s visitoreconomy priorities are embeddedinwider policy and
fundingagendas, while unlockinginvestmentininfrastructure, skillsand product development.

ALIGNING WITH REGIONAL
PRIORITIES & DESTINATION
MANAGEMENT PLAN

Sefton’s Visitor Economy Strategy has been developed to align explicitly with the Liverpool City Region Destination Management Plan
(2025-2030). The DMP is structured around three strategic Missions, each supported by a set of City Region strategic priorities. Sefton’s strategy
aligns with this framework, translating these Missions and priorities into place based delivery for Southport, the Sefton Coast and Bootle.

LCR DMP Mission1: LCR DMP Mission 2:
A Catalyst for Inclusive Growth & Prosperity Harnessing LCR Global Influence & Brand Distinctiveness
SEFTON VE STRATEGY: SEFTON VE STRATEGY:
PSRTI';“J{ET“IISS THEMES & STRATEGIC PsnTIRoAIIETGIIgs THEMES & STRATEGIC
PRIORITIES ALIGNED PRIORITIES ALIGNED
e Grow vis.itolr value and « Theme 1: Catalysing Growth 3 .Strengtl_wen destination brands and _ )
economic impact international profile e Theme 1: Catalysing Growth

through International Events .
through International Events

e Supportinclusive employment, ) N e Leverage globally significant
skills and progression ¢ Theme 2: Developing New Visitor assetsand events « Theme 2: Developing New Visitor
Markets & Audiences .
o Improve business resilience ¢ Coordinate national and Markets & Audiences
and productivity e Theme 6: Enabling Growth international marketing activity

e Theme 3: Enhancing Strength of
o Maximise the economic impact of e Enhance the City Region’s cultural Place & Competitiveness
major events and business tourism Investment & Improvement and sporting reputation

through Supply-Side
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LCR DMP Mission 3:
A Thriving and Resilient Visitor Economy

STRATEGIC
PRIORITIES

Improve quality of place and
visitor experience

Embed sustainability and
climateresilience

Improve access, connectivity and
visitor movement

Use data andinsight to inform
decision-making

Strengthen governance and
partnership working

SEFTON VE STRATEGY:
THEMES & STRATEGIC
PRIORITIES ALIGNED

Theme 3: Enhancing Strength
of Place & Competitiveness

Theme 4: Being Intelligence
Led & Market Focused

Theme 5: Building Environmental
Sustainability & Competitiveness

Theme 6: Enabling Growth
through Supply-Side
Investment & Improvement

LINKS TO REGIONAL
AND NATIONAL VISITOR
ECONOMY PARTNERSHIPS

This strategy sets out how Sefton works within national and
city-region visitor economy partnerships, translating shared
priorities into local delivery while playing an active and
influential role in shaping widerregional programmes.

Visit
Britain
LCRDP
Sefton Visitor Marketing
Economy Strategy Southport

~

EMPOWERING
COMMUNITIES AND
LOCAL NETWORKS

Local communities play a vital role in shaping the visitor experience, acting as both hosts
and advocates for the places they live. This strategy recognises that visitoreconomy
growth must deliver tangible benefits for residents ranging fromimproved local
amenities and access to culture, to new jobs, skills and enterprise opportunities.
Delivery will be shaped through active engagement with community partners, including:

FRIENDS GROUPS AND 00 CULTURALANDHERITAGE
é LANDOVNERPARTNERSHIPS ")  ORGANISATIONSIN
ON THE SEFTON COAST BOOTLE AND SOUTHPORT
HH  GRASSROOTS EVENT == COMMUNITYASSOCIATIONS
ozoo|  ORGANISERSAND BBIZ)  ACROSS SEFTON'S TONNS
L PRODUCERS ANDVILLAGES

Throughthe DMO and partnership Boards, these groups will have clearerroutes to participatein
delivery, contributeideas and co-designprojects thatreflectlocalidentity and aspirations. This willhelp
ensure the strategy remains groundedin Sefton’s distinct places to fostering pride, advocacy andlocal
ownership of the visitoreconomy.

What We’ll Do

Overthelifetime of this strategy, Sefton will:

e RefreshMarketing Southport as the formal DMO,
coordinating destination development, marketing
andinvestment.

e Expandthe DMOsremittoinclude conventionbureau
services, membership support, funding, events, business
tourism and travel trade engagement.

e Strengthen partnershipsacross Southport, the Sefton
Coastand Bootle to deliver aborough-wide visitor
economy approach.

e Createlocal sub-groupsinSouthport for events, marketing,
business tourism and product development.

e SupportHeritage Coast designationand enhance the Sefton
Coast Partnership’sroleinvisitormanagement.

e Progressthe Town of Culture BID and formalise governancein
conjunction with partners.

e Deepenengagementwithregional and national partners,
including LVEP and VisitBritain/VisitEngland.

e Applyconsistentdigitaland brand practices toimprove
visibility and reach.

¢ Embedcommunity participationin delivery, enablinglocal
groups to shape programmes thatreflect place identity.
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Strategic Theme 1 - Major Events as a Catalyst for Growth

CORE PRIORITY: CAPITALISE ON THE OPEN 2026 AND THE GRAND NATIONAL TO GALVANISE STAKEHOLDERS,
BUSINESSES AND COMMUNITIES TO DRIVE SHORT-TERM AND SUSTAINABLE GROWTH

THE OPEN 2026 - SOUTHPORT

58

UR VISITOR
ECONOMY
INACTION

AREA OF FOCUS

SUMMARY HIGH-LEVEL ACTIONS

OUTCOMES

MEASURES

SHORT

LONG

Business Support

Deliver business readiness toolkit with Southport BID,
Invest Sefton & LCR Growth Hub. Includes marketing,

Improve business capability

No. of businesses engaged
Toolkit uptake

& Toolkit welcome, accessibility, joint offers. andreadiness. Workshop participation
Training & Coordinate town-wide Welcome Host training with Ry Ty W S p— No. of trained staff
anng Sefton@Work, Southport College, Hugh Baird etc, Employer feedback

Recruitment

prioritising recruitment, onboarding & service excellence.

inclusive workforce.

Volunteer recruitment

Marketing &
Media Campaign

Deliveryear-long campaign positioning Southport
as host destination. Include PR, case studies, thematic
content & joint promotions with VisitBritain/EGC.

Raise brand profile and attract
priority markets.

Campaignreach
SEO uplift
Conversionrates

Town Activation &

Curate town-wide events aligned to destination themes (golf,
food, outdoors, heritage etc). Use civic spaces to animate

Boost footfall, spend and

No. of events
Visitor dwell time

Events town andincrease dwell time. szazenez)zppoesl Feedback
Launch branded welcome programme to include . . Satisfactionratings
Southport ) i ; ; Enhance arrival experience and h .
signage, banners, station dressing, park & ride s . Wayfinding audits
Welcome destination pride.

upgrades etc. Link with training & business toolkit.

Brand visibility

Town Centre &
Seafront

Deliver seafront and town centre upgrades including
floral displays, cleansing, signage, parking. Engage
businesses through competitions and campaigns.

Strengthen town presentation
and participation.

Participationrates
Visitor sentiment

AeermerEdEm Support themed stay offers & bundled packages Increase overnight stays and ADR uplift
Packages targeting VFR, short stays, pre/post event markets. spendin town Occupancy rates
Promote proximity to Royal Birkdale. ' Offertake-up
DeI_lver_y Setupmultl—agencyTgsk Forceto nnEINEERELS Open Build delivery capacity and Group meetings; Governance
Coordination & delivery and legacy learning. Test new delivery models N A reviews; Legacy plan integration
Legacy and feed into town centre regeneration. '
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Strategic Theme 2: Developing New Visitor Markets & Audiences

CORE PRIORITY1: DEVELOP SEFTON’S DESTINATION MARKETING STRATEGY AND POSITIONING

Strategic Theme 1 - Major Events as a Catalyst for Growth

CORE PRIORITY: CAPITALISE ON THE OPEN 2026 AND THE GRAND NATIONAL TO GALVANISE STAKEHOLDERS,

Our Sefton Story

BUSINESSES AND COMMUNITIES TO DRIVE SHORT-TERM AND SUSTAINABLE GROWTH

THE GRAND NATIONAL

Brand exposure metrics

Media mentions

Business Support
& Readiness

Extend The Open 2026 toolkit to Aintree, Bootle and Southport.
Deliver workshops via Invest Sefton & LCR Growth Hub.

Improve business readiness

and service quality.

No. of businesses supported
Workshop attendance
Feedback

Bootle Visitor

Promote Bootle’s cultural offersincl. Salt & Tar and canal trails.

Increase Bootle’s visibility and

Itinerary uptake

Business footfall

Connectivity

Visitor transport feedback

Accommodation
& Infrastructure

Support new hotel development at Aintree Racecourse.
Position Bootle/South Seftonto support demand.

Expand visitorinfrastructure

and overnight stay

Bed stock
Occupancy rates

Infrastructure investment

Strategic Place
Promotion

Align GN promotions with Sefton’s inward investment story.
Use the event to highlight regeneration and quality of life.

Drive investment and

strengthen place reputation

Investor enquiries
Campaign alignment

Media coverage

AS AN OUTSTANDING DESTINATION FOR CREATIVITY, CULTURE, WELLBEING AND RECREATION

AREA OF FOCUS

SUMMARY HIGH-LEVEL ACTIONS

OUTCOMES

MEASURES

SHORT

LONG

Deliverintegrated place marketing campaigns across digital, print and

Strengthen market reach and

Website traffic

campaigns.

propositions.

AREA OF FOCUS SUMMARY HIGH-LEVEL ACTIONS OUTCOMES MEASURES SHORT MED LONG Integral;ec_l Campaign VPR cgannr:els target}:nglg reglor?al anT:i nadtlonal sg%rt break markets. Activate awareness of Sefton’s visitor T
elivery isit Southport as the lead channel and expand destination content across offor ‘ .
partnersites (e.g. Visit Liverpool, England’s Golf Coast). ’ Audience segmentation
. Improve signage/branding along Dunningsbridge Rd, | el ) q STECBELES Develop destination-wide marketing content aligned with Southport’s Improve year-round appeal Segment growth
Gateway Signage Ormskirk Rd, Aintree Station & Switch Island. Branded mprove aglvat.exinlerlenc.s_la.: Visitor feedback Campaign Themes & core proposition (classic coastal, heritage, family, food, events). Promote and alignment to destination Repeat visits
& Arrival gateways to highlight Sefton and build anticipation. INGEERE CIESEN M V) Seasonal Content the Natural Coast and position Bootle as a Canalside hub. Create seasonal

Sentiment analysis

Brand & Positioning

Develop brand and positioning strategies for Sefton’s main visitor

Establish strong, recognisable

Brand recognition
Media mentions

Destination Strategy

Southport to build profile and attract short break and staying visitors.

destination brandin Sefton.

Place Branding & Collaborate with ITV and others to create Grand National-linked Increase destination Campaian reach Strategies destinations and integrate with place and inward investment marketing. destination brands. c . i
Media content promoting Southport, Bootle and Sefton Coast. awareness and mediareach paig ampaign alignment
Partnerengagement
. o ) " Visitor growthin
Southport Develop a dedicated destination consumer marketing strategy for Position Southport as alead 60-90 min catchment

Campaign ROI

B2B Travel Trade

Develop and implement a B2B marketing strategy to grow group travel to
Sefton forleisure and special interest tourism (e.g. golf, nature, walking).

Increase trade-ready product
and visitor group volume.

Trade enquiries
Itinerary uptake
Sectorengagement

MLEC & Business

Develop a B2B marketing and communications strategy positioning

Establish Southport’s business

MLEC enquiries

Experience Develop itineraries and trails for Grand National visitors. visitor flow b Southport as a coastal destination for business tourism, generating leads events credentials ahead of Business visitor stats
Bootle dwell time LTI forMLEC openingin 2028 MLEC launch
: : B2B engagement
Tavel tews Strategic Marketing Enhan‘cj:e visibirlitty in natignal % intgrnati?hnal m‘arketf/lgg eleoit?nﬁléey brands ) Increase ng;cin’sgja:et g lPabrtner(;:anal?n delivery
Transport & Improve links between Aintree, Bootle & Southport incl. Enhance connectivity and Railusage Partnerships andassoclations andpar ne(;'gg(ivr\]’;ﬂgssmers’ andneighbouring s aremovi::iet:n Il >XeX nooundreferrals
signage and Sandhills Station promotion. sustainable travel 9 : : Media exposure

Bootle Destination
Brand & Marketing

Establish coherent ‘always on’ Bootle marketing through local partner
channels and create a Canalside Bootle place brand.

Build awareness of Bootle’s
evolving visitoridentity.

Brand recognition
Online engagement
Media sentiment

Bootle - Product
Packaging &
Partnerships

Expand itineraries and partnerships with nearby attractions (Everton FC,
Aintree, NML, Western Approaches, etc) to strengthen the proposition, length
of stay and new routes to market.

Deliver stronger product-
market fit and partnership
working.

Package uptake
Dwell time, booking referrals

Visit Southport
Website
Development

Enhance Visit Southport website to serve as a multi-audience platform for
consumers, travel trade and event organisers.

Improve digital experience,
access to trade tools, and
events promotion.

Website engagement
Referral traffic
Online enquiries
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Strategic Theme 2: Developing New Visitor Markets & Audiences

CORE PRIORITY 2: GENERATE GREATER BENEFIT FROM CONFERENCES, BUSINESS MEETINGS AND EVENTS

Strategic Theme 2: Developing New Visitor Markets & Audiences

CORE PRIORITY 3: RE-ESTABLISH SOUTHPORT AS A DESTINATION FOR OUTSTANDING EVENTS

AREA OF FOCUS

SUMMARY HIGH-LEVEL ACTIONS

OUTCOMES

MEASURES

SHORT

LONG

MLEC Launch
& Destination
Repositioning

Leverage the opening of MLEC to reposition Southport and
Sefton as leading coastal destinations for national business
events. Coordinate bidding support, roomrates and capacity
building.

Establish Southportasa
credible, high-quality coastal
conference destination.

Conference enquiries
Delegate volume

Venue booking rates

Business Events
Marketing & Lead
Generation

Deliver a proactive B2B sales, marketing and PR strategy
through Southport Convention Bureau including CRM, trade
shows, familiarisation visits and ambassador development
with partners such as Edgehill and Region Health Trusts/
Partnerships.

Drive awareness, generate

leads, and build pipeline of

high-value eventsin target
sectors.

Sales conversion
CRMdata
Pipeline value

Digital engagement

Partnerships
& Regional
Collaboration

Develop strategic partnerships with LCR Convention Bureau,
LVEP and MLEC venue operators (ASM Global) for joint
bidding, referrals and co-investmentin campaigns.

Strengthenregional presence
andinfluence across the
events ecosystem.

Referrals
Campaignimpact metrics

Co-branded activity

Business Tourism
Digital Platform

Launch a unified business events web platform with tailored

tools for buyers and delegates - venue finder, itineraries, CRM,

booking tools and sustainability credentials.

Enhance userexperience
and streamline enquiry
management.

Website traffic
Enquiry handling time
SEO rankings

Accommodation

Work with developers and LegendsASM Global to ensure

Align accommodation with

Serviced stock growth

Development &
Sector Readiness

and hospitality sectors. Include sustainability training and
responsible delegate practices.

to meet buyer standards
and deliver sustainable
conferencing.

& Delggate su!tgble hlotel provision. Curate delegate experiences and MICE buyer needs and enhance Average length of stay
Experience itineraries to encourage longer stays and return visits. visitor value. Satisfactionlevels
i i Training participation
Skills Deliver a pre-opening skills programme across events, venue Sz tor s el a

Quality benchmarks

Net Zero adoption

Incentives,
Pipeline & Impact
Tracking

Develop targeted incentives and a subvention model to
attract early conferences. Build forward pipeline through
bids and ambassador development. Establish performance
framework for ROl and economic impact.

Increase competitiveness,
drive conversions, and
evidencereturn oninvestment.

Bid wins
Economicimpact
Ambassador engagement

Pipeline growth

AREA OF FOCUS

SUMMARY HIGH-LEVEL ACTIONS

OUTCOMES

MEASURES

SHORT

LONG

Global Events,
Global Reach

Use The Open and Grand National to elevate Southport’s brand via
international media, influencer engagement and satellite activity,
with targeted campaigns to drive awareness, visibility and footfall.

Amplify Southport’s profile on
global stage and drive inbound
demand.

Marketing exposure
PRvalue

Footfall
Brandreach

Town Activation
& Lead-In
Programming

Deliver a structured 2025-26 calendar of lead-in events linked to The
Open. Focus on Lord Street, civic spaces and heritage areas with a
balance of community, cultural and sporting events.

Build awareness, footfall and
confidence in Southport’s event
delivery.

Event attendance
Dwell time
Community engagement.

Business &
Community
Readiness

Equip businesses and communities through mentoring, training and
co-programming to maximise local economic impact from events.

Increase local participation and
spendingretention.

Business engagement
Satisfactionratings
Local spend.

Town Centre
Festival &
Community Events
Development

Expand core festivals (Food & Drink, Comedy, Jazz etc.) into multi-
venue, multi-day events. Support independent and grassroots
programming to grow a diverse cultural calendar.

Broaden audiencereach,
enhance visitor dwell time,
diversify offer.

Visitor satisfaction
Staying visitor volume
Town Centre Event spend

Maximise the
impact of major
events

Develop arefreshed destination events strategy to grow Southport’s
major events portfolio, maximise the impact of the Flower Show, Air
Show and Fireworks Championship, attract higher value visitors, as
well as strengthen links with the town centre and local businesses.

Fully leverage the pulling power
of Southport’s high-profile
events to generate greater

profile and economic impact

Visitor satisfaction
Staying visitor volume
Destination event spend

Maximising Public
Spaces

Animate key town centre assets (Victoria Park, The Atkinson, Town Hall
Gardens, Market Quarter) with vibrant, creative events that celebrate
local character and enhance place identity.

Strengthen town centre
vibrancy and distinctiveness.

Usage of public spaces
Footfall
Repeat visits

Year-Round
Collaborative
Programming

Coordinate a town-wide events calendar with partners. Streamline
licensing/funding, develop shared marketing assets and promote
collaborative planning.

Ensure coherent delivery and
maximise return on event
investment.

Events delivered
Partnerengagement
Occupancy uplift

Reposition
Southport’s
Cultural Identity

Align MLEC and The Atkinson programming, attract touring
exhibitions and position Southport in regional cultural strategies
with partners like Culture Liverpool and NML.

Establish Southportas a
recognised cultural destination.

Cultural attendance
Partnership success
Visitor segmentation

Strategic
Bidding & Event
Infrastructure

Work with LCR CA to attract regionally significant events through
strategic bids and secure long-terminvestmentininfrastructure
and event capability.

Drive economic impact and
embed Southportinregional
delivery models.

Bid successrate
Events hosted
Infrastructure investment
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Strategic Theme 3: Enhancing Strength of Place and Competitiveness

CORE PRIORITY1: SIGNATURE PROJECTS FOR REVITALISING SOUTHPORT AS A YEAR-ROUND MAGNET

FOR COASTAL TOURISM THROUGH INVESTMENT IN ESSENTIAL VISITOR INFRASTRUCTURE AND AMENITIES

Revitalisation

The Atkinson and Princess Dianna Memorial Gardens. Support
widerregeneration initiatives to increase local visitor spend by

dwell time/footfall within the town
centre

Business mix

AREA OF FOCUS SUMMARY HIGH-LEVEL ACTIONS OUTCOMES MEASURES SHORT MED LONG
Transform the seafrontinto a distinctive, high-quality year-round
visitor experience anchored by Regional Attractions, reimagined
as aregionally significant leisure attraction alongside Splash Visitor satisfaction
World and Kings Gardens. Regenerate Southport Pieras a - .
nationally recognised waterfront destination with public realm lnereiss SesilELon Visitor spend
Southport Seafront improvements, new commercial opportunities and cultural semEE e ame Siehgiien
v 2 , opp Southport’s year round visitor Length of stay; Investment secured
) RICOIEIIIC ) economy (public/private)
Enhance the Marine Lake through a continuous circular path,
adesignated ‘Marine Beach,” and upgraded visitor amenities. New product development
Supported by investable business cases and integrated land use/
delivery frameworks.
Elevate Lord Street’s appeal as a cultural, retail and hospitality
destination by improving the tenant mix (national brands and Town centre footfall
independents), enhancing the quality of public realm and Improve visitor experience, attract .
Lord Street clustering animation and events around key civic spaces such as higher value markets and increase Retail occupancy

Victoria Park &
Events Infrastructure

encouraging residential use of upper floors through ‘Lord Street Event attendance
Living’
Reposition Victoria Park as Southport’s flagship venue for B —

outdoor events and a southern gateway to the town. Develop
infrastructure, attract national profile events and extend the
Flower Show’s legacy through interpretation and seasonal
planting. Explore options fora community/events hub and
integrate with the wider visitor offer viaimproved connectivity
and along-terminvestment strategy.

Reinforce Southport’srole as
anationally recognised events
destination

Commercial bookings
Infrastructure upgrades

Victoria Park usage

The Atkinsonas a
Cultural Anchor

Strengthen The Atkinson’s role on Lord Street through capital
investment, upgraded theatre and museum programming,
partnerships with national institutions, and enhanced digital
content. Expand its audience base, attract national touring
exhibitions, and support wider town centre footfall. Connect
with business tourism and local events programming to reinforce
Southport’s cultural credentials.

Increase cultural engagement and
support year-round visits

Exhibition attendance
Audience diversity
Capitalinvestment

Cultural programming

Diversified
Accommodation
Development

Deliver a targetedinvestment strategy to grow Southport’s
accommodation offer, from guesthouses and branded hotels
to non-serviced lodges and motorhome provision. Focus on
supporting key regeneration opportunities (MLEC, Adventure
Coast) and address quality and planning issues in key locations.
Align planning and development incentives with Sefton’s Hotel
Strategy and Southport’s wider growth model.

Grow higher value staying markets
and support off-peak economy

Bedstock growth
Hotel occupancy
Visitor spend
Planning consents

Investorinterest

Strategic Theme 3: Enhancing Strength of Place and Competitiveness

CORE PRIORITY2: UNLOCK THE FULL POTENTIAL OF THE SEFTON COAST AS A DISTINCTIVE NATURAL TOURISM ASSET
BY INVESTING IN HIGH-QUALITY, SUSTAINABLE INFRASTRUCTURE, ENHANCING KEY GATEWAYS, IMPROVING ACCESS,
SIGNAGE AND INTERPRETATION, WHILE SAFEGUARDING AND CONSERVING ITS UNIQUE AND SENSITIVE ENVIRONMENT

AREA OF FOCUS

SUMMARY HIGH-LEVEL ACTIONS

OUTCOMES

MEASURES

SHORT

LONG

Crosby Coastal Park

Position Crosby Coastal Park as a flagship coastal destination,
using its blend of public art (e.g. Another Place), heritage
and nature to attract higher-value visitors. Invest inwelcome
infrastructure, signage, andinterpretation. Support gardens,
arts-led activations and future visitor facilities (e.g. sculpture
trails, boutique accommodation). Improve year-round access,
public transport, food/drink offer, and link existing assets
(Lake House, adventure centre) into new wellness and activity
packages.

Enhancing Strength of Place and
Competitiveness / Diversifying
and Spreading the Offer

Visitor numbers (Crosby)
Average dwelltime
Business mix

Seasonal visitor spread

Sefton Coastal Path

Establish a high-quality, accessible Sefton Coastal Path as the
spine of the Natural Coast. Improve signage, surfacing, links
to Merseyrail, and gateways at Southport Esplanade, Ainsdale
and Marshside. Commission an updated access strategy,
improve active travel and promote walking, cycling and wildlife
experiences. Refresh branding, wayfinding and family-friendly
trailinfrastructure.

Enhancing Strength of Place and
Competitiveness / Destination
Stewardship and Sustainability

Path quality/accessibility
Green travel modes
Trailusage

Sefton Natural Coast brand
perception

National Trust Formby

Support Formby as a nationally significant gateway for nature-
based tourism and conservation, while easing pressure on the
dunes through sustainable transport, shuttle trials, and integrated
visitor hubs. Finalise car parkimprovements and strengthen
interpretation, access and nature trails. Explore feasibility of a
new visitor centre and limited eco-accommodation, subject to
SSSlconstraints.

Destination Stewardship and
Sustainability / Spreading the
Offer

Peak pressure

Visitor satisfaction, Merseyrail-
linked visits

Green travel options

Ainsdale-on-Sea

Regenerate Ainsdale-on-Sea as a high-quality eco-tourism hub.
Prioritise capital upgrades to Shore Road, visitor amenities and
walking/cyclinginfrastructure. Masterplan brownfield sites (e.g.
Pontins, Toad Hall) for mixed-use eco-tourism development
including accommodation. Improve connections to Formby/
Southport and align trails and interpretation with National Trail
standards.

Enhancing Strength of Place and
Competitiveness / Diversifying
the Offer

Accommodation pipeline
Coastalvisitor spread/dispersal

Infrastructure investment

RSPB Marshside

Position Marshside as a northern gateway for nature tourism,
walking and wildlife experiences. Reopen and steward the former
sand-winning site in partnership with RSPB for viewing, learning
and low-impact facilities. Improve trail condition and signage
to Southport and Plough roundabout. Promote eco-learning,
seasonal events and low-carbon infrastructure.

Spreading the Offer / Sustainable
Destination Stewardship

Visitor satisfaction
Nature based tourismimpact

Interpretation coverage
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Strategic Theme 3: Enhancing Strength of Place and Competitiveness

CORE PRIORITY 3: ESTABLISH BOOTLE AS A VIBRANT AND CONNECTED VISITOR DESTINATION BY BUILDING ON
CULTURE-LED REGENERATION AT THE STRAND AND SALT & TAR, ACTIVATING THE LEEDS & LIVERPOOL CANAL AS A KEY

CULTURAL AND NATURAL CORRIDOR CONNECTING LIVERPOOL'S WATERFRONT AND SEFTON’S GREEN SPACES. INVESTMENT
SHOULD CAPITALISE ON BOOTLE’S MILITARY AND INDUSTRIAL HERITAGE, SUPPORT INDEPENDENT VENUES AND ALIGN

WITH NEW HOUSING DEVELOPMENT TO CREATE A DISTINCTIVE AND VIBRANT TOWN CENTRE OFFER.

Canal-Side Public
Realm

improvements including events space, food/drink pop-ups
and active public realm along Washington Parade.

Spreading the Offer

Public realm improvements

AREA OF FOCUS SUMMARY HIGH-LEVEL ACTIONS OUTGOMES MEASURES SHORT MED LONG
h Deliver Levelling UpTown Deal-funded regeneration of The Footfall
T eIStrand Strand as a vibrant, mixed-use town centre integrating leisure, Enhancing Strength of Place oolla
Redevelopment & culture andretail. Use this to catalyse high-quality canal-side and Competitiveness/ Retail mix

Carolina Basin
Feasibility &
Mixed-Use

Development

Complete feasibility for Carolina Basin as a new visitor and
enterprise anchor. Assess potential for workspace, heritage
interpretation, and commercial uses linked to the canal
and Bootle town centre. Position to attract private/public
investment and stimulate town centre vibrancy.

Enhancing Strength of Place/
Diversifying the Offer

Project pipeline
Investment secured
Workspace availability

Bootle Canal
Events Activation

Build a creative events programme along the canal corridor
including festivals, floating markets, public art and temporary
activations. Align with Salt & Tar branding and support
independent traders and grassroots participation.

Diversifying and Spreading the
Offer/Marketing & Events

Eventvolume
Audiencereach
Spend uplift

Trader participation

Progress development of a permanent cultural venue at

Bootle’s wider creative infrastructure.

Venue capacity

Salt &Tar (Phase Salt & Tar to host performances, exhibitions and live events. Eg::g?:;%g?;:g'ﬁ:;?g/ Event programme
2) - Cultural Strengthenyear-round programming and integrate with prog
Venue Development

Cultural audience growth

Leeds & Liverpool
Canal Heritage
Trail & Access
Strategy

Develop a canal-wide access and storytelling strategy from
Bootle to Sefton Coast. Improve surfacing, signage, and
lighting; use public art, interpretation and digital storytelling to
highlight Bootle’s dockland heritage. Create a fully connected
canal corridor for walking, cycling and exploration.

Enhancing Connectivity/
Destination Stewardship &
Sustainability

Trailusage
Digital engagement
Heritage visitor satisfaction

Military Heritage
Trails & Digital
Interpretation

Establish heritage walking trails across Bootle linking wartime
and civic sites with layered interpretation, AR/audio content
and co-produced storytelling. Position for heritage, education
and culture audiences.

Enhancing Place Identity/
Product Development

Trailengagement
Digitalinteraction
Community participation

Accommodation
& Overnight Offer

Explore opportunities for small-scale accommodation
including canal-side stays and boutique offers. Target
business and event-linked visitor markets connected to
Liverpool, Aintree, and cultural programming. Align with wider
Sefton Accommodation Strategy.

Supply-Side Investment/
Attracting Staying Visitors

Bedstock Occupancyrates
Product diversification

Strategic Theme 4: Being Intelligence Led & Market Focussed

CORE PRIORITY: ADOPT INTEGRATED, DATA-DRIVEN INTELLIGENCETO
INFORM GROWTH, MARKETING AND INVESTMENT FOR SEFTON’S VISITOR ECONOMY

AREA OF FOCUS

SUMMARY HIGH-LEVEL ACTIONS

OUTCOMES

MEASURES

SHORT

LONG

Visitor Research &
Insight Programme

Commission annual visitor research to capture visitor satisfaction,

behaviours, sentiment and motivations. Integrate Mosaic
segmentation and STEAM/UKCAMS to build granular profiles of
existing and emerging audiences.

Marketing & Audience
Development through smarteruse
of Intelligence & measure of ROI

Visitor satisfaction
Segmentation Profiling/Reach
Repeat visits

Optimise Existing
Data Platforms (STR,
STEAM, Beauclair)

Maximise value of existing datasets (e.g. STR, STEAM, Beauclair,

UKCAMS) by improving participation, data quality, regularity and

integrationinto planning and operations. Use STR/Co Starto

benchmark occupancy, ADR and RevPAR across comparator sets.

Supply-Side improvement due
to enhanced intelligence & ROI
forecasting

Occupancy trends

ADR forecasting

RevPAR

Benchmarks & Comparator analysis

Real-Time Visitor
Behaviour &
Movement Tracking

Use mobile location and footfall data (e.g. Beauclair, Wi-Fi
sensors) to monitor dwell time, movement patterns and visitor
origins across priority locations to inform site management and
experience design.

Improved audience insight &
market led product development

Footfall by site and visitor type
Dwelltime & usage

Origin mapping

Visitor profile insights

Social Listening &
Sentiment Analysis

Track brand perception and experience quality using sentiment
analysis fromreview platforms and social media channels.
Support destination marketing, reputation management and
service improvement.

Improved audience insight &
market led product development

Net promoter scores
Sentimentratings

National &
International Data
Integration

Align localinsights with VisitBritain, ONS, IPS and domestic survey
data to benchmark Sefton’s performance against national trends

andinform strategic alignment.

Improved understanding of
national trends and policy
influence

National market penetration
rates & segments

Destination benchmarking

Forecasting &
Predictive Analytics

Explore tools such as Tableau, Power Bl and Looker Studio to
develop dashboards for forecasting, scenario planning, and
identifying trends in demand, spend and behaviours.

Strategic Planning to support
resilience & growth

Forecast accuracy
Data utilisationrate

Uptake of Almodelling
&insight tools

Socio-Economic
Impact Monitoring

Track wider social, environmental and economic indicators
including accessibility, inclusivity and business performance
to support holistic understanding of the visitoreconomy’s
contribution.

Inclusive Growth/ROI &
strengthened local policy
Influence

Supply side performance
measures/data

Inclusive visitor metrics
Business sentiment analysis
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Strategic Theme 5: Environmental Sustainability & Competitiveness

CORE PRIORITY: ESTABLISH SEFTON AS A LEADING COASTAL DESTINATION FOR SUSTAINABLE TOURISM

sustainability performance across tourisminfrastructure.

AREA OF FOCUS SUMMARY HIGH-LEVEL ACTIONS OUTCOMES MEASURES SHORT MED LONG
Use frameworks like the GDS-Index and People, Planet, Places to
inati i inati Accreditation status Sustainabilit
Destlpat[on work towards accredited destmatpn stgtus forSouthport andtlje Seaeree B EsmEaiiETess y
Accreditation & Sefton Coast. Encourage collaboration with Green Tourism and wider Profile & Recognition scores
Recognition accreditation schemes (e.g. Green Key, ISO 14001) to benchmark 9 Number of certified venues

Business Support &
Carbon Reduction

Provide tailored support for businesses to implement low-carbon
improvements (e.g. LED lighting, insulation, heating), access LCR
Net Zero funding, and navigate planning guidance for heritage/
conservation areas.

Supply-Side Improvement
towards Net Zero Transition

Business carbonreduction
measures

Uptake of low carbon grants

Waste Reduction &
Circular Economy

Promote initiatives such as Plastic Free Communities, Refill, and
zero-waste networks to reduce single-use plastics and event-related
waste. Embed sustainable procurementin supplier policies and event

planning.

Uptake in trade awareness &
participationinresponsible
tourisminitiatives

% plastic-free venues/events
Waste reductionrates

Sustainable Transport
& Active Travel

Align with LCR Local Transport Plan to improve public transport and
active travelinfrastructure (e.g. walking and cycling links to Southport
and the Sefton Coast), supporting modal shift and carbon reduction.

Reduced environmentalimpact
of visitors through improved
connectivity & access

Transport modal share
Active travel usage

Skills & Training for
Sustainability

Promote accredited training for businessesincluding Green Tourism
Training, Carbon Literacy for Tourism and Zero Carbon Business.
Explore local delivery via Southport College and Sefton@Work.

Workforce development
supporting climate awareness
& skills.

No. of businesses trained
Training completionrates

Green Tourism
Charter & Events
Standards

Develop a Sefton Sustainable Tourism Charter aligned with the
Glasgow Declaration and ISO 20121 green event standards. Provide
local guidance for energy, waste and supply chain planning for event

organisers.

Improved environmental
standards through business
participation

Charter sign-ups
ISO 20121 uptake

Recognition &

Encourage entries into LCR Tourism Awards (Ethical & Sustainable
category) and explore a local Sefton Sustainability Award to promote

Profile raising through industry
leadership & increased

No. of award entries/winners

Nature Protection

using it to guide sustainable visitor management, conservation
priorities and protect the landscape’s character.

ordinated environmental
management.

Awards good practice and market Sefton as aresponsible destination. participation
Heri Support ambitions to achieve Heritage Coast designation for Sefton, P p!ace Stewardship Designation status
eritage Coast & throughintegrated/co Conservation area KPIs

New investment secured

Alignment with
Net Zero Targets &
Funding

Ensure all activity contributes to UK2050 and LCR 2040 Net Zero
targets. Support business access to funds including UKSPF, Levelling
Up Fund and Growth Platform Net Zero programmes.

Increased investment, policy
alignment & increased brand
awareness

Fund accessrates
Carbonreductionimpact

Positive destination brand
association

Strategic Theme 6: Enabling Growth through Supply-Side Investment & Improvement

CORE PRIORITY1: DEVELOP A SKILLED, MOTIVATED AND INCLUSIVE
WORKFORCE THAT DRIVES SERVIGE QUALITY, PRODUCTIVITY AND SECTOR GROWTH

AREA OF FOCUS

SUMMARY HIGH-LEVEL ACTIONS

OUTCOMES

MEASURES

SHORT

LONG

Local Training
Partnerships

Coordinate with Southport College, Hugh Baird and other
providers to deliver pre-employment training, CPD and
apprenticeships. Leverage new programmes in digital, leadership
and management to improve productivity, customer service
andlong term progression routes into supervisory and middle-
management roles.

Development of a skilled and
inclusive workforce

Training participation
Employer satisfaction

Progressionrates

Service Excellence
Standards

Promote national training schemes like Welcome to Excellence
and City & Guilds Welcome Host to raise baseline service
standards and encourage consistent visitor experiences across
hospitality, retail and events.

Enhanced service quality and
visitor experience

Customer satisfaction
Repeat visits

Training uptake

Recruitment
& Progression
Pathways

Deliver Skills Bootcamps and the Hospitality Passport with DWP
and local employers. Design clear recruitment campaigns and
progression frameworks that encourage retention and upskilling
of staff into specialist or leadership roles across the sector.

Improved recruitment and
retention

Job creation
Recruitment success

Career progression

‘Sefton Welcome’ &
Multi-skilling

Use The Open and other major events to promote a coordinated
‘Sefton Welcome’ CPD offer. Encourage businesses to adopt
yearround, cross sector employment models, enabling multi-
skilling across tourism, hospitality, retail and events to improve

resilience and productivity.

Strengthened year-round
employment and productivity

Employment levels
Seasonal balance

Skills development/uptake

Inclusion & Careers

Champion participationin the LCR Fair Employment Charter and
outreach to schools via the Southport Learning Trust. Support
careers education, targeting underrepresented groups and

Broaden participation and

Workforce diversity

Awareness levels

networks to maximise take up and support employer led training.

Awareness embedding tourism pathways into the curriculum and decision- weltere ety .
point guidance. Skillsengagement
Promote use of the Youth Guarantee, apprenticeship levy Funding uptake
Funding & transfers and devolved adult skills funding. Improve employer Enhance access to training and
. . ! ) . ) Platform engagement
Signposting signposting through Be More, college platforms and business funding

Programme access
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Strategic Theme 6: Enabling Growth through Supply-Side Investment & Improvement

CORE PRIORITY 2: DEVELOP INTEGRATED BUSINESS SUPPORT THAT STRENGTHENS
RESILIENGE, PRODUCTIVITY, SERVICE QUALITY AND YEAR-ROUND COMPETITIVENESS

AREA OF FOCUS

SUMMARY HIGH-LEVEL ACTIONS

OUTCOMES

MEASURES

SHORT

LONG

Resilience & Growth
Programme

Deliver structured business supportincluding 360° diagnostics,
mentoring, Net Zero audits and access to finance workshops
(via LCR Finance Hub) to help businesses manage costs, build

resilience and plan forlong-term growth.

Strengthened businessresilience
& growth

Business Engagement
Growth Rates

Funding Uptake

Sector-Specific &
Scale-Up Support

Expand tailored support for hospitality, retail, attractions and
events via consultancy on pricing, packaging and readiness. Link
growth-ready firms to the LCR Growth Programme and enhance

engagement through networking and peer events.

Enhanced productivity
of businesses & sector
competitiveness

Business confidence

Growth programme access

Peerengagement

Year-Round Product
& Marketing

Promote bundled experiences and multi-day itineraries with
DMO partners. Encourage participationin VisitBritain campaigns
and offer digital marketing workshops to support visibility and
seasonality reduction.

Enhanced competitiveness and
seasonality balance

Campaign participation
Marketing reach

Off-peak visits

Workforce Quality &
Inclusivity

Strengthen partnerships with training providers and increase
uptake of customer service and accessibility training (e.g.
Welcome to Excellence, VE Inclusive Tourism Toolkit) to improve
quality and inclusivity across the visitor economy.

Raised service standards and
inclusive employment

Training uptake
Customer feedback

Participationrates

Infrastructure &
Business Advocacy

Coordinate input into regeneration, safety and destination
management through strengthened business networks via
Invest Sefton, Marketing Southport and LCR Growth Hub. Enable
collective advocacy around town centre infrastructure and public
realm priorities.

Improved operating environment
and collaboration

Advocacy impact
Business participation

Levels of engagement

Funding & Investment
Partnerships

Maximise investment through UKSPF, Growth Hub contracts
and co-funded support schemes. Position the visitor economy
for greaterinvestment by building partnerships with national,
regional and local stakeholders.

Increased access to external
funding and leverage

Grant Funding secured
Partnership activity

Investment leveraged

Signposting &
Communications

Create a dedicated visitor economy business support toolkit
mapping services to core business challenges. Improve
awareness of LCR Growth Hub, VisitBritain tools and wider
support through comms channels and partner platforms.

Improved awareness and access
to business support

Toolkit downloads
Web traffic

Business satisfaction

Strategic Theme 6: Enabling Growth through Supply-Side Investment & Improvement

CORE PRIORITY 3: STRENGTHEN TRANSPORT CONNECTIVITY TO UNLOCK GROWTH,
IMPROVE ACCESS AND SUPPORT A SUSTAINABLE VISITOR ECONOMY

AREA OF FOCUS

SUMMARY HIGH-LEVEL ACTIONS

OUTCOMES

MEASURES

SHORT

LONG

Burscough Curves &
Strategic Links

Build the case forreopening the Burscough Curves by evidencing
demand from target visitor markets and economic uplift from
direct links to Preston, the West Coast Main Line, Lake District and
Scotland. Align with LCR Local Transport Plan and Southport’s
widerinvestment narrative.

Access to new visitor markets &
regional connectivity

Railaccess
Visitor spend

Investment leverage

Rail Service
Performance

Lobby Northern Rail forimproved reliability and frequency of
services to Southport, supported by data on visitoreconomy
dependency, seasonal flows and future growth forecasts.

Enhanced access & travel
experience

Journey reliability
Passenger satisfaction

Railusage

Visitor-Focused Rail
Ticketing

Promote themed rail tickets, joint discounts and express service
links across Liverpool-Bootle-Southport corridor. Include visitor-
facing branding and directional signage to support seamless
travel and wider dispersal across coastal destinations.

Increased rail use and reduced car
dependency

Ticket sales

Visitor dispersal rates
fromregional centres

Modal shift torail

Transport Integration
& Promotion

Improve coordination between Merseyrail and Northern
Rail services through joint digital ticketing, enhanced visitor
information and integrated promotion. Pilot coordinated travel
campaigns for The Open 2026 to promote long-term model for
event-linked and seasonal visitor travel.

Increased modal shift and event
readiness

Campaign uptake
Ticketingintegration

Eventrelated usage

Eco-Tourism & Active
Travel Links

Upgrade station facilities to support eco-tourism through
enhanced bike hire, storage and links to Sefton Coast Path.
Support cross-station drop-off options and signage for nature-
basedtravel.

Integration of sustainable travel
and eco-tourism in promotion &
visitor offer

Station facilities audit
Cycle hire use

Coastalvisitor footfall

Southport Station
Refurbishment

Prioritise refurbishment of Southport station toreflect the town’s
visitorrole. Use VE strategy forecasts to position the station
as a key gateway supporting investment and improving first

impressions.

Strengthened firstimpressions
and gateway experience

Investment case submitted

Station satisfaction

Visitor spend

Sefton Coast Main
Line Identity

Explore rebranding the rail line as the ‘Sefton Coast/Natural
Coast Main Line’ to strengthenits identity as a visitor route, aid
marketing of coastal destinations and improve visitor recognition
of accessroutes.

Enhanced visibility and use of
public transport

Branding campaign uptake

Passenger awareness
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MEASURING
PROGRESS

Tracking Outcomes
and Driving
Performance

Delivery of this strategy will

be underpinned by arobust
performance management
framework, coordinated by
Sefton’s Tourism Department as
the designated DMO. Drawing on
bothlocaland national datasets,
anagreed set of Key Performance
Indicators (KPIs) willbe used to
monitor progress against the
strategy’s priorities, inform
investment decisions andreport
outcomesto partnersincluding the
DMO Partnership, Sefton Council
and other partnerorganisations
including the Liverpool City Region

Visitor Economy Partnership (LVEP).

KPldata will be published quarterly
(where feasible), shared with

key delivery groups, and used to
inform local, regional and national
research programmes. This will
include STEAMVvisitorvolume
andvalue estimates, hoteland
attractions performance data
andlocal segmentation analysis.
Itwillalso supportregionaland
national benchmarkinginitiatives,
alongsidelocally agreed business
performance targets suchas
environmental standards and
employment outcomes. These
insights will be critical torefining
delivery, evidencingimpactand
driving continuous improvement
across Sefton’s visitoreconomy.

The table below provides a condensed summary of the full set of KPls and performance measures outlined in the strategy. Six
consolidated headings are used toreflect the breadth of data that willbe captured andreported, ensuring alignment with the

strategy’s programmes, objectives and intended outcomes.

KPITHEME

Satisfaction

KEY INDICATORS/MEASURES

Visitorratings

DATASOURCES

Visitor surveys,

FREQUENCY

STRATEGIC OBJECTIVE ALIGNMENT

Increase annual direct visitor spend by 30%, with
Southport as the leading attractorin the LCR.

& Innovation

based ondatainputs

Segmentation growth

tools

& Visitor TIC experience ialli f Annual . ) "
Experience N i sociallistening Achieve national recognition for the Sefton Coast through
Digital sentiment at least three major awards or eco-tourism metrics.
Visitor volumes
STEAM, hotel
Economic Spend perhead data, footfall Quarterly/ Grow overnight stays by 25% and raise occupancy rates
Performance FTEjobs analytics, Annual to 85%, reducing seasonality.
Sefton@Work
ADR & occupancy rates
Resident satisfaction Local Secure £150 million in new investment and grow or
Sustainability Net Zero & quality ce?'g:esr:r:/:vysgt Quarterly/ enhance 25 sustainable tourism businesses.
& Community accreditations Seftén Annual Embed tourismin local regeneration by engaging
Jobs & business support communities and stakeholders annually in delivery.
Increase annual direct visitor spend by 30%, with
Membership growth Southport as the leading attractorin the LCR.
o DMO & I eineing seuiizen) ;Dr::]\grgh?Mé & Quarterly/ Grow overnight stays by 25% and raise occupancy rates
rganisational Commercialincome P P Annual to 85%, reducing seasonality.
Effectiveness sales tracking
B2B enquiries Embed tourisminlocal regeneration by engaging
communities and stakeholders annually in delivery.
. LS L Analytics, Increase annual direct visitor spend by 30%, with
g:;lc(j?;lr?cge Campaign ROI media Monthly/ Southport as the leading attractorin the LCR.
Partner Engagement monitoring, Quarterly Grow overnight stays by 25% and raise occupancy rates
FEE campaigndata 9 i i
PR & social reach to 85%, reducing seasonality.
Alusage Increase annual direct visitor spend by 30%, with
; Yarf CRM, campaign Southport as the leading attractorin the LCR.
Intelligence Predictive accuracy crelyae donal Quarterly 9

Grow overnight stays by 25% andraise occupancy rates
to 85%, reducing seasonality.

Theuse of Al, predictive analytics and real time sentiment analysis will be expanded throughout the lifetime of this strategy,
alongside more integrated use of existing platforms like STEAM, STR and Beauclair. As set outin Theme 4 (section 5), combining
nationalintelligence withlocalresearch and innovation will enable more responsive marketing, sharper segmentationand
stronger evidence-basedinvestment decisions across Sefton’s visitor economy.
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UNLOCKING
GROWTH

Unlocking Growth
Through Targeted
Investment

Delivering this strategy’s ambitions
willrequire arobust and clearly
articulated approach toinvestment.
Sefton’svisitoreconomyhasa
strongtrackrecord of leveraging
public and private funding to
supportmajorcapitalandrevenue
projectsranging frominfrastructure
and place activationto business
support and destination marketing.

Looking ahead, success will
dependonthe ability to position
the strategy’s priorities within
widerinvestment frameworks at
local, regionaland national levels.
Thisincludesaligning with funding
programmes from the Liverpool
City Region Combined Authority
(LCRCA), VisitEngland/VisitBritain,
the UK Shared Prosperity Fund
(UKSPF), National Lottery Heritage
Fund, Arts Council England, and
private sector partners.

This strategy provides therationale,
structure and performance
framework needed to guide future
business casesand maximisereturn
oninvestment (ROI). By connecting
clear objectives and outcomesto
evidence-basedinterventions,
Marketing Southportasthe DMO can
confidently advocate forinvestment
that delivers measurable economic,
socialand environmentalimpact.

Making the Case: Framing ROI & Priorities

Eachof the sixstrategic themes outlinedin this strategy provides afoundationfor ROl-led business cases, whether through
town centreregeneration, gateway infrastructure, events programming or skills and business support. The table below

summarises how these themes align with different types of investment opportunity, and where funding could be sourced from.

Strategic Investment Framework

Building Sefton’s
Attract Brand

INDICATIVE FOCUS AREAS

Borough-wide marketing strategy, content plan
and activation campaign; destination welcome
packages for The Open and The Grand National.

LEAD / KEY PARTNERS

Marketing Southport
(DMO), Sefton Council,
LVEP, VisitBritain, Event

Partners

INDICATIVE FUNDING SOURCES

Sefton Council, LCR Combined
Authority, VisitBritain,
Commercial Partners

Extending Reach

Digital-first campaigns, visitor data and
segmentation tools, co-branded event

Sefton Council, DMO,

Sefton Council, LCR Combined

Strength of Place &
Competitiveness

and accommodation. Coastal infrastructure at
Crosby, Ainsdale and Marshside.

Canal & River Trust, Arts
& Coast Partnerships

& iUiLqing New marketing and promotion of Southport’s Léfgw’iﬁglgf%?ﬂ’ é:tcrj“o)rrlty, s P
JellEes conference and group travel offer.
. Investment in Bootle Canalside and Carolina . . .
Enhancing Basin, Salt & Tar, Southport seafront, town centre Sefton Council, DMO, Sefton Council, LCR Combined

Authority, DEFRA, National
Lottery, Private Sector

Strengthening
the Year-Round Offer

Seasonal events strategy, cultural and
legacy programmes linked to The
Open, and new wellness, nature and
sustainability-based experiences.

DMO, Sefton Council,
Cultural & Health
Partners, Event
Promoters

Sefton Council, LCR Combined
Authority, National Lottery,
VisitBritain

Driving Value Through
Partnerships &
Investment

Establishment of DMO and Bootle Pride

in Place governance model, investment
prospectus, SME support, skills, low carbon
andreadiness programmes.

Sefton Council, DMO,
InvestSefton, Sefton@
Work, Growth Hub

Sefton Council, LCR Combined
Authority, NW Net Zero, Climate
Action Fund VisitBritain,

National Lottery, Private Sector

Creating the
Conditions for
Growth

Strategic infrastructure projectsincluding
Sefton Coastal Path access andinterpretation,
improved regional transport connectivity and
visitor dispersal from Liverpool and mainline
rail hubs, delivery of a Local Visitor Transport
Strategy covering road access, parking, cycle
hire and all-abilities routes, and investment in
digital visitorinfrastructure such as Al, CRM and
analytics to enhance planning and experience.

Sefton Council, LCRCA,
Natural England,
National Trust, Network
Rail, Transport & Data
Partners

Sefton Council, LCR Combined
Authority, DEFRA, VisitBritain,
Commercial Partners

This framework supports amore joined-up approach to project development and funding bids, one thatis firmly
groundedinthe strategic priorities, marketintelligence and delivery models outlined throughout the strategy.

What We’ll Do

e Develop ROllogic models forallmajor
project proposals, aligned to the six
strategic themes.

o Position Sefton’s visitoreconomy
projects within LCRCAinvestment
pipelines (e.g. SIF, skills, transport).

e Strengthenlinks to national funding
programmes and innovation pilots (e.g.
VisitBritain, Arts Council, NetZero)

e Supportlocal partners and businesses
inidentifying and applying for funding
aligned to shared priorities.

e UseKPIframeworks and case studies
to evidence the impact of previous
investment and support future cases.

e ExpandMarketing Southport’srolein
coordinatinginvestment pipelinesand

supporting business case development.
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