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FOREWORD
The visitor economy plays a major role in our district.
It contributes over £600 million to our economy each
year and provides jobs for around 8,000 people.
A thriving visitor economy enhances and maintains
quality of life for local residents and makes Harrogate
district a more attractive place to visit and invest.
For a visitor economy to continue to thrive and grow, it requires a
collaborative approach, strong leadership and a shared sense of direction.
To attract business and investment, a destination must be distinctive,
attractive and well managed. These are the reasons we have developed this
Destination Management Plan (DMP). It sets out the vision for our visitor
economy and the priorities and actions we, as a destination, need to put in
place to meet that vision.
Though this plan is instigated and managed by Destination Harrogate, for
a Destination Management Plan to truly make a difference, it needs to be
supported by many parties. For this reason this plan has been developed
collaboratively with many of the partners that have an impact on the success
of the visitor economy. I’d like to thank everyone who completed a survey,
attended a workshop, or simply picked up the phone to share your ideas. In
particular, I’d like to thank our Destination Management Plan Advisory Panel
whose views and ideas have very much shaped this plan, and whom we look
forward to working alongside as we work to achieve our vision.
Instigating any significant change in the visitor economy takes time, and for
this reason, targets have been set up to 2030. However, progress is made
incrementally and this initial plan sets out priorities and actions for 2022-2025.
RHS Garden Harlow Carr, Harrogate

Gemma Rio, Head of Destination Harrogate
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“This Destination Management Plan is the result
of collaboration and the shared vision of some key
players that make up our district’s vibrant visitor
economy. The district is made up of many parts,
each with their own strengths and identity. The
plan recognises that working together along
with colleagues at Destination Harrogate and with
members of the Destination Management Plan
Advisory Panel will ensure the district reaches its
true potential as a driver of sustainable economic
growth.”
STUART GILL
Commercial Director, Newby Hall
Board Member, Ripon BID
Destination Management Plan Advisory Panel Member

Ripon City Centre
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INTRODUCTION
What is a Destination Management Plan (DMP)?
Visit Britain defines a DMP as:

A shared statement of intent that articulates roles, identifies
clear actions and apportions resources to manage a destination
over a stated period of time.
A DMP:

A DMP is not:

>

>
>

>
>
>

Coordinates functions and organisations,
and reduces fragmentation
Manages and monitors impacts
Helps secure further support
Prioritises activity and resources

The DMP aligns with the
ambitions of the district
growth strategy, Local
Plan and transformation
programme.

Economic
Growth
Strategy
2017-2035

A magic bullet
A business plan for one single
organisation

Harrogate
district
Local Plan
2014-2035

2024
Transformation
Programme

What makes a great
destination?
>
>
>
>

Powerful promotion
Quality experience
Fantastic and distinctive product
A collaborative industry
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WHAT IS DESTINATION HARROGATE?
Destination Harrogate is the Destination Management Organisation (DMO) for Harrogate
district, and as such, is responsible for instigating and leading on the delivery of this Destination
Management Plan. Destination Harrogate’s areas of work are outlined below:

D E S T I N AT I O N

Masham

HARROGATE

Nidderdale
AONB

Together with our partners, we showcase the Harrogate district to attract
visitors, events and investment to create a strong local economy for
businesses and residents.

Ripon
Pateley Bridge

Boroughbridge

Harrogate

Delivery of the
‘Destination Management Plan’
In partnership with organisations, businesses and
people across the district and beyond.

Delivery of the
‘Inward
Investment Plan’
In support of the
council’s place shaping
and economic growth
activities.

Knaresborough

Harrogate has always been
a sought after meeting
place and in 1884 the town
changed its constitution
to become a borough
council with an appointed
mayor, specifically in order
to welcome the British
Medical Association.
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DMP ADVISORY PANEL
An effective Destination Management Plan needs to be developed
and supported by the people, businesses and organisations that
have an impact on the success of the visitor economy.

GEMMA RIO,
Head of Destination Harrogate
LILLA BATHURST,
Manager, Ripon BID
NICKY CAIN,
Harrogate Spring Water
SHARON CANAVAR,
Chief Executive, Harrogate International Festivals
MATTHEW CHAPMAN,
Manager, Harrogate BID
KATHRYN DALY,
Head of Place shaping & Economic Growth,
Harrogate Borough Council
STUART GILL,
Commercial Director, Newby Hall
SIR THOMAS INGLEBY,
Ripley Castle
COUNCILLOR STANLEY LUMLEY,
Cabinet Member for Culture, Tourism and Sport
KATHERINE MANSFIELD,
Account Manager, Harrogate Convention Centre
SIMON MIDGLEY,
Director, Starling Independent Car Café Kitchen
MARK ROBERTS,
Founder, Beer Hawk
DAN SIDDLE,
General Manager, The Crown Hotel
LIZ THWAITE,
Head of RHS Garden Harlow Carr

In the process of developing this plan, Destination Harrogate
sought the opinions and ideas of the industry through surveys
and interviews. A Destination Management Plan Advisory Panel
was established including key stakeholders covering all parts of
the industry, from visitor attractions and restaurants, to hotels
and event organisers.

ALISON WILSON,
Head of Parks & Environmental Services, Harrogate
Borough Council
KIM WILSON,
The Camberley & The Lodge (& B&B association chair)
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WHERE
ARE WE
NOW?
Harrogate has been voted one of the happiest
places to live in the UK three years in a row and
returned to the top three in 2021 - Rightmove
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THE VALUE OF THE VISITOR ECONOMY
The visitor economy makes up 14.3% of
the economy in Harrogate district. With
a value of more than £600 million in
2019, it is a sector to be taken seriously.

Key Performance Indicator

2019

2020

Change

Visitor numbers

6.47 million

2.81 million

-57%

Visitor days

9.25 million

4.28 million

-54%

Average hotel occupancy

72.%

44.9%

-38.3%

Revenue per available room (revPAR)

£53.05

£30.10

-43.3%

It is the second-largest driver of the Harrogate district
economy, second only to the real estate sector, which
contributed £827 million in 2019. Professional Services,
Wholesale, and Education contributed £426 million, £326
million, and £293 million, respectively.

Direct expenditure

£408.5 million

£188.5 million

-54%

Economic impact

£606.1 million

£279.1 million

-54%

Direct employment

6,051 FTEs

3,452 FTEs

-42%

Total employment

7,980 FTEs

4,427 FTEs

-45%

Beyond the direct impact of visitor expenditure, there are
supplemental and indirect benefits manifested through
local supply chains, for example local food and drink
manufacturers who supply businesses directly within the
visitor economy.
A thriving visitor economy enhances and maintains quality
of life for local residents and makes it a more attractive
place to invest.
The COVID-19 pandemic hit the visitor economy hard.
Between 2019 and 2020, visitor expenditure in Harrogate
district dropped by 54%.
The beginning of 2021 remained challenging for the visitor
economy, however with lockdown lifting and an increasing
appetite for travel, the summer of 2021 saw hotel
occupancy increase significantly. Hotel occupancy in July,
August and September 2021 either matched or exceeded
the occupancy rates of the same months in 2019.

Source: STEAM & STR
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Day vs overnight visitors
Though all visitors to the Harrogate
district have a positive impact on
the local economy, those that stay
overnight have the greatest impact.
While overnight visitors only make up 19% of the total
number of visitors, they contribute 63% of the economic
impact due to the significantly higher spend per visit.
The average length of stay of an overnight visitor to
Harrogate district is around 3.3 days (Source: STEAM
2019). This is higher than the average length of an
overnight visitor to Yorkshire & Humber (2.87 nights)
and England (2.93 nights) (Source: GBTS 2017-2019). Of
326 English local authorities, Harrogate district has the
92nd longest average length of stay, 15% higher than
the median. Though this puts the visitor economy of
Harrogate district in a strong position, there is of course
room for improvement.

If every overnight visitor stayed one
more night, an additional £115M would
be injected into Harrogate district’s
local economy.
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Visitor economy impact by month

Visitor numbers - 2019 - 000s - distribution of impact by month

359.80

287.58

558.09

738.02

1,016.48

May

756.11

Apr

657.16

581.01

410.16

213.88

40%

299.56

60%

20%
0%

Jan

Feb

Mar

Share of
100%

Jun

Jul
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Sep
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Nov
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Serviced accomodation

Non-serviced accomodation
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Day visitor

All visitors monthly totals

Jun

34.15

May

30.67

59.23

40%

36.25

60%

47.58

55.14

Apr

80%

91.91

53.26

76.86

100%

66.63

Economic impact - historic prices - £M - distribution of impact by month

30.52

In line with the average visitor economy cycle, the
economic impact of the visitor economy is at its highest
July through to September, peaking in August. Its quietest
months are experienced November through to March,
with a slight uplift in December.

80%

23.92

Like all destinations, Harrogate district’s
visitor economy experiences peaks and
troughs.

595.66

100%

Nov

Dec

20%
0%
Jan

Share of
100%

Feb

Mar

Jul

Aug

Sep

Oct

Serviced accomodation

Non-serviced accomodation

SFR

Day visitor

All visitors monthly totals
Source: STEAM
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Hotel occupancy
Hotel occupancy and revenue per
available room (RevPAR) provide a good
indication of the overall performance of
the visitor economy.
In Harrogate district the average occupancy rate across the
year is 75% and RevPAR sits at £53.05 (STR 2019).
Harrogate district’s occupancy is roughly in line with the
national average which in 2019 was 77.3% (STR). Harrogate
district’s RevPAR was below the UK average which in
2019 was £73.30 (STR), which is to be expected when
considering the UK average will be skewed by major cities
like London.
Occupancy rates are reasonably stable throughout the
year, with RevPAR varying between £41.65 in January
2019 and £72.93 in September 2019. The UCI Road World
Championships took place in September 2019, which would
contribute to this being the hotels’ best performing month
in terms of revenue. Though September is a consistently
strong month in terms of RevPAR, the best performing
month in any other year would generally be July.

Mar 19

April 19

May 19

June 19

July 19

Aug 19

Sept 19

Oct 19

Nov 19

Dec 19

Jan 20

Feb 20

Occupancy (%)

67.5

69.4

77.8

78.2

82.3

85

77.4

79.3

80.4

72.6

62.8

68.4

RevPAR (£)

46.40

48.23

61.23

60.06

67.86

61.89

72.93

55.37

65.49

53.57

41.65

44.91
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The Turkish Baths, Harrogate

Bettys Tea Rooms, Harrogate
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PIPELINE DISTRICT PROJECTS
Continuous investment is an essential component of a growing and thriving economy.
Here are some examples of the planned projects that, over time, could have a significant
impact on Harrogate district’s visitor economy.
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Investment in Harrogate
Convention Centre
The redevelopment of Harrogate Convention Centre
will revitalise a significant district asset and support
thousands of jobs across the region.

Royal Pump Room Museum
Redevelopment
Harrogate has been continually pushed forward and
shaped by the waters which lie below it. The Royal
Pump Room encapsulates this heritage.

Harrogate Station Gateway

Ripon Cathedral Renewed

The multi-million pound Transforming Cities Fund
project will provide an exciting and attractive gateway
to Harrogate town centre that encourages people to
use sustainable travel options and help achieve carbon
reduction goals.

Ripon Cathedral Renewed is a £6m project which is
being developed by Chapter to provide much needed
operational facilities to support the cathedral and city
alike and so safeguard their future jointly.

Skell Valley Project

Knaresborough Leisure and Wellness
Centre

The Skell Valley Project is an innovative four-year
scheme co-led by the National Trust and Nidderdale
Area of Outstanding Natural Beauty to rejuvenate the
12 miles of the River Skell in North Yorkshire.

2023 will see the opening of a new state of the art
facility to replace Knaresborough Swimming Pool.
The facility will include a fantastic pool with slide, a
conventional large pool, sauna/steam rooms, a café
and a fully equipped gym with group exercise studios
including a bespoke group cycling studio.
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THE HARROGATE STORY
In 2019, extensive consultation was
undertaken with people from both
within and outside of the district to
identify the personality of Harrogate
district. What is it that makes Harrogate
so special as a place to live, work, visit
and invest.

The Harrogate district is an enticing collection of
communities and countryside, history and heritage,
businesses and brands; a sparkling gem in the heart
of Yorkshire, a district of distinctiveness alive with
opportunity. While Harrogate town itself is the principal
settlement, Ripon, Knaresborough, Pateley Bridge,
Boroughbridge and Masham are successes in their own
right with each playing its own role in the economic
and social tapestry that makes up this special part of
Yorkshire.

The result is The Harrogate Story.

So when we talk about Harrogate, we mean the district in
its widest geographical sense; in its full splendour.
The story articulates the distinctiveness, character,
and characteristics of Harrogate. This overarching
view consists of major themes that combine important
elements in the place, alongside lesser-known ingredients
for the Harrogate experience.
Understanding the identity and perception of a place is
integral to communicating with, and ultimately attracting,
potential visitors. The project outputs have informed
the Destination Harrogate branding and approach,
and underpin the development of the Destination
Management Plan content and actions.
For more information about The Harrogate Story, please visit
thinkharrogate.co.uk/our-story

Following the discovery of the first
spring in the town in 1571 by William
Slingsby, Harrogate has been known
as the English Spa.
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Pateley Bridge High Street

Pateley Bridge is home to the
oldest sweet shop in the world,
where visitors have been picking
up sweet treats since 1827.
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VISITOR ECONOMY

PILLARS

The pillars are the
foundation upon which
we grow the district’s
visitor economy.
They are our tourism strengths,
features that make the visitor
experience in Harrogate district
feel so unique. Focusing on these
seven pillars helps showcase
our best stories to attract more
visitors and set the place apart
from its competitors. They will
help us to become a truly first
choice destination.

Health & Wellbeing
since 1571

Home of Events

Horticultural
Harrogate

The association with health
and wellbeing dates back
to medical treatments that
followed the discovery of the
first spring waters. A borough
council formed in 1884 to
welcome the British Medical
Association (BMA), and
medical events continue today
at the Convention Centre.
People come to relax, enjoy
the fantastic quality of life and
healthy ambiance. A choice of
modern spas complement the
spa heritage, and spectacular
gardens and breath-taking
countryside provide fresh air
and places to walk and cycle.
Today, with ever more focus
on looking after each other,
Harrogate is uniquely placed
to elevate its historical roots
and position the district as a
first choice destination that
will ‘make you feel better.’

The district has been hosting
events to entertain visitors
ever since the elite of Britain
and Europe first came to
‘take the waters.’ And when
spa treatments declined,
Harrogate was reinvented as
a ‘conference town.’ Today,
across the district, people
continue to be attracted by
our world-renowned festivals
and events. The region
offers the professional event
organiser an enviable list
of assets, from wide-open
spaces at the showground
to a world-class auditorium
at the Convention Centre,
from historic theatres to
boutique meeting rooms.
The district provides a
stunning backdrop, central
location, and road, rail, and
air connectivity.

According to government
statistics, one-third of all
visits to the UK include a
trip to a garden or park,
and there have been annual
increases in garden day trips
in England every year since
2014. The Royal Horticultural
Society estimates that
the global pandemic has
created an estimated three
million new gardeners in
the UK. Fortunately, parks
and gardens have long
been a core strength of the
district’s tourism offering.
RHS Harlow Carr, The Stray,
Himalayan Garden near
Masham, and the Harrogate
Flower Show are just some
of the attractions and events
that appeal to horticultural
passions from far and wide.
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Image supplied by Harrogate International Festivals

Image supplied by VH & Visit England

Cultural Heritage

Food Heaven

Independent
Spirit

The Great
Outdoors

Harrogate has retained
its reputation as a highquality place that embraces
its cultural heritage. The
Royal Hall, Harrogate
Theatre, Mercer Art Gallery,
and Royal Pump Room
Museum are just a few of
the district’s inspiring art,
history, music, and comedy
offerings. We even boast
a UNESCO World Heritage
Site. There is something
for everyone, all year round
across the district. Investing
in our cultural assets helps
preserve our history and
identity. It creates pride
in our communities and,
importantly, gives visitors
more reason to travel to
enjoy authentic Yorkshire
experiences and discover
new stories.

Good food and drink are
a central element of the
visitor experience. Visitors
are looking for places and
activities that provide
unique experiences and
opportunities to discover
products and produce
that value a particular
region’s history, culture, and
environment. Our district
is blessed with famous
brands, fine dining, artisan
makers, and an array of
craft breweries, providing
memorable experiences and
products that spread ‘brand
Harrogate’ far and wide. All
epitomised by Bettys Café
Tearoom, which welcomes
a staggering half a million
visitors through its doors
each year.

Our towns across the
district are famed for
their quality independent
businesses. Like the region’s
food and drink, regional
companies provide visitors
with experiences and
products they simply can’t
get anywhere else. They
offer the visitor something
different to the homogenised
big city high street and can
be the reason to visit the
region alone.

While the tourism industry
embraced the great outdoors
during the pandemic,
the countryside has long
been the bedrock of the
district’s appeal. We have it
all - walks, landscapes, and
cycle rides. Wherever our
visitors choose to stay, fresh
air and big skies are never
far away. Brimham Rocks,
Nidd Gorge, and Nidderdale
AONB, to name a few, form
an attractive itinerary for the
more adventurous traveller.
Such natural assets resonate
with today’s focus on the
health benefits of exploring
new places, especially those
outside in nature.
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VISITOR ECONOMY & INWARD INVESTMENT
As well as being a popular destination for people
to visit and meet, the Harrogate district is also a
thriving and attractive place to live, work and invest.
Known to many as a haven for tourism, shopping, and leisure, Harrogate also
has a wonderful independent commercial spirit that underpins a wide range
of incredibly successful businesses, many operating globally. You might be
surprised to learn that we are home to over 10,000 companies, many hidden
in our beautiful landscape.
The district has a resilient and diverse economy. As well as the large visitor
economy outlined in this plan, the district also has broader economic
strengths in sectors such as financial and professional services, digital/
tech and creative, life sciences, and logistics - as detailed in the council’s
Economic Growth Strategy. There are fantastic opportunities for companies
across a wide range of sectors to take advantage of the district’s interesting
urban and rural locations. We celebrate and welcome businesses small in
size but not in ambition or ideas.
The Harrogate district is also home to fantastic food and drink products
and brands from micro-breweries to global players. Many of these highquality products already help promote our destination worldwide, not least
Yorkshire Tea, made here by Taylors of Harrogate, part of the famous Bettys
family, and Harrogate Spring Water.
The quality of place and life here has attracted entrepreneurs and
enterprises over centuries, meaning the strengths of Harrogate district as a
place to do business and a place to invest are the same things that make our
destination so popular for visitors and events.
Therefore, Destination Harrogate will play a central role in supporting the
delivery of the council’s Inward Investment Plan by also helping to promote
the district as a great place to invest, work, and do business. This ‘Invest
Harrogate’ piece will complement the actions outlined in this Destination
Management Plan.
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The Prison & Police Museum, Ripon

Ripon is not only one of England’s oldest cities,
it is also one of the smallest but this doesn’t
stop the city pulling in visitors to the cathedral
and other attractions throughout the year.
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WHERE
DO WE
WANT
TO BE?
Harrogate’s Mercer Art Gallery is based
in the 200 year old Harrogate Promenade
Rooms, one of Harrogate’s first purpose
built spa buildings.
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THE VISION

In 2030, the Harrogate district visitor economy has
accelerated its position as a substantial driver of sustainable
economic growth.
Its unique position as an events destination embedded
within a heritage spa town will continue to attract domestic
and international visitors to the region.
The result is thriving local businesses, inward investment,
job creation and a vibrant way of life for our residents.

Image supplied by Harrogate International Festivals
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GROWTH TARGETS
The impact of COVID-19 does
present a significant challenge
when setting targets. Industry
experts have made predictions
about when the UK visitor
economy can expect to return
to pre-COVID-19 levels, but of
course, these vary, and depend
on a number of uncertainties.

The target for economic impact is based on the
assumption that 2023 will see the Harrogate
district visitor economy return to pre-COVID-19
levels. From 2023 to 2025 there will be an
annual target of a 4% increase in the economic
impact of the visitor economy. From 2026 to
2030, the annual target will increase to 5%.

Key Performance Indicator

2019

2020

2025

2030

Economic impact

£606.1 million

£279.1 million

£655.6 million

£836.7 million

Visitors staying overnight

19%

21%

21%

22%

Source: STEAM & STR

Nidderdale is an Area of Outstanding Natural Beauty
(AONB) stretching over 233 square miles and
containing 820km of public footpaths and bridleways
including the popular Nidderdale Way.

Harrogate
Harrogate District
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Harrogate district is home to Harrogate
International Festivals, a leading UK arts
organisation which attracts around 90,000
people to their prestigious festivals each year.
Image supplied by Harrogate International Festivals

HOW
WILL
WE GET
THERE?
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PRIORITY ONE: HEALTH & WELLBEING
Position Harrogate district as a first choice Health & Wellbeing destination, able to
attract high spending domestic and international visitors.
Since 1571, people have flocked to Harrogate because
of its water and spa experience. After Queen Elizabeth
I’s personal physician recommended Harrogate’s waters
for their medicinal properties, wealthy visitors travelled
from far and wide to ‘take the waters’. Today Harrogate
district continues to welcome visitors seeking a health
and wellbeing experience. A trip to Harrogate district is,
without a doubt, good for you.
With ever more focus on wellbeing, what has become
clear, is that wellbeing means something different to
everyone. To some, it’s about the medical heritage and a
relaxing visit to a luxury spa; to others, it’s an evening of
laughter at the theatre. A bracing walk in the Nidderdale
AONB may cure ailments in some, but for others, a meal
with a loved one in one of the district’s independent
restaurants is just the trick. In every sense, health and
wellbeing is Harrogate’s business.
This priority refers to Harrogate district being a ‘first
choice Health & Wellbeing destination’. This is a statement
intended to motivate and guide development, but not
a consumer-facing statement or strapline. If used as a
consumer facing statement it would encourage visitors to
compare Harrogate district with Bath, Buxton and other
spa towns. The purpose of this priority is not to publicly
compete with those other destinations, but rather to
better utilise our own history and heritage.

PRIORITY ONE: OBJECTIVES
1

Increase the profile of Harrogate district as a first choice Health &
Wellbeing destination.

2 	Increase the number of overnight visitors to Harrogate district in
order to generate an economic impact of £836.7 million by 2030.
3 	Increase the number of leisure visitors to the Harrogate district
during the shoulder and off-peak seasons.

Harrogate Spring Water
is Britain’s No.1 premium
water brand.
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Priority one:
Target markets

By identifying specific
segments we are able to
understand needs, attitudes
and behaviours in order to
prioritise marketing and
product development activity.
In the absence of segmentation data for
Harrogate district, target markets have
been identified based on Visit England’s
segmentation.

Geographic markets

Country-loving traditionalists

Free and easy mini-breakers

Typically 50+ empty nesters with traditional values,
they have a moderate household income, but fewer
family members to cater for when on holiday. So their
budget stretches further, and good quality, secure
accommodation is a priority.

They are young, free and single with an average household
income; however they are able to indulge in a wealth of
activities when on holiday, possibly due to their lack of children.

They are likely to have recently taken a countryside
break in England. They have a higher than average
consumption of broadsheets and UK tourism websites
such as English Heritage and National Trust.
Their priorities when traveling are unspoilt countryside,
a clean and tidy environment and opportunities to eat/
drink local produce.
ENGLAND TOURISM

ON THEIR MOST RECENT TRIP

They enjoy city breaks and are most likely to stay in a hotel.
They book online and once in destination, are likely to shop,
visit a museum or gallery and take in cultural entertainment.
They have a higher than average consumption of
broadsheets and are strong users of social media.
Their priorities when picking a destination are ease of
public transport (to travel to and travel around) and the
availability of festivals, music, sporting and cultural events.

ENGLAND TOURISM

ON THEIR MOST RECENT TRIP

Northern England - 1.5 hour+ travel time
South East England - capitalising on the
direct train from London

70%
Visited England in the last
12 months
2.3 Holidays a year
(typical share of holiday type)

54%
Booked directly through the
accomodation provider, not
an intermediary

Typically a countryside break (64%)
for two (58%)

78%

Most likely to be a city break (73%) for
two (59%) over 1-3 nights (87%)

Visited England in L12M
2.1 Holidays a year

59% didn’t stay in a hotel, being more
likely than other segments to prefer the
personal touch of a B&B or
rented accommodation

Skew towards taking a short break
( ↑ 66% share of holidays)

Spent time exploring the countryside
(65%) and/or small towns (57%)

Chose to book their
accomodation online.

71%

71% stayed in a hotel, with B&Bs the only
alternative considered (19%)

More likely than others to shop (57%),
explore the city (55%), visit a museum or
gallery (31%) and/or indulge in cultural
entertainment (29%)
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Priority one: Action plan
ACTION
AREA

ACTIVITY

LEAD

ANTICIPATED
DELIVERY

Destination
management

Create a new Destination Management Organisation (DMO) for Harrogate district able to lead
and inspire partners in collaboratively positioning Harrogate as a first choice Health & Wellbeing
destination.

Destination Harrogate

2022

Build strong working relationships with Visit Britain, Welcome to Yorkshire, Museums Development
Yorkshire, the National Lottery Heritage Fund and the Arts Council to ensure all marketing and
funding opportunities are maximised.

Destination Harrogate

Ongoing

Maintain strong links with European Spa Network and pursue new funding streams to continue
international reach from 2023 onwards.

Destination Harrogate

Ongoing

Ensure the needs of Harrogate district’s visitor economy and cultural development are factored
into the planning for North Yorkshire Council’s plans for destination management following local
government reorganisation.

Destination Harrogate

2023

Advocate for the value of the visitor economy.

Destination Harrogate

Ongoing

Secure investment for the Royal Pump Room Museum to tell the story of Harrogate’s spa heritage
in an engaging and inspiring way, able to rival competitor spa destinations.

Destination Harrogate

2022

Explore the potential for increasing hotel capacity across the district.

Harrogate Borough Council/Destination Harrogate

2022-2023

Produce a vibrant year-round cultural programme in partnership with other cultural providers in
the district including Harrogate International Festivals and Harrogate Theatre.

Destination Harrogate/Harrogate
International Festivals/Harrogate
Theatre

Ongoing

Explore the potential to redevelop the Royal Baths to realign it with its original purpose

Brimhams Active

2022/2023

Deliver creative and collaborative campaigns targeting key domestic markets.

Destination Harrogate
Supported by Harrogate BID, Ripon
BID and campaign partners

Ongoing

Champion the six distinct settlements that make up the Harrogate district.

Destination Harrogate

Ongoing

Champion local products e.g. food and drink, independent retailers etc.

Destination Harrogate

Ongoing

Partner with LNER to deliver campaigns attracting visitors from South East England using the
direct service from London to Harrogate.

Destination Harrogate and LNER

Ongoing

Product
development

Domestic
campaigns
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ACTION
AREA

ACTIVITY

LEAD

ANTICIPATED
DELIVERY

International
campaigns

Work with Visit Britain to establish priority international markets.

Destination Harrogate
Supported by Visit Britain

2023

Deliver targeted international campaigns once international travel has resumed more substantially.

Destination Harrogate

Ongoing

Generate national and regional media coverage positioning Harrogate district as a great place to
visit, meet and invest.

Destination Harrogate

Ongoing

Host national and international journalists in Harrogate district.

Destination Harrogate
Supported by Visit Britain and industry partners

Ongoing

Identify and attract suitable digital influencers to host in Harrogate district.

Destination Harrogate
Supported by Visit Britain and industry partners

Ongoing

Continue to develop Visit the Harrogate website to maximise visitor numbers, reach and influence.

Destination Harrogate
Supported by industry partners

Ongoing

Add additional functionality to Visit Harrogate website to allow itinerary planning.

Destination Harrogate

2022

Develop functionality of the Visit Harrogate website to maximise the online bookability of the
district’s visitor offer for business and leisure tourism.

Destination Harrogate
Supported by industry partners,
TXGB and Visit Britain

2022

Operate a friendly and welcoming tourist information service.

Destination Harrogate

Ongoing

Improve the visitor welcome.

Harrogate Borough Council and
North Yorkshire County Council

2024

Prioritise visitor experience in the public realm - wayfinding, cleanliness, attractiveness.

Harrogate Borough Council,
Harrogate BID, Ripon BID, North
Yorkshire County Council.

Ongoing

Encourage all people (e.g. front of house staff, taxi drivers etc.) within the visitor economy to
become knowledgeable advocates for the visitor experience.

All

Ongoing

Highlight the transport links available to move visitors around the district including exploring
opportunities to connect visitors with Ripon via Thirsk train station

Destination Harrogate

Ongoing

Develop visitor segmentation specific to Harrogate district to ensure well-informed product
development and campaign planning.

Destination Harrogate

2023

Collate STEAM data on an annual basis to understand and advocate for the value of the visitor
economy.

Destination Harrogate

Ongoing

Collate STR data on a monthly basis to understand the peaks and troughs of the hotel sector within
Harrogate district to ensure well-informed product development and campaign planning.

Destination Harrogate

Ongoing

PR & media

Digital

Visitor
experience

Research &
insight
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PRIORITY TWO: EVENTS
Position Harrogate district as a first choice events destination by attracting,
hosting and delivering exceptional events.
Harrogate district has exceptional strengths from which
a new events strategy can be built, including a strong
existing programme, reputable local organisers and an
exceptional array of indoor and outdoor spaces.
Few, if any, places in the UK can beat Harrogate district’s
assets for creating great experiences: Fountains Abbey,
RHS Garden Harlow Carr, Ripley Castle, Ripon Cathedral,
Knaresborough Castle, Stockeld Park, Newby Hall, the
Stray, Harrogate Convention Centre, the Yorkshire
Showground and Event Centre, to name just a few.
This incredible backdrop is matched by some outstanding
events and festivals, including The Harrogate Flower
Shows, The International Gilbert and Sullivan Festival,
the Crime Writing Festival, the Ripon International
Festival, and the Comedy Festival. Flagship public
exhibitions like the Knitting & Stitching Show and Country
Living Christmas Fair have made a home in Harrogate.
Establishing the district as a place that delivers event of
real character. The Great Knaresborough Bed Race, The
Thought Bubble Comic-Con, The Masham Sheep Fair, and
Tractor Fest are just four examples of events unique to
Harrogate district.
There is also Harrogate’s reputation for a comprehensive
programme of business events delivered through the
Harrogate Convention Centre, and the international
recognition for hosting large-scale events: The Great
Yorkshire Show, The Tour De France and the 2019 UCI
Road World Championships.

Harrogate is not the largest event destination in terms of
visitor numbers or number of events, nor should it wish
to be. Harrogate district is a destination for exceptional
events. Events of distinction. Its strength is in the breadth
and character of events that take place here. It is about
quality, not quantity. In Harrogate district, you will hold a
spectacular event surrounded by unmatched landscapes,
heritage and history.
PRIORITY TWO: OBJECTIVES
1.  Raise the profile of Harrogate district as a first choice events destination
2. 	Curate a year-round programme of events in Harrogate district that drives
the visitor economy and sustainable growth
3. 	Attract new leisure events that align with place identity and take place
specifically in shoulder and off-peak months
4. 	Attract new and protect current business events that align with the
district’s priority sectors, specifically in the shoulder and off-peak season
5. 	Enhance the experience of event attendees in order to encourage repeat
visitation
6. 	Enhance the experience of event organisers in order to attract and retain
events for the destination
7. 	 Ensure maximum economic return from events
8. 	Develop an events sector for Harrogate district that is recognised as
economically, socially and environmentally sustainable
9. 	Develop and manage subvention funding in order to secure new and 		
lapsed business and leisure events
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Harrogate is recommended by 96% of
business delegates and 88% said they were
‘very’ or ‘fairly’ likely to return for a leisure visit.
Source: Visit Britain Business Survey.

The Royal Hall, Harrogate
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Priority two: Target markets
One of the strengths of Harrogate district’s events calendar is the breadth of the events on offer.
From national conferences and major sporting events, to the Great Yorkshire Show and the
Knaresborough Bed Race, the diversity of its offer it what makes Harrogate district a truly first
choice events destination.

Business events

Leisure events

> N
 ational Association Conferences (in particular
from the medical sector)

> H
 ealth events (considered in the broadest sense,
from yoga and gardening to sports and outdoor
adventure)

> Corporate conferences
> Trade shows and exhibitions

> Food events
> Arts, culture, music and comedy events
> Public exhibitions

A more detailed Events Harrogate Strategy has been developed in support of this priority and can be found here.
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Priority two: Action plan
ACTION
AREA

ACTIVITY

LEAD

ANTICIPATED
DELIVERY

Destination
management

Create an Events Bureau service (Events Harrogate) with the purpose of:
Attracting new business and leisure events.
Providing a knowledge hub for event organisers considering bringing their event to Harrogate district.

Destination Harrogate

2022

Advocate for the value and importance of events.
Implement the protect duty to ensure utmost safety in event delivery.
Redevelop the Harrogate Convention Centre – anticipated to take place over a number of phases, with
phase 1 scheduled to be complete in April 2024.
Explore the potential for increasing hotel capacity across the district.

Destination Harrogate
Harrogate Borough Council
Harrogate Convention Centre

Ongoing
Ongoing
2022-2024

Harrogate Borough Council/
Destination Harrogate
Harrogate Borough Council/
Destination Harrogate
Destination Harrogate
Supported by Harrogate BID,
Ripon BID and industry partners.
Destination Harrogate
Harrogate International Festivals
Destination Harrogate
Destination Harrogate

2022-2023

Destination Harrogate
Destination Harrogate
Destination Harrogate
With support from Harrogate BID
Destination Harrogate
Supported by industry partners.

Ongoing
2023
2022-2025

Destination Harrogate
Supported by industry partners
Destination Harrogate
Supported by industry partners
Destination Harrogate
Supported by industry partners
Destination Harrogate
Harrogate Borough Council and
North Yorkshire County Council
Harrogate Borough Council,
Harrogate BID, Ripon BID, North
Yorkshire County Council.
All

Ongoing

Product
development

Conduct a review of the use of The Stray, Valley Gardens and other green spaces to ensure the district
is gaining maximum social and economic benefit from these assets.
Continually develop Harrogate district’s Christmas offering.

Event
bidding &
attraction

Domestic
campaigns

Invest in a programme of leisure events to drive visitation during priority months.
Develop the Carnival as an opportunity to promote diversity within the district.
Research and lead generation in order to identify new business and leisure events.
Coordinate or support destination event bids and proposals (Coordination or supporting role
determined by type of event and proposed venue)
Provide a central point of contact for event organisers considering Harrogate district.
Develop an ambassador programme to generate new event leads.
Develop and manage subvention funding in order to secure new and lapsed business and leisure events.
Deliver creative and collaborative campaigns targeting event organisers.
Coordinate collaborative trade show presence

Digital
Visitor
experience

Develop an event planners’ guide showcasing Harrogate district as an exceptional events destination to
potential event organisers.
Develop an Events Harrogate website aimed at attracting event organisers to the district and aiding in
their search for venues and accommodation.
Develop a destination welcome programme.
Improve the visitor welcome.
Prioritise visitor experience in the public realm - wayfinding, cleanliness, attractiveness.

Ensure quality is at the heart of the product offer.

2022
Ongoing

Ongoing
Ongoing
Ongoing
Ongoing

Ongoing

2022
2022
2022
2024
Ongoing

Ongoing
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PRIORITY THREE: RESPONSIBLE TOURISM
Work with partners to develop a Responsible Tourism Strategy in order to be
recognised as a destination for responsible tourism by 2030.

Destination Harrogate considers responsible tourism to
be practices taken by visitors and businesses in the visitor
economy to minimise the negative environmental and
social impacts of tourism, and to enhance the economic
and cultural benefits for visitors, businesses and
residents.
Mass awareness of climate change is influencing decision
making when it comes to selecting a visitor experience,
event venue or destination as a whole. This will only
become more influential. Responsible visitors will actively
seek out destinations and businesses that prioritise
environmentally responsible practices.
This area of work is extremely important, but also
extremely complex. By declaring responsible tourism
a priority, we are not suggesting we have the solution.
This is very much the beginning. It is a commitment to
developing a strategy with our partners from which we
can implement real change.

PRIORITY THREE: OBJECTIVES
1.

Develop and implement a Responsible Tourism Strategy

2. 	By 2030, become recognised as a destination for responsible
tourism
3. 	Minimise the negative environmental and social impacts of tourism,
and enhance the economic and cultural benefits for visitors,
businesses, and residents
4. 	Develop Harrogate district as a place where sustainable choices
are embedded and easily identifiable across our visitor offering
5. 	Create a district-wide sense of pride in its responsible tourism
identity

The Bicycle Touring Club, now known as Cycling UK,
founded in Harrogate in 1878 is thought to be one of
the oldest transport organisations in the world.

Harrogate
Harrogate District
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Pateley Bridge
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Priority three: Action plan
ACTION
AREA

ACTIVITY

LEAD

ANTICIPATED
DELIVERY

Destination
management

Form a Responsible Tourism Stakeholder Group.
Develop a shared Responsible Tourism Strategy with destination partners.
Align activity with Visit Britain’s Sustainable Tourism Plan.
Actively support responsible tourism initiatives within the Harrogate district (e.g. letters of
support, marketing support).
Signpost businesses to relevant funding and grants available.
Advocate/encourage visitor economy partners to become accredited via a suitable responsible
tourism programme, e.g. Google, Green Tourism (to be determined in Responsible Tourism
Strategy).
Recognise, champion and advocate for responsible tourism practices across the district.

Destination Harrogate
Destination Harrogate
Destination Harrogate
Destination Harrogate

2022
2023
Ongoing
Ongoing

Destination Harrogate
Destination Harrogate
Supported by industry partners.

Ongoing
2023

Destination Harrogate

Ongoing

Deliver the Skell Valley project to create a sustainable future for the Skell Valley.

National Trust/Nidderdale Area of
Outstanding Natural Beauty
Harrogate district Climate Change Coalition
Harrogate Convention Centre

2021-2024

Harrogate Borough Council/North Yorkshire
County Council
Destination Harrogate/LNER
Harrogate Borough Council/North Yorkshire
County Council
Harrogate Borough Council
Sustrans

2024

Destination Harrogate

2023

Destination Harrogate

2023

Promote lesser-known parts of the district in order to disperse visitors more evenly across the
destination encouraging a greater length of stay.

Destination Harrogate

Ongoing

Create and promote experiences that extend the season, attracting and dispersing visitors
365 days a year, stretching the shoulder months and removing pressures during the high peak
weeks of the year and minimising impact on local residents.

Destination Harrogate

Ongoing

Advocacy

Product
development

Transport

Digital

Marketing/
campaign
development

Further develop Harrogate’s Climate Action Festival.
Ensure environmental impact is at the heart of the Harrogate Convention Centre
redevelopment project.
Encourage use of sustainable travel options through public transport improvements, highway
enhancements, better pedestrian and cycling access.
Work with LNER to increase the number of visitors travelling to the destination by train.
Improve and promote public transport connections into and around Harrogate district,
including exploring opportunities to connect visitors with Ripon via Thirsk train station.
Improve the network of publicly accessible electric vehicle charging points.
Extend the Nidderdale Greenway multiuser off-road route to enable traffic free access to all of
Nidderdale.
Develop a responsible tourism resource hub on the Destination Harrogate website to support
industry partners.
Create a responsible tourism area within the Visit Harrogate website to encourage visitors to
explore responsible businesses and make responsible choices.

Ongoing
2023-2024

Ongoing
Ongoing
Ongoing
TBC
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Boroughbridge
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EVALUATION
To ensure effective progress towards the
2030 targets, the following evaluation will
be conducted.
> Annual STEAM reporting
> Monthly STR reporting
> A
 nnual assessment against each action outlined in the three
action plans
STEAM is a tourism economic Impact modelling process that
approaches the measurement of tourism from the bottom up
through local supply-side data and tourism performance and
visitor survey data collection.
STR data provides hotel performance insight from across
Harrogate district including occupancy and Revenue per
Available Room (RevPAR).
In 2025 an updated Destination Management Plan will be
developed. This will outline progress against priorities and
targets as well as the priorities and actions to be undertaken
from 2025 to 2030.

Harrogate served as the finish line of the
first stage of the Tour de France in July
2014 watched by millions worldwide.
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APPENDICES
2022-2025 Events Harrogate Strategy
The Harrogate Story

Thank you to everyone that supplied some of the
amazing imagery used throughout this document.
Visit England
Welcome to Yorkshire
Different PR
D E S T I N AT I O N

Charlotte Graham, Chris Hall and Ben Davis on
behalf of Harrogate International Festivals

HARROGATE
Brought to you by

Knaresborough Castle

www.destinationharrogate.co.uk
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