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Summary of findings 

Mendip District is made up of five key towns, all of which differ greatly in terms of their 

tourism assets and their existing tourism strategies and activities. With this comes an equal 

variety in the tourism support needs across the district and a district wide tourism strategy 

needs to be flexible enough to meet those needs. A one size fits all approach is unlikely to 

yield results or satisfaction.  

Wells and Glastonbury are strong on traditional tourism assets, such as Wells Cathedral and 

Glastonbury Abbey, and have established, well known tourism brands – Wells as a city of 

culture and heritage and Glastonbury as a spiritual and mythical place, as well as its link to 

the Glastonbury Festival. Both have tourism structures that are currently being developed 

and realigned to remove duplication of effort and improve efficiency.  

Frome has created a visitor economy around events, such as its market, The Frome 

Independent, and a vibrant arts scene, under the banner of the Discover Frome visitor 

brand. Street is strong on heritage, much of which is linked to its Quaker background and 

the history of Clarks, with Clarks Village being a significant visitor attraction and providing 

support to the Parish Council tourism activities. Shepton Mallet also benefits from retail 

visitors to the Kilver Court Designer Village and having recently closed its TIC it is currently 

redefining its approach to tourism.  

There are also commonalities that present opportunities for cross district tourism 

collaboration, in particular outdoor activities, heritage, food & drink, and retail, but with the 

towns at different stages of their tourism development journeys, some are more ready for 

collaboration than others and facilitation and encouragement are required. 

Mendip District Council’s current tourism support structure sees it provide £50,000 a year to 

the district via MTL (Mendip Tourism Limited), which is managed by MTL directors. 

Destinations can apply for funding and the tourism investment is shared among the towns 

as agreed by the MTL directors, who are volunteers also running their own organisations. 

While MTL provides visitor figures on a quarterly basis to Mendip District Council, the 

figures are not analysed and there is little interaction and discussion between MTL and 

Mendip District Council around tourism.  

There is resistance to reducing the current level of financial investment in tourism by 

Mendip District Council. The MTL money has been used for a variety of purposes, in Shepton 

Mallet it was used to run the now closed Tourism Information Centre, in Glastonbury and 

Street it is used to run the Tourism Information Centre, in Wells it contributes towards the 

Visit Wells structure with its recently opened Tourism Information Centre and planned 

Tourism Manager, while in Frome it is mainly used for projects, for example, it supported an 

annual publication that lists shopping and events in town and it has supported the 

employment of an intern for a year. An issue with the current financial contribution from 

Mendip District Council is that it is year-by-year and MTL is unable to plan long term 

activities based on the investment. The funds are not available to all tourism businesses, 



3 
 

they are redirected through MTL and rely on its judgement of tourism priorities for each 

area. There is no guidance on how the money should be spent.  

Significant time and energy are invested by MTL and the feeling among the directors is that 

strategic support is required from Mendip District Council to enhance tourism activities and 

align them with a central strategy. This is echoed by other tourism stakeholders across the 

district, with many unaware of Mendip District Council’s current financial investment in 

tourism. While tourism investment is excluded from local authority essential services, 

considering the economic value of the tourism sector to Mendip, lack of perceived 

investment is seen as a significant oversight. In 2016, tourist industries contributed £608.5 

million in terms of Gross Value Added (GVA) to the Somerset economy, with Mendip 

accounting for 20% or £119.7 million; and tourist industries accounted for more than 19,500 

full time equivalent jobs, around 8.7% of all jobs in Somerset, with these jobs spread fairly 

evenly across the local authorities. 1 

Tourism marketing in Mendip is changing in line with the rest of the UK, with the closure of 

many physical Tourism Information Centres (TICs) and a move towards digital 

communications. Research from ABTA in 2018 on UK holiday makers’ habits show that four 

in five people book a holiday online2, while Visit England research shows that the majority of 

trip research is also done online, and amongst those holidaying in Britain that research is 

mainly for accommodation3. ABTA’s 2019 research shows that 16% of people who book 

online now seek additional support, such as live chat or speaking with a travel professional; 

social media is becoming less significant as a means of providing holiday inspiration (family 

and friends) and information (business pages); and there is an increase in people consulting 

travel company websites or professionals4. 

Across the district there are several strong DMO brands with a digital presence, including 

but not limited to Discover Frome, Visit Wells, Glastonbury Information Centre, Mendip 

AONB (which encompasses five authorities including Mendip) and Visit Somerset. While 

many local authorities in the UK have developed their own visitor brand, the consultation 

discussions show that adding another digital presence and brand is not perceived as helpful. 

In the main, it is seen as adding another layer without adding value. Mendip as a place 

brand is not strong compared to the existing Destination Management (DM) brands, and 

support is required in joining the dots across the district and enabling the existing platforms 

to work together.  

 

For domestic holidays, people prefer to book through a holiday booking website (47%) or 

directly with service providers (46%)5. A digital snapshot of tourism companies in the district 

carried out as part of this consultation exercise, shows that tourism companies are well 

                                                           
1 www.somersettrends.org.uk/topics/industries-sectors/sector-profile-tourist-industries/ 
2 ABTA 2018 Holiday Habits Report 
3 Visit England, Look Book Took Research, July2013 
4 ABTA 2019 Holiday Habits report 
5 ABTA 2019 Holiday Habits report 

http://www.somersettrends.org.uk/topics/industries-sectors/sector-profile-tourist-industries/
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placed to meet this trend, with the majority of accommodation providers and attractions 

having a website and a presence on TripAdvisor. See page Appendix 3 for more information. 

There exists significant tourism expertise and goodwill for collaboration across public and 

private sector for the good of tourism across the district. Organisations such as Clarks 

Village, SBAW Hotel & Leisure Group, Glaston Centre Ltd and Mendip Hills AONB have been 

explicit in their willingness to get involved on a strategic support level. This presents an 

opportunity for Mendip District Council to grow its internal expertise through collaboration 

with external tourism specialists representing businesses in the district. There may be 

opportunity to tap into private sector funding from organisations such as Landsec, which 

owns Clarks Village. 

The global tourism sector is currently in a state of change and looking at recovery plans 

during and after the Covid-19 pandemic. This, along with other Mendip-specific changes, 

makes it a good time for a new tourism strategy to be put in place. While Wells and Frome 

have a clear strategy in place, there are openings and opportunities for new ways of 

operating due to the closure of the Shepton Mallet TIC, the integration of the Glastonbury & 

Street TIC within The Glastonbury Centre CIC, and the removal of the Street Tourism 

Information Point from the now closed Clarks Museum. See Appendix 3 for more 

information on the current tourism operation in each town.  

In summary, change in the way Mendip District Council manages tourism is welcome and 

timely. The main call for support is around strategy and coordination in conjunction with 

continued financial investment. The proposed structure on the following pages aims to 

meet these needs through a simple, scalable process.  
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Proposed strategic tourism structure 

The call for a more strategic approach to tourism from Mendip District Council requires a 

change in structure in how tourism is managed to move forward with the current limited 

resource availability. Having considered options, what follows is a proposed structure that 

takes into account the current resources available within the district as well as the District 

Council itself, and changes the way the current financial investment in tourism is managed. 

The structure is loose enough to adapt to the current recovery situation and requires 

regular refreshing to ensure it continues to meet the needs of a changing sector with a 

dynamic and responsive strategy.   

At the top of the proposed 

structure is the Strategic Tourism 

Group, which consists of relevant 

Councillors,  existing members of 

the Mendip District Council 

Economic Development team, 

tourism representatives from 

each town and representatives 

from key tourism organisations, 

bringing together public and 

private sector tourism expertise. 

The group would be refreshed 

every two years to ensure it is 

the right mix of expertise and to 

ensure goodwill is not exhausted.  

Directly below is the Mendip Tourism Strategy, which includes tourism priorities for a two-

year period (see page 7 onwards). Initially based on this consultation work, moving forward 

the strategy and the priorities would be amended and agreed by the Strategic Tourism 

Group.  

Feeding into the Mendip Tourism Strategy is the Tourism Grant Fund, a proposed new 

system for distributing Mendip District Council’s tourism investment, replacing the MTL 

model. The amount available is set every two years alongside the Mendip Tourism Strategy. 

Tourism projects and organisations can apply to the grant fund for tourism activities that 

align with the Mendip Tourism Strategy and its priority focus areas.  

The structure aims to maintain a flexible approach to meet changing tourism needs and 

availability of resources and funds at Mendip District Council level. Currently, there is a 

£50,000 annual investment in tourism, plus part-time hours from an economic development 

officer. If there were additional resources available, the proposed communications 

processes connected to the Tourism Grant Fund (see page 9) could be extended to create a 

formal Tourism District Forum for all tourism businesses to network.  
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The Strategic Tourism Group 

The main purpose of the proposed Strategic Tourism Group is to represent all areas of 

tourism in the partnership process of defining the Mendip tourism strategy and priority 

areas. It would bring together tourism specialists working in the district with members of 

the Mendip District Council economic development portfolio connecting tourism business 

with policy making and infrastructure management, such as planning for accommodation, 

transport links, electric charging points, car parking, wifi/broadband access and labour skills. 

This type of collaborative approach is recommended by the Local Government Association, 

which states that the visitor economy is a chance for councils to use their unique local 

identity to achieve economic growth and deliver local benefits. To do this they need to offer 

financial investment, but also to facilitate a local partnership approach that will benefit 

visitors and residents alike. 6  

The secondary purpose of the Strategic Tourism Group would be to act as central point for 

information and knowledge relating to tourism activity and opportunities that can be shared 

within the district via the Grant Fund structure’s communication channels.  

It is suggested that Mendip District Council negotiates membership with Visit Somerset and 

the relationship is managed via the Strategic Tourism Group, giving Mendip funded projects 

exposure via Visit Somerset’s marketing channels and basic membership to all Mendip 

tourism businesses. This would include Visit Somerset within the Strategic Tourism Group 

and ensure there is integration between the Strategic Tourism Group and the DMO’s 

activities. See Appendix 3 for more information on Visit Somerset.  

Once established, the Strategic Tourism Group and Strategy would form the basis for the 

Destination Management Plan for the district, with defined roles and responsibilities and a 

vision towards which all tourism businesses work through the Grant Fund structure and 

criteria. Visit Wells is an example of a well-run, cross-sector tourism group and its structure, 

communications and processes could be incorporated for this district-based body.  

 

  

                                                           
6 Cllr Flick Rea, Chair of Culture, Tourism and Sport Board, Local Government Association in The visitor 
economy: a potential powerhouse of local growth (2013) 
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The Mendip Tourism Strategy 

The proposed initial strategic aim based on this consultation research is to:  

Create visitor experiences that benefit visitors and all Mendip communities all year round.  

This addresses the key areas of: 

 Balancing public safety concerns and the economic wellbeing of the visitor economy 

in the current recovery period. 

 The need for collaboration to release the potential of the commonalities that link the 

five towns.  

 A need to look outside of the traditional holiday season to manage risk involved in 

disruption to visitor movement related to local lockdowns. 

 

Priority focus areas 

These areas of priority combine the natural assets of the district with the goals of the 

current strategy - it is proposed that they are refreshed along with the strategy every two 

years. See Appendix 7 for a list of the district’s tourism assets within the priority areas.  

 

Priority 1. Sustainable tourism 

Sustainable tourism can be defined as tourism that respects the economic, social and 

natural environments, and it aligns to the current public safety requirements for visitors and 

visited communities and to the Mendip District Council corporate plan for climate change 

initiatives.  Initially, the following three strands are proposed as means of achieving growth 

through the focus on sustainable tourism.   

1.Outdoor and adventure experiences 

2.Community engagement and education 

3.Socially responsible tourism and visitors 

 

Priority 2. Cultural tourism 

This encompasses visitor experiences that provide a level of immersion into the local 

culture, such as its history, cuisine, arts and festivals. Within this priority there is focus on 

the following areas that match the existing tourism assets within the district: 

1.History and heritage 

2.Spiritual and mythical 

3.Market town culture 
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4.Carnival culture 

5.Retail diversity 

6.Arts and events 

 

Strategy Create visitor experiences that benefit visitors and all Mendip 
communities all year round.  

Priority focus 
areas 

Sustainable tourism Cultural tourism 

Outdoor and adventure 
Community engagement and 
education 
Socially responsible tourism and 
visitors 
 

History and heritage 
Spiritual and mythical 
Market town culture 
Carnival culture 
Retail diversity 
Arts and events 

See page Appendix 5 for a more detailed analysis of the proposed strategy and priority 

areas and the associated research findings. 

 

Alignment to Mendip District Council Corporate Plan 

This strategy and the priority focus areas align to the Mendip District Council Corporate Plan 

for 2020 to 2023: 

 This strategy aims to make Mendip a fairer place by opening up the tourism 

investment programme through a transparent application process that is available to 

all tourism businesses. Through community engagement, it offers opportunities for 

training and work experience for younger people, to encourage them to stay in the 

district and in the tourism sector, and volunteer opportunities for older demographic 

groups.  

 It encourages behaviour change and investment in tourism activities that support 

Mendip District Council’s commitment to deliver on climate and ecological 

commitments. In turn, the climate action transport steps focus on improving public 

transport links and increasing the number of footpaths and cycle paths, which create 

sustainable tourism opportunities. 

 It protects the natural and built environment by encouraging responsible visitor 

behaviour and tourism activity.  

Mendip District Council is currently exploring ways to work closely with Sedgemoor District 

Council, Somerset West & Taunton Council and South Somerset District Council. Establishing 

a strong tourism strategy for Mendip District Council would enable better tourism 

collaboration across Somerset through the District Council partnership. This would be 

enhanced via membership of Visit Somerset, of which Mendip is currently the only local 

authority not to be a member. 
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The Tourism Grant Fund 

The Tourism Grant Fund process would link investment to the strategy, and into one or 

more of the priority areas. This aligns investment with the emerging Destination 

Management Plan and with the overall Mendip District Council Corporate Plan. 

Having a central point of tourism contact out to the district, backed up by members of the 

Strategic Tourism Group, would also open up opportunity to: 

 Take a more data centric approach and build tourism knowledge. 

 Share best practice and opportunities for support and funding. 

 Have regular, constructive communication with tourism stakeholders in the district. 

 Centralise purchasing and negotiation where appropriate.  

 

See page Appendix 6 for a more detailed analysis of the proposed grant fund structure. 
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Next steps 

The following sets out the next steps for putting the proposed strategy in place. 

 

Further Consultation 

1.Consultation with Council leadership and management.  

2.Consultation with MTL. 

3.Consultation with City, Town and Parish Councils. 

 

Implementation 

4.Create launch action plan addressing – identification of potential STG members; expanded 

STG structure including roles & responsibilities and sub-groups; and governance model.   

5.Formation of Strategic Tourism Group (STG) – agreement from members in principle. 

6.First meeting of STG and agreement of – Mendip Tourism Strategy and Priority areas; 

structure of STG and roles and responsibilities; and governance model. 

7.Transformation plan to remove MTL structure and replace with STG, including timings and 

tourism investment. 

8.Create Tourism Grant Fund structure and processes for roll out.    
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Appendix 1 

Examples of free support from Visit England as of April 2020 

 

Public relations 

 What’s Hot – a chance to include local news in a quarterly newsletter that goes out 

to overseas PR network. News submissions welcome from all parts of Britain and 

including new hotel openings and refurbishments, quirky accommodation settings, 

new restaurant and nightlife openings and examples of trends in eating, drinking, 

shopping etc. www.visitbritain.org/what’s-hot 

 I Travel For – global marketing campaign featuring people behind unique tourism 

experiences. Destination PR team looking for contacts to use in different ways, put 

forward to an interview opportunity, arrange to meet media on a press trip or 

feature them on social media channels. www.visitbritain.org/send-us-your-people-

stories 

 Online media centre – can submit hi resolution, copyright images, videos and b-roll, 

may be featured on media centre. www.visitbritain.org/online-media-centre 

 Current campaign – a chance to use the marketing tools and presence associated 

with the current Visit Britain campaign, e.g. the My Microgap campaign for 

2019/20202. www.visitbritain.org/get-involved-my-microgap-campaign 

Listings and bookings 

 Travel Trade Supplier Directory – listing in the supplier directory offered as a tool to 

overseas tour operators and agents building Britain packages and itineraries. 

www.visitbritain.org/supplier-directory 

 Tourism Exchange Great Britain (TXGB) – This is an online system connecting tourism 

businesses in England (accommodation, tours, attractions, experiences and 

transport) to online booking sites, such as Booking.com and Expedia. It is free to join; 

you pay commissions if you get online bookings - to TXGB and to the online booking 

site. www.txgb.co.uk/ 

 Visit Britain Shop – this is a hub of bookable tourism products from attractions to 

transport tickets helping visitors to plan and book their itineraries. Free to register, 

with agreed commission rate on sale. www.visitbritainshop.com/world/ 

Training 

 Workshops - regular programme of workshops to support current tourism 

objectives. For example, prior to the Covid-19 situation, 'Taking England to the 

World’ free workshops were running to help tourism businesses how to benefit from 

international sales. www.visitbritain.org/taking-england-world-free-training-help-

your-business-become-international-ready 

 

http://www.visitbritain.org/what’s-hot
http://www.visitbritain.org/send-us-your-people-stories
http://www.visitbritain.org/send-us-your-people-stories
http://www.visitbritain.org/online-media-centre
http://www.visitbritain.org/get-involved-my-microgap-campaign
http://www.visitbritain.org/supplier-directory
http://www.txgb.co.uk/
http://www.visitbritainshop.com/world/
http://www.visitbritain.org/taking-england-world-free-training-help-your-business-become-international-ready
http://www.visitbritain.org/taking-england-world-free-training-help-your-business-become-international-ready
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Appendix 2 

Organisations included in telephone research 

The following organisations took part in telephone consultation conversations between May 

and July 2020. Due to the Covid-19 pandemic, many staff were on furlough and unable to 

take part in work-based conversations.  

Frome Town Council 

The Frome Independent 

Glastonbury Town Council 

Glastonbury Information Centre 

Glastonbury Tourism Information Centre 

Glaston Centre Ltd 

The Chalice Well 

The Goddess Temple 

Glastonbury Abbey 

Mendip District Council  

Mendip Tourism Limited 

Mendip Hills AONB 

Shepton Mallet Chamber of Commerce 

Shepton Mallet Town Council 

Street Parish Council 

Clarks Village, Street 

Strode Theatre, Street 

Wells City Council 

The Bishops’ Palace, Wells 

The Swan in Wells 

Visit Wells 

Visit Somerset 
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Appendix 3 

Consultation findings 

Following is a summary of consultation findings from desktop research and telephone 

conversations with representatives of the tourism sector across the district, including 

private and public sector, business groups, attractions, accommodation, and the arts.  

 

Tourism in the five main towns 

Frome 

Tourism in Frome is run by the Town Council under the ‘Discover Frome’ Destination 

Management brand, with a website,  two information points, one in the town hall and the 

other in the centre of Frome in the Black Swan Arts building, and an annual visitor book with 

tourism listings and a map. There is a strong focus on events, shopping and activities in the 

local countryside with Frome marketed as a destination rather than focusing on traditional 

tourism assets.  

Glastonbury 

Tourism in Glastonbury is evolving to improve efficiency and remove duplication, although 

there is still room for better communications across the different tourism-related bodies. 

The Glastonbury Tourist Information Centre is represented on the MTL board and has 

moved into shared premises with Glastonbury Pilgrimage Centre and Glastonbury Town 

Council, under the Glastonbury Information Centre CIC structure with the intention of 

eventually trading as one organisation. As Glastonbury Tourist Information Centre is 

managed on a voluntary basis, time restraints make tourism-specific digital communications 

difficult. Glastonbury Information Centre has a strong online presence. There is also focus 

on tourism at the Chamber of Commerce and Tourism, which works with the Town Council 

to run the successful Tourism Symposium. Glastonbury Town Council is a member of Visit 

Somerset, however Glastonbury Tourist Information Centre has no link to Visit Somerset.   

Shepton Mallet 

Tourism in Shepton Mallet was until April this year manged by the Tourist Information 

Centre with funding from MTL and a grant from the Town Council. The centre has now 

closed as it was not financially viable and the Town Council is investigating how to proceed 

with tourism. The main tourism attractions are Kilver Court retail outlet, with Mulberry 

attracting international visitors, and Shepton Mallet prison, which has trails and ghost walks. 

There was previously a discussion around setting up a local food trail and there is 

opportunity to push sustainable tourism activities. As the infrastructure town for 

Glastonbury Festival, there is untapped opportunity in attracting visitors to stay in Shepton 

Mallet and the district. A Future High Street bid was submitted in 2019. Although 

unsuccessful, a master plan exists for the redevelopment for Shepton Mallet. 

Street 
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Street used to have a tourism presence in Clarks Museum, but this is no longer in place. 

Clarks Village has offered the Parish Council alternative space for tourism promotion 

purposes, but it is not big enough to sell products and fund the payment of staff. There is a 

history of Street collaboration on events, with Clarks Village, The Alfred Gillet Trust and 

Strode Theatre working together in the past on outdoor shows. Clarks Village is very open to 

supporting the community and tourism work. The main tourism attractions are Clarks 

Village retail and the heritage of the Street fossil finds and the Alfred Gillet Trust, which 

preserves the heritage of the Clarks family.   

Wells 

Tourism in Wells is well organised and managed through Visit Wells. This is a subsidiary of 

Wells Heritage Partners (a charity formed by Wells & Mendip Museum, Wells Cathedral, The 

Bishop’s Palace and the Bishop’s Barn and Recreation Ground Trust), and run in partnership 

with Wells City Council and other tourism stakeholders in the district, such as the Chamber 

of Commerce and Tourism. It is a member of MTL and Visit Somerset.  

Currently there exist two tourism websites. Visit Wells is working with Wells City Council to 

amalgamate the two visitor websites into one, alongside a second Community focussed 

website, and build on the @visitwells tourism brand on social media. The TIC in Wells closed 

in 2010 and was replaced by a volunteer-run Visitor Information Service in the Wells and 

Mendip Museum supported by a grant from Wells City Council. In February this year Visit 

Wells opened a new Tourist Information Centre in the marketplace and is in the process of 

considering recruiting a Tourism Manager to oversee Tourism Officers, some of whom work 

on secondment from other organisations, and volunteers.   

Tourism management via MTL 

The MTL Limited structure was set up by Mendip District Council and was initially aligned to 

having Tourist Information Centres in each of the five towns. MTL provided a central 

tourism management body, to which Mendip District Council provided public sector funding 

for the tourism function. Funds were provided with limited dialogue and without any central 

co-ordination or strategy. Since its formation, the TIC structure has changed, with Wells and 

Glastonbury the only existing TICs at the time of writing this report. The basis of equal 

distribution of the MTL funds among the TICs therefore is no longer relevant or equitable. 

With accommodation now mainly booked online, the role of the TIC and its potential 

funding from the accommodation sector has declined. MTL directors are keen to form a 

more strategic relationship with Mendip District Council and are open to change.  

 

DMO brands 

Mendip Hills AONB 

While it has the primary focus of protecting and enhancing the landscape, Mendip AONB 

has by default become a DMO. In part this is because it is spread across five different 

authorities, creating reluctance for any one authority to market the Mendip Way trail and 
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the AONB. The area will always attract walkers and wildlife enthusiasts, so Mendip Hills 

AONB is concentrating its marketing on the outdoor experience market through the ‘A wild 

land ready for adventure’ message. 

A recent review of AONBs in the UK recommended that they change their name to ‘Natural 

Landscapes’ and also that they become tourism zones in their own right. Mendip Hills AONB 

does not have a project budget specific to marketing, but promoting and un-promoting 

certain areas in order to protect wildlife and habitats is a part of its work.  

The current manager, Jim Hardcastle, previously worked in digital marketing for tourism and 

the Mendip Hills brands has a strong digital presence with a You Tube channel 
www.youtube.com/channel/UCbXPhl9-C8IfzDcCbqzUrbQ and almost 3,500 followers on Facebook, 

as well as presence on Twitter and Instagram. 

 

Visit Somerset 

This is a membership based DMO for the county. Glastonbury Town Council and Visit Wells 

are members as are the other local authorities in Somerset.  Membership costs and benefits 

vary at local authority level, with South Somerset District Council allocating £20,000 over 

three years, giving all South Somerset tourism businesses entitled to free bronze 

membership for a year; while Somerset West and Taunton invests £14,000 per year to get a 

microsite, which has 43,000 unique users a year.  

Visit Somerset’s areas of focus for 2020 and beyond overlap in places with the proposed 

Mendip Tourism Strategy and priority focus areas. Environmental destination marketing is 

one of Visit Somerset’s target markets, and it will be highlighting culture, history/heritage, 

rural retreats and bookable experience packages7. It is also working with Somerset Waste 

Partnership to encourage visitors to be responsible with their waste, and with the Clinical 

Lead for Somerset on safety messages around the pandemic. Its top level is to focus on the 

UK consumer market and align close with Visit Exmoor and it is working with the Heart of 

the South West LEP on a tourism recovery plan.   

It is also focusing on digital developments and has recently launched an online booking 

system on its website (this is an additional commission-based option and visitors can still 

book directly on members’ websites). Figures for 2018/2019 show that the Visit Somerset 

website had 2.1 million page views and 753,861 users, with 80% of them domestic; its 

Facebook page had 7,331 likes (now at 8,846 likes and 9,948 followers) and its reach on 

Facebook and Twitter was 2.2 million.  

Visit Somerset also links its members up with resources from Visit England/Britain, it holds 

conferences and currently is running webinars that are free to members, and also carries 

out bids for members for tourism related funding.  

 

                                                           
7 https://www.visitsomerset.co.uk/business/latest-news/visit-somerset-priorities-moving-forward 

http://www.youtube.com/channel/UCbXPhl9-C8IfzDcCbqzUrbQ
https://www.visitsomerset.co.uk/business/latest-news/visit-somerset-priorities-moving-forward


16 
 

Digital presence – information and booking 

A digital snapshot was carried out by taking samples of tourism organisations (attractions 

and accommodation providers) from across the district and looking at their online presence 

to gauge the digital readiness of tourism in the Mendip district. 

The research looked at three key indicators – presence of a website, a Facebook page and 

whether it was updated more than once a month, and a verified TripAdvisor listing. Below 

are the consolidated results: 

 

Accommodation providers 

107 seven accommodation providers were included in the research, encompassing B&Bs, 

hotels, camping sites, Airbnb, inns with rooms and self-catering. The research shows that: 

 90% have a website and of those that don’t some have listings on specialist sites 

such as sawday’s (https://www.sawdays.co.uk/) 

 70% have a Facebook page, and 65% of those with a Facebook page update it more 

than once a month 

 78% are on TripAdvisor with a verified listing and some of those that aren’t use other 

booking sites, such as booking.com or myboutiquestay, or are on TripAdvisor as an 

‘unclaimed’ listing  

 

Attractions 

43 attractions and venues were included in the research. The findings show that: 

 93% have a website 

 91% have a Facebook page, and 79% of those with a Facebook page update it more 

than once a month 

 88% are on TripAdvisor with a verified listing 

 

 

https://www.sawdays.co.uk/
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Appendix 4 

The structure in detail: Strategic Tourism Group 

The main purpose of the proposed Strategic Tourism Group is to represent all areas of 

tourism in the partnership process of defining the Mendip tourism strategy and priority 

areas. It would bring together tourism specialists working in the district with members of 

the Mendip District Council economic development portfolio connecting tourism business 

with policy making and infrastructure management, such as planning for accommodation, 

transport links, electric charging points, car parking, wifi/broadband access and labour skills. 

This type of collaborative approach is recommended by the Local Government Association, 

which states that the visitor economy is a chance for councils to use their unique local 

identity to achieve economic growth and deliver local benefits. To do this they need to offer 

financial investment, but also to facilitate a local partnership approach that will benefit 

visitors and residents alike. 8  

The secondary purpose of the Strategic Tourism Group would be to act as central point for 

information and knowledge relating to tourism activity and opportunities that can be shared 

within the district via the Grant Fund structure’s communication channels.  

It is suggested that Mendip District Council negotiates membership with Visit Somerset and 

the relationship is managed via the Strategic Tourism Group, giving Mendip funded projects 

exposure via Visit Somerset’s marketing channels and basic membership to all Mendip 

tourism businesses. This would include Visit Somerset within the Strategic Tourism Group 

and ensure there is integration between the Strategic Tourism Group and the DMO’s 

activities. See page 17 for more information on Visit Somerset membership.  

Once established, the Strategic Tourism Group and Strategy would form the basis for the 

Destination Management Plan for the district, with defined roles and responsibilities and a 

vision towards which all tourism businesses work through the Grant Fund structure and 

criteria. Visit Wells is an example of a well-run, cross-sector tourism group and its structure, 

communications and processes could be incorporated for this district-based body.  

 

  

                                                           
8 Cllr Flick Rea, Chair of Culture, Tourism and Sport Board, Local Government Association in The visitor 
economy: a potential powerhouse of local growth (2013) 
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Appendix 5 

The structure in detail: Mendip Tourism Strategy 

The proposed initial strategic aim based on this consultation research is to:  

Create visitor experiences that benefit visitors and all Mendip communities all year round.  

This is particularly important in the current recovery situation where communities are 

frightened of the public health dangers of large numbers of visitors, yet visitors are required 

for economic wellbeing. There is an opportunity to focus on domestic visitors in the initial 

two-year period, while creating and promoting visitor experiences that are ‘safe’ and 

enjoyable and involve environmentally positive alternatives in the outdoors.  

Benefiting visitors and Mendip communities requires collaborative work and sharing of 

resources and best practice that will enable district wide recovery and growth. The 

commonalties that link the five different towns open up opportunities for creating vibrant 

experiences that include trails and activities across the district, to lengthen stays and 

increase tourism spend. Information access is key to encourage visitors to understand what 

the district as a whole has to offer, with information available at all touch points of visitor 

interaction.  

There are examples of training and education programmes that could support this strategy. 

Calderdale Council’s tourism team put in place an Ambassadorship Training Programme, 

which is used to train taxi drivers in promoting what the local area has to offer. Similarly, 

Norfolk County Council created the ‘Trading Up’ programme to boost its rural visitor 

economy by offering free training on key tourism aspects to anyone interested in attracting 

more visitors to the area, including B&Bs, cafes and taxi operators9. Within Mendip, in 2018 

the Mendip Hills AONB ran ‘Experience the Mendip Hills Training’ for tourism businesses to 

help them tap into experiential tourism and create experience ‘packages’ for their visitors. 

Glastonbury Abbey has facilitated introductory evenings with accommodation providers and 

The Goddess Temple has run open days for accommodation providers. It is unclear how 

successful these have been in promoting the attractions, but it shows a clear appetite for 

collaboration and tourism peer support.  

The traditional holiday season is restrictive and puts organisations who rely on relatively 

short time periods for revenue for the whole year at risk. Moving forward public health 

lockdowns are likely to dictate when visitors can leave their own area, and when areas can 

welcome visitors. Having year-round experiences and attractions will create a more robust 

sector. Additionally, there is opportunity for creating online experiences that maintain 

loyalty to the place brand during times of restrictive travel.  

The recent Glastonbury Virtual Summer Solstice event is a good example of an online event 

held during times of restrictive travel that boosted communication and connection with the 

place. It had a reach of 468,000, 31,900 page views and 21,700 people interested in the 

                                                           
9 The visitor economy: A potential powerhouse of local growth: https://www.local.gov.uk/visitor-

economy-potential-powerhouse-local-growth-0 

https://www.local.gov.uk/visitor-economy-potential-powerhouse-local-growth-0
https://www.local.gov.uk/visitor-economy-potential-powerhouse-local-growth-0
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event. The Glastonbury Information Centre Facebook page, which hosted the virtual event, 

increased from 940 likes and 977 followers before the event, to 5,227 likes and 5,602 

followers after the event, creating long term benefits. The associated income generated for 

local businesses was seen as significant, with retailers all reporting orders and enquiries on 

the day. The event was sponsored by Mendip District Council through the provision of 

significant consultancy hours.  

An example of a successful out-of-season tourism boost was in North Somerset, where a 

temporary art show in Weston-Super-Mare gave the town a £20 million boost in 2015. More 

than 150,000 people visited Banksy’s Dismaland show, which was held in a derelict seafront 

lido, and hotels and B&Bs experienced a boost in numbers during a normally quiet period 

spanning from the end of August to the end of September. The Hoteliers Association of 

Weston-Super-Mare reported that an additional 50,000 nights were sold compared to the 

previous year10.  

 

Priority focus areas 

These areas of priority combine the natural assets of the district with the goals of the 

current strategy - it is proposed that they are refreshed along with the strategy every two 

years. See Appendix 2 for a list of the district’s tourism assets within the priority areas.  

 

Priority 1. Sustainable tourism 

Sustainable tourism can be defined as tourism that respects the economic, social and 

natural environments, and it aligns to the current public safety requirements for visitors and 

visited communities and to the Mendip District Council corporate plan for climate change 

initiatives.  Initially, the following three strands are proposed as means of achieving growth 

through the focus on sustainable tourism.   

1.Outdoor and adventure experiences 

The rural Mendip district is full of natural landscape assets offering sustainable tourism 

experiences, including Mendip Hills AONB, Somerset Levels and Avalon Marshes. Within the 

Mendip District Council boundary, the Mendip Way stretches from Wookey to Wells (West 

Mendip route) and on to Frome (East Mendip route) where there is a good rail link into the 

district. There are also fast coach links to London from Street, Glastonbury, Shepton Mallet 

and Frome via Berrys Coaches with scope to implement more bike rental schemes, such as 

the Bike Banks or Bike Libraries promoted by Welcome to Yorkshire11 and to create rail/bus-

biking holidays. Frome Town Council already works with local partners to offer a local hire 

scheme for ebikes.   

                                                           
10 www.local.gov.uk/sites/default/files/documents/local-solutions-boosting--494.pdf 
11 https://bikelibraries.yorkshire.com/ 

http://www.local.gov.uk/sites/default/files/documents/local-solutions-boosting--494.pdf
https://bikelibraries.yorkshire.com/


20 
 

There is an annual Walkers Festival in Frome and a downloadable app commissioned by 

Black Swan Arts gives visitors the chance to hear oral histories along the ‘Walking Memories’ 

sound walk. Glastonbury town has its Millennium Trail with direction markers and 

information boards, as well as the Bittern Cycle Trail which links the town with the Avalon 

Marshes and is supported by the presence of bike hire facilities in Glastonbury. There are 

increased numbers of walking, cycling and horse-riding trails across the district, in line with 

Mendip District Council’s climate change plan. When the traffic-free Strawberry Line route is 

finalised, it will run from Cheddar into Wells and on to Shepton Mallet, becoming part of the 

Sustrans National Cycle Network and the circular Somerset Circle.  

Experiential caving and rock climbing are popular in Mendip Hills AONB. These activities 

could be used to target the domestic gap year market, in line with Visit Britain’s 

MyMicroGap campaign12, while there are family-orientated activities also around Wookey 

Hole. Outdoor adventure, family activities, wildlife and walks offer a range of activities to 

target most demographic groups, with experiential tourism an emerging area. A 2019 ABTA 

report into UK holiday makers’ habits13 shows that countryside breaks account for 23% of 

holidays, with lakes and mountains at 11%, camping at 7% and off the beaten track also at 

7%. Seventy-two percent of people took a trip within the UK (up from 68% in 2018), with 

people taking an average of two UK holidays.  

In 2006, it was estimated that the direct economic impact of outdoor pursuits companies 

operating in the Mendip Hills AONB amounted to £5.72 million turnover, with indirect 

economic impact amounting to £1.46 million local spend and £610,000 participant spend. 14 

AONBs are in the process of changing their name, to become ‘natural landscapes,’ and this 

offers a new opportunity for the district to collaborate and promote the ‘Mendip Hills 

Natural Landscape’ and to capitalise on the growing popularity of outdoor pursuits.  

Mendip District Council is already represented on the Mendip Hills AONB Partnership 

Committee, along with other local authorities and agencies, and there is scope for learning 

and collaboration across districts. There are initiatives in other Somerset districts that could 

be implemented in Mendip, such as the Cheddar ‘Walkers are Welcome’ group which is 

being discussed as a potential for Wells. The multiagency group, the Cheddar Vision Group, 

is creating a tourism strategy based on it becoming the ‘outdoor adventure capital of the 

South West’, appealing to walkers, climbers, cavers, runners, cyclists and wildlife 

enthusiasts15.   

Mendip Hills AONB has in the past offered training to local tourism businesses and worked 

with the National Trust to create the South West Outdoor Festival that is now the ‘Top of 

the Gorge Festival’, focusing on outdoor adventure. These examples show Mendip Hills 

AONB’s willingness to collaborate and the benefits organisations and other local authorities 

are gaining as a result.  

                                                           
12 www.visitbritain.com/gb/en/campaigns/mymicrogap 
13 ABTA Holiday Habits Report 2019  
14 Economic Impact of Outdoor Pursuits on the Mendip Hills Research Report, 2006 
15 https://kaywebs.co.uk/improving-the-perception-of-cheddar/ 

http://www.visitbritain.com/gb/en/campaigns/mymicrogap
https://kaywebs.co.uk/improving-the-perception-of-cheddar/
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2.Community engagement and education 

There is potential for tourism-related volunteering across all communities, such as the 

Global Greeter network in towns (see below), trail guides and historical walks and talks. In 

the initial strategy period, this would offer those that carried out pandemic related 

volunteer work a way of continuing and benefiting from their community involvement. This 

approach also offers potential to introduce young people to the tourism sector and give 

them work experience and training.  

Mendip Hills AONB has a team of 35 volunteer rangers and there are plans underway to 

launch an accredited Mendip Hill Guide training scheme. In Frome, guides from the Frome 

Society for Local Studies lead guided walks. Other parts of the country have successfully 

implemented the scheme run by the Global Greeters Network, where local volunteers are 

trained and branded to provide pre-booked introductions and welcome walks. Brighton & 

Hove City was one of the first ‘Greeters’ schemes in the UK, and the Global Greeter Network 

website shows that diverse locations, such as Bristol, Kent and London, are also part of this 

scheme16. 

Using trained local volunteers to greet visitors and offer guided experiences offers an 

opportunity to create a higher value visitor experience and to enhance the emotional place 

connection. A co-ordinated cross-district approach would extend these benefits further.  

 

Socially responsible tourism and visitors 

This is integral to sustainable tourism activities and helps attract responsible visitors that 

will benefit the economy, the environment, and the local communities. There is scope to 

introduce trails and schemes that reduce the need for individual car transport, such as the 

previously mentioned Walkers are Welcome, and look after the local landscape, such as 

Leave No Trace or Trash Hero17 programmes. Refill Frome18 is a good example of an existing 

scheme, while waste management is a current focus area for Visit Somerset.  

These kinds of initiatives can be used to communicate with green minded visitors and there 

is opportunity to seek accreditation with a body such as Green Tourism to further enhance 

the marketing message. The Global Sustainable Tourism Council lists accreditations for 

individual operators and hotels, as well as for destinations and public sector bodies. 19 

Mendip as a district could seek to gain such an accreditation. 

ABTA’s 2019 research into UK Holiday Makers states that responsible tourism has been 

increasing in recent years, and that the number of people who say they would choose one 

                                                           
16 The visitor economy: A potential powerhouse of local growth: www.local.gov.uk/visitor-

economy-potential-powerhouse-local-growth-0 
17 https://trashhero.org/ 
18 www.discoverfrome.co.uk/attractions/refill-in-frome/ 
19 https://www.gstcouncil.org/for-destinations/ 

http://www.local.gov.uk/visitor-economy-potential-powerhouse-local-growth-0
http://www.local.gov.uk/visitor-economy-potential-powerhouse-local-growth-0
https://trashhero.org/
http://www.discoverfrome.co.uk/attractions/refill-in-frome/
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travel company over another if they have better sustainability practices has increased by 

10% in four years20. In the latest figures, half (50%) of people say that the green credentials 

of a travel company are important or essential when choosing a holiday, with main concerns 

being waste and plastic pollution and the treatment of animals.  

 

Priority 2. Cultural tourism 

This encompasses visitor experiences that provide a level of immersion into the local 

culture, such as its history, cuisine, arts and festivals. Within this priority there is focus on 

the following areas that match the existing tourism assets within the district: 

History and heritage 

The ABTA 2019 research shows that city breaks are still very popular among UK holiday 

makers (46% of holidays). Wells is a key cultural city for the district and was recently named 

the best small UK city for a short break by consumer rights organisation Which, giving ‘five 

stars for Wells’ cultural attractions’21. The Wells Heritage Pass is offered through the Wells 

Heritage Partnership and is an example of a collaborative tourism initiative that could be 

replicated across the district. Other points of historical interest are Glastonbury Abbey, 

Frome and Wells’ medieval architecture, Mendip AONB’s natural heritage and Street’s blue 

lias rock and fossil remains from the Jurassic period. 

Spiritual and mythical 

Glastonbury and Wells offer diverse spiritual opportunities, through Wells Cathedral and 

Glastonbury Abbey, and there is some collaboration across Street, Wells and Glastonbury 

with scope to further facilitate a ‘Spiritual Package’. The Abbey has 100,000 visitors a year, 

with a 50:50 international to domestic split. Its membership scheme beings in an additional 

50,000 visits.  

Glastonbury’s legends of the Isle of Avalon and King Arthur have international appeal, while 

Glastonbury Tor and The Goddess Temple generate significant spiritual visitors to the area 

all year round, with anecdotal evidence that the ‘Pilgrim Visitor’ typically stays for longer 

periods and spends more in the local economy than tourism visitors. The Goddess 

Conference has been running since 1996 and is an annual event that is now nine days in 

duration and brings in hundreds of people to the town in July/August time. The Goddess 

Temple was set up in 2000 and consistently brings large numbers of visitors to the area yet 

is rarely included in tourism discussions. Numbers range from hundreds of visitors per week, 

up to a 1,000 per week in the summer months. The Temple has a successful donation-based 

business model and strong digital communications with its supporters.  

The Pilgrim Reception Centre in Glastonbury acts as a point of welcome and information for 

spiritual and pilgrim visitors. There is scope to encourage a unified approach that brings 

                                                           
20 ABTA Holiday Habits Report 2019 
21 www.which.co.uk/reviews/destinations/article/best-city-breaks-in-the-uk 

http://www.which.co.uk/reviews/destinations/article/best-city-breaks-in-the-uk
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organisations such as The Goddess Temple within the district’s tourism assets and avoids 

duplication of trails and spiritual packages.   

Market town culture 

The market towns of Mendip offer visitors a chance to sample the local food and drink and 

other artisan products. Shepton Mallet has strong cider production and heritage, and is 

home to the Showerings site where Babycham was born. Glastonbury’s Town Deal initiative 

will see new developments and investment in the town centre that should have a positive 

indirect impact on the visitor experience. The Independent in Frome is known for its artisan 

food and drink stalls. This is a major market event, pulling in on average 7,000 to 8,000 

visitors each month, with the Christmas market attracting up to 16,000 people. The market 

is currently not running due to the scale of the event and has created a small virtual market 

on its website that may be expanded.  

Carnival culture 

This is unique to Somerset and the county carnival travels through Glastonbury, Shepton 

Mallet and Wells during November time, providing an opportunity to attract out-of-season 

domestic visitors.  

Retail diversity 

Street and Shepton Mallet have popular retail outlets in Clarks Village and Kilver Court and 

there are many independent and quirky shops in Glastonbury, Wells and Frome as well as 

artisan food outlets.  Retail diversity offers out-of-season tourism opportunities and opens 

up district wide collaboration.  

Clarks Village has moved its marketing spend away from TV and local press and towards out 

of home advertising (train stations, bus shelters, etc) including Bristol airport; and radio, 

with its ad coverage area stretching up to Gloucester and down to Exeter. Customers now 

come to Clarks Village for a day out when they are on holidays in areas such as Devon and 

Dorset. It has seen dwell time increase, due to putting on additional family events, and 

spending has increased. Visitors are not staying over and there is opportunity to collaborate 

on transforming day trips to overnight stays and Clarks Village is keen to work with 

accommodation providers.   

There is also scope for technical marketing and communications. Frome is currently working 

on a location-based retail app that will provide information on what’s on and special offer 

alerts. The technology is being developed with the Frome TechShed community group and 

could be shared across the district. During the lockdown, Clarks Village has had great 

success communicating with customers via social media and its website and will continue 

with digital communications after reopening.  

Arts and events 

Across the district there are vibrant arts activities, festivals, and events. With the lack of 

central funding for arts in Somerset and Mendip, much of these are co-ordinated by 

societies and volunteers and there is scope for an overarching body to help link them 
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together and market events and venues as tourism attractions. They take place all year 

round, meeting the aim to attract visitors out of the traditional tourism season.  

Recently collaboration discussions around peer support have started across Street and 

Glastonbury arts venues, including Strode Theatre, Alfred Gillet Trust, Crispin Hall and the 

Red Brick Building. While the pandemic has put a halt on these discussions, similar could be 

expanded across the district.   

Glastonbury Festival is an international brand around which more events and activities 

could be created, particularly in nearby Shepton Mallet, which also has the Bath and West 

Showground.  

Work has commenced on the development of an arts strategy for Mendip District Council 

that may link to place branding.  
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Appendix 6 

The structure in detail: Tourism Grant Fund 

Administration of the proposed grant fund would fall within the economic development 

team, with quarterly windows for applications and an upper limit on individual grant values.  

Grant applications should fall within one of the strategic priority areas outlined above, be 

supported by a business plan demonstrating feasibility and return, and meet at least two of 

the following strategy-linked criteria. Preference would be given to those that match the 

most criteria: 

 Facilitate collaboration across the district, linking up geographical areas. 

 Have cross-sector involvement, e.g. public and private sector, visitor economy and 

community wellbeing.  

 Extend the traditional holiday season to build year-round tourism opportunities. 

 Focus on visitor experiences that give both visitors and the visited confidence in 

public safety. 

 Have an element of community involvement, such as training volunteers in tourism 

activities. 

 Explore digital and online opportunities such as virtual events and experiences and 

communications to maintain and build place branding. 

 

Data and best practice 

Conditional to receiving grant funding would be a commitment to submitting outcome data 

to the grant funding team so that a data centric approach can be taken to understanding the 

types of investment that produce the best results and to facilitate sharing of best practice 

within an accessible bank of tourism case studies. This would help build tourism knowledge 

and expertise within the economic development team and within the district and feed into 

the creation of the updated tourism strategy.   

 

District wide communication 

The proposed Tourism Grant Fund would be a mechanism for regular, scalable 

communication with all tourism businesses in the district. This includes sharing information 

about the application process, strategic priorities, fund criteria and best practice ideas, as 

well as tourism news, support available from Heart of the South West LEP and Visit England 

(see Appendix 3 for examples of free support available to all tourism businesses), and 

funding opportunities from organisations such as the Heritage Lottery Fund and Arts Council 

England. This could be managed through an online platform, such as a private Facebook 

Group, Microsoft Teams or an intranet.  
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There is scope also to offer centralised training access and to negotiate memberships and 

central purchasing of services and products for tourism, for example sanitisation stations, 

touchscreen information points or tourism apps.   

 

As a central point for information from the Strategic Tourism Group and feedback from the 

Grant Fund projects, a link would be formed with Mendip District Council’s central 

marketing and PR team to help to raise the profile of tourism activities nationwide.  
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Appendix 7 

List of tourism assets by strategic priority areas 

Sustainable tourism  Cultural tourism  

Mendip AONB 
 
Mendip Way 
 
Somerset Levels & 
Moors 
 
Avalon Marshes 
 
Strawberry Line 
 
Green flag Collett Park 
in Shepton Mallet 
 
Glastonbury Pilgrim 
Trails 

History and 
heritage  
 

Wells Cathedral 
Vicars Close, Wells 
Bishops Palace, Wells 
Glastonbury Abbey 
Frome medieval marketplace 
Shepton Mallet Prison 
Alfred Gillet Trust, Street  
Mendip AONB 

Spiritual and 
mythical 

Glastonbury Tor 
Chalice Well and Gardens 
Goddess Temple 
Glastonbury Abbey 
Glastonbury Abbey to Wells Cathedral 
pilgrimage route 

Market town 
culture 

The Independent in Frome   
Regular market days in all towns 
Cider heritage and production in Shepton 
Mallet  

Retail Clarks Village Street 
Kilver Court Shepton Mallet 
Independent retailers s in Glastonbury, 
Wells and Frome 

Arts and events Bath and West Showground 
Glastonbury Festival 
Wells cultural, music and literary festivals 
Strode Theatre, Street 
Merlin Theatre, Frome 
The Red Brick Building, Glastonbury 

 

 


