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1. Introduction 
 

1.1 Background 

This report sets out a Tourism Profile for St Albans and District and outlines strategic 

priorities and actions to develop the visitor economy in the city and the wider district. The 

aim is to deliver a comprehensive Tourism Strategic Action Plan for St Albans to provide a 

roadmap for the district to move forward as a visitor destination with the engagement and 

support of key stakeholders. Delivery of the plan will be a collaborative process involving 

key stakeholders representing the private and public sectors leading to deliverable actions 

to guide management and investment in St Albans and key performance indicators to help 

leverage the uniqueness of St Albans to create a credible and distinct visitor offering.  

 

Destination management and planning is a process of coordinating the management of all 

aspects of a destination that contribute to a visitor’s experience, taking account of the 

needs of the visitors themselves, local residents, businesses and the environment. It is a 

systematic and holistic approach to making a visitor destination work efficiently and 

effectively so the benefits of tourism can be maximised and any negative impacts 

minimised. It embraces the idea of sustainability i.e., tourism which brings economic 

benefit, is sensitive to the environment, is welcomed by the community and results in 

satisfied visitors. Delivering a quality experience to the visitor, across all ‘touch points’, 

before during and after a visit, is a priority. In St Albans, the visitor economy needs to focus 

on the broad objective of ‘smart’ development, focusing on adding value where it is needed. 

 

In this definition, the term ‘management’ is taken in its widest sense. Crucially, destination 

management includes the planning, development and marketing of a destination as well as 

how it is organised and maintained physically, financially, and operationally. Destination 

management is all about communication, involving all stakeholders in planning and 

decision-making through partnership working as well as communicating with visitors to 

monitor success and consulting residents to evaluate impacts. In Hertfordshire, the two tiers 

of local government and the activities of Visit Herts (the county-wide DMP) means that 

communication and co-ordination are even more critical. 

 

The visitor economy is a complicated industry involving the public, private and third sectors 

– and the local community. The private sector is fragmented, comprising many businesses, 

most of them small. Working alone, enterprises cannot manage and sustain tourism across a 

destination. For example, they cannot provide or maintain the necessary infrastructure, 

market the whole area or train and develop a skilled workforce without some assistance. 

Similarly, there are many public agencies that contribute in different ways to tourism 
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development and management along with a plethora of third sector parties and economic 

development projects.  

 

For tourism to be successful and make a constructive contribution to the city, district and 

local community, all parties need to co-ordinate activity and work to common, agreed goals. 

The intention will be to develop a plan for all those with an interest in the future of tourism 

in St Albans. This includes:  

 

• The private sector, responsible for running their tourism related businesses and 

meeting the day-to-day needs of visitors, including the St Albans BID. 

• Visit Herts, the destination marketing organisation for the county. 

• Local government departments in the County Council, District, Town and Parish 

Councils, responsible for a wide range of services that impact on destination 

management.  

• The various economic and community development projects that impact on tourism 

and the destination, including the Local Enterprise Partnership.  

• The local community with an interest in tourism related opportunities and possible 

impacts upon their way of life.  

• Any other stakeholders who need a robust, evidence-based plan to strengthen the 

case for funding and assist in identifying projects to support.  

• Politicians, who have to agree policy and allocate public sector resources. 

 

1.2 Tourism Profile and Strategic Priorities and Actions 

This report provides an independent analysis and critical assessment of the current tourism 

assets and opportunities in St Albans and the district, specifically in terms of: 

 

• Tourism context 

• Review of the local tourism product including gaps 

• Analysis of the business community 

• Comparator review and 

• Opportunities and challenges for moving forward including strategic actions to 

improve the volume and value of the visitor economy.    

 

1.3 COVID-19 

The visitor economy in England (and indeed throughout the world) has been severely 

affected by the COVID-19 pandemic. Despite extensive UK Government financial 

interventions, the recovery of the sector is not going to be easy. Visit England estimates that 

there will be a 48% drop in domestic tourism this year and that international visits are 
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unlikely to return to pre-pandemic levels before 2023 at the earliest. Undoubtedly it will 

change the emphasis of initiatives arising from the Tourism Sector Deal e.g., proposed 

Tourism Zones, Discover England Fund initiatives etc from added value and growth to 

survival and recovery. There is likely to be considerable political pressure to move available 

resources away from London and the south-east, as part of the ‘levelling up’ agenda.  

 

The latest wave of sentiment analysis from Visit England had suggested that consumer 

confidence was slowly returning (accelerated by positive vaccine news) with an increasing 

number of survey respondents thinking that the crisis will be over by spring 2021. However 

more people still think they will take less trips in future rather than more. 

 

The crisis and virus-induced reality of a continued economic downturn is leading destination 

organisations and the hospitality industry to apply a new perspective on destination 

development and community involvement. One of the key features that most industry 

professionals agree on is the need (and opportunity) to build recovery through the domestic 

tourist and visitor market with a further boost for the staycation market in the UK. The role 

of strong destination management organisations will be critical in shaping the response and 

providing a coordinated programme of actions with support for appropriate development 

and infrastructure, where applicable. 

 

In its summary paper to Government in May 2020 relating to COVID Response and 

Recovery, the Tourism Society emphasised the importance of strengthening the capacity of 

DMOs and highlighted the need “to develop and promote differentiated experiences.”  

 

In the post COVID recovery period and ‘era’, the key growth areas are likely to be: 

 

• Domestic tourism overall 

• Strong VFR market with likely growth as people stay where they feel secure and safe 

• High demand for self-catering (offers greater flexibility and individual ‘control’ of the 

• visitor environment) 

• Greater demand and appreciation of outdoor based experiences in terms of 

• activities and the natural environment 

• Stays in a pub (authentic experiences) 

• Dog friendly travel 

• More coastal and rural breaks (compared to city breaks at least in the short term) 

 

The immediate priority will be to ensure that businesses in the retail, hospitality and leisure 

sectors continue to adapt and be resilient and take full advantage of the financial support 
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from Government. The short-term priority will be for stakeholders, including the BID and 

the Council, to rebuild an engaged, sustainable and vibrant sector which is able to reopen 

safely and take advantage of the likely surge in domestic tourism as restrictions are eased.  
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2. Setting the Scene 
2.1 Hertfordshire Destination Plan 

The previous destination plan for the overall County was developed by the Tourism 

Company in 2013. It was this plan which set the framework for the creation of Visit Herts, 

while giving roles and responsibilities to each of the districts in respect of product 

development, marketing and coordination.  

 

The vision statement for the destination plan took the form of a notional extract from a 

generic 2020(!) guidebook…… 

 

Taken from the ‘Coarse Guide’ 2020 

Hertfordshire has always been damned as a visitor destination by familiarity with a general 

image of the ‘home counties’, suburbia and as a place to drive through on the way to 

somewhere more interesting – helped along by the signs to ‘Hatfield and the North’. Many 

people are now looking no further than the County. 

 

Visitors appreciate the easy access to and from London, by road and rail. St Albans has 

always been on the radar as a wonderful, historic small City. It is now partnered by a range 

of other beautifully presented towns and villages of historic interest with great shopping, 

places to eat, museums and entertainment. These towns and villages have invested and 

discovered a new purpose, blending various activities with their old and not so old heritage. 

Hitchin and Hertford are traditional market towns with what appears to be a new, vibrant 

purpose. Letchworth, Welwyn and Stevenage promote their roles in the history of urban 

development. Watford and Hemel Hempstead are new cultural centres. These towns have 

discovered their real and distinctive character and there is much else to do.  

 

Hertfordshire has a fantastic network of walks and cycle rides, surrounding and linking 

these towns and great attractions in the countryside such as Knebworth, Paradise Park, the 

Ashridge Estate and many others. For the even more active, you can raft, ski, climb or drive 

at the edge. For the less active, there are numerous museums including Tring Natural History 

Museum and historic houses such as Hatfield House and the home of G Bernard Shaw – and, 

of course, the film heritage of Elstree/Borehamwood. Check out the local theatres and 

events calendar for something local and special.  

 

Hertfordshire has some wonderful accommodation from farmhouse B&B to exquisite country 

house golf and spa hotels, most of whom will help you create a package of activity to suit 

yourself. 
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Easy to reach but offering something special, Hertfordshire is certainly worth a second look.   

The implication at that time was that St Albans was already performing well but perhaps the 

rest of the county had some catching up to do. 

 

2.2 Tourism Performance 

Along with the rest of the county, the best available quantitative information on St Albans’ 

tourism performance is derived from the so-called Cambridge model, managed through Visit 

Herts. This is derived from disaggregated national survey data so inevitably suffers from 

small samples at city and district level. It does however reveal very helpful and consistent 

trends over time. The 2019 results provide a comparator with 2017 and a benchmark for the 

last ‘normal’ year before the impacts of Covid-19 in 2020 in respect of economic impact, 

employment and visitor profile, origin and purpose. (The immediate impact of the pandemic 

will also be laid bare by repeating the research based on 2020’s actual performance which 

Visit Herts is leading). The headline figures for 2019 are as follows: 
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Table 1: Comparative Performance 

 Day Trips m Stay Trips m Stay Nights 

m 

Revenue £m Employment 

(fte) 

Hertfordshire 27.15 1.92 10.24 2387 1 

St Albans 1.92 0.27 1.28 210 3264 

 

There was an estimated 5% annual increase in employment and income between 2017 and 

2019. 

 

St Albans accounts for 13% of Hertfordshire’s staying visits and 7% of day visits, 9% of 

tourism-related spend and an estimated 8% of sector employment. It is second only too 

neighbouring Dacorum in relation to domestic staying trips, nights and spend, but is the 

leading county destination for overseas visitor trips. These, however, provide shorter stays, 

and overall income, than Welwyn Hatfield, East Herts and Dacorum, suggesting St Albans is 

not yet providing compelling reasons to stay as long as other parts of the county for visitors 

from overseas. Among staying visitors, around half are staying with friends and relatives. 

30% of economic value related to business tourism against 29% for leisure visits. 

Overall, St Albans provides a comparatively strong accommodation base for other parts of 

the county, both for business and UK leisure visits. This is reflected in the wider attraction 

and activities offer promoted through, for example, the Enjoy St Albans promotion – 

Hertfordshire is a relatively small county with a large number of districts and a well-

developed network of both internal and external transport links. Pre-Covid, a relatively 

strong performance in both overseas and business markets provided a significant economic 

advantage, but these are the markets which may well now be the slowest to recover, so it 

will be important for St Albans to optimise ‘home grown’ leisure visits in the short term.  

In the longer term the Cambridge model analysis of 2020 and 2021 will reveal accurately the 

true impact of Covid-19 on the St Albans visitor economy against the 2019 ‘base’. For 

relatively ‘real-time’ information however the Business Barometer undertaken by Visit Herts 

provided useful ‘snapshots’, supplemented by the business survey undertaken as part of this 

destination planning process. The VH survey for August 2020 (when government restrictions 

on the sector were at their most benign) shows a halving of serviced accommodation 

occupancy and 40% of attraction businesses with staff still on furlough.  

 

2.3 Destination product 

St Albans has a number of ingredients to be a successful and prosperous visitor destination: 

a wealth of attractions and activities; a thriving hospitality and retail sector; a strong 

heritage offer including the 11th century St Albans Cathedral and the Verulamium Museum; 

 
1 Full County Results for 2019 not yet published 
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family-friendly attractions such as Willows Activity Farm and Heartwood Forest and easy 

access form the London and the south east. However, there is a lack of up-to-date 

information and research regarding the current tourism and hospitality product particularly 

with regards to hotel and visitor accommodation supply. The BID (and Council) will need to 

consider how to address this as an action within the Destination Management Plan. 

  

Getting to St Albans 

St Albans is very accessible and easy to reach and has access to a large and affluent 

catchment population. St Albans is well served by a comprehensive road network, including 

the A1(M), M1, M10 and M25 motorways. St Albans is also accessible by public transport to 

London. Whilst access is good, concerns have been expressed about getting around the 

District due to traffic congestion, particularly during peak hours. Although there is coaching 

parking at various sites in the city centre, concern has been expressed about limited 

capacity and the site at Holywell Hill, which is seen as being challenging for visitors.   

 

Places to Stay 

Appendix 1 sets out a schedule of visitor accommodation in and around the district. This has 

been compiled through a range of sources including the 2020 Visitor Guide; visitor 

accommodation booking sites (e.g.booking.com) and anecdotal information from Visit 

Herts. Based on the information available, the visitor accommodation schedule indicates the 

following: 

 

• There is a broad range of serviced accommodation provision in and around the 

district – 28 establishments with around 1,400 bedrooms including a number of 

quality establishments (4*+) 

• A number of the larger hotels provide conference facilities, including Sopwell House 

which offers the largest amount of conference facilities within the District  

• There is a number of smaller hotels, which tend to be in the central location, many 

of which offer small conference and training facilities  

• Existing hotel provision in the district caters well for the budget hotel market and 

this has been increasing in recent years (including three Premier Inns, which are 

advertised within the Visitor Guide) 

• Most of the new hotel’s development can be categorised within the budget hotel 

accommodation sector, including within neighbouring authorities (much of which 

was likely to have been driven by the expansion of Luton Airport) 

• Current accommodation supply in the district also includes a number of small B&Bs 

and guest houses 
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• Non-serviced accommodation includes a limited supply of self-catering 

accommodation. 

 

Things to Do: Attractions and Amenities 

Appendix 2 identifies the main visitor attractions in and around the district. The appeal of 

the City is about its history and historic associations, the range and quality of its shops and 

its accessibility.  

 

The Top Ten ‘things to do’ – 2020 TripAdvisor 

St Albans Cathedral Sights & Landmarks 

Verulamium Park Nature & Parks 

Heartwood Forest Nature & Parks 

Verulamium Museum Museum 

Redbournbury Watermill and Bakery Sights & Landmarks 

Aylett Nurseries Nature & Parks 

De Havilland Aircraft Museum Museum 

Willows Activity Farm Sights & Landmarks 

Shaw’s Corner Sights & Landmarks 

St Albans Clock Tower Sights & Landmarks 

 

The Top 10 attractions score over 4 stars on the Trip Advisor review rating. St Albans role as 

a Cathedral City is very evident and reflected in the environmental quality of the centre, 

which has a strong cultural offer.  

 

“Quiet charm makes St Alban’s Cathedral a ‘must see’ attraction” TripAdvisor Review, 

September 2020 

 

Whilst the Cathedral City is the core driver for the district, the surrounding countryside has 

its own appeal as an attractive place to visit and stay. The Willows Activity Farm provides a 

quality family day out, including the new Peter Rabbit Adventure Playground.  

 

As well as its close proximity to London, the neighbouring districts offer a plethora of top 

attractions. The wider county offers a range of iconic attractions including: 

 

• Warner Bros Studios 

• Knebworth House 

• Hatfield House 

• Paradise Wildlife Park. 

 

http://www.pslplan.co.uk/


 

www.pslplan.co.uk  13 
  

The City and wider district have a developing art and culture offer. “Painting, sculpture, the 

performing arts and classical music are vital parts of the city’s character”2. St Albans 

Museum and Gallery, based in the Georgian Grade II listed Town Hall, provides an important 

showcase of the 2,000 years heritage of the city, which offers regularly changing exhibitions 

and a programme of events. Other venues include the Maltings Arts Theatre based at the 

Maltings Shopping Centre; the Trestle, which offers a different experience, delivering high-

quality mask and physical theatre performances at Trestle Arts Base and the SandPit 

Theatre, a 266-seat arts venue based at Sandringham School.   

    

There is an annual Shakespeare performance/series - The Roman Theatre Open Air Festival 

– Winter’s Tale.  Ovo has Arts Council funding and these open-air events tend to sell out 

quickly.   

 

Destination Basics 

St Albans is the principal shopping destination serving St Albans City and District. The retail 

offer is mainly concentrated around St Peters Street/Market Place, The Maltings shopping 

precinct and Christopher Place. St Albans offers a good mixture of independent and national 

multiples.  

 

The city also provides a number of markets, including the St Albans Charter Market, which 

takes place of Wednesday and Saturday and creates a vibrant and bustling atmosphere 

throughout the centre.    

 

Visitor Perceptions 

Visit Herts looked in depth at visitor (and non/ lapsed-visitor) perceptions of the county 

overall in 2017. The following infographic summarises its findings suggesting St Albans is 

rated in particular for its environment, cultural offer and accessibility (against shopping, 

environment and cultural offer for the county overall): 

 

Visit Herts 

Perceptions Infographic final version.pdf 
 

The following word-clouds is also instructive, in terms of how the County is seen. 

 
2 www.enjoystalbans.com/art-culture/ 
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The research suggested that respondents closer to Hertfordshire had a better perception 

than those in the wider South East region. Of those who had actually made a visit there 

were clearly perception issues around the welcome, value for money and accommodation 

quality.
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3. Support Infrastructure and Marketing 

 
3.1 National Context 

Even before COVID-19 hit, the Visit Britain/Visit England strategy was predicated on 

increased dispersal of tourism benefits to the countries and regions, alongside overall 

growth and increased productivity. In implementing the Government’s tourism plan and the 

Tourism Sector Deal, Visit England’s 5-year strategy highlights the following aims: 

 

• Developing regional English tourism product 

• Distributing and promoting product to our domestic and international customers 

• Helping businesses to grow through business advice and support 

• Growing the business events industry 

 

Grow value 

Through stepping up our domestic marketing activity, we will address the balance of trade 

deficit and encourage more people to holiday at home. We will focus on younger customers 

(aged 18-34), whose domestic tourism activity is in decline, and families, who are both 

essential for the long-term growth of the industry. Through developing our customer 

segments for the domestic market, we will ensure we reach the right customers with the 

right content. Ireland will also be considered as a target market within our activity. Through 

our work in the delivery of the Tourism Sector Deal, we will support Government’s ambition 

to make the UK the most accessible destination in Europe. 

 

Support productivity 

Our priority will be to support the development of England product, this will extend the 

season for an international and domestic audience and enable the distribution of this 

product in international markets building on the success of the Discover England Fund. By 

helping the industry build digital skills, we will ensure the that product is researchable and 

bookable online. Our focus on winning business events for England will see us work closely 

with venues and locations and matching them with international opportunities, providing 

them with platforms to meet international buyers and supporting them through the bidding 

process. 

 

Drive regional dispersal 

Working in partnership with Destination Management Organisations (DMOs), we will grow 

visits and value of our leisure and business travel across England. This will be supported by 

the development of regional product that addresses domestic and international market gaps 
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and address product gaps through the distribution platform Tourism Exchange Great Britain 

(TXGB). In addition, we will build our partnerships and expertise in route development to 

grow connectivity to regional England. Through our work on the delivery of the Tourism 

Sector Deal we will identify new Tourism Zones, supported by central Government, and a 

biddable funding process, to drive visitor numbers across the country, extend the season and 

to tackle local barriers to tourism growth. 

 

Be the expert 

We will ensure that VisitEngland is seen as a trusted partner in delivering on the Government 

agenda and provide and distribute statutory research, data and analysis that informs our 

own, industry and Government decision-making. Supporting and working together with 

DMOs and the wider England industry our assets, market plans and intelligence will be 

shared for national benefit. We will also provide platforms and events that enable us to 

share best practice and celebrate business excellence across English tourism. 

 

Our customers 

Our global segments, nuanced by markets, are: 

• Buzzseekers – younger, free-spirited and spontaneous, they like holidays full of action 

• and excitement 

• Explorers – older, they enjoy the outdoors, sightseeing and embracing local culture 

• at a more relaxed pace 

• Culture buffs – image and brand-conscious, travel is seen as a status symbol; they like 

• well-known safe destinations 

• Free and easy mini-breakers – similar to buzzseekers, this younger domestic audience 

• love the opportunity to take short breaks where they can either let loose or unwind 

 

Our markets 

UK Domestic 

Drive regional and seasonal dispersal increasing volume and value of short breaks in the 

shoulder season. Increase focus from one to two target audiences to address long term 

growth and short-term opportunity. 

 

Overseas 

Our most beneficial overseas market by some distance, and the market showing the most 

profitable growth, is the USA, followed by value growth from China. These are two of our 

markets that we uplift investment in using the GREAT funds – we add to that Australia, 

France, Germany, GCC, India and UK. Our secondary markets for value include the rest of 

Europe, Canada, Brazil and South Korea. Lower growth (among our core markets) is 
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projected from Hong Kong, Japan, Russia and Austria. For each market we have developed 

and refined a market strategy that focuses on the best prospects for driving tourism growth. 

 

3.2 Hertfordshire Local Enterprise Partnership (LEP) 

The LEP has been a visible supporter of the visitor economy through its ‘familial’ relationship 

with Visit Herts. However, the Economic Strategy for the County emphasises its competitive 

advantage in Engineering and Science as the key driver of the economy. Where this does 

coincide with the visitor economy is in the area of film and media technologies. There is 

commitment to upgrading and maintaining the appearance and ‘sense of place’ of key 

settlements, as well as improving transport links north/ south and east/ west. Similarly, 

there are initiatives around upskilling, apprenticeships and training. These are all helpful to 

the visitor economy. 

 

There are implications for St Albans as follows: 

 

• VH’s research suggests Herts is not currently strongest in appeal or product for the 

VE target (18-34) market, but does offer products suited to VE’s other target 

segments (outdoors, culture etc) 

• Regional dispersal does not imply London to Hertfordshire……so a strong case will 

need to be made for government investment in projects and initiatives of value to St 

Albans 

• VE is clear about working with established DMOs with a track record and operating 

at scale. It is therefore important that St Albans is closely integrated into the Visit 

Herts ‘family’. Wider partnerships will be needed to access Tourism Zone or Discover 

England funding 

 

3.3 Visit Herts 

A detailed Service Level Agreement is in place between St Albans BID and Visit Herts, 

covering COVID-19 recovery, Research, Marketing (Digital, Travel Trade and offline), PR and 

Communications, Business Engagement and Support, Advocacy and Partnership. It contains 

a concise description of VH’s role:  ‘As the official3 Destination Management Organisation 

for the county, it is Visit Herts’ role to establish a framework that grows the visitor economy 

and allows business to develop, building partnerships to deliver cohesive messaging and 

facilitate economies of scale.’  

 

 
3 ‘Official’ recognised status is important as it guarantees a place for VH at the Visit England funding and 
partnership table 
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VH was created as an arms-length industry-focused partnership body in direct response to a 

key recommendation of the 2013 Destination Plan. As a result, the County Council was able 

to step back from direct day-to-day involvement in tourism delivery. VH also has a direct 

working relationship with the Hertfordshire LEP, providing ‘cover’, expertise and partnership 

on visitor economy issues.  

 

VH’s functions are delivered by Go To Places, which also operates Visit Kent, allowing the 

cost-effective sharing of significant research, management, business engagement and 

marketing expertise. As a result, Herts has benefitted, inter alia, from involvement with 

wider Discover England funded initiatives such as Gourmet Garden Trails as well as 

significant investment in digital, PR and travel trade marketing. One of Go To Places 

activities, which has run successfully in a number of destinations, is the Big Weekend which 

encourages local residents to sample, and then become advocates for, their home ‘patch’.  

 

VH runs an Investor Partner (membership) scheme, with currently 8 St Albans businesses 

involved. VH currently features a wider range of St Albans businesses on a dedicated page of 

its visitor website, providing free listings. St Albans has 2 places as of right on VH’s advisory 

partnership. VH is not tasked with a role or resources in terms of direct capital investment 

or physical product development. 

 

There are implications for St Albans as follows: 

 

• VH is the strategic ‘lead’ for the county and it is important that St Albans continues 

to work closely with the DMO to maximise impact for tourism through the effective 

use of limited resources 

• The immediate priority for VH is to provide swift and flexible support to help tourism 

businesses during the crisis including a switch to focus promotional and marketing 

activities towards the domestic market, which St Albans is well-placed to benefit 

form. 

• The BID and other partners have a key role to connect tourism businesses to the 

sector-specific business support and guidance delivered by Visit Herts.  

 

3.4 St Albans & District Council 

The St Albans City and District Council Visitor Strategy 2013-2018 set the overall aim “to 

deliver significant growth in the St Albans visitor economy by 2018.”. The Visitor Strategy is 

underpinned by five principles and four objectives, which remain key to the success of the 

City: 
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Principles:  

• The Visitor Economy must be profitable  

• Visitors must have a positive rewarding experience; they will want to share with 

others 

• Residents must benefit from the Visitor Economy 

• The District’s Environment must be protected  

• The Visitor Economy must be continuously developed    

 

Objectives: 

• Raise the profile of St Albans as a quality visitor destination, Nationally and 

Internationally  

• Deliver an exceptional Visitor Experience  

• Continually improve the Visitor Product   

• Develop and maintain improved planning and communication between key 

Stakeholders  

 

The strategy did outline a number of performance targets. 

 2010 2018 Target 2017 ‘actual’ 

No of visitors increased by approx. 40%  1.6m 2.2m 2.07m 

Total visitor value increased by 55% £160m £250m £199m 

Actual FTE jobs increased by 52% 2,580 3,930 jobs 2,568 

 

A number of key actions were identified for delivery in the first year, including: 

 

• A new dynamic brand for St Albans 

• Co-ordinated marketing campaign 

• Development of an image bank 

• Introduction of ‘Welcome Host’ skills development programme 

• Investigate joint ticketing including a Heritage Pass 

• Develop and disseminate ‘Welcome to St Albans’ leaflet. 

 

Discussions with the Council indicate no evaluation has been undertaken regarding the 

delivery of the strategy. A reduction in financial resources has meant that the Council has 

reduced its support to tourism. 

 

A further recommendation was the establishment of the Visitor Economy Advisory Board, 

which has ‘morphed’ into the St Albans Visitor Partnership.          
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3.5 St Albans BID 

The BID area covers the core city centre, with over 532 businesses operating in the 

designated area with a rateable value of over £10,000. Since its establishment in April 2017, 

the BID has taken on an increasing role in developing the local economy. This has included 

supporting the Council in delivering information services and services during the COVID-19 

pandemic. This has included employing BID Rangers, who are advising shoppers and 

businesses on Covid safety regulations. The organisation has also assisted in setting up pop-

up markets and community hubs for local traders and businesses to sell their produce. 

The organisation has taken on a direct role in developing the visitor economy through its 

SLA with Visit Herts and coordination of the St Albans Visitor Partnership.             
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4. Business survey 
 

4.1 Primary Research Survey 

Two short online surveys were prepared to engage with the tourism and hospitality and 

retail sectors.  The surveys were promoted and sent out by St Albans BID to a database of 

businesses across the city and district.   In total 50 responses were generated – 22 from 

tourism and hospitality businesses and 28 from retail (and other) businesses and we 

summarise the results below. 

 

4.1.1 Tourism and Hospitality Businesses 

Over the next 12 months participants feel that the key operational challenges they will face 

include: 

• Decline in business (64%) 

• Increased operating costs (59%) 

• Planning ahead for the future (55%) 

• Managing cashflow (55%) 

 

It was felt that some of the major challenges to help support the growth of the visitor 

economy include: 

• Addressing car and coach parking 

• Issues facing high streets (across the UK and not just in St Albans) – including the 

threats posed by online retailers and public transport links. 

 

In terms of ranking interventions which would help to support businesses and the overall 

destination, marketing (both on and off-line) is seen as critical to encourage visitors to 

return with nearly 60% (57.2%) ranking it as their first or second priority and more than 

three-quarters (76.2%) in their top three (out of seven categories). 

 

Financial assistance is also deemed imperative with more than half (52.4%) listing it in their 

first two priorities.  Training and support skills along with business advice were not viewed 

as so important in the current environment. 

 

In the short-term key financial and business support should focus on: 

 

Direct financial support: 

• Direct financial assistance in terms of grant funding to cover fixed costs and cashflow 

along with VAT, rate relief and other tax relief along with continuation of furlough 

• Financial support to enable businesses to market their offer  
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Advice and information on: 

• Helping businesses to “remodel” and market their operation 

• The different supporting funds/grants which are available (including short term 

support mechanisms) 

• The position on business rates and support 

• Negotiating with landlords reference rent 

• Regular update on legal / operational considerations 

 

The lead audiences to engage with are residents within the city and wider district as well as 

day visitors.  Both of which were seen as priorities by just under 80% of respondents. 

 

 
 

Participants were asked how agencies active in St Albans could help to increase inbound 

tourism, areas of focus include: 

 

• Investing in improving assets such as Verulam Park and Lake alongside basic 

improving basic requirements such as street cleaning and emptying bins 

• Investing in public transport and visitor information at the railway station and key 

points in the town 

• Improving the public realm, which could also include introducing pedestrianised 

areas and other green initiatives 

• Coordinated marketing and encouraging collaborative working e.g.  using local 

businesses to signpost and raise awareness of initiatives 
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• Reducing the number of vacant building by offering lower rates and introducing rent 

subsidies 

 

Over the next 12 months if local restrictions continue (lockdown), 27% of respondents were 

confident that their business could survive and 56% felt they could survive but that it would 

be a very challenging period.  However, 14% reflected that do not think they could survive 

without significant changes. 

 

Encouragingly 50% of businesses are planning to invest in their business over the next 12 

months.   

 

Respondents were asked to rate the management of St Albans and the district as a tourism 

destination and some 58% some rated it as very good or good.  Only 14% believed it to be 

poor or very poor.   However, in terms of awareness, 55% do not believe St Albans has a 

high level of awareness as a tourism destination in the UK marketplace. It was also felt that 

the social media presence and some one-off events and liaison with retailers was seen as a 

positive contribution from the City and district. 

 

4.1.2 Retail Businesses 

Respondents to the survey included independent retails (54%), market traders – essential 

goods (21%), market traders – non essential good (21%) and service providers (7%). 4 

 

Over the next 12 months participants feel that the key operational challenges they will face 

include: 

• Planning ahead for the future (61%) 

• Decline in business (57%) 

• Increased operating costs (46%) 

• Supplier capacity (36%) 

• Managing cash-flow (36%) 

 

It was felt that (pre-COVID-19) some of the major challenges to help support the growth of 

the visitor economy included: 

• Lack of awareness of what St Albans offers 

• Competition from other towns 

• Availability of car parking with reasonable parking charges 

 
4 Results have been rounded 
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• High rents and rates which make it difficult to attract independent start-ups into the 

market and shops 

 

Interestingly, one respondent commented: “Not necessarily pre-Covid but pre-BID I would 

say lack of one cohesive marketing plan was the biggest challenge but that has improved so 

much over the last 12-24 months.”  Although another participant commented: “No central 

point. The bid wasn’t very active.” 

 

In terms of ranking interventions which would help to support businesses and the overall 

destination, marketing (both on and off-line) is seen as critical to encourage visitors to 

return with 54% ranking it as their first or second priority followed by PR and Social Media 

initiatives to build consumer confidence (44%) and direct financial assistance (40%). 

 

In the short-term key financial and business support should focus on: 

Financial assistance: 

• Reduction (or freeze) in VAT, rents and rates (including continuation of rate relief) 

• Lower pitch costs (market), with a participant commenting “my sales are about 10 

percent below normal due to Covid and if the stall price could be reduced for the next 

6 months would be a help to me. Also, free carparking all week for shoppers at St 

Albans” 

• Local government grants 

• Overdraft facility from banks 

• Loans to help encourage growth 

 

One participant commented: “(a) level playing field, i.e., hospitality have 5% VAT, eat out to 

help out etc. Retail has not had direct initiatives to encourage local support. Financial 

assistance to help encourage locals to shop with independents - loyalty scheme if you spend 

in 5 independents you get £5 voucher? or £5 voucher for parking? Something along those 

lines.” 

 

Advice and information on: 

• How to re-negotiate rents with landlord 

• Marketing including building an improved online presence, including social media 

• Tax and property 

• Business planning / contingency 

• The type of support available 

• Sales advice 
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Similar to the tourism and hospitality survey the priority audiences to engage with are 

residents within the city and wider district as well as day visitors.  These were seen as 

priorities by just under 80% of respondents for residents and 75% for day visitors.  

 

Participants were asked how agencies active in St Albans could help to increase inbound 

tourism, areas of focus include: 

 

• Investing in marketing, which should include reassuring visitors that St Albans is a 

safe place to visit 

• Improve car parking capacity and lower tariffs or introduce free car parking, which it 

is believed will remove barriers to visiting 

• Improve accessibility to the city centre, including improving the infrastructure to 

create a ‘cycling friendly city’ 

• Introduce additional community and other events, including improving the Christmas 

Market to create an experience to rival Birmingham 

• Improving the market “returning it to the largest market in Hertfordshire” 

• Focus on the wider experience within St Albans e.g., the museum and Abbey  

 

A participant commented there is a need to create a day of ‘activities’ or ‘things to do’ 

(combining hospital/tourism with retail), along with other initiatives e.g., businesses to 

collaborate in terms of marketing and promotion: “Link retail and hospitality to encourage 

the city to be used all day. Boost the history of St. Albans via the museums/cathedral 

dedicated walking tours creating more jobs? Give the businesses local knowledge to 

disseminate to customers to unite all the businesses. Use our customer base on social media 

to push city initiatives and get #stalbans trending. Weekend activities for couples etc to 

explore the city.” 

 

Also, it was felt that retailers should be fully consulted in respect of introducing a 

‘pedestrian precinct’ and that some streets which have been closed to vehicles should be 

reopened. 

 

Over the next 12 months if the lockdowns or local restrictions continue 32% of respondents 

were confident that their business could survive and 39% felt they could survive but that it 

would be a very challenging period.  However, 29% reflected that do not think they could 

survive without significant changes (this is just over double the figure for tourism/hospitality 

businesses). 
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Only 36% of businesses will invest in their business over the coming 12-months, the figure 

for tourism businesses was 50%. 

 

Respondents were asked to rate the management of St Albans and the district as a tourism 

destination and some 50% some rated it as very good or good.  36% felt it to be average and 

14% believed it to be either poor or very poor.   However, in terms of awareness, 29% do 

not believe St Albans and the District has a high level of awareness as a tourism destination 

in the UK marketplace (39% believe St Albans and the District does have a high level of 

awareness and 32% were neutral). 

 

4.2 Summary 

The survey generated a good response from a diverse range of businesses in St Albans, 

mostly located within the city. Clearly, the majority of businesses expressed concern 

regarding COVID-19 and the continuing restrictions being imposed on the city and district5.  

 

In term of improvements of the promotion of the city and wider destination, participants 

highlighted the following: 

 

• Promote St Albans as a Cathedral City with its historic streets 

• Enhanced marketing (with a particular focus on online activities and initiatives) 

and PR activities 

• Potential to attract visitors from London 

• Better promotion and packaging of the attraction assets 

• Develop activities and opportunities for the family and friends’ market 

• Recognise the importance and appeal of the retail offer in the promotion of St 

Albans  

• Improve the mix of shops and places to visit and ensuring the ‘environment’ does 

not look ‘tired or scruffy’ 

• Create a unique selling point, which could around sustainability or introducing high 

percentage of cycling / pedestrianised areas 

 

It was also identified that there is a need to enhance the existing car and coach parking 

provision within the city. Additionally, it was felt that closer liaison with businesses would be 

beneficial (i.e., involve businesses in the planning stage). 
 

 

  

 
5 The survey was undertaken before the third National Lockdown was introduced on the 4th January 2021.  
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5. Benchmarking: comparator city review 
An important component of our work has been to understanding how other destinations 

management organisations are managing and developing the tourism profile of individual 

destinations, particularly in terms of addressing challenges and opportunities.   From this, it 

is possible to draw out lessons which may be applicable for the development of tourism in 

St Albans. 

 

In conjunction with the Client Team four examples were selected: 

• Canterbury 

• Lincoln 

• Exeter 

• Chichester 

 

For each of the case examples we have liaised with respective contacts (please see Appendix 

3). 

 

We have provided tourism trips value and jobs information, where available.  However, the 

collection methods vary and these are for indicative purposes only (which makes direct 

comparison difficult).   

 

Although all are ‘cathedral cities’ with broadly similar population profile, it is difficult to 

effectively benchmark the visitor economy and performance. Destination Management 

Organisations collect and record data using different models (e.g., Cambridge, STEAM etc) 

and collect data at different times. 

 

5.1 Comparative review: City of Canterbury  

Canterbury District 2019 2017 

Total number of Trips 7,803,000 

Day trips: 7,153,000 

Staying trips: 650,000 

7,761,000 

Day trips: 7,114,000 

Staying trips: 647,000 

Total Tourism Value  523,007,050 £490,755,700 

Actual Jobs 10,707 10,155 

 

Canterbury BID6 commissioned the Destination Management Plan but it is not the 

responsibility of the BID to deliver the DMP.  Visit Canterbury, a Council organisation, which 

 
6 The BID’s budget per annum is £500,000 
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incorporates the surrounding areas of Herne Bay and Whitstable is responsible for delivery 

of the DMP.  

 

The DMP was completed by Visit Kent, who employed an external consultant to carry out 

the work approximately three years ago.  The general thrust and priority actions of the DMP 

are still relevant, but partners recognise the need to update the Plan in the near future. 

 

The DMP identified the need for three steering groups: 

• Brand, Product, Channel 

• The Customer Experience 

• Industry, Trade and Media Partnerships 

 

Although not taken forward, in their place an Accommodation Providers Group and 

Canterbury Culture Group were set up. 

 

The BID has weekly meetings with Visit Canterbury and the DMP is a ‘live document’, 

available on the BID’s website.  A six-page A5 leaflet summarising the DMP was also 

produced and this was made available in digital and print format. 

 

The BID has a clear focus on the city area and, from their perspective, their emphasis is on 

addressing three questions: who is visiting Canterbury, why they are visiting and what 

visitors do when they arrive. 

 

In terms of funding, the BID will fund projects but it is essential that there is a ‘blanket 

benefit’ (i.e., Christmas Lights, providing training) which is not necessarily sector specific.  

 

Canterbury is a tourism driven city but it is also home to two universities, which when open 

increase the size of the available residential market in Canterbury by approximately a third. 

 

The City is positioned as a “First Class Cultural Heritage Destination” which combines the 

history of Canterbury with a significant number of events for example in 2020 Mayflower 

Anniversary, Pride, Medieval Pageant and Beckett’s Anniversary (although a number were 

not taken forward due to COVID-19).  The city is home to a heritage offer which is of 

national significance and draws in overseas visitors (there are also a number of language 

schools). 
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From the BID’s perspective, Purple Flag Accreditation is important, similar to the blue flag 

for beaches or green flag for beaches this shows the city is accredited and meets a certain 

standard for entertainment (including night-time). 

 

There is a gap in terms of the tourism product, the city realised that whilst they were 

managing to attract visitors there is a need to increase the number of available bedspaces.   

Interestingly, a Hilton Hotel will be opening in the city centre later this year – this project 

has taken ten years to reach fruition.  

 

In terms of marketing, Visit Canterbury takes the lead in drawing in visitors.   The DMP 

quickly identified on the previous version of the website that the imagery used was not 

right.  For example, photos were out of date, did not include people and there were no 

images of the city at night.   Since the review they have heavily invested in updating the 

imagery used – with a focus of aspirational photographs which are attractive to users of 

Instagram.   Marketing is led through digital channels – the website, Facebook and 

Instagram.  Visit Canterbury has now started to develop a mailing list of email addresses and 

in the future a newsletter will may play a role in the mix of marketing tools used.  Visit 

Canterbury only has a small annual marketing budget. 

 

It is recognised that events play an important role in marketing and raising the profile of the 

city.  Events help to create a vibrancy and buzz about the city centre offer and act as a hook 

to draw people in. 

 

My Canterbury is a website managed by the BID which has a focus on the local community. 

This is alongside Facebook and Instagram and an online newsletter which has approximately 

10,000 subscribers.  

 

When retailers reopened in June following easing of restrictions it was still quiet, but when 

the pubs and coffee shops reopened this helped to draw people in large numbers.  The Eat 

Out Scheme was particularly popular.  Also, in terms of recovering from COVID, when the 

first national lockdown was eased this was driven in part by the staycation market place.    

 

Before entering the third national lock down parts of Kent were placed into Tier Four 

Restrictions which shut the visitor economy down. 

 

The BID introduced a gift card scheme where people could purchase a gift card which can be 

used in a range of city centre shops.  By the end of November, £22,000 of gift cards had 

been purchased.  There was an £8,000 set up cost for this facility and there is a monthly fee. 

http://www.pslplan.co.uk/


 

www.pslplan.co.uk  30 
  

 

The BID has also launched an ‘iPledge’ scheme where a question such as: “After lockdown 

which pub will you visit” is posted and used in the enewsletter.  This helps to drive interest, 

awareness and engagement.  In this example this was reinforced through an interview with 

different publicans. 

 

A film producer has created a film to help businesses to open safely and the producer has 

also been commissioned to produce 12 short films to use on social media. 

 

Free training has also been provided, for example, Google Garage and consultants have 

provided training in respect of HR, Facebook and Instagram.  The BID has found that 

businesses are more likely to engage at the moment.  Engagement is key and helps to create 

a positive outlook. 

 

5.2  Comparative review: City of Exeter  

City of Exeter 2019 2017 

Total number of Trips N/k Staying visitors 517,000 

Total Tourism Value  N/k £132 m 

Actual Jobs N/k 4697 

 

Visit Exeter, is partially funded by the Council and participating tourism businesses in Exeter 

also pay a membership fee.  To some degree it acts like a mini-Destination Management 

Organisation.  Interestingly, businesses within approximately 10 miles of Exeter can become 

members which helps allow some coastal and rural tourism businesses to be incorporated. 

 

Tourism sits within the Communications Directorate which includes tourism, the arts and 

culture.  Tourism is a key driver of the economy of Devon, but Exeter is not as popular as 

you would think it would be given the importance of tourism within the wider county. 

 

Exeter is different to Devon.  The market is very day visitor based – either as a resident living 

in or holidaymaker staying in Devon, people tend to come into Exeter for a leisure day visit 

or cultural experience. 

 

The conference market is growing as Exeter is the economic hub within Devon.   Some of 

the conference facilities and hotels have grown in the last two years particularly around the 

university area.   However, the city has struggled in the international conference 
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marketplace and this is being addressed by further investment at Sandy Park (rugby stadium 

complex). 

 

The County showground at West Point is being used for outdoor concerts, but the number 

of events is limited from a planning perspective.  The showground also hosts exhibitions. 

 

Similar to Canterbury, events are viewed as an important part of the visitor economy and 

the city has been awarded City of Literature status by UNESCO, which will drive a 

programme of literature-based events in the quayside area (which is a leisure destination 

within the city). 

 

In terms of gaps within the product portfolio whilst there are a number of smaller theatres, 

which support cultural activities, Exeter does not benefit from a major / large-scale theatre.  

There is an appetite to develop a multi-purpose venue which can host cultural performances 

along with other uses (to create a financially viable venue).  Additionally, the city does not 

benefit from an architectural and signature building similar, for example, to the Bull Ring in 

Birmingham or The Sage in Gateshead. 

 

In terms of brand positioning, the cathedral is vitally important in attracting the ‘traditional’ 

market and the heritage and history is critical in terms of drawing in the international 

marketplace. 

 

However, the City Council commissioned a rebranding exercise three years ago and a new 

business brand was launched - ‘Liveable Exeter’, which is still being implemented across the 

City and externally.  A number of businesses are using it e.g., Football and Rugby Club 

(which now have it on their kit) and the university etc.     (Please see: Exeter Live Better – the 

brilliant alternative) 

 

This is a ‘boom time’ for estate agents in Devon.  The wider county is attracting people to 

relocate to Devon, whilst working remotely (not so much Exeter) but the coastal and rural 

towns.  

 

Key channels to market for the visitor economy include digital, including Facebook, Twitter, 

Instagram and the main Visit Exeter website.   Again, similar to Canterbury, events are also 

used to help raise awareness of the city and draw people in. 

 

In March 2020, the Council quickly recognised the need to provide support to businesses 

because of the impact of COVID-19.  They set up a number of recovery groups for example 
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the Business Recovery Group supporting businesses in Exeter through to the Visitor 

Economy Group which is planning the future tourism offer within the city. 

 

In terms of support for businesses this is focussed on providing grants for businesses in the 

tourism, hospitality and retail sectors, which have been particularly hard hit by COVID-19.  

There is a real push by the Council to encourage businesses in these sectors to apply for 

these grants.  Part of the Additional Restrictions Grant funding of some £1m (along with 

other Council funding) has been earmarked to help the businesses innovate, change the 

business model etc to recover from COVID.   City centre businesses (retail, hospitality) have 

further suffered because of a decline in footfall from other businesses located within the 

city (offices have closed and these office workers have not returned). 

 

It is important to acknowledge the role of universities in helping to sustain a vibrant city 

centre (once we emerge post COVID). 

 

The Council uses its own property portfolio in the city centre to offer subsidised rents to 

encourage temporary workspace, retail and licensed spaces (on a start-up or similar basis). 

 

5.3 Comparative review: City of Chichester 

City of Chichester 2019 2017 

Total number of Trips n/k 7,500,000 

Day trips: 6,900,000 

Staying trips: 600,000 

Total Tourism Value  n/k 

 

£334,800,000 

Actual Jobs n/k 8,392 

  

The Destination Management Plan (chichester-district-destination-management-plan.pdf) was 

instigated by Visit Chichester and the District Council has provided some funding to Visit 

Chichester. A critical objective of the DMO is to increase the level of overnight stays within 

the district.   

 

“Positioning the district as more than a day visit across all channels. Work with key product 

themes to engage the consumer in different ways.”7 

 

 
7 Visit Chichester Annual Report 2019  
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Through the Chichester Vision, which includes a range of partners (e.g., businesses, 

organisations and West Sussex County Council), the aim is to work with Visit Chichester to 

help deliver some of the projects identified in the Vision Action Plan.      

 

The Vision is seen by the District Council as an important ‘living document with defined 

actions across multiple departments.   (Please see: ChiVision.v13.Final.5-12-17.pdf). 

 

It sets out 3 key themes with an aim to balance a nice place to live and work with the visitor 

economy: 

 

• Theme 1 - An Accessible and Attractive City ... 

Supporting ambitions and initiatives 

• Theme 2 - A Vibrant and Growing Economy ... 

Supporting ambitions and initiatives 

• Theme 3 - A Leading Visitor Destination ... 

Supporting ambitions and initiatives 

 

Visit Chichester is going through a process of rebranding to the “Great Sussex Way” (but this 

has not been launched due to COVID-19).  The rebranding is to demonstrate that the DMO is 

about the district and not just Chichester.  There is a perception that Visit Chichester was 

focused on city and not the whole of the district, which is not the case as in reality the DMO 

has always covered the whole of the district. 

 

There is also a focus on highlighting ‘what a good (and safe) place it is to live around here’ to 

encourage inward investment.     

 

Arising directly from the DMP, was a requirement to establish additional funding streams for 

the DMO. Substantial work has been undertaken to evaluate options with a decision to 

establish an in-house ‘tiered’ membership scheme whereby putative members could buy-in 

the scheme at a number of different levels and receive a range of increasingly 

comprehensive benefits. 

 

Chichester District benefits from a diverse visitor product – from the South Downs 

(attractive countryside) and a range of beaches.   Chichester Cathedral is a critical partner 

and helps to draw in a significant number of visitors to the city.   The Council is looking at 

how they can enhance the cathedral area via pedestrianisation to create a more attractive 

‘space’. 
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As key cultural resources Chichester Festival Theatre and Pallant House Gallery also help to 

draw visitors into the city.  Goodwood has a dual role in terms of being an important part of 

the visitor product, but at the same time it also helps to attract inward investment (i.e., 

businesses relocating to the district).   Cowdray is also located in the north of the district. 

Events play a critical role in helping to draw in visitors, they also present a range of PR 

opportunities and help to raise the profile of the district.  The Council has invested in 

developing an events policy and event strategy with the aim of drawing people into the city 

centre.  Events such as Summer Street Party and Pub in the Park have been supported by 

the District Council but have been put on hold with COVID. 

 

There are key gaps in terms of the visitor product and these relate to the available hotel 

accommodation bedstock, particularly within the city itself.   There is also a recognised lack 

of provision in respect of serving the evening economy. 

 

In terms of the visitor economy, the majority of the marketing is delivered through Visit 

Chichester.  Whereas the Council has focused on marketing to the local community e.g., 

shop local and social media is a key channel to market.  The district council works in closely 

partnerships with the town and parish councils who have a role to play in destination 

development.  For example, Selsey Town Council is developing a destination website.    

 

In terms of recovering from COVID-19 Chichester District Council has produced a range of 

recovery plans (for different department within the Council) with key actions to be carried 

out.  They have established a £500,000 COVID-19 recovery grant for community groups and 

businesses.    

 

The Council is keen to develop more of an itinerary option for visitors and to package 

different activities for different lengths of stay.  This is mostly based on staying guests in the 

city centre. 

 

5.4 Comparative Review: City of Lincoln  

Lincoln 2018 2017 

Total number of Trips 4,260,000 4,220,000 

Total Tourism Value  £216,000,000 £203,710,000 

Actual Jobs   
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Visit Lincoln is a DMO, established 10 years ago.  There used to be a county DMO (Visit 

Lincolnshire) for the whole of the county; in 2010, as part of budget cuts, it lost a significant 

amount of its funding and the county-based DMO (Visit Lincolnshire) was shut down. 

 

From a grass roots level, businesses in the city needed a voice and Visit Lincoln was born, 

driven initially by the city’s commercial tourism sector.   A DMP was developed alongside 

the DMO – it focussed on three pillars - tourism, talent (university/colleges) and trade 

(inward investment).   

 

The Visit Lincoln brand was invested in – with tourism businesses and a range of strategic 

partners.  From the beginning, it was decided there should be no geographic boundaries to 

the organisation in terms of membership criteria, however, it recognised that the city is the 

core draw for tourists.   There are now 250 private sector partners which are mainly in the 

city, but a number are located further afield.    

 

Marketing messaging is targeted around the city and does not tend to focus on the wider 

rural areas.   

 

Currently Visit Lincoln is going through a process to separate its activities which are 

customer focussed and those which are for businesses.   Visit Lincoln recognises that it 

needs to scale up its B2B opportunities and this aspect of their activities and that a separate 

brand is needed for this purpose. 

 

The current DMP has now ‘run its course’ as actions have been put in place over the past 10 

years – the next DMP will be developed under the new structure mentioned above. 

 

Visit Lincolnshire used to have a turnover of over £1.2m (75% funding from public sector).  

Visit Lincoln started with just £20,000 and now has a turnover of £300,000.  It is business 

driven with limited public sector support.   The public sector’s role is as an enabler within 

the DMO. 

 

Over the last 18 months Visit Lincoln has been working around the ‘Talent’ element – 

delivering a place-based recruitment campaign for the NHS (presenting a positive profile of 

what it is like to live and work in Lincolnshire).    

 

In 2018, the DMO separated from the Chamber of Commerce and the BID (which had 

incubated them) and set itself up as a Community Interest Company.   Since becoming a CIC 
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it now has a business plan.  As part of COVID-19 a revised transformation and business plan 

is being produced and there is COVID recovery money available. 

 

The current USP of the city is the built environment based on the cathedral and rich 

heritage.  One area of success has been to develop a brand strategy which is consumer 

focussed.   

 

Consumer spend in Lincoln has increased by 30% in Lincoln since the start of new DMO, but 

there has not been any direct additional financial benefit from this growth. 

 

Visit Lincoln confirms it has had to work hard to determine and agree who leads on any 

specific activity e.g., between the DMO and the BID.  For example, the events and cultural 

strategy have been invested in by BID, City Council, University and DMO.  The University has 

also been a significant player within the city as they have drawn in funding. 

 

In terms of the product, the accommodation stock is being invested in by the County Council 

and the DMO is inputting into this.  The transport infrastructure (moving people around) has 

been lacking and this is being addressed by City Council and University. 

 

Due to the small size of the DMO – it is very targeted in what it does:  destination marketing 

is its core area and it has carved a niche area within this.   One key approach has been to 

focus on specific anniversaries e.g.  A campaign was promoted around the 2018 / 2019 RAF 

100 anniversary. 

 

Collaboration is critical – because the DMO does not have a large budget, but it does have 

experience and expertise.  The last 12 months have broken some DMOs, but Visit Lincoln is 

very lean.     

 

The traditional models of DMO have to change, they are not sustainable.   In Lincolnshire 

the majority of businesses are microbusinesses or SMEs (in rural areas).  Successful DMOs 

need to be run as a “business” and look at developing relationships.    There is a need to 

identify the main gaps in the market for DMOs? For example, providing business support 

(not coming through Growth Hubs), commission-based income (e.g., virtual tourism and 

arm chair travel), generating income from the business community by providing sector 

intelligence for businesses and organisations. 

 

Visit Lincoln aims to continually review growth markets in terms of visitors to the city and 

the wider area.  Post COVID the visitor profile will change – there is a need to identify the 
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market segments which come back first post COVID (e.g., millennials, family and more 

affluent markets) and businesses will need to be flexible to meet the needs of these 

markets.  Visit Lincoln believes the family market will be important as well as travel linked to 

rail itineraries with historic cities. It will be important to understand what else people will 

want to do and what the city offers.   People will still want city breaks but possibly not in 

large densely populated cities which presents an opportunity for Lincoln.    

 

5.5 Summary implications from comparator review 

 

 

Organisation 

• Developing string and effective working partnerships between all organisations 

and businesses involved in tourism is critical. 

  

• It is really important to put in place effective mechanisms to secure strong 

representation from businesses to provide a ‘voice’ as well as a coordinating 

‘platform’ for the visitor economy sector and related companies.  Without the 

backing and trust of tourism businesses implementation and change can be 

difficult. 

 

• A number of DMOs also include membership schemes to bolster income streams 

to cover both core costs and project delivery. All the case examples have strong 

support and commitment from the local authority.    

 

• There is a need for clear communication and agreement to determine who is best 

placed to assume responsibility for aspects of the DMP action plans and who leads 

on any specific activity.  It is important not to duplicate effort between the DMO, 

the BID (where applicable) and the local authorities. 

 

• As organisations, some DMOs are working around the ‘Talent’ element – 

delivering programmes related to ‘liveability’ of their destinations which then 

reflects positively on the tourism sector.  The DMO can also involve itself positively 

in training related activities for the hospitality and other related sectors. 

 

• The DMOs often need to create internal groupings to reflect the range of interests 

of the membership and extent of activities undertaken.  This can include for 

example sub-divisions by product sectors (accommodation, retail, catering etc) 

and / or by theme (- branding, the Customer Experience, Industry Partnerships).  
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This needs to be carefully strictures to ensure plans are cost effective and 

efficiently delivered. 

 

• There is a benefit derived by making sure the organisation is lean and agile – able 

to be more responsive and freer of political influence. 

 

Marketing 

• Prioritising and targeting visitor markets is important both in terms of effectively 

using limited resources and building on tourism assets. Visitors need a reason to 

choose a destination over other destinations. Strengthening visitors’ awareness 

through a strong brand position is seen as being key.  

   

• In terms of brand development for the DMO, there is a potential benefit in 

separating out B2B and customer facing activities. 

 

• Purple Flag Accreditation is viewed as important, similar to the blue flag for 

beaches or green flag for beaches this shows the destination is accredited and 

meets a certain standard for entertainment (including night-time). 

 

• The DMP needs to be a ‘live document’, available on the appropriate website 

alongside relevant (updateable) printed material. 

   

• It is important to update the imagery used – with a focus of aspirational 

photographs which are attractive to users, including people night-time images of 

the city. 

 

• A number of the DMOs are developing projects and campaigns to convert day 

visitors into staying visitors specifically through packaging products and 

developing creative itinerary planning.   The gift card scheme can work well (and 

has already been set up for St Albans) 

 

Product development 

• Some DMOs do involve themselves in the tourism product, mainly with lobbying, 

research intelligence and planning support. 

 

• The event programme can play an important role in marketing and raising the 

profile of the city.  Events help to create a vibrancy and buzz about the city centre 

offer and act as a hook to draw people in. 
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6. Tourism Profile: Challenges and Priorities 

 
6.1 Tourism Challenges 

It is difficult to ignore the impact of Covid-19 on the visitor economy. Tourism and 

hospitality have become the sector that was hit first and hardest by Covid-19, with a 

collapse both in demand and supply. There is uncertainty as to the likely impact on the 

visitor economy of the continued national lockdown and with the easing of restrictions. The 

short-term priority for St Albans and the wider district is to provide support and assistance 

to help tourism and hospitality businesses during the crisis and easing of restrictions. The 

evidence shows that St Albans has performed strongly in both overseas and business 

markets, which have provided significant economic advantage, but these are the markets 

which may well now be the slowest to recover, so it will be important for St Albans to 

optimise ‘home grown’ leisure visits in the short term.  

 

It is vital that the BID, Visit Herts, the Council and other stakeholders work in partnership to 

coordinate action and respond to the challenges and opportunities facing the sector. The St 

Albans BID SLA provides a good framework for collaborative action but more and deeper 

action will probably be needed to ensure local businesses survive and thrive in the current 

climate.            

 

Tourism is an important part of the local economy and, well-managed, tourism can bring 

many benefits. It is a spur to careful maintenance of the public realm, the built heritage and 

the natural environment. It can also support the variety of shops, cultural and other 

recreational amenities which serve residents as well as visitors. And it can help strengthen 

the sense of place, helping the District to stand out and attract the attention of investors.  

 

Our research has identified a number of challenges facing the destination.  

 

Good range of attractions and amenities but offer lacks ‘wow’ factor 

The District itself has few, if any, ‘hero’ products/ experiences, with the exception of the 

Cathedral, (and perhaps the Verulamium ‘story’) but is exceptionally well-placed to access 

those in neighbouring districts e.g., Warner Bros. Studios, Knebworth, Hatfield House. 

However, its ‘hygiene factors’ – i.e., second/ third tier attractions, retail and hospitality 

offer, cultural highlights, townscape and architecture, public realm, open spaces and variety 

of accommodation - makes it ‘a really pleasant place to be’ – the required basic essence of 

successful destinations.  
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Narrow target market and visitor segments 

St Albans is fundamentally a heritage destination; the cathedral and the roman heritage, is 

the product that visitors mostly closely associated it with. As if to underline this, the list of 

the headline ‘superlatives’ is instructive which are frequently referenced in promotion…. 

 

• First British Christian Martyr 

• Longest continuous site of Christian worship in Britain 

• Longest Cathedral Nave 

• Oldest pub in England 

• 2nd largest town in Roman Britain 

• Only surviving medieval belfry tower 

 

There is a challenge to broaden its appeal to a wider range of visitor types that value good 

food and drink, and a wider cultural offer. At a local level, digital platforms, including social 

media, will be the principal way that St Albans will be promoted to the domestic market. 

   

Lack of family-based attractions 

The offer within the City and District is not strong in terms of family attractions, with home-

grown attractions and activities favouring older couples and heritage-seekers.  The focus for 

product development should be in areas where the district is already strong together with 

emerging opportunities: walking and cycling; art and culture and other family-based 

attractions.  

 

Groups Product 

While Visit Herts has started to develop Group Travel initiatives across the County e.g., 

Gourmet Gardens, this is not yet a strong product area for St Albans. This is one area where 

the destination should clearly be collaborating with neighbours to develop ‘must do’ group 

travel itineraries. We may have some time as Group Travel may be one of the areas slowest 

to recover post-Covid. However, the work on itineraries will also help in framing compelling 

themed days out.   

 

Business Tourism 

St Albans enjoyed a successful business tourism performance ahead of Covid primarily 

based on the good range of hotel venues. It will be important to gauge how much of the 

previous meetings and business travel demand will continue to use on-line substitution, as 

familiarity with, and confidence in, remote technology has increased during lockdowns, and 
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the UK economy remains depressed post-Covid. Similarly, universities are rethinking the 

scale, scope and frequency of future academic gatherings. 

 

The London Influence 

St Albans is only 20 miles or so from Marble Arch, with very good public transport links. In 

some respects, this opens up a significant population catchment and visitor market:  London 

attracts around 30 million visitors from around the world every year. But it is also seen as 

being too close for the group travel market. The key issue is to differentiate St Albans by 

utilising the destination and place brand, interpreting it into stories for external audiences.    

 

Leadership and collaboration 

The successful delivery of the Destination Management Plan and strategic actions will 

require strong political and industry leadership; collaboration and partnership working 

across all sectors and stakeholders founded upon a common vision and shared priorities, 

and clarity in terms of roles and responsibilities amongst all stakeholders particularly as 

resources are limited. Embedding partners in a dynamic and forward-looking model 

structure will be key.  

 

The St Albans BID SLA provides a good framework to build on but more needs to be done to 

galvanise industry support and involvement. Formalising terms of reference, membership 

and the role and responsibilities of the St Albans Visitor Partnership (SAVP) and clarifying its 

relationship with Visit Herts will be a priority.        

 

Destination basics 

Although there has been significant investment in place-making and public realm 

improvements, the city and wider area needs to ensure that the ‘nuts and bolts’ of 

destination management – toilets, parking, signage, way marking, food standards, events 

planning and support – are sufficiently planned, delivered and maintained to meet visitor 

expectations. The research has highlighted issues with regards to coach parking in the City, 

which is seen as lacking in capacity to support the groups market. 

 

The preparation of the Tourism Profile has demonstrated a lack of up-to-date data with 

regards to the visitor economy. The BID and partners will need to consider the most 

effective means of maintaining up-to-date visitor research to complement the Cambridge 

Model information.        

  

http://www.pslplan.co.uk/


 

www.pslplan.co.uk  42 
  

7. Priorities and Strategic Actions 
 

7.1 DMP Priorities 

The Destination Action Plan will need to set out a package of deliverable support to the 

sector with a focus on place building, innovative marketing, product development and skills. 

In terms of framing the Destination Action Plan, the future priorities will include: 

 

• Identify and communicate the essence of St Albans as a place to visit 

• Develop an all-round offer of compelling experiences 

• Destination basics 

• Strengthen collaboration and innovation  

 

Clearly, the immediate priority will be to support recovery and help rebuild the tourism and 

hospitality sector post-pandemic. The £130,464 “Welcome Back……….” Allocation for St 

Albans will be important to ensure the safe reopening of the sector and to market and 

promote St Albans as a distinctive and safe place to visit (please see programme as 

Appendix 4).    

 

7.2 Target Segments 

In the post-Covid recovery period, day visitors from the wider county and region will initially 

be crucial, to rebuild confidence and footfall.  Local residents can play their part in driving 

VFR traffic.  A stay with family or friends in a ‘safe’, uncrowded, St Albans could be a first 

step towards ‘dipping toes’ back into urban breaks with an off-peak side-trip into London as 

part of the experience.  It is important however to be clear about those being attracted. The 

Visit England segmentation model is helpful, with segments 1, 4 and 5 relevant.  It is clear 

what St Albans can offer segments ‘Country-Loving Traditionalists’ and ‘Aspirational Family 

Fun’ but currently less clear what the distinguishing offer is for segment 4 ‘Free and Easy 

Mini-Breakers.’ 
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7.3 St Albans Shared Story 

Successful destinations collaboratively develop, agree and project over time a consistent 

narrative. This ‘Shared Story’ needs to be concise, authentic, believable to both visitors and 

residents, based on real assets, tangible and delivered through the experiences on offer. 

Each business in the visitor economy sees how its own activities and communications both 

mutually benefit from and reinforce the overall story.  It informs wider destination branding 

and marketing, events development and product investment.  At this stage in the 

destination planning process, based on the destination audit and feedback to date, we offer 

a draft outline for consideration of St Albans shared story (please note that this should not 

be read as marketing copy)….. 

 

‘At the heart of a county alive with innovation, just 20 miles from London’s West End, an 

English Cathedral City – with all the things you might expect to find - medieval streets, 

quirky heritage buildings, historic pubs, distinctive places to stay, individual shops, lively 

markets - and a few you wouldn’t, so close to the capital – a half-hidden roman city and 

stunning parkland in the city to explore and relax in, great events and lively contemporary 

culture, accessible woodland and countryside and fascinating villages. There’s plenty here 

in St Albans, but we are surrounded by other ‘must dos’ – Harry Potter, Hatfield House 

and Knebworth to name but three.  Like our roman and medieval ancestors, we love living 

here, so we know how much our visitors will enjoy it.’ 

 

7.4  Support Local Communities  

Clearly, we are conscious there is a driver to generate day visits and additional overnight 

stays as restrictions are lifted.  But at the same-time we need to recognise that local host 

communities must benefit from the development of tourism and may not welcome with 
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open arms the return of visitors.   A critical issue will be engagement and messaging to 

understand there actual and perceived concerns with reopening St Albans to visitors 

 

7.5  Strategic Actions  

The Action Plan sets out a “long-list” of strategic priorities and actions based on the findings 

of the Tourism Profile.  This is a living document, which can be updated as the funding 

landscape and market conditions change.   

 

In terms of the action plan the role of the BID will be to work with a range of stakeholders as 

a facilitator and help provide supporting infrastructure, including supporting destination 

marketing.  It will be the role of the private sector and local community  

organisations to be responsible for the ongoing operational delivery of the projects.  

 

The above research, consultation and destination benchmarking exercise has been drawn 

together to set out a range of individual actions, which create a ‘package’ to help realise the 

opportunity. 

 

Indicative cost – enabling / capital8 

£ - up to £10,000  

££ - £10,000 to £25,000 

£££ - £25,00 to £50,000 

££££ - over £50,000 

 

Priority 

Short term - up to 18 months 

Medium term - 18 to 36 months 

Long term - over 36 months 

 

 

 

 
8 Note: Estimates  
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Marketing and Promotion 

This Strategic Action is focused on creating a strong and distinctive brand to support the reopening of St Albans highlighting key USPs 

particularly targeted towards the Country-loving Traditionalists’ and ‘Aspirational Family Fun market segments.  The Shared Story should be 

tested and developed and used by stakeholders in public, private and third sectors to shape marketing and management priorities. An 

important component is to refresh marketing collateral in the area and to ringfence an appropriate budget to support ongoing marketing.   

Action Who needs to be involved Indicative cost Timescale 

Progress ‘Welcome Back Fund’ and secure industry buy-in 

via the SAVP. Actions as per agreed programme (see 

Appendix 4). 

SAVP 

BID 

SADC 

Parish and Town Councils 

£ Short 

Run Workshop sessions for tourism and other businesses 

involved in tourism to review, tweak and develop the St 

Albans Shared Story to help them consider how it could be 

used to develop and differentiate their own offer  

SAVP 

BID 

Tourism and hospitality businesses 

£ Short 

Develop an Online Shared Story Toolkit for tourism 

businesses and stakeholders to use comprising product 

development ideas, downloadable marketing copy, images 

etc based on the Shared Story    

BID 

SADC 

Visit Herts 

£ Short 

Develop itineraries and packages specifically tailored to core 

target markets including Country-Loving Traditionalists’ and 

‘Aspirational Family Fun’ 

BID 

SADC 

Visit Herts 

£ Short - Medium 

Strengthen links with neighbouring destinations and 

attractions for mutually beneficial collaboration and itinerary 

packaging (e.g., rural and city escapes) 

BID 

SADC 

Visit Herts 

£ Short - Medium 
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Increase familiarisation visits for trade and group organisers 

to get them to into the City and District and feature the St 

Albans Shared Story and assets 

BID 

Visit Herts 

£ Short - Medium 

Develop a cohesive City and District marketing plan to 

ensure marketing activity is consistent and tightly targeted to 

key audiences, specifically the domestic market in the short 

term.  

BID 

Visit Herts 

SAVP 

££ Short - Medium 

Refresh marketing collateral (including the St Albans City 

and District Visitor Guide) to be refreshed in line with new 

messaging (Shared Story).  We understand that the visitor 

guide is near the final drafting stage. 

BID 

SADC 

Private sector 

££ Short  

Review the visitor website to ensure it is inspiring, concise 

and targeted with appealing, energetic content and imagery. 

 

BID 

SAVP 

£ Short 

Undertake a social media campaign to gain coverage in 

national and regional titles to raise awareness of the 

destination, the new developments and activities. 

BID 

SADC 

£ On-going 
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Product Development 

The product offer is a core component of the ‘destination’ and whilst it is recognised that the Cathedral has particular appeal there is a need 

create additional “attractors” which will encourage people to visit St Albans (and encourage repeat visits) by targeted investment in the 

tourism ‘product’ of St Albans.  

Action Who needs to be involved Indicative cost Timescale 

Scope potential for a major new tourism attraction, e.g., 

family-friendly attraction potentially including outdoor 

adventure experience 

SADC 

BID 

££ Medium 

Refresh the focus on building St Albans as a premier location 

for small/medium sized meetings and conferences  

SADC 

BID 

££ Medium 

Review and develop an Events Plan for St Albans and District BID 

SAVG 

SADC 

££ On-going 

There already exists a main cycling loop – the St Albans Way. 

Further develop a ‘loops and links’ walking and cycling 

network to connect the City with rural communities and 

heritage features. Develop the network off-road wherever 

possible to enhance attractiveness for families. Follow 

Sustrans guidance on network development.    

BID 

SAVG 

SADC 

££ Medium 

Build on visitor orientation infrastructure with coordinated 

signage and self-led themed routes within St Albans city.  

This could also be App based as a secondary stage (not 

costed). 

SADC 

BID 

££ Medium 

 

http://www.pslplan.co.uk/


 

www.pslplan.co.uk  48 
  

 

Destination Basics   

 

Action Who needs to be involved Indicative cost Timescale 

Develop a parking and access plan which manages ‘hotspots’ 

and addresses deficiencies regarding car and coach parking in 

the city 

SADC 

BID 

££ Medium 

Extend the pedestrianised areas from George Street and 

part of the High Street to cover more of the city centre 

(similar to how Chichester City Centre has evolved)9 

SADC ££££ Medium 

In conjunction with the above, look to alter bus and car 

routes, reducing traffic volumes in and around the town 

centre 

SADC  ££ Medium 

Create improved pedestrian links between Verulameum and 

the Cathedral / the town centre including circular route 

option.  People do travel from areas in and around North 

London to visit the green spaces at Verulamium Park and it 

would be good to encourage higher volumes to include the 

city centre within their visits. 

SADC 

BID 

£££ Long term 

 
9 The post COVID Central Government strategy set out a way forward in terms of the Traffic Management Act 2004: network management in 
response to COVID-19 which is focussed on active travel, pedestrianisation, cycling etc.   Public consultation for the reopening of the City 
Centre roads and permanent closure of George Street and others is due after the May 2021 elections. 
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Improve mechanisms for maintaining up-to-date visitor 

research building on the Cambridge Model research 

programme managed by Visit Herts 

SADC 

BID 

Visit Herts 

£ On-going 
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Partnership and collaboration 

 

Action Who needs to be involved Indicative cost Timescale 

Enhance the role of the St Albans Visitor Group to ensure 

business and stakeholder ownership of the Strategic Action 

Plan, including ‘owning’ the SLA between the BID and Visit 

Herts 

BID 

SAVG 

£ Short 

Use the Tourism Profile and Strategic Action Plan to 

communicate and secure buy-in across the sector 

BID 

SAVG 

££ Short 

Consider the appointment of a Tourism Officer – shared 

resource between the Council and BID – to facilitate delivery 

of the Strategic Action Plan 

TBC ££ Medium 
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Key successes from the Strategic Actions will be: 

 

• Increased visitor numbers 

 

• Increased overnight stay 

 

• Increased spend into the City and District economy 

 

• Better awareness of St Albans as a visitor destination 

 

• More tourism businesses investing and employing more people   
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Appendix 1: Visitor Accommodation 

 

Hotels 

Name, address and website  Number of bedrooms Number of bedspaces  

Ardmore House Hotel 

54 Lemsford Road, St Albans, AL1 3PR 

T: 01727 859313 

W: ardmorehousehotel.co.uk 

40 bedrooms   Unknown  

Aubrey Park Hotel  

Hemel Hempstead Road, Redbourn, 

Herts AL3 7AF 

T: 01582 792105 W: aubreypark.co.uk 

137 bedrooms  Unknown  

Clarion Collection Hotel  

Ryder House, Holywell Hill, St Albans AL1 

1HG 

T: 01727 848849 

W:stalbanshotel.co.uk 

60 bedrooms  Unknown  

Innkeepers Lodge, Colney Fox 

1 Barnet Road, London Colney AL2 1BL 

T: 01727 823698 

W: innkeeperslodge.com 

13 bedrooms  13 bedspaces  

 

 

9 double-bed rooms  

4 single-bed rooms 

Luton Hoo Hotel, Golf & Spa 

AA HHHHH The Mansion House, Luton Hoo, 

Beds LU1 3TQ 

T: 01582 734437 W: lutonhoo.com 

228 bedrooms  Unknown 

Mercure St Albans Noke Hotel 

Watford Road, St Albans, Herts, AL2 3DS 

T: 01727 854252 

W: mercure.com 

110 bedrooms  Unknown 

Premier Inn St Albans 

AA Budget Hotel 

1 Adelaide St, St Albans AL3 5EB 

T: 0333 3219331 

W: www.premierinn.com 

123 bedrooms Unknown 

Premier Inn Bricket Wood 

AA Budget Hotel 

Smug Oak Lane,Watling Street, 

Bricket Wood AL2 3PN 

T: 0333 3219018 W: premierinn.com 

56 bedrooms  Unknown 

Premier Inn Luton South 75 bedrooms  Unknown 
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AA Budget Hotel 

London Road, Markyate, St Albans, 

Herts AL3 8HT 

T: 0333 777 4667 W: premierinn.com 

Sopwell House  

Cottonmill Lane, St Albans, Herts. AL1 2HQ 

T: 01727 750499 

W: www.sopwellhouse.co.uk 

128 bedrooms  Mews suits: 1 double bed, 2 single beds  

Deluxe rooms: 1 double bed  

Executive room: 1 double bed, 2 single 

beds  

Superior room: 1 double bed 

Corner suite: 1 double bed 

Junior suite: 1 double bed  

Family suite: 1 double bed, 1 double sofa 

bed  

St Michael’s Manor  

Fishpool Street, St Albans, AL3 4RY 

T: 01727 864 444 

W: stmichaelsmanor.com 

30 bedrooms  Unknown 

White Hart Hotel 

23-25 Holywell Hill, St Albans, Herts, AL1 1EZ 

Tel: 01727 853624 

W: whiteharthotelstalbans.co.uk 

37 bedrooms  Unknown 

Guest Houses 

Name, address and website  Number of bedrooms  Number of bedspaces 

Appleside Bed & Breakfast 

39 The Park, St Albans, AL1 4RX 

T: 01727 856324 

W: appleside.co.uk 

2 bedrooms  2 bedspaces  

Fleuchary House  

29 Upper Lattimore Road, St Albans, AL1 

3UA 

T: 01727 766764 M: 07973 423635 

W: 29stalbans.com 

4 bedrooms  Unknown  

Park House 

30 The Park, St Albans, AL1 4RY 

T: 01727 811910 

W: parkhouseonline.co.uk 

3 bedrooms  5 bedspaces  

 

1 single room (1 bed) 

2 double/twin rooms (4 beds) 

The Goat Inn 

37 Sopwell Lane, St Albans, AL1 1RN 

T: 01727 833934 

W: goatinn.co.uk 

4 bedrooms  6 bedspaces  

 

1 single room (1 bed) 

1 twin room (2 beds) 

1 double bed with 1 single bed (2 beds) 
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1 double room (1 bed)  

The Kent Guest House 

5 Approach Road, St Albans, AL1 1SP 

T: 07944 837533 

E: eileenvkent@aol.com 

5 bedrooms  Unknown  

The Lower Red Lion 

36 Fishpool St, St Albans AL3 4RX 

T: 01727 855669 

W: thelowerredlion.co.uk 

7 bedrooms  7 bedspaces  

 

Combination of single and double 

bedrooms (no twin rooms) 

The Old Cock Inn, Harpenden 

58 High Street, Harpenden, AL5 2SP 

T: 01582 712649 

W: oldcockinnharpenden.co.uk 

6 bedrooms  6 bedspaces  

 

Combination of single and double 

bedrooms (no twin rooms) 

The Silver Cup 

5 St Albans Road, Harpenden, AL5 2JF 

T: 01582 713095 

W: silvercupinharpenden.co.uk 

5 bedrooms  7 bedspaces  

 

3 double rooms (3 beds) 

2 twin rooms (4 beds) 

The White House (Guest House) 

28 Salisbury Avenue, St Albans, AL1 4TU 

T: 01727 861017 

4 bedrooms  8 bedspaces  

Torrington Hall 

47 Holywell Hill, St Albans AL1 1HD 

T:01727 841199 

W: torringtonhall.com 

12 bedrooms  12 bedspaces 

 

All rooms double beds  

Wren Lodge (Guest House) 

24 Beaconsfield Rd, St Albans, AL1 3RB 

T: 01727 855540 

W: wrenlodge.co.uk 

3 bedrooms  4 bedspaces  

 

Room 1: single bed (1 bedspaces) 

Room 2: twin room (2 bedspaces) 

Room 3: double bed (1 bedspaces) 

Self-Catering and Serviced Apartments 

Name, address and website  Number of bedrooms  Number of bedspaces  

H-Star Apartment Rental 

Clayton House, Vaughan Road, AL5 4EF 

M: 07595 067703 M: 07710 307221 

T: 01582 460898 W: h-star.co.uk 

1 bedroom  1 bedspaces (double bed) 

Harpenden House Serviced Apt. 

65 High Street, Harpenden, AL5 2SL. 

T: 01582 761642 / 07770 921212 

W: harpendenhouse.co.uk 

2 bedrooms  6 bedspaces  

 

Room 1: Double bed and 2 singles 

Room 2: Double bed and 2 singles  

 

HomefromHolme.com  4 apartments: 4 apartments: 
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St Albans City Centre 

T: 01727 765756 

W: homefromholme.com 

 

Alban House: 

Calverton House, 2 Harpenden Road, St 

Albans, AL3 5AB 

St Peters Mews: 

101b St Peter’s St, St Albans, AL1 3EN 

Brooklands Court: 

Hatfield Road, St. Albans, AL1 3NS 

Chime Square 

17 Chime Square, St. Albans AL3 5JZ 

Christchurch Close  

Christchurch Close, St. Albans AL3 5NT  

The Apex 

The Apex, St. Albans, AL1 1NG 

Chatsworth Court  

Granville Road, St. Albans, AL1 5BQ  

 

Alban House: 

1 bedroom apartment, 2 bedroom 

apartment and 1 bedroom studio 

St Peters Mews: 

2 bedroom apartment  

Brooklands Court: 

2 bedroom apartment  

Chime Square 

3 bedroom apartment and 2 

bedroom apartment  

Christchurch Close  

1 bedroom apartment  

The Apex 

2 bedroom apartment  

Chatsworth Court  

1 bedroom apartment  

 

Alban House: 5 bedspcaces  

1 bedroom apartment: 1 double bed  

2 bedroom apartment: 1 double bed and 

1 twin room  

1 bedroom studio: 1 double bed  

St Peters Mews: 24 bedspaces  

6, 2 bedroom apartments all with 1 

double bedroom, 1 single bedroom and 1 

sofa bed  

Brooklands Court: 3 bedspaces  

2 bedroom apartment: 1 double 

bedroom and 1 twin bedroom  

Chime Square: 5 bedspaces  

3 bedroom apartment: 2 double 

bedrooms and 1 single room  

2 bedroom apartment: 2 double rooms  

Christchurch Close: 1 bedspaces  

1 bedroom apartment: 1 double bed  

The Apex: 3 bedspaces  

2 bedroom apartment: 1 double 

bedroom and 1 twin bedroom  

Chatsworth Court: 1 bedspaces  

1 bedroom apartment: 1 double bed  

Keyfield Terrace Serviced Apartments 

St Albans City Centre, AL1 1PL 

T: 01727 846726 M: 07799 143268 

W: keyfieldterraceservicedapartments.co.uk 

3 apartments, 7 twin bedrooms  14 bedspaces  

The Straw House  

1a Spicer Street, St Albans, AL3 4PH 

T: 01727 810673/ 07966 581333 

W: strawhousestalbans.co.uk 

6 apartments, 2 duplex, 2 one 

bedroom and 2 two-bed rooms 

Unknown  

Additional Hotels 

Shendish Manor Hotel 

London Rd, Hemel Hempstead HP3 0AA 

T:  01442 232220 

W:  https://www.shendish-manor.com/ 

70 bedrooms  Unknown  

Boxmoor Lodge 

London Rd, Hemel Hempstead HP1 2RA 

T:  01442 230770 

W:  http://www.boxmoorlodge.com/ 

 

25 bedrooms  Unknown  

http://www.pslplan.co.uk/


 

www.pslplan.co.uk  56 
  

The Comet Hotel 

St Albans Rd W, Hatfield AL10 9RH 

T: 01707 932700 

W:  https://comethotel.co.uk/ 

65 bedrooms  Unknown  

Holiday Inn Express St. Albans 

Colney Fields Shopping Park, Shenley, St 

Albans AL2 1AB 

T: 01727 615000 

W: 

https://www.ihg.com/holidayinnexpress/h

otels/gb/en/st-albans/ltnst/hoteldetail 

96 bedrooms  96 bedspaces  

Premier Inn Kings Langley hotel 

37 Hempstead Rd, Kings Langley WD4 8BR 

T: 0333 003 1748 

W: 

https://www.premierinn.com/gb/en/hotels

/england/hertfordshire/kings-

langley/kings-

langley.html?cid=GLBC_KINPLI 

86 bedrooms  Unknown  

Additional Guest Houses 

Brocket Arms 

Ayot St Lawrence, Welwyn AL6 9BT 

T:  01438 820250 

W:  https://www.brocketarms.com/ 

6 bedrooms  7 bedspaces  

 

5 double ensuite rooms 

1 twin room  

The Mills 

11 Chantry Ln, Hatfield AL10 9HS 

T: 07737 367450 

W:  

https://www.booking.com/hotel/gb/the-

mills.en-gb.html?aid=1258472&dest_id=-

2598273&dest_type=city&group_adults=2

&group_children=0&label=Share-

WS7vO5%401603974762&no_rooms=1&ro

om1=A%2CA 

1 bedroom  1 bedspaces  

The Wellington 

High St, Welwyn AL6 9LZ 

T: 01438 714036 

W: 

https://www.wellingtonatwelwyn.co.uk/ 

 

6 bedrooms  6 bedspaces  

Additional Self-Catering and Serviced Apartments 

LillyRose Serviced Apartments St Albans 4 apartments:  4 apartments:  
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25 Grosvenor Rd, St Albans AL1 3UP 

T: 0800 211 8552 

W:  https://lillyroseapartments.co.uk/ 

Blue Rose: 1 bedroom and 1 

double sofa bed  

Purple Rose: 2 bedrooms and 1 

double sofa bed  

Red Rose: 2 bedrooms  

Stockwell House: 2 bedrooms  

 

Blue Rose: 2 bedspaces  

Purple Rose: 4 bedspaces  

Red Rose: 2 bedspaces  

Stockwell House: 2 bedrooms  

Portfolio Serviced Apartments  

31A Bedford Rd, St Albans AL1 3BH 

T: 0800 024 8914 

W: https://www.portfolio-

apartments.co.uk/ 

3 apartments:  

Derbyshire House: combination of 

1 and 2 bedroom apartments  

Stevenage Town Centre: 2 

bedrooms  

Welywn Garden City Business Park: 

2 bedrooms  

3 apartments:  

Derbyshire House: combination of 1 and 

two bedspaces  

Stevenage Town Centre: 2 bedspaces  

Welywn Garden City Business Park: 2 

bedspaces 

Luxury St Albans 1 Bed Serviced Apartment 

25 Grosvenor Rd, St Albans AL1 3UE 

T: 07930 835311 

W: 

https://uk.hotels.com/ho1778565600/luxury

-st-albans-1-bed-servicedapartment-st-

albans-united-kingdom/ 

1 bedroom 1 bedspaces  
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Appendix 2: Main Visitor Attractions 

Visitor Attractions 

Name  Type  Web address  

The Cathedral & Abbey Church of Saint 

Alban 

Religious  https://www.stalbanscathedral.org/ 

Verulamium Park Parks  https://www.stalbans.gov.uk/verulamiu

m-park 

St Albans Museum + Gallery Museums  https://www.stalbansmuseums.org.uk/vi

sit/st-albans-museum-gallery 

Verulamium Museum Museums  https://www.stalbansmuseums.org.uk/vi

sit/verulamium-museum 

Roman Theatre of Verulamium Historical  https://www.gorhamburyestate.co.uk/Th

e-Roman-Theatre 

Abbey Gateway Historical  https://www.readingabbeyquarter.org.uk

/gate 

St Albans Organ Theatre Museum  https://stalbansorgantheatre.org.uk/ 

Nude Tin Can Art Gallery  https://nudetincan.com/ 

The Royal National Rose Society Gardens  http://www.rnrs.org.uk/  

National Trust - Shaw's Corner Historic House  https://www.nationaltrust.org.uk/shaws-

corner 

Gorhambury House Historic House  https://www.gorhamburyestate.co.uk/ 

Leavesden Country Park Parks  https://www.visitherts.co.uk/attractions/

leavesden-country-park-37890/  

ISKCON Bhaktivedanta Manor - Hare Krishna 

Temple Watford 

Religious  https://www.krishnatemple.com/home/ 

De Havilland Aircraft Museum Museum  https://www.dehavillandmuseum.co.uk/  
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Appendix 3:  Benchmarking Destinations  

List of officers 

 

• Charlotte Goy, Chief Executive Officer, Visit Lincoln  

 

• Victoria Hatfield, Growth and Commercialisation Manager, Exeter City Council 

 

• Tania Murphy, Divisional Manager – Place, Chichester District Council 

 

• Rachel Pilard - Marketing and Communications Manager, Canterbury Business 

Improvement District 
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Appendix 4:  Welcome Back Fund 

Main initiatives (in summary) 

The lead focus is the Spring into St Albans Campaign.  There is bunting, banners, flowers 

display, boosted social media, radio advertisements.  The independent retailer streets are 

also dressing up, St Albans marketing and promotions have started already, we feature in 

regional magazines, press and news this past month.   

 

About to roll out a new sky TV campaign in April, billboards on the Thameslink line and in 

Kings Cross as well as on trains. 

 

There is Thameslink widget coming on to our Enjoy website for purchase of train tickets. 

A new revamped Visitor guide is in production and will be sent out nationally.  

 

A program of new markets and events all promoted under EnjoyStAlbans banner: 

• Wednesday Charter market  

• Saturday Charter market 

• Friday Inside Out market featuring local indie retail and hospitality biz, artisans and 

favourite street food traders 

• Monthly Sunday Farmers/Continental 

• Monthly Sunday Vintage 

• Quarterly Sunday Vegan Market 

• From April 24th, a new Thursday evening Streetfood Monthly offering featuring best 

of Hertfordshire from South African to Spanish and cult pizza guru Pedding Pizza 

• From May, a new monthly Sunday Sustainable St Albans market 

• April/May - socially distanced EID in the neighbourhoods and a Drive Through Big 

Iftar 

• From June a new Young Entrepreneurs Market  

• In June we are piloting a Bangladeshi market around Boishakhi, celebrating the 

Bangladeshi Diaspora (Sopwell Community Trust, Batchwood Community Trust and 

Adda Club), outside in the Alban Arena square. There will be traditional Bangladeshi 

Painting, Sari Wrapping, Workshops, pop-up food, traditional Bengali music and folk 

artists. 

• June - Alban Pilgrimage and a pop up street fest market 

• July is the Cathedral and museum medieval illuminated scrolls - having a medieval 

ale, cider and mead fest 

• July is also Pride in the Pub - celebration of Gay Pride and the national Ask for Clive 

campaign launched at our local pubs in 2019.  Also a pop up pride market.  
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• August is launch of a new bookfest in partnership with Books on the Hill and 

streettheatre fest, with a puppet theatre fringe.  On the high street, in the museum, 

think Beat Poetry in the Cathedral and Islamic story-telling, creative writing and 

illustration workshops and book reading in pub gardens 

• September is Food and Drink Festival month, there’s the CAMRA beer and cider fest, 

Tom Kerridge Pub in the Park and our own Food and Drink Festival and awards 

• Oct Gin & Jazz on George 

• Nov Cathedral fireworks 

• 22nd Nov - the Christmas Cracker lights turn on kicks off Christmas Charter Market 

and Artisan Fringe. 

 

For 2022, in discussions to be part of Tour de Britain and Woman’s National cycling tour  

The Welcome back fund, which reimburses, is allocated across the district and the town and 

Parish councils use their allocation.  St Albans city allocation will be used jointly via SADC 

and BID, for enhanced promotions and extra street scene/furniture. 
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