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COVID19 impacts in 2020 
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COVID19 impacts in 2020 

• Visitor spend dropped from £334,081,000 million in 2019 

to £147,979,000 in 2020 – 

A decrease of -56% 

• Visitor numbers dropped from 5,279,000 in 2019 to 

2,425,000 in 2020 –  

A decrease of 54% 

Employment impact – 4373 jobs lost (7813 employed in 

2019) 
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Sector action plan 
ACTION OUTOME 

1. RESEARCH AND DATA 

Survey to understand sector position financially and ability to 

survive  

Feed into DCMS for CSR input and use as base for ongoing 

decision making 

Use as evidence base to continue to lobby for additional national support 

UPDATE SEPT 21 – 3 X SETS OF RESEARCH COMPLETED 

FED INTO PLYMOUTH, GREAT SOUTH WEST AND HOSWLEP RECOVERY PLANS 

2.   STRATEGY 

Publish 10yr Visitor Plan to clarify key projects and enabling 

priorities 

Prioritise and progress distinct projects for the sector , to retain/grow visitor 

numbers/spend value and thus protect businesses and jobs 

UPDATE SEPT 21 – VISITOR PLAN 2030 BEING PROGRESSED WITH KEY CAPITAL 

PROJECTS MOVING FORWARDS AND TRANSITION OF DP OUT OF MF400 

3.   STAR PROJECTS 

Highlight 9 star Projects such as National Marine Park, Brunel 

Plaza etc. and assess what resources will be required to 

deliver them 

To continue to build visitor product offer, asset base and physical welcome 

environment 

UPDATE SEPT 21: STAR PROJECTS MOVING FORWARDS =  

BRUNEL PLAZA IN CONSTRUCTION completion  due 2026 

NATIONAL MARINE PARK HORIZONS BID AWARDED £9.5 MILLION 

CIVIC CENTRE PROJECT FUTURE HIGH STREETS FUNDING APPROVED completion due 

2024 

 

4.   DIGITAL 

Build Digital Destination Assets 

Sector and business innovation to remain competitive thus protecting/growing jobs  

Kick start grants for businesses to support digital skills development 

UPDATE Jan 21: 

NEW GRANTS TO SUPPORT DIGITAL ANOUNCED IN BUDGET 

DEVELOPMENT OF DIGITAL TOURS, FAM VISITS AND BOOKABLE PRODUCT 
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Sector action plan 

6.   MARKETING AND PROMOTIONS 

Market Plymouth as an ‘off peak destination to drive demand 

through winter 

Kick start 2021 season to ensure visitors book early for domestic 

holidays 

Businesses continue to trade over off peak winter /Christmas season 

therefore remain viable 

  

Encourage maximum visits early into 2021 season again to reduce ‘off 

peak’ scenario and build cash flow early season 

 

UPDATE SEPT 21: RECONNECT CAMPAIGN RAN MARCH, MAY, JUNE 

INTERNATIONAL AND CRUISE MARKETING ACTIVITY CONTINUING 

COACH MARKETING ACTIVITY COMMENCED TO DRIVE GROUPS BUSINESS 

OVER WINTER 

NEW AUTUMN WINTER CAMPAIGN WILL RUN FROM OCTOBER 

ACTION OUTOME 

5.   SKILLS AND EMPLOYMENT 

Identify where key job losses will be and try to link to 

vacancies/re-training via skills hub 

Consider how best to retain skills in sector e.g. 

chefs/management 

Jobs retained or employees transferred into new work placements 

UPDATE SEPT 21- EMPLOYMENT A MAJOR ISSUE IN THE SECTOR 

CAMPAIGN LAUNCHED IN JULY 21 TO ENCOURAGE PEOPLE INTO JOBS IN 

THE SECTOR OVER SUMMER 
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What are we currently doing… 

• Marketing campaign activity… 

• Recruitment campaign 

• Autumn winter campaign 

• Planning for 2022 

• Activating our new Visitor Plan 2030 

• Engaging with businesses  
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Welcoming visitors back 
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PR COVERAGE 
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Upcoming key summer events  Summer events: 

17-18 July: Sail GP  
18-19 August: British Firework 
Championships  
29 - 30 August: The Hatchling 
18 – 19 Sept: Seafood Festival  
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Brilliant summer spectacles… 

17-18 July: Sail GP  
18-19 August: British Firework 
Championships  
29 - 30 August: The Hatchling 
18 – 19 Sept: Seafood Festival  
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REGIONAL ACTIVITY 
Spring couples campaign  
 
During March we delivered a Plymouth specific Spring couples 
campaign focussed at encouraging cultural couples to book ahead 
for visits to Plymouth later in the year.  
 
Focussed on positioning our key product and using strong 
imagery and clear messaging the campaign was delivered across 
digital channels using Facebook, Instagram, Youtube and Google 
Display.  
 
The campaign delivered the following headline results were 
achieved mid-campaign and will run until 30 May:  

2million 
impressions  
Google Display 
Advertising  

121,000 
impressions  
Instagram 

Younger couples audience:   

Older couples audience:  

412,000 
impressions  
Facebook 

333,000 
impressions  
Facebook 

29,000 
impressions  
Instagram 

Both 
audiences:  
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National campaign supporting MF400 
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National campaign supporting MF400 



OFFICIAL 

Visitor marketing activity: Summer   

Summer 2021: Late June – August  
 
Aim: Drive day visitors and overnight 
staying visitors to Plymouth  
 
Audience: Regional residents and 
visitors within a 2 hour drive time of 
Plymouth  
 
Capitalising on staycations in Devon 
and Cornwall this summer to 
promote Plymouth as a great place to 
visit for a day or a stay  
 
Using our Plymouth key product to 
engage and drive interest and direct 
potential visitors to our Visit 
Plymouth digital visitor guide and 
website  
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Discover England 

Fund 

CONNECTIONS  

US CONNECTIONS INFOGRAPHIC 
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NATIONAL MARKETING ACTIVITY 

Reconnect  
Plymouth played the lead role in delivering the domestic marketing campaign for the DEF Reconnect project.  
 
Delivered over 6 weeks from March 2021 and then a further 4 weeks through June the campaign focussed on 
encouraging potential visitors to plan ahead and book, and to ‘Reconnect with Plymouth’s incredible stories’.  
 
 
June campaign headline results:  
 

56,444 
Visits to the 
Reconnect website  

7.77 
million 
Ad impressions 
on Facebook  
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COACH MARKETING ACTIVITY 

You can view the link 

here https://youtu.be/FHSXgr63f6s 

https://youtu.be/FHSXgr63f6s
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CRUISE MARKETING ACTIVITY 



OFFICIAL 

CRUISE MARKETING ACTIVITY 
Vessel Cruise Line ETA Berth ETD Pax Capacity Actual Pax*

Golden Horizon Trade Wind Voyages (UK)  Thurs 22nd July Anchor 1800 300 25

note: tendered directly to barbican 0800

Hebridean Princess Hebridean Island Cruises 24th July 2021 West Wharf 1730 50 0

0800

Hebridean Princess Hebridean Island Cruises (UK) Sun 1st August 2021 West Wharf 02/08 50 16

1930 17:30

Hebridean Princess Hebridean Island Cruises (UK) Thur 5th August 2021 Trinity Pier 06/08 50 11

2000 17:30

Golden Horizon Trade Wind Voyages (UK) Wed 11th August Anchor 1800 300 198

note: tendered directly to barbican 0800

Hebridean Princess Hebridean Island Cruises (UK)  Sun 15th August 2021 West Wharf 16/08 50 18

1930 11:30

Hebridean Princess Hebridean Island Cruises (UK) 26th August 2021 Anchor 26/08 50 36

1030 18:00

Vasco de Gama Nicko / Mystic Cruises) (Germ) 26th September Anchor 1600 1500 TBA

0900

304
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 CHALLENGES AND OPPORTUNITIES 

CHALLENGES 

• Employment and 
recruitment shortages 

• Increase in VAT from end 
Sept 

• Winter and off peak drop in 
trade 

• COVID  + winter concerns 

OPPORTUNITIES 

• November budget 
announcements may lead 
to funding opportunities 

• DMO review possible 
funding opportunities 

• Extend season with 
autumn/winter campaign 
activity 

• Continue to lobby for VAT to 
stay low  


