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What is sustainable tourism?

The aim of sustainable tourism is to increase the benefits and to reduce the 
negative impacts caused by tourism.

Sustainable tourism is about maintaining a balance and harmony between 
local communities and visitors while maintaining the integrity of the natural 
and built environment.

Going beyond managing the negative impacts of tourism, the term regenerative tourism is used to 
describe tourism that restores and improves the environment, culture, and economy of a destination.  

Regenerative tourism seeks to create a positive impact on local communities and leave the destination in 
a better state than it was found, while providing an authentic travel experience for visitors.



Consider two different areas both supporting rural economies
Cambridge, Cambridgeshire
Alnwick, Northumberland

Cambridge, a high growth city, international reputation, know for education, 
innovation, knowledge sector and tourism. 50 mins from London.
Attracts over 8m visitors year
Cambridgeshire – largely rural economy including Fenlands.
Cambridge 145,700
Peterborough 215,670
Cambridgeshire 906,810

Alnwick, small market town, seat of the Duke of Northumberland, traditionally 
relied on agriculture and forestry, with specialist high tech industries and 
tourism. 50mins from Newcastle.
Northumberland – mainly rural, one of the most sparsely populated counties in 
England. No city in Northumberland.
Alnwick 8,430
Northumberland 320,600
Largest town in Northumberland: Blyth: 39,742



Alnwick & Cambridge commonality

• Historic built environment (listed buildings, conservation areas)

• Villages & other attractions in hinterland (EH, NT etc, built and natural environment)

• Proximity to rural hinterland, primary service centres

• Significant number of residents reliant on visitor economy for employment (full time & seasonal)

• Transport to hub, but poor supporting infrastructure leads social and economic isolation – 7 day/wk
isn’t a reality with public transport, limits economic and social growth, access to services, employment 
and learning

• Areas of deprivation, disparities between wealth and poverty

• Inward investment and support services for local residents

• Range of cultural activities, sporting facilities, events

• Destination profile



Common factors supporting sustainable tourism and rural 
economies

• Leadership 
• Partnership commitment & core funding (public and private sector)
• Relationships & communication particularly with stakeholders – residents, private and 

public sector and residents with visitors
• Management –  leadership & clear destination management plan
• Flexibility – e.g. seasonality and other external factors, support services need to adapt
• Understanding of the business base; the consumer and different types of consumer; local 

environment and personality
• Know your limitations and be clear about the type of destination/place
• Imagination and creativity – boldness, ability to deliver with small budgets
• Longevity – it doesn’t happen overnight and it needs to be sustained and revisited/renewed



Cambridge

• Context - Cambridge has no DMO  or LVEP and is not part of the national tourism structures
• Cambridge is perceived as being over crowded and too busy in July/August – City 

overwhelmed by days visitors and only 14% of visitors stay overnight 
• Need to move visitors from a small area of the core, the honeypot, to other areas of the City 

and beyond. Needs to be seen as more than a 3hr visit to encourage overnight stays
• Things are changing – A DMP is being developed and conversations have started at a 

regional level 
• Biggest challenges are transport, and profiling of the visitor economy as part of the cities 

and regions priorities - economic benefits need to driven  forward to ensure broader benefits 
can be felt, need to understand the local benefits.



Alnwick

• Seen as a honey pot location, close to coast and national park but with others around it but coastal 
towns suffering

• Harry Potter and Alnwick Garden happened close together. Alnwick Castle went from 64,000 visitors to 
280,000 and Alnwick Garden in first year 500,000 visitors, plus Barter Books which now attracts around 
500,000 people and House of Hardy.

• Mange influx and then disperse – accommodation was an issue, so they had to move out of the centre
• Need to spread benefit – investment is cycle and walk routes, joining up transport (bus meets train), 

seasonal coastal bus routes.
• Capital investment in coastal towns – regeneration as part of sustainability, now becoming their own 

small destinations
• Inwards investment of edge of town very noticeable – Alnwick has a Morrisons, Sainsbury’s. M&S 

Foodhall, Aldi, Lidl, a specialist deli, Homebase, GoOutdoors. The town has a theatre, museum, leisure 
centre and small hospital.  Enhanced role as a service centre.



Alnwick – is the garden blooming?

• The coastal areas are thriving  
• Enhanced range of accommodation now available – but a lot of second homes and holiday homes, in 

some areas more holiday homes than residents, some villages losing sense of community 
• Employment opportunities still limited
• New developments but lack of open spaces and structured play
• Aging population  - people who traditionally organized events dying!
• Focus is on people going to edge of town developments and retail
• The attractions are pulling in the visitors but not a strong enough link to the town centre
• Town centre is suffering significantly, high churn of units, banks all leaving
• Town centre now needs regeneration but the rural communities do have a high level of local services 



Cambridge & Alnwick – what are the lessons to learn?

• Sustainable tourism is a about taking a holistic and long term approach
• Leadership and infrastructure are important
• Infrastructure important for access to services, employment and skills development 

without which social and economic isolation 
• You can link the ‘honeypot’ destination to other areas via walks, cycling and other 

means
• Local people need to see the area offer as a ‘whole’ offer – they are your advocates
• With leadership needs to come investment, revenue and capital, leadership will drive 

the direction
• Know and understand the area, understand your offer and the vulnerabilities -  forward 

planning and future proof. 
• Leadership and vision can often be about an individual not an organization, make sure 

it becomes part of organisational culture – sustainable tourism is about longevity!
 



Why Parks Matter and How to Make 
Them Count

• Sustainable Tourism and Rural Economies

• Rob Pearce Nene Park Trust



What I’m going to 
talk about?

1. Why do parks matter?

2. Who pays for them?

3. Who benefits from them?

4. How can we make them count?



What’s your 
favourite 
park and 
why?



Natural capital is what nature 
provides to us for free. 
Renewables—like species—keep 
on coming, provided we do not 
drive them towards extinction.



Natural capital is made up of all the elements of nature that benefit people, including 
ecosystems, species, fresh water, land, minerals, and the air. The benefits that natural capital 
provides are called ecosystem services.

• Parks are considered natural capital because they are part of the 
natural environment and provide benefits to people: 

• Quality of life: Parks provide free green spaces for people to play, 
meet friends, and get close to nature. 

• Climate change: Parks can help fight climate change by storing 
carbon and improving air and water quality. 

• Biodiversity: Parks can improve biodiversity and ecological 
resilience. 

• Property values: Living near a park can increase property values. 

• Urban cooling: Parks can cool cities by over half a degree Celsius. 

• Noise pollution: Parks can protect urban properties from noise 
pollution. 



Who pays for our 
parks?





Who benefits 
from our parks?





Cambridgeshire is a green county with nearly 2,900 publicly 
accessible greenspaces delivering an annual benefit worth £375m

Estimated 15m 
visits per year

£375m per year 
in benefits to 

local 
communities.

£316m per year 
from health 

benefits

Health and 
wellbeing 
services 

currently deliver 
on average £25 

per visit.

In 2031, health 
benefits may 

reach £371m per 
year, 

Neighbourhood 
Public Parks 

provide the most 
benefits creating 

£131 million in 
annual benefits

Every £1 spent on 
parks delivers 
£37 in benefit.



Nene Park - for every £1 spent £4 in benefit



Who really 
understands 
our Parks?





Parks are a 
key feature 
of the 
landscape



How could 
we make 
parks 
count?







Why Parks are different



Thank 
you!
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Maria Manion - Chief Executive, Cambridge BID

Rob Pearce - Head of Parks Consultancy, Nene 
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Peterborough City Council
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