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EXECUTIVE SUMMARY

Mayflower 400 7 National Visitor Project

Overview

Marking the 400" anniversary of the historic Mayflower voyage, the Mayflower 400 national visitor project represents one strand
of a wider Mayflower 400 programme that includes culture, education, academia, communities and heritage.

With funds administered and monitored by VisitEngland for the period April 2016 i March 2018 and working in partnership with
key Mayflower destinations, the national visitor project aims were to;

A Increase England's share of global visitor markets:
Provide a compelling reason to visit for the 25+ million descendants of the Mayflower Pi | gr i mdé s

A Offer visitors compelling destinations of distinction:
Provide new and interesting itineraries and places of historical interest connected by the Mayflower journey

A Facilitate greater engagement between the visitor and the experience.
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EXECUTIVE SUMMARY 1 continued

Mayflower 400 7 National Visitor Project

Key Project Elements

To achieve these project aims, the following elements were to be developed and delivered during April 2016 1 March 2018;

1. Capital Infrastructure i provide a feasibility study to explore the potential for capital development of a national Mayflower Trail
and help secure additional funding

Economic Potential - Understanding the size and needs of the potential inbound market.

Content Creation - To develop marketing messaging and content.

Itineraries & Trails - To develop new Mayflower itineraries as part of a national trail.

Bookable Product - To support the development of bookable Mayflower tours.

Travel Trade Events - To raise awareness of the opportunity to tour operators and travel trade.

Trade Familiarisation Trips - To educate tour operators about the product through first hand experience.

PR & Press Trips i To raise media interest, generate press trips and coverage.

© © N o g k& W N

Sharing the Story - engaging influencers, businesses and stakeholders
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EXECUTIVE SUMMARY 1 continued

Mayflower 400 7 National Visitor Project

Key Project Outputs

A
A

Total press coverage generated had a value of £17m.

A total of 241 travel trade contacts were made during the project period. Largely made at key national and international travel
trade events.

During the period August 2017 (when the website went live) and February 2018 the website www.mayflower400uk.org had a
total of 20,496 sessions and 15,147 unique users.

From August 2017 i March 2018 social media accounts set up for all the key channels collectively generated over 1.9m
impressions. 41,729 engagements and 5,500 fans / followers.

A total of 27 tour operators have been hosted on trips to various Mayflower 400 destinations.
7 operators are actively promoting Mayflower 400 tours, with bookings emerging.

Throughout the two year visitor funded programme, over 2800 businesses, stakeholders, tour operators and local authorities
have been briefed by the Mayflower 400 team and destination partners.

OWorking with the travel traded tdreasitninad ilvas ,t dloes uplpadc &

~

product 0.

A key element for the partners involved has been the sharing of best practice, networking and facilitating of conversations and
relationships that si mptheywisevBaithed alsothavenasbid e fohfartbep fandsetasupport the
development of their Mayflower offer.

ddhreodgds
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Mayflower 400 - Our Vision

We are united in our passion to commemorate the 400th anniversary of the
Mayflower sailing in 2020 and to celebrate our shared values of freedom,
democracy, humanity and the future.

400 years ago the Mayflower carried the seed of a An exciting national and international programme,
future world and an enduring bond between our the Mayflower 400 commemorations will highlight the
nations. 2020 marks the 400th anniversary of the significance of the special relationship between our
Mayflower voyage, one of the most influential nations; transform communities, provide cultural,
journeys in global history and a defining moment in business and visitor links; explore the different sides
the shared history of Britain, the US and the of the story; and celebrate the people and
Netherlands. places of this epic, pioneering tale.

The anniversary provides a special opportunity to

inspire people across our nations with the

stories of that iconic voyage, exploring themes of

migration, tolerance, freedom and democracy that
have such contemporary relevance.
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Mayflower 400 - Our Goals

This landmark anniversary will be an opportunity for our nations to:

AHighIight the special relationship between our nations, emphasising the values of freedom,
democracy, humanity and the future embedded within it

A Further develop the community, cul tural, busi ness, military, e d
between our countries. Exchange knowledge, best practice and collaborative research

A lncrease visitors and business investors to our countries and p
A  Commemorate the | egacy of the Mayflowersodéd | ineage with millions
descendants

A Tell the accurate and culturally inclusive histories of the Nat

Pilgrims and the people and places that are at the heart of the journey
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Mayflower 400 i Key Messages

Visitor Economy National Objective

It is anticipated that Mayflower 400 will drive growth
in the visitor economy nationally attracting an
estimated 1.4 million visitors across the eleven
partner destinations in England in 2020 with an
economic impact of in excess of £76 million in turn
creating around 2000 jobs.

Over 25 million Americanos
102 passengers and crew on the ship and the

Mayflower visitor project aims to reach out to these
target audiences to encourage them to visit England

to re-trace their family history and experience

Engl andods cul ture

Events National Objective

Mayflower 400 will be a programme of events on a
transformational scale; a platform for an international
commemoration of the remarkable relationship
between our nations which began with the sailing of
the Mayflower in 1620.

A series of major transatlantic and global events are
proposed linking our people and communities

a threughdskased leentafje dultufey adanspdrts, e
education, science, business, law, politics and
international relations and the shared defence of
our values.

Mayfl ower 4000s event programme
commemorate and consolidate the historic ties as

well as creating a lasting legacy for our young people

and our communities.

W i
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Mayflower 400 T The Compact Partnership

The main partners who have engaged in the wider Mayflower 400 initiative:

YORKSHIRE WORCESTERSHIRE DEVON MASSACHUSETTS,
Austerfield & Doncaster Worcester & Droitwich Spa Dartmouth USA
Plymouth Plymouth
NOTTINGHAMSHIRE LONDON Plymouth Colony
Scrooby, Babworth & Rotherhithe THE NETHERLANDS Boston
Retford Southwark Leiden Provincetown
Amsterdam Cape Cod
LINCOLNSHIRE ESSEX Wampanoag People
Gainsborough Harwich
Boston
Immingham HAMPSHIRE
Southampton
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OVERVIEW

Mayflower 400 7 National Visitor Project

This report has been compiled to summarise and
evaluate the Mayflower 400 National Visitor Project. To
capture outputs, outcomes, feedback from partners and
stakeholders and identify best practice and learnings.

This visitor project represents one strand of the wider
Mayflower 400 programme that includes culture, education,
academia, communities and heritage.

The Executive Director of Destination Plymouth, Amanda
Lumley identified an opportunity to bring together those
destinations with a role in the story of the Mayflower, the
Pilgrims and the ship. Support from Plymouth City Council
(financial and resource) has been a key driver in both this and
the wider Mayflower 400 project.

I n the governmentds 2015 Aut umn
awarded to Plymouth in order to develop the Mayflower visitor
product nationally with the funds both administered and

monitored by VisitEngland (further detail on this can be found

in the o0Capital Expenditured section of t

The aims of the project meet with key Visit England

objectives:

A Increase England's share of global visitor markets:
Provide a compelling reason to visit for the 25+ million

descendant s

of t he

Mayfl ower

A Offer visitors compelling destinations of distinction:
Provide new and interesting itineraries and places of
historical interest connected by the Mayflower journey

A Facilitate greater engagement between the visitor

and the experience.

statement

hi

A500, 000

report)

wa S
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OVERVIEW - continued

Mayflower 400 7 National Visitor Project

A In November 2014 a group of English destinations came
together to agree a partnership approach to the 2020
commemorations and signed a ‘'modern day' Mayflower
Compact which was subsequently signed by partners in
the Netherlands and the USA.

A Events to honour this historic anniversary will begin in
November 2019 with the 'llluminate’' event as the national
opening ceremony with a year long programme of events
culminating in November 2020.

A It was crucial to the success of the visitor project to take
this o6productdé to mar ket as s
account the longer lead time required for operators that
work with both groups and independent travellers from the
US, who are often planning and creating bookable product
18 months to 2 years in advance.
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KEY PROJECT ELEMENTS

Mayflower 400 7 National Visitor Project

Initial seed funding for the visitor project was given by
the Treasury in Autumn 2015 and drawn down between
April 2016 and March 2018.

The key elements of the project to be developed and
delivered were;

1. Capital Infrastructure i provide a feasibility study to
explore the potential for capital development of a national
Mayflower Trail and help secure additional funding

2. Economic Potential - Understanding the size and needs
of the potential inbound market.

3. Content Creation - To develop marketing messaging
and content.

4. ltineraries & Trails - To develop new Mayflower
itineraries as part of a national trail.

5. Bookable Product - To support the development of
bookable Mayflower tours.

6. Travel Trade Events - To raise awareness of the
opportunity to tour operators and travel trade.

7. Trade Familiarisation Trips - To educate tour operators
about the product through first hand experience.

8. PR & Press Trips 1 To raise media interest, generate
press trips and coverage.

9. Sharing the Story - engaging influencers, businesses
and stakeholders.

Each of these areas is summarised and evaluated throughout
thisr eport . Il n addition there i
Views - this chapter details the survey findings of the
Mayflower 400 Visitor Project stakeholders. Following this an

OEvaluati on, Monitoring & Measur e

economic impact and project finances.
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TIMELINE OF KEY MAYFLOWER 400
VISITOR PROJECT ACTIVITY

Mayflower 400 reception hosted at UKInbound Annual Convention Mayflower400uk.org
Winfield House in London by former US hosted in Plymouth goes live
Official visitor project Ambassador Matthew Barzun Destination
start date 1st April Britain North
2016 HLF funding application for America (LA)

£4.8 million submitted
Feasibility study for National | March 2017 (unsuccessful)
Mayflower Trail completed Europe

2016 ‘ 2017 3 ‘ 2018
(]
APR MAY JUN JUL AUG SEP OCT NOV DEC JAN FEB MAR APR MAY JUN JUL AUG SEP OCT NOV DEC JAN FEB MAR

Seatrade

Explore GB
(Brighton)

Charles Hackett
appointed as Mayflower

400 chief executive Discover Mayflower 400

travel trade event with

UK Inbound
Visitor project manager . - Visitor project
Emma Tatlow recruited _II:_cr)gger gﬁ)ouuncshm\/il\s/liltr:ster end date
leo):Jth PR Agency Hills Launch of official oOMayf
y Trail o6 tourism product a

Balfour appointed
Travel Market

Mayf |l ower 400 | 40®tROARMniversary 1620 15



1.CAPITAL INFRASTUCTURE

Discover England Funding

Announced by Government in 2015, the three-year, The emphasi sandinrit &l @8 pPprt @ejsect

£40million Discover England Fund was implemented to knowledge and generate good practice to share widely across

ensure that England stays competitive in the rapidly the tourism industry from the existing Mayflower 400 tourism

growing global tourism industry by offering world-class activities.

English tourism products to the right customers at the

right time. A A £500,000 grant was subsequently awarded in August
2017.

Round 2 applications for Discover England Fund projects

were announced in Autumn 2016the compact partnership A This was further matched by £200,000 cash and in-kind

developed a bid for submission into the fund. support from partners.

Thisbidwas submitted as Qoanrne cotfi oan swih dE&5,0000fhitch funding was also allocated from the
bid and was successful with Mayflower 400 as one of the key Mayflower 400 fund.
themes.

60 US Connlkeaby Destmatidn Plymouth, includes a
number of concepts for product development to reach and
engage with US audiences, encouraging visitors from the US
to explore destinations outside London.

Mayf |l ower 400 | 40®t RORMOni versary 1620
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1. CAPITAL INFRASTRUCTURE

Feasibility for Mayflower National Trail

In November 2016, Mayflower 400 appointed consultants
Metaphor to explore the feasibility of a ‘Mayflower'
National Trail and to deliver a report that would support a
national bid into the Heritage Lottery Fund (HLF). The
tender was contracted by Plymouth City Council.

The bid included visits to all Mayflower destination partners to
scope out the locations suitable for the trail including way
markers and interpretation panels along with capturing the
history and heritage assets and exploring options to enhance
these for visitors as well as the local community.

A comprehensive report was subsequently compiled by
Metaphor which formed the basis of a multiple partnership bid
into the HLF for £4.5 million funding in March 2017

The outcome of the HLF national bid was not successful.

The reasons given were;

A 1t was a well worked up proposal, but of a large scale.

A HLF received total funding requests of £82m in that round.

A With a budget of £18m to allocate, this resulted in some
difficult decisions with only 6 out of 22 projects receiving
funding. The report has since been used to inform
development of smaller scale local funding applications
and capital projects by the compact partners some of
which are referred to in the report below.
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2. ECONOMIC POTENTIAL

Understanding the size and needs of the potential

Destination Plymouth, on behalf of Mayflower 400,
commissioned research in the United States by specialist
research agency Habit5 to evaluate the commercial and
investment potential of this iconic anniversary.

The results and feedback from the research have been
used to support key decisions throughout the visitor
project, in particular the content creation, tours and
bookable product and to understand both consumer and
trade perceptions of the proposed branding and creative
approach.

The aim of the study was to determine the potential size of the

visitor market profile of visitors and motivations for visits during,

and as a result of, the Mayflower anniversary. The study also
sought to understand current awareness of the 400th
anniversary, as well as provide insights on the appropriate
messaging to target US visitors.

The following key points were identified;

A Of over 25 million descendants worldwide from the 102
passengers and crew on board the Mayflower ship, over
10 million are US citizens.

A 1t is estimated the national Mayflower programme will drive
growth in the UK visitor economy of over 1.4 million visitors
during the commemoration year.

A The economic impact of the programme will be in excess
of £76 million creating around 2,000 jobs.
A The survey found that over half of all respondents had

visited England in the past for leisure purposes.

A Tourism products must be diversified and new attractions
and experiences highlighted.
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2. ECONOMIC POTENTIAL

Understanding the size and needs of the potential

A Respondentsi denti fied as OHot ProApesdéHot RI miergsedimaténding

2 0 2dyuate to over 13.75 million US citizens. 6 Ho t historical talks and lectures as part of their Mayflower

Pr o s p eredefméd as those who self selected that trip.

they are very likely to visit England and / or the

Netherlands in 2020 if the anniversary is highlighted A 70%o0of6 Hot P r mdicptedan istéest in

and promoted to them. itineraries that included some elements of walking on
their trip.

A 5.5% of the total US adult population (equating to
13m US Citizens) are identifiedasd Hot Pr os p e ¢ tA dn.terms of where they would like to visit, half of the
O0Hot Pr mdicpteddheyswduld wish to make a

A 21% of GSMD* and NEHGS** members (51,000) specific visit to Plymouth, Leiden, Boston and
people) are very likely to visit indicating descendants Southampton.
and members of ancestral societies are four times
more likely to visit than the general population. A Plymouth ranked second after London for locations
wherethe 6 Hot P r wauld ke tdo Sta§ during
A US general panel favoured independent travel while the commemorations.

nearly as many society member respondents

preferred a package holiday.
* General Society of Mayflower Descendants
** New England Historic Genealogical Society
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2. ECONOMIC POTENTIAL

Understanding the size and needs of the potential inbound market

MAYFLOWER 400 U.S. TOURISM SURVEY - KEY INSIGHTS

- 16201030
| D 1 2020 the Unitadt Kingdom, the Ustes States of Americs and
Mia ower thi Netharisnds wiil coowmemorats the 408th anesvarsary of thw seding of the Mayfowsr st
400

A In August 2017 Habit 5 presented the research
and the survey results to destination partners

anl the story af hor passsngers and iheir janay that unftes thees aatons.

and the VisitBritain and Visit England research 120 v 1o Nohekosch n 202 - T wuremy commmrs A by Mayllawer 400 UK provies InegHAs into fhe (ravel bahmiocs and propanaily
i SR e ke m to travel of the US. papulation for the Mayfiower 400 anniversary.
teams a.t a.n eve nt I n London . ;m;;,r.l By the |u';i T sorviry e 000U M DO 1.5 A Botaenr 2 ¢ BT W 4 865 U B ct@ons aged Ve o Yom

Waarhers (f Tob Clansrad Sooety of MWinfower Divoosd 10 M Exgland Hakonn Oweaalogasd Boosty (NEHOS,
et it e [

A s TRAVEL PLANNING & DECISION MAKING DURING THEIR STAY

The findings have been summarised in the form
of an infographic (right) that is available to
download from the Mayflower400 website. It
was printed and taken to trade shows,
stakeholder events and it was also published in
a press article.

A The survey results were used by Mayflower 400
to evidence the significant demand for the
product. They were used to support the process
of identifying and developing the bookable
product which would be promoted to the travel
trade.
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3. CONTENT CREATION

To develop marketing messaging and content

One of the first and most fundamental elements of the project

to be actioned was the development of the website Harions Leplore.  kyents  Travel Trade  Fitucanion
www.mayflower400uk.org. Following a tender process :
Radiator were awarded the contract to build the site in The Mayflower sets sail
November 2016 and the website went live in August 2017. isaves bex Lo PO REEOENG Specdyell
, Szl ;
The website features an OExplor 400 xpriemae t he

destination partners with an interactive map to give context to
the various locations.

To ensure each destination was an integral contributor to the ——— e e
website, 15 individuals were trained on the CMS allowing them f'"lyﬂw\ Biplore Evemn  TowiTrade  Bucation  About Magflower 400
to upload destination content as and when required. T

The blog is used by partners and key stakeholders to upload
news, event details and latest project developments.

Designed as an instant access resource for the Travel Trade, a
section was put together for downloading itineraries, trails,
official logos, images and video content.
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3. CONTENT CREATION

To develop marketing messaging and content

During the period August 20177 February 2018 we have
recorded the following statistics for the website.

Sessions: 20,496

Users: 15,147

Page views: 54,033

Pages per session: 2.64

Average session duration: 2 minutes and 29 seconds

To T T To Do

How did these visitors find the website?

A 50% of those that visited the website did so via an
organic search and 26% came to the site directly.

A 14% clicked through from a social media post and
9% came to the website via a referral site.

Where did these visitors come from?

A 71% were from the UK. USA visits to the site made up 19%
of the total with the Netherlands accounting for 1%.

After the homepage, the top 4 most visited pages of the
website were;

1.

About - This section of the website outline the visions and
aims of the wider Mayflower 400 project with an area to
access the brand resources and request an official primary
logo.

Events - here visitors to the website can search for
events based on location, dates and event type. There is
also a 2020 events programme that can be downloaded
(details of which are highlighted further on in this section).

Education - part of the wider project remit, to engage
young people with the Mayfl ower
as a key historical event.

Explore - this section includes a map of all the key
Mayflower 400 locations and a profile on each destination,
with useful links and accommodation and attraction
details.
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3. CONTENT CREATION

To develop marketing messaging and content

This official Mayflower 400 Tour Operator logo was
created under the national branding guidelines and used
across the partnership.

1620—2020

It was available for use by tour operators who are selling

officially accredited Mayflower 400 tours and itineraries.

These can be national tours taking in all of the 11 English a ﬂawer
Mayflower destinations, or it could be a very specific local

tour. International tours include Leiden, the Netherlands, and 00
further afield, Provincetown and Plymouth USA. 4

This official logo is used to represent an authentic and
approved Mayflower 400 operator and those currently using it
are;

\

Br ackenBritainy 6s

Reformation Tours OFFICIAL TOUR OPERATOR

Active England

Select Travel Services e —————————————
Select South West Tours

Pilgrims and Prophets

Tours International

Too J>o T To Do Do I
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3. CONTENT CREATION

To develop marketing messaging and content

The first version of the 2020 events calendar was produced to b s
take to World Travel Market, London (November 2017) for the / ‘,.,Qz),fg,w(,,\ \
official launch. HIGHLIGHTS 4
A This is a four-page PDF document detailing events taking place 2 cries e i
across the destinations from November 2019 i November 2020 :
and culminatinginano I |  umi nate 2020 Closing Cere

A This events calendar has been shared with tour operators, key
industry representatives and media. It has been praised for
detailing events taking place so far in advance allowing both the
tour operators and individual travellers to plan their tours. = “:‘@wm

A The calendar can be downloaded directly from the website. -
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3. CONTENT CREATION

To develop marketing messaging and content

Following a tender process, Wallbreaker Productions were
appointed to create a promotional film showcasing the
national visitor trail. With an understanding of how important
moving imagery is for both travel trade and to inspire visitors,
the film is an integral part of the travel trade tool Kit.

View the film here >

The film was previewed at World Travel Market in November
2017. A 3 %2 minute film showcases the whole trail with
individual films then focussing in on each of the destinations.

'

With still images equally critical for marketing and
promotional purposes the project funded new photography

to be commissioned in each of the partner destinations. This
will form a legacy piece from the project and enable images
to be shared across media, trade and other stakeholders and
contacts morereadily. They wi | | be
digital image library.

avai

abl
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3. CONTENT CREATION

To develop marketing messaging and content

Accounts were set up for all the key social media channels to
support the wider Mayflower 400 project. These have been
used to share content, developments, ideas and stories, both
nationally and internationally.

FACEBOOK
https://www.facebook.com/Mayflower400UK/

- Mayfiower 400 UK
March 14 at 12200pm €

GREAT NEWSI The #Mayfiowerd00 project team has been working with
@VisitEngiand. to create a “product” that will tempt overseas visitors 1o
explore parts of the country outside London #GetOnSoara2020

hitp /it ly2mPHGQwWK

INSTAGRAM

https://www.instagram.com/mayflower400uk/

#G&iOnBoard2020

10202030
e
o,

mayflowesd0uk « Follow

mayflower400uk sTuYouknow..The
I83ng IFAGICLE Saparatists who vayages
10 Amencs in 1620 wese ongirglly from
Sorochy & Babworth 2083 in the
32sutatlay distrct of nonh
Fhctiinghemihire? Among tham, Brewster
1z believed 3= have founded 3 secret
Separatist Charch i his famaly home 3t
Scrooby. Fnd out mons by dicking on the
link in-Our D9 2GEt0NE0CR020

Fayfiowsr Mdayfiowessdd
Myfowerd0Cuk #Fymouth

5 UNCornsct BHiGtory 2Hentaos
= @Ay

SEntairsOcsanity SMayInwrsteps
=VeaEngiand FyisaEntain

My MowerCompact shakeata 400

© Q

12 les

nne 2Dnma 3N Sran,

togmt
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3. CONTENT CREATION

To develop marketing messaging and content

TWITTER LINKEDIN
@mayflower400uk https://www.linkedin.com/company/mayflower400uk/
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