Haddington and District Community Council
Meeting held online 12th October 2021 @7pm

Apologies & Attendance
Attendance - Chris McEwan (chairperson),  Pat Lemmon (vice chair), John Hamilton (treasurer), Fiona McEwan (Secretary), Graham Samuel, Jim Graham , Erica Muirhead, Therese Laing, Morgwn Davies, Rab Moran , Falko Burkert, Stuart Pe-win, David Barrett, Robert Flood (Knox Academy), Katie Moore (Knox Academy) , Tom Riddell (Knox Academy), Councillors: Shamin Akhtar, Tom Trotter, John McMillan, Cameron Ritchie (Courier), Diann Govenlock (ELC)
Apologies – Karla Green, Craig Hoy, Jack Worden.
Adoption of Minutes
The adoption of September minutes were approved by Pat Lemmon and Seconded by Graham Samuel

Matters Arising
Work to riverbank is still ongoing. The willow trees have been cleared so far and Tom Reid is now waiting on further clarification as to what the next steps will be.  John McMillan to chase him up.

The road at Meadowpark is very busy and quite dangerous at times , especially during school drop off and pick up times.  John McMillan will speak to the traffic wardens regarding this.

With our lack of a minute Secretary now is the time to look at that role and combine it with others.  Looking to hire a person on a consulting basis for roughly 5-10hrs per week to cover Minute Secretary role along with other time-consuming roles ie: fundraising, admin work.  We will advertise locally.  Proposed by Erica and Seconded by Therese

Armistice will be on Sunday 14th November.  Fiona McEwan in process of arranging this with ELC and the relevant groups, so far only Pipe Band and ourselves to March so we may just forget the March and meet at war memorial and Lay wreaths if no other groups will March 
An extra wreath to be ordered for Athelstaneford and Pat Lemmon and Steven Spence will meet and lay it.
Malcolm missed out on Nominations re apply but have to wait 21 days. we will advertise and accept nominations from Ward 2 at the next meeting. 
Community Reports

Knox Academy 

A virtual award ceremony was held again this year, its available to watch on the school website.
Extra curriculars are now almost back to normal .
The poppies have been organised for this year and will be on sale for 2 weekends inside  Tesco .

Area Partnership 

The meeting agenda will be out soon.  Meeting will be online on 28th October @7am.
They are hoping to restart the Health and Well-being group on 27th October and the Child and Youth Network in November.
Blooming Haddington 

They were awarded the Gold award this year. They thanked everyone for all their support.
Currently tidying up the planters at Ideal Garage and planting crocuses at the rugby club.
Their AGM is on 27th October 

Haddington Business 

Paul Kinnoch looking to run the Festive Cabins this year again.
It was stated that it was vital that there was no duplicate stalls for conflict of interest .  So far the interest is from local businesses on the high street.

Tenants and Residents 

No updates at moment 

Correspondence
We had been contacted about a rumour regarding the Land Sale south of Dovecote – John Mcmillan said this was not on the development plan and would be surprised if anyone was buying land not on a plan as it’s a risky investment. 

Cemetery Access- Complaints about cemetery access have been address with a trial of Temp barriers for Haddington Athletic to use. ELC provided the barriers and HDCC produced signage for them.
Councillors Corner 

Shamin to check on status of the area on A199 , old entrance to Oaktree as it’s being used as a dumping ground and looks unsightly 

Shamin to check on the overgrown bushes at Athelstaneford park as you cannot use the path as they are so overgrown.

John McMillan will look at the removal of the old parking lines at Indian Restaurant as they are causing problems as have started to show through after being removed .


Treasurer’s Report

Account balance for month
· CC BoS Account balance: 	£25,086.42 	as of 5/10/2021  (£20,786 net, incl CC £4,300 ring fenced pending payments)
· Events Group TSB balance:	£369.68  	as of 26/5/2021    (No cheque(s) pending.)
· Held in cash-box:   		£96.34 		as of 7/10/2021    (CC cash = £41.01, Events cash = £55.33)
Highlights
· £3144.60 paid to Festive Lighting for new Xmas string lights.
CC BoS Account transaction highlights, since last report. £22,131 net total after pending deductions, not incl CC cash box.
· £190 paid out for gifts to 2 members who are leaving the CC and another to a CC member recently out of hospital. 
· CC account used to transfer £3000 from EL Council to Dr Wight, so £3000 paid to us by EL Council, then within a day paid this to Dr Wight.
· £3144.60 paid to Festive Lighting for new Xmas string lights.
· Last monthly £6 payment for COVID phone made, as now converted to PAYG.
Events Group TSB Account transaction highlights, since last report. £369 net total after pending deductions, not incl Events cash box.
· <No transactions>
Ring fenced monies: £4300
· £4000 for Xmas lights refurbishment,
· £300 for Events licence


Licencing & Planning
Planning Application 21/01248/PCL - Meadowpark Knox Academy Victoria Road Haddington.
Comments made about this not being in keeping with area. 
David and Morgwn our new planning liaisons will prepare a reply to be circulated and submitted. 
Webcasts of planning meetings online.

Community Council Subgroups
· Events Group
· Christmas Lights start soon.
· Haddington Tourism Development Group.  See the report below  and feedback any comments to Jack Worden


Any Other Business

New CC members to provide Chris with  Bio and Photo for CC Website.


Outstanding items
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Report V3.pdf
Report:

Haddington Tourism Development Options

Tourism development must be sustainable, and must be rooted in the
reality of the setting, with all its natural, and cultural characteristics
foregrounded as tacit strengths
Adapted from Jamieson (1993)

Prepared for:
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1. Background and Context

1 Background and Context

This report scopes out and shortlists a number of viable options for tourism
development in Haddington over the medium term. Specifically, through a
combination of secondary, desk based research, and primary, qualitative data
collected via a stakeholder focus group and interviews, it examines potential tourism
development opportunities for Haddington that are framed within the context of
various strategic and policy documentation covering the wider East Lothian region.
These have been consulted to form an interpretation of the wider context for tourism.
This report does not seek to replay the content of these documents, but to take
orientation from them, so that the recommendations it produces are appropriately
framed within the ambitions and strategic direction of the county. The background
and rationale has been shaped through interview consultations with the town’s
tourism stakeholders, so that it is their ambitions and creative thinking that are
foregrounded. In addition, Covid 19 has changed everything. This report recognises
this, and recognises that, as well as linking in with various strategic and policy
documentation covering the county of East Lothian, it is also prudent to consider how
tourism development, over the medium term can be undertaken in a way that helps

Haddington to recover from the effects of the pandemic.

This report reaches beyond the context of East Lothian to focus very precisely on
Haddington as a unique town, with its own tacit resources and strengths. Indeed,
much of the policy and strategy documentation that speaks to tourism in East Lothian
makes reference to the coast, and whilst this must be recognised as a pull factor for
the county, Haddington is not coastal, and must therefore find its own relevance and
set of priorities as part of a broader regional effort. It is therefore important to
consider how Haddington’s unique identity and culture can be harnessed to grow its
appeal as a destination with a view to attracting visitors, within the tried and tested
context of encouraging them to spend more time, and money. By imaginatively
organising its tangible tourism resources (such as St Mary’s Church, and the John
Gray centre) and its intangible heritage (a rich history spanning battles to agriculture),
Haddington could grow its identity and sense of place to appeal to a visitor market
that is increasingly in search of novelty and experiential tourism. Were a strong
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identity to emerge for Haddington, there would be real potential to attract visitors from
Edinburgh, who may be interested to explore the wider region for day trips and
overnight stays. However, the constraints and challenges to these ambitions must
also be recognised. There is a need to be realistic about the town’s infrastructure and
its capacity to host visitors, and particularly those that intend to spend bed nights in
Haddington. As such, this report culminates in a set of recommendations that are
informed by desk research to map out some ambitious areas of best practice, and by
focus groups with the town’s tourism stakeholders in order to examine what,
realistically can be achieved for tourism in Haddington over a medium term time

horizon.

Tourism is recognised as one of the main sectors that can provide economic growth
and sustainable livelihoods for the people of Haddington. At a time when the world is
optimistic about emerging from a global pandemic, Haddington and its tourism
stakeholders must realise that it is not ‘business as usual’, and that the industry has
changed, and so have the expectations and behaviours of visitors. There is therefore
a pressing need to reflect on the strengths and weaknesses of Haddington, and the
current limits of its tourism infrastructure. Further, there is a requirement to develop
quality tourism, rather than to simply pursue “the numbers”, and a need to
understand, anticipate and exceed the expectations of visitors. Haddington must also
harness the power of technology and partnership working to drive industry
competitiveness, and to meaningfully include all of its tourism stakeholders in the
development of a much enhanced tourism sector. This report therefore presents
some options for development that can be taken forward by the HTDG over the
medium term. These options have a basis in the aspirations of its own tourism
stakeholders, and they are framed within the context of current infrastructural
limitations, which simply must be prioritised for development soon if the ambitions for

tourism are to be realised.

This report addresses three aims as follows:

1. To carry out a benchmarking and best practice study based on desk research

and market intelligence
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2. To outline a range of options for tourism development in Haddington that takes
account of the case studies outlined in the report, and the outcome of a focus
group with the town’s tourism stakeholders

3. To signpost various support mechanisms (mainly funding sources and other

tourism agencies) that the HTDG can explore to take these options forward

The research approaches that have been adopted in gathering data for this report

incorporate the following:

- Desk based research

- One to one stakeholder interviews

- A stakeholder focus group

- Informal discussions with VisitScotland and the former marketing director at

marketing Edinburgh
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2 Benchmarking and Best Practice

Making improvements in tourism involves adopting various new processes, ideas and
practices. It can really pay dividends for destinations to be ambitious enough to
periodically pause to identify different ways of doing things, particularly since many
destinations often get caught up in the ways that they currently operate; frequently
focusing on the constraints to ambition, at the expense of embracing opportunities.
One invaluable technique available to tourism stakeholders is to simply ask others:
“‘what do you do well”, and “how do you do this?”. For Haddington to develop as a
destination, there is a need to identify areas for improvement, particularly in terms of
the promotion of its existing resources, but also in terms of pursuing new ambitions

that will require more effort, and buy in from stakeholders.

The purpose of the desk based research that is summarised below is to therefore
focus on external competitive benchmarking to examine best practice in tourism in
small rural towns. A thematic lens has been applied in undertaking this analysis,
driven by the aims of the project: to come up with some options to promote
Haddington as a more successful tourism destination by exploiting its natural
strengths, including its proximity to Edinburgh, its culture, history and architecture
and its capacity to host some ambitious new visitor facilities that will require inward
investment. The case studies presented therefore examine how analogous towns,
both in the UK and overseas have embraced fresh ideas around, for example arts
and craft, retail and events that illuminate iconic cultures in order to generate interest,
and to create a lasting sense of place. The search for exemplars has also been
extended to look at more radical ideas that have necessitated inward investment and
/ or investment in new infrastructure to support new ambitions for tourism. The
strategy adopted below is that of the explanatory case study, which is used in
research to investigate distinct phenomena, characterised by a lack of detailed
preliminary research. The format for each of the vignettes below is standardised for
ease of consumption. In each instance, a case study is presented to identify an area
of transferable best practice, and this is followed by some interpretation of the key
transferable lessons for tourism in Haddington. It is often the case that the lessons
that can be learned are much less about the replication of ideas than they are about

the cultural changes that have to occur locally, amongst the town’s tourism
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stakeholders in order to realise the various ambitions. Crucial here is focussing on
vision, leadership and commitment in order to deliver upon realistic ambitions.
These cases form a baseline of data that have informed the discussions that
subsequently took place at the stakeholder focus group which was organised to

generate a shortlist of developmental options.

2.1. West Kilbride: Craft Town Scotland

Main sources (scotlandstowns.orq, the Guardian, and crafttownscotland.orq)
West Kilbride, a small rural town in North Ayrshire is situated on the west coast by

the Firth of Clyde. It looks across the water to the highest of the mountains on the
Isle of Arran: Goat Fell.
West Kilbride was once as
a thriving coastal town, and
a popular holiday
destination for populations
from nearby Glasgow.
However, by the mid
1990’s more than 50% of

the retail businesses in the

high street had ceased
trading, and the town was beginning to struggle. A town meeting was called. Unable
to access grants from local authorities or enterprise groups, a group of locals took
matters into their own hands. Conscious that tourism was flourishing elsewhere in
Ayrshire, and given West Kilbride's history of weaving, they decided to rebrand the
town as a craft and design centre, not purely for small-scale hobbyists, but also for
highly skilled artisans who could give the town a profile and a sense of place.

The West Kilbride Community Initiative, a voluntary community organisation was
subsequently established to take forward the regeneration of the town centre, and to
brand West Kilbride as Scotland’s first designated craft town. With the help of a local
charitable trust, they began buying up empty shops and turning them into studios.
These were later leased to craft businesses for a peppercorn rent. An environmental
group was established and the town centre was given a makeover; green spaces

were set aside for wildflower meadows, a local quarry was earmarked for a wildlife
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reserve, and a number of hanging baskets were organised through the high street.
The brand has endured through to today, and the distinctive brown VisitScotland
tourist attraction signs point the way to West Kilbride, now the country's official Craft
Town. The high street is now
more ‘alive’, and eight studios
housing a variety of craftspeople
form part of a refreshing image
and identity that remains of real
interest to both locals and visitors
alike. Many of the town’s
craftspeople, like award-winning
silversmith Marion Kane, have an
international profile and bring a
distinctive identity to West
Kilbride. Other independent
retailers have now moved in: a
clockmaker, a high-end boutique,
bookshops, sweetshops, and
cafes. In 2006, West Kilbride was
named the UK's Capital of Enterprise by the Department of Trade and Industry, and it

was celebrated as an inspiring example of community-led regeneration. A survey in
2007 suggested that the crafting businesses were turning over up to £580,000 a
year. More recently, West Kilbride was named as one Scotland's most creative
places with a £100,000 prize. The Barony Centre, a refurbished church that provides
an exhibition space and focal point for the town's new industry opened in 2012

completing the town’s transformation into Scotland’s first craft town.

“A town centre is more than just a collection of shops, it's about people
coming together. Back in 1996, the shops were boarded up and we had
increased levels of vandalism. There was a real sense that after a certain
time, you didn't come into the main street. There was a drop in confidence
among the local people, their identity as a community. There is now a real
spirit within West Kilbride; a real sense of achievement and collaboration.
There is a strong sense of identity now, and a real sense that we have
worked together”

(Maggie Broadley, West Kilbride's creative director)
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This community inspired development has been a catalyst in the general
transformation of the town centre, and has helped raise the profile of West Kilbride as
a better place to live, work and visit. West Kilbride is now known for being Scotland’s
only designated craft town, boasting a wealth of craft and design talent from across
Scotland and the UK. The town takes pride in a growing number of craft shops and
studios, as well as several leading artists including Silversmith Marion Kane

The community operated Initiative Centre within the town provides a convenient way
for craftspeople to sell their art and craftwork, in return for a share of the profits. Craft
Town Scotland is therefore a model which promotes crafts at grass-roots level by
embedding makers in the daily lives of West Kilbride's community. The project
creates a focus for craft and design, by providing affordable studio accommodation
for professional makers while exploiting niche retailing and tourism and encouraging
new businesses and people to visit the town. West Kilbride has retained its sense of
place in the face of decline and dereliction and has contributed to a more creative

Scotland in the process.

2.1.1 Summary and lessons for Haddington

Crucially, the success outlined above was based upon a commitment to a single,
unifying theme (or themes) to galvanise the town’s community around a shared
identity and set of values. In the late 1990s, West Kilbride was in a state of decay
and dereliction, and 21 out of 40 shops in the high street were boarded up. This
situation inspired the town’s business community to revisit the history and ethos of
West Kilbride. Taking inspiration from the town’s industrial roots of weaving, the West
Kilbride Community Initiative focussed its rebranding efforts around the theme of
craft. The subsequent revitalisation of the town, and the increased footfall it enjoyed
owes much to the clarity of message and of purpose. For Haddington to create a
sense of place, it may be productive to identify a theme/themes, and to unite the
efforts of local businesses and tourism stakeholders around this to grow the town’s
identity and unique sense of place. A potential choice here is agriculture, and
everything from market days to trails, walking tours and museum exhibitions could
become a part of this shared identity. Sense of place is the lens through which
people experience and make meaning of their experiences in and with place. The

easier it is for visitors to recognise, and engage with a theme/themes, the easier they
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will find it to interpret and interact with the various experiences and businesses that
are part of it. Academia points to the need for people to develop specific “practices of
place” that reflect embodied (perceptual and conceptual) relationships with local
landscapes (natural, built, and human). Hands on activities, and conceptual mapping
(i.e. building a critical mass of activity attractions and retail around an agreed
theme/themes) would make it easy for visitors to understand Haddington as, for
example Scotland’s ‘farm town’, ‘market town’ or Scotland’s ‘hidden toun’ of history
and culture. Crucial here is commitment, dedication to the change and action taken
by community leaders to inspire and unite people around a new, and simple idea to

create a brand with plenty of milage and legacy.

Take away points

e The theme itself is as important as the activity that takes place around it to
frame the town around an easy-to-consume motif

e Any such theme must have very broad appeal and must be an authentic
reflection of the town’s history and roots

o History/culture is at the heard of Haddington’s ethos and could possibly be a
quick win in terms of creating a sense of identity and of ‘difference’ in order to
attract visitors who are increasingly in search of novel ideas and ways to
explore

¢ Civic pride and a determination to do better are absolutely central to the re-
branding of communities such as Haddington

¢ Retail was the canvas for West Kilbride’s craft theme. Walking tours, market
days, festivals and events, as well as museum exhibitions could be a possible
canvas for Haddington to build a unified brand around
history/culture/agriculture, and the links to East Lothian Council’s ambitions for
food and drink in the region are clear
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2.1. The City of London Visitor Trail

Main sources (visitbritain.orq)

The purpose of this case study is not to emulate London. There is clearly nothing

topographically or culturally similar between Haddington, in rural East Lothian and

the city of London. However, the idea of taking orientation from a major, funded

tourism research and development project that was created to improve visitor dwell

time, engagement and expenditure within a major capital city has obvious benefits in

the specific context of process benchmarking. In other words, of relevance here are

according to 2014 data.
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art/theatre /music
dance/ film/educetica
conferences/lbrery
restouronts/bars

processes and performance, and forming a
picture of how to engage visitors through
enhanced interaction with the destination
environment, albeit at a smaller scale and
with fewer resources. Specifically, the
creation of clear mapping, routes and
itineraries that have broad appeal for a
range of visitors is something that
Haddington can learn from in attempting to
provide day visitors and overnight tourists
with options to fill their leisure time, and

contribute to the local economy.

The City Visitor Trail, established in April
2013 was developed to quite simply create
better engagement between the visitor and
the environment to deliver an authentic
and distinctive destination experience, with
a clear focus on the needs of visitors. The
scheme contributed about 3.2% growth,
year-on-year, to the City’s attractions
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Relative to other London Boroughs, the City is much smaller and easier to navigate
on foot, and it has a greater concentration of points of interest, including a significant
portfolio of heritage attractions. Visit Britain, in creating this scheme, recognised that
most visitors to London want to visit an attraction within the City, such as the Tower
of London, Tower Bridge or St Paul’s, all of which are considered to be ‘must-sees’.
Yet visitors are not always aware that they are in the City, and thus fail to make the
connection that ‘City attractions’ are in close proximity. Many take the tube or a bus
from St Paul’s to the Tower of London, while some leave the City altogether to visit

another part of London, before returning to the City to visit an attraction that was

actually very close to their original departure point.

The City of London Corporation set out to address these issues via the creation of a
City Visitor Trail based on clear mapping, and themed routes and itineraries that

appeal to visitors based on choice and a range of experiences. The Trail helped to:

» Enhance the visitor experience by ‘interpreting’ the City and its attractions

* Drive footfall to, and between City attractions to increase revenue and visitor dwell
time

* Promote walking as the easiest, most efficient and most enjoyable means of seeing
the City

10
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* Drive visitors to the City’s shops, by featuring retail options in the itineraries offered
* Deliver the City as a visitor package that makes it easier for partners (e.g. Visit
England and London & Partners) and its stakeholders (attractions and hotels etc.) to
promote on its behalf

The Trail comprises a paper map setting out the best walking routes between the
City’s top attractions, with suggested stops along the way for lunch and retail. It
features ‘insider tips’ about the features of buildings or the streetscape itself. Six
themed routes are identified ‘City Highlights’; law and literature; London stories,
London people; culture vultures, the market mile; and skyscrapers and sculpture.
These are all quicker to follow than any public transport option, and the map is
gridded to tell users exactly how long walks will take. The Trail is also complemented
with an audio app (for iPhone or Android) so that visitors can hear stories about what
they are seeing from the mouths of those that know the various points of interest
best, be that a Beefeater at the Tower of London, or a choirboy at one of the City’s
churches. Crucially, it also features a children’s map with stickers and activities to
engage families. Recent additions to the Trail app include a toilet finder, social media
sharing functionality to encourage reviews on TripAdvisor and Facebook and audio
content from an array of characters including a retired Fleet Street journalist. Paper
versions of the Trail can be collected from City Information Centres, whereas the app
can be downloaded in advance. Funding for the trail was provided by the consortium
of attractions that are featured on it. In terms of management and administration the
various sponsors, partners and participating attractions were invited to sit on the
steering group to agree and deliver actions. Agreement of a clear set of guiding
objectives in the early stages of the project was key, and meant that clashes further
down the line were avoided, since a wide variety of views needed to be considered.

Following the pilot phase, various metrics signalling the success of the Trail included:

e The distribution of 130,000 maps

e 1,075 app downloads

e Attractions that measured the origins and motives of their visitors reported that
3.2% had heard about the attraction via the Trail

e 201,600 visits in total were recorded as a direct consequence of the Tralil

11
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The City Trail project was a first for the City, with multiple stakeholders working
together to achieve greater footfall and revenues for the tourism sector, while
promoting sustainable methods of transport. The key measurement of success was
that revenues at participating attractions increased to a level that warranted the
investment or, where no admission was charged, footfall increased as a direct result
of the Trail.

Some of the early lessons learned from the pilot phase included recognition of the
need for dedicated public relations, and a website to drive promotion through Search
Engine Optimisation. There was also a need to refine the routes and align them to
visitor feedback, noting any access
issues. Interest in the Trail amongst

retail and other businesses who were C I TY OF LO N DO N
initially not on board grew as a result VIS I TO R TRAI L

of its success, so in this sense the
Trail can be seen as a cumulative
process of galvanising support

around a successful idea. The idea

was to begin with something modest;

to ‘put something on the table’ and then refine it according to stakeholder feedback.
The main obstacles to overcome was identifying a vehicle that could engage visitors;
enhance their visit; fairly represent the destination and the stakeholders within it and
produce something that would be self-financing through sponsors whose revenues or
footfall justified the investment.

2.1.1 Summary and Lessons for Haddington

The concept, processes and lessons from the above vignette offer some useful
lessons for Haddington, given that one of the aims of the HTDG is to develop a
quality tourism offer based around partnerships and community buy in. In terms of
the concept, the parallels between the ‘problems’ identified by Visit Britain that led to
the City trail, and those that Haddington is encountering at present are clear. The
HTDG wishes to both attract visitors to the town with a clear identity, and to engage

them with an interesting and varied itinerary that is easy to consume. It is simply not

12
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enough to count/audit the various attractions and points of interest that Haddington
has to offer if the aim is to generate interest. Rather, there is a necessity to bring
them to life, and to think creatively about packaging experiences to produce an
appealing offer which will connect visitors with the town and its tourism highlights.
The processes involves in the city trail of are of key interest in terms of making a
project like this work successfully. Engaging the business community, particularly
those that understand the value of visitors, and want to be a part of the tourism offer
is vital. Crucially, the City trail steering group recognised the need to view their
project as a process, rather than an event, and to work with the attractions that
initially expressed enthusiasm to create a baseline offer that communicated the value
of membership to subsequent partners. Any such project needs to occur gradually,
and a handful of key attractions and businesses must work together to agree an aim
and set of objectives. Following some initial success, the idea of a trail, or trails will
gradually grow in terms of appeal. The options for Haddington are a single trail,
around which all businesses could unify, or for a handful of themed trails. The
candidates are obvious: agriculture and markets, history and heritage, or food and
drink. The organisation that takes place behind any such trail is where efforts must
be concentrated. Essential here is involving local experts in the creation of thematic
trails, and also in any subsequent audio tours, which will be reach their full authentic
potential if they are narrated by those that are most intimately acquainted with the
various points of interest. Inclusiveness, and democratic decision making will also
ensure the best outcomes in terms of both conceptual, and financial buy in. A
thematic visitor trail or trails that represents all of the businesses that are involved
within it means Haddington can be delivered as a visitor package that everyone can

promote.

Finally the lessons from early trials of the City trail are worth considering. A pilot
phase would be an important precursor to any official launch, and visitor feedback
should be harnessed to inform the future direction of any themed trail/s. This project
should not begin with a discussion of harnessing technology. Whilst a website, and
later, an app may be useful adjuncts, the starting point should be about engaging the

business community, and galvanising support and ideas for themed trails, rather than
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focussing on digitalising a vague concept that first needs to be given time to evolve

and take shape.

Take away points

e Crucial to the sustainability and success of such as ambitious multi-
stakeholder project is the operation of a pilot phase that builds
momentum gradually. Take-up must be tested, and feedback should be
solicited in order to refine and develop a Haddington Visitor Trail

e In a small town context, such a trail could operate more successfully if
combined with a visitor loyalty scheme that would see visitors earn
some sort of reward (via a stamped card for example) for completing the
trail

e An app may not initially be viable. Should there be support for one, it
must be functional and simple to use, and it must provide value for the
user that cannot be obtained via other means (an interactive
experience, for example, or audio tours and toilet locators).

e One of the key lessons learned by Visit Britain is that whilst the views of
all stakeholders should be considered, the steering group should not try
to please everyone, since this approach meets the needs of no one. An
agreed set of objectives from the outset is key and must be referred
back to when difficult decisions must be made.

e This scheme could breathe new life into previous projects that have
mothballed, such as the market day walking tours which HTDG
members are aware of
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2.1. Camper Van/Caravan/Camping Tourism: Value and case
examples

Main sources (campra.com, Athlone Institute of Technology and Frontline’s report on
the economic impact of holiday parks /campsites in Scotland)

2.1.1 The market: volume, preferences and growth

This section offers an analysis of the holiday parks / campsites market to understand
more about the extent to which this, more ambitious and long term option could
realistically deliver results for Haddington. For the purposes of this report, ‘holiday
parks / campsites’ is used as a collective term to describe a diverse offer that

includes

- Touring caravan/motorhome/campervans (owned and hired)

- Caravan holiday homes / lodges (park-owned, privately owned, and rented)
- Camping provision

- Glamping

- Self-catering units/apartments including permanent lodges and cabins

Such a diverse offer is currently being considered as a development option for
Haddington, and the aim of this section is therefore to provide a realistic overview of
its potential.

Holiday park/campsite tourism is a growing phenomenon throughout the developed
world. It is a niche market comprising of a small, but potentially valuable group of
tourists with specific needs. Indeed, this market segment typically enjoys participating
in outdoor pursuits and sightseeing, and particularly enjoys using social media to
share points of interest and recommend destinations with suitable parking. Holiday
park/campsite visitors are therefore a well-connected, tech-savvy market segment
that has the power to make or break destinations through word of mouth
recommendations. Campervan visitors — a key sub-segment of this market - travel in
vans that are either converted or factory built, and they provide sleeping
accommodation, a basic kitchen and bathroom facilities. Such facilities allow

campervan visitors to travel to remote areas without any requirement for the type of
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facilities typically provided by a traditional campsite or accommodation provider. In
2020 in the UK, approximately 81% of motorhome owners were over 55 years of age,
and some 55% were retired. The retiree market, on average, spends 50% more on
holidays than most working people and the ‘grey pound’, according to Campra is

seen as a significant source of income for UK businesses.

Recent data from Scotland provides a relevant case in point in terms of recognising
the potential value of campsites. The Scottish holiday park and campsite sector has
made a substantial contribution to the nation’s tourism economy over recent years,
generating £772.3m in visitor expenditure, equivalent to £478.2m GVA, and
supporting 14,301 FTE jobs. The sector accounted for 8.4% of total tourism GVA in
2018. Visitors to Scottish holiday parks and campsites stayed up to 41% longer and
spent up to 39% more than the national tourism average, suggesting there is
massive potential from this particular avenue of development for towns like

Haddington with the capacity to host related facilities.

In addition to supporting local economies by providing a source for visitor off-site
expenditure, holiday park/campsite operators also support their local communities

through:

* expenditure. Some 50% of parks in Frontline’s sample cumulatively spent
£32.6m per year in capital expenditure, operating expenditure, wages and
salaries

* local community engagement — including hosting community events and
fund raising, particularly around sports and community groups

* environmental activities — including support for recycling, encouraging
biodiversity, and participation in the David Bellamy Conservation Award
Scheme

* health and wellbeing — including providing walking and cycling routes,
promotion of wider community health and fitness sessions and healthy food

options

In terms of the economic impact of holiday / campsite tourism, visitors in

rented/touring accommodation in Scotland spent, on average, £496 per visit (or £107
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per day) across an average short break duration of 4.6 days at a holiday park. This
expenditure can be further broken down into £260 spent (per group) on-site, and
£236 spent off-site, evidencing the economic impact potential of this kind of visitor to
the wider local economy. Visitors staying in owned accommodation spent, on
average, £415 per visit (E87 per day) and stayed, on average 4.8 days. Visitors who
owned their holiday home spent, on average, £415 (per group) per visit, including
£227 on-site and £188 off-site. This is higher than the national tourism average of
£77 per day, and 3.4 days per holiday, and it therefore adds impetus to the case for a
holiday park / campsite facility in Haddington. Indeed, it is estimated that in 2018,
visitors to Scottish holiday parks/campsites spent a total of £772.3m comprising of:

* £280.5m on-site spend

* £244.9m off-site spend

*  £246.9m of multiplier impacts

Visit Scotland’s Tourism Development Framework 2020 recognises that ongoing
investment in Scotland’s tourist accommodation by the private sector is imperative to
ensure that the expectations of visitors are met or exceeded. East Lothian is
identified in the framework as a priority region for investment in rural resort
developments, and holiday parks / campsite specifically are viewed as highly
important. Again, the case for the development of a diverse holiday park / campsite
facility in Haddington is clear at a time when VisitScotland continues to recognise the
potential of such developments. The employment potential is also clear, and
Frontline reports that, on average, across all holiday parks/campsites, there were 7.4
full-time and 0.9 part-time staff all year round and 9.2 full-time and 10.2 part-time

seasonal staff.

Government funding for local campervan initiatives has been available for some time
through schemes such as the Rural Tourism Infrastructure Fund
(https:/lwww.visitscotland.org/supporting-your-business/funding/rural-tourism-

infrastructure-fund) and this is one source of funding that the HTDG could consider if
this option is ultimately pursued. Crucially, to enable visitors to spend money in the
local economy, parking areas need to be located within walking distance of shops
and restaurants. The distance between the space to the rear of Amisfield gardens

and the town centre is significant, but can be overcome if thought is given to the
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provision of access options (such as in situ cycle hire or sponsored private transport
provision). Other arguments against investing in this particular direction include the
relatively low value of these visitors (as argued by some) who are, after all, self-
sufficient, and the observation within some academic studies that the introduction of
campervan facilities tends to divide communities with some in favour, and others
against the idea. However, a diverse camp/campervan site would create employment
and economic impact for Haddington. In addition, revenue from campervan tourists
could come from charging a pitch, and introducing ancillary facilities, services and
businesses (in situ, such as retail, food and drink and laundry services) which could
generate income. The summary below illustrates some of the critical success factors

behind the creation and development of campervan tourism in destinations.

Take away points

e This market is particularly attracted to trails and routes. Therefore, it
would make sense to carry out some research and scoping to identify
existing (official and non-official) trails that Haddington could attempt to
become a part of. East Lothian is already profiled on relevant websites
such as alltrails.com, scotlandcampervans.com and
puffincampers.co.uk and so developing facilities in this direction would
be pushing at an open door

e There is clear potential for Haddington to develop campervan facilities in
existing greenspace such as in the area next to Amisfield gardens, and
to tap into what is undoubtedly a growth market with some real short-
medium term potential given the uncertainty around overseas travel.

e There are some arguments against pure campervan tourism. This is not
a lucrative market segment, and the addition of such facilities can be
controversial, yet the potential to create employment, and to generate
economic impact through diverse provision is very clear.

e Any plans to develop this form of tourism locally would necessitate
some infrastructural development, not just in terms of creating a
campervan site and facilities. The potential to create additional
employment in East Lothian is makes this type of development an
obvious priority
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2.2. Hull, East Yorkshire. Themed Events as a Pull Factor

(Sources: Event Manager Blog; Author’s experience from working for Visit Hull and
East Yorkshire)

Hull, up until recently, had consistently been voted the worst place to live in Britain.
The announcement that it would be the UK City of Culture in 2017 was therefore
met with surprise. This announcement kick started four years of planning to execute
a 12-month programme of events, with the aim to put Hull back on the map for the
right reasons. This award motivated the city to draw upon the power of events to
create long-lasting, more meaningful impacts and to create a legacy and sense of

place.

Early in the event planning process, Hull identified some ambitious aims to use

events as a catalyst to:

¢ transform attitudes and perceptions of Hull
¢ raise aspirations and skills through increased participation in arts and culture

e grow the size and strength of the cultural and visitor economy

To do this, they recognised the need to offer a varied programme of events to
appeal to all residents of local area, and to attract visitors. A 12 month event
programme was therefore created. Over the course of 2017, Hull’'s UK City of
Culture year attracted a total audience of 5.3 million attending over 2,800 events,
cultural activities, installations, and exhibitions. Two of the standout events which

created real impact include:

e A multimedia sound and light installation inspired by Hull’s cultural heritage.
This launch event comprising fireworks and large scale protection mappings
onto flagship buildings created greater recognition and appreciation of local

history.
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e The Land of Green Ginger: Seven different “acts” (family-friendly events)
celebrated the Land of Green Ginger - a narrow street in Hull with the
smallest window in the world. It also included a street procession and puppet
parade. The idea here was to use a sense of escapism to encourage visitors

and audiences to engage

with the city in imaginative
and multisensory ways.

Playfulness and the family

friendly nature of this

event meant it was
successful.

e Experiment with attention

grabbing moments. 3,200
of Hull’s residents got naked and painted each other with blue body paint
before posing as living art works for photographs on the streets! This event
was attached to a wider public artwork created by international artist Spencer
Tunick to celebrate the maritime heritage of the city.

Clearly, the events above were made possible through the funding that was
received through the UK City of Culture award. However, some of the thinking
behind the events could be replicated at a smaller scale to create a schedule of
events for Haddington which harnesses some of its existing strengths, such as the
Corn Exchange and its large capacity potential, and the expansive outdoor spaces
in areas of natural beauty, such as the riverside which could play host to a number
of outdoor events that imaginatively themed in order to connect visitors with the
town. Some of the lessons which destinations like Haddington can take from Hull
include the incorporation of participation and interactivity into a varied events
programme. The events in Hull followed an overall theme (freedom), but they also
worked as standalone projects and included participatory workshops and interactive
sessions as well as street parades. Using themes and imaginative programming to
build on the theme for the schedule of events. Whether Haddington plans a one-day
event, or a 12-month programme of events, the themes and topics must inspire the

audience and must follow a central theme or themes such as history/culture,
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markets and trading, arts and crafts, music (Haddstock is the flagship example) or
food and drink.

From a national and international perspective, Hull was not a particularly well-
known destination, and indeed was often recognised an icon for ridicule and
criticism. Typical visitors to the city would tend to overlook it completely, and
instead choose to go to York, Leeds or Manchester. The parallels with Haddington,
locating so close to Scotland’s capital are clear. As a consequence of some

imaginative events planning, things began to radically improve from 2017.

The total number of annual visitors was 1.3m greater than in 2013, and the value of
tourism from 2017 is still on track to contribute some £300m to the economy as a
significant boost for the city. The events and activities from Hull 2017 are estimated

to have contributed £11 million to the local economy.

Crucial for Haddington is giving consideration to how events might play a role in the
development of tourism around a clear theme such as agriculture or cultural
heritage. The town has the space, both in, and outdoors to stage a schedule of
events across a thematic calendar year. Everything from agricultural shows, to dog
shows and themed street parades could be included and the idea would be to
generate interest for families, whilst encouraging greater expenditure in the town for
day trippers. This latter market segment need to be drawn in with a schedule that
will engage them for a full day. Haddington has already enjoyed some success in
this regard from events such as Haddstock, and should now revisit the role and
potential of events to add to the creation of a theme/themes to build a sense of

place around agriculture or heritage.
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Take away points

e For Hull, and for Haddington, a single event, or a programme of events
must follow a predetermined set of aims in order that their success can
be measured. The ‘soft’ impacts of Hull’s events (increased civic pride
and community cohesion) were as important as the metrics that they
delivered in terms of delivering a legacy, and an appetite to build on
their success

e Interactivity and participation work well when planning events, and so
does their attachment to a relatable theme/themes. If attracting families
to Haddington is a priority, events will play a role in creating a reason to
visit, for a day at least.

e The theme (or themes) must be agreed before the events are planned.
There is clearly some appetite to foreground culture/history/markets as
a headline theme. With this in mind, themed event options (such as
siege events) come into sharper focus, earlier on

e Attention grabbing events can be particularly effective for generating
interest
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2.3. Summary and take away points for Haddington

2. Benchmarking and Best Practice

Summary observation

Relevance to Haddington

Why is this a good idea?

What could it deliver?

Steps to get it done

Scotland’s Craft Town:
West Kilbride

West Kilbride is a small, rural
Scottish town which, prior to
rebranding, faced similar
challenges to Haddington in
terms of its declining high
street image, its unrealised
potential in terms of civic
pride, and its low visitor
footfall. It shares some of the
same strengths too. It has a
rich and interesting history,
and its residents care about
its future and its tourism
potential.

Creates community
cohesion. Requires very little
in the way of new investment,
and is about rethinking

existing resources.

A sustainable approach to
tourism that positions existing
resources around a popular
and obvious theme/themes.

Additional dwell time

Additional expenditure

A working group must be
convened and tasked with
creating a set of broad aims
around an agreed
theme/themes

Local businesses must be
consulted and supported to
embrace a thematic idea

City of London Visitor Trail

The creation of clear
mapping, routes and
itineraries that have broad
appeal for a range of visitors
is something that Haddington

For now, and until the
accommodation offer grows,
Haddington is
quintessentially a day break
destination as reflected in its

A stronger destination profile
for Haddington, and a
number of visitor orientation
initiatives to increase

discovery, and thus dwell

A working group must be set
up to explore options such
as:

- Maps and
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can learn from in attempting
to provide day visitors and
overnight tourists with
options to fill their leisure
time, and contribute to the
local economy.

current infrastructure. A
pressing short term aim is to
therefore attract a greater
volume of visitors, and to
elicit the maximum value
from them. Crucial in this
sense is extending dwell
time, and focussing on visitor
orientation and interpretation.
The more attractive the town
is to visitors, and the easier it
is to ‘consume’, the more
likely it is that the measurable
positive impacts of visitation
will grow. Visitors need to
want to discover Haddington.
A programme of
interpretation and visitor
orientation improvements
could deliver results in this

sense.

time and expenditure.

interpretation

- Digital visitor
orientation options

- Walking routes
(existing routes, and
potential new ideas)

- Avisitor loyalty
product (a paper
based version carries
little cost)

- A pilot programme of
visitor orientation

initiatives

Campervan / camping

tourism

At the time of writing, the
possibility of introducing
camping facilities to

Haddington is being

There is scope here to
stretch the product potential
of Haddington as a short

break destination and a

Increased annual visitation,
and a positive economic
impact on the town more

broadly. Campervan tourism

Discussions are already
underway, and there is real

potential for this type of
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discussed as a realistic
proposal with an outside
investor. Haddington has the
space to accommodate a
diverse
camping/caravan/campervan
park, and the subsequent
increase in visitor footfall
throughout the year would be
the obvious benefit.

gateway to East Lothian.

in particular is a growth
market, and it would be
worthwhile exploring the
possibility of linking in with
existing popular routes and
trails that are used by

campervan owners.

tourism for Haddington.

Themed events

Events, as part of a wider
strategy and vision could be
a catalyst within Haddington
to transform attitudes and
perceptions, raise aspirations
and skills through increased
participation in arts and culture
and grow the size and strength
of the cultural and visitor

economy

A programme of events, such
as the schedule that was
delivered in Hull could do
much to increase civic pride,
and to make Haddington an
obvious choice of destination
for visitors to the Edinburgh
Fringe seeking to look a little
further beyond the city
perimeter for a more
authentic,
‘unpublished’/obscure

cultural experience (e.g.

. Fringe by the Sea or Fringe

Higher visitor numbers,
particularly during the
festival, but the impacts could
be much greater, and would
match the ambitions and
work rate that goes into
planning events. A year
round celebration of
Haddington’s heritage
represents the most
ambitious of the possibilities

that could be explored.

A working group of
enthusiasts, preferably with
experience in events should
be convened to explore
possibilities. The author of
this report would be able to
facilitate an introduction to
key individuals that were
involved in the programme of
events in Hull in order to
learn more about how to
replicate some of the
processes and ideas in

Haddington.
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by the River).
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3 Options for Tourism Development

This section has been produced based on consultation with a range of key private
and public sector stakeholders who provided views on tourism development
opportunities for Haddington. In total, five interviews, and one workshop were
conducted. Whilst all comments and remarks are non-attributable, the consultees
that took part were as follows:

Participant/s Data collection format

The Haddington Tourism Development Focus group and telephone interviews

Group with individuals

Former Marketing Director at Marketing Face to face interview
Edinburgh

Senior Tourism Insight Manager, Visit Remote interview
Scotland
Tourism Officer, East Lothian Council Telephone interview

Data from these consultations are distilled into two sections below, comprising of a
Strengths, Weaknesses, Opportunities and Threats (SWOT) visual, and a plan for
action, which identifies key proposals that might be taken forward. Where
appropriate, partner agencies are signposted, and lead stakeholders are identified.
The plan for action takes into account the key infrastructural requirements that must
be considered in order to give the options identified the best chance of success. This
section also sets out how the town might, over the medium term work better, and

more effectively with the city of Edinburgh to promote Haddington.
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3.1. SWOT Analysis

Strengths

e History and heritage (St
Mary’s and environs have
significant potential as sites
of historic interest)
e Diversity of offer (events,
venues, attractions etc)
e  Strong sense of identity as a
market town and Royal
Borough
e Has an impressive reserve of
latent, ‘oven-ready’ initiatives
including event and walking
tours
e The Haddington Tourism
Group itself which is
committed/determined
e  Proximity to Edinburgh

Weaknesses

e  Often fails to fit in with

descriptions of the wider
tourism profile/potential of
the region (e.g. not coastal,
few quality F&B offers)
World class built heritage
that is of real historical
significance, but undersold
currently
Uncoordinated planning and
leadership of
latent/mothballed initiatives
Limited accommodation offer
e Inconsistent
marketing/promotional
approach

28

Opportunities

Capitalising on History and
Heritage (St Mary’s, Old
Nungate Bridge and Rough
Wooing etc)

Major marketing potential of
the ‘Hidden Toun’ concept
The Corn Exchange as a
major events venue
Pandemic recovery will
continue to drive staycations
Working with Edinburgh to
become a significant festival
satellite town and day trip
destination
Capacity for major new
developments such as a
diverse camping / caravan
campervan site

3. Options for Tourism Development

8000

Threats

e  Other regional towns
developing greater profile
e Too much focus on
initiatives, and not enough
on the vision
e Lack of leadership to deliver
new ideas
e Failure to prioritise new
infrastructure to support
tourism ambitions
e Insufficient access to
funds/finance to drive
ambitions
¢ Continuation of regional and
national Covid 19 restrictions
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3.2. A Plan for Action: Options for Tourism in Haddington

3.2.1 Vision and Values

The initial stages of the focus group were used to have a discussion about what the
vision for tourism in Haddington could be, and there was agreement that such a
vision would be a useful reference point in coming up with developmental options.
There was also broad recognition of the need to avoid ‘pleasing everyone’, and some
consensus amongst members that, rather than focussing on single themes,
Haddington should foreground the diversity of its offer (and a limited number of
priority themes), and unlock its full potential by playing to its strengths. A range of
initiatives and ideas should be prioritised to offer broad appeal to a range of visitors,
and these should be driven by a desire to help visitors discover Haddington and its
hidden ‘secrets’. This narrative plays naturally into the hands of the Hidden Toun

concept.

The following vision is therefore proposed, based upon the values summarised

above:

e Our vision is that visitors will be able to unlock the best version of
Haddington as we encourage them to discover what we have to offer,
including our iconic built heritage which has national and international

historic significance
e Our visitors will be provided with better online and offline information to
help them navigate the town more effectively, and make more informed

choices.

e Our visitors will be encouraged to do more and see more of Haddington,

which will drive first time, and repeat visitation
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e Our tourism stakeholders will work together to manage the expected

growth in visitor numbers in a sustainable way

e We will achieve our vision by balancing the needs of locals and visitors,
with more locals recognising the importance of the visitor economy and

benefiting from its social and economic impact

This, or any other competing vision and set of values that the HTDG decides upon
should serve as a reference point for the development of tourism options over the
short to medium term. It should be consulted as a first step in discussing all
developmental options, and it should be refined and revisited periodically to confirm
that it meets the needs of the group members, and the people and activities that it

supports.

3.2.2 Heritage and History: Unlocking the Tourism Potential

Haddington, once the highest profile Borough in Scotland, has a rich and varied
history that has significant potential as a tourism pull factor. Its tourism stakeholders
recognise that there is a strong case to prioritise history in any tourism business
development planning for the short-medium term. Haddington’s built heritage
resources in particular could, with careful positioning, investment and partnership
working, attract a range of visitors and increase civic pride amongst the town’s
population. This is particularly the case if investments were to be made in visitor
orientation and services, such as a heritage visitor information and activity centre.
Haddington is the ‘forgotten Borough’ when it comes to historical significance. The
siege of Haddington was Scotland’s longest siege, occurring within the broader
context of the War of the Rough Wooing; one of the last Anglo-Scottish wars to be
fought. The significant structure in this regard, with clear and visible links to the
Rough Wooing is St Mary’s Church, which is flecked with bullet holes that are a
remarkable, visible testament to 15 months of 16" century siege warfare. This, along
with Haddington’s wider historical significance is one of Scotland’s best kept secrets,
and yet it has so much potential to interest contemporary visitors that are so
obsessed with history, discovery and authenticity. The town is also connected to the
1547 Battle of Pinkie, which was arguably Scotland’s bloodiest battle and it was the
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headquarters of the English occupation for a large part of the sixteenth century. From
a scientific/historical interest perspective, Haddington was once the site of a state-of-
the-art fortification, but the physical evidence of this has now all but disappeared from
the landscape. Haddington was also, at one time, the ‘breadbasket’ of Edinburgh,
and a major site of agricultural production and distribution. The historical significance
of the town is therefore clear. However, aside from the efforts of a handful of niche
interest groups and history enthusiasts (such as the Haddington History Society), the
town has done little to draw attention to its tangible and intangible heritage, and little
to harness its potential as a destination of significant historic interest. Efforts are now
required to raise the profile of Haddington as an historically iconic Scottish town that
could provide visitors with a rich itinerary of built heritage and historic tours. Indeed,
there is a shared feeling amongst all of the stakeholders interviewed for this project

that Haddington can achieve much more as a centre of major historic significance.

A number of developments could be explored in this regard. These range from
innovative, technologically-led ideas for visitor orientation and tours, such as the
potential to use augmented reality to view Haddington as it existed from medieval
times up to the sixteenth century as a ‘flat pack fortress’, through to the creation of a
fully resourced visitor centre/Trust, offering interpretation, services and family
activities. They also include giving some tangible profile to the reformation era, telling
the story of the siege, and of John Knox through tours, visitor interpretation and
interactive media. These idea speak to the potential for activity that could take place
within the town itself, yet the focus group and interview participants that fed into this
project also recognise the value in working more ambitiously with other regions in
Scotland that have links to the same historic era which is reflected in Haddington’s
built historic heritage. Crucial here is the idea of a themed trail, which could, for
example be based around Mary Queen of Scots, the Rough Wooing and the Siege of
Leith. There is, perhaps some potential for a ‘Rough Wooing Trail’, which could
incorporate visits to the Scottish Borders and Stirling as part of an experiential
package of historic discovery that connects key built heritage sites within a number of
towns that might also welcome some additional profile as destinations of historic
significance. Such initiatives merit further exploration with relevant partners such as
Visit Scotland, and Historic Scotland, and various councils. Should a visitor

interpretation centre be developed, it would be important to plan its development
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based on some key lessons in sustainability that come from existing battlefield
heritage centres around Scotland (such as those at Bannockburn and Culloden).
These have struggled to provide a sufficiently varied and appealing offer to visitors,
and have failed to present a wider narrative/story of the regions in which they are
situated. Such heritage centres tend to succeed if they appeal to families by offering,
for example interactive experiences (such as those at the Museum of Flight) and a
regularly refreshed calendar of events as well as temporary exhibitions to drive
engagement and repeat visitation. Rather than naval gazing on battlefield history,
such a visitor centre should also celebrate and showcase the reformation, and the

agricultural history of Haddington.

In summary, the focus group and interview participants would like to explore a range
of options for Haddington when it comes to history and heritage. Some of these may
involve discussions with ELC to make the case for considering the potential value of
heritage as an additional alternative to some other areas that have been identified as
developmental priorities (such as food and drink). The options for history and

heritage that merit further exploration and development are summarised below.
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Options

e Decide upon the offer. The town’s history is rich and varied, spanning
Scotland’s bloodiest battles through to agricultural production and food.
Crucial here is the need to have a vision for tourism. A cluttered offer
is unappealing and hard to relate to, yet an understated one that naval
gazes on a theme/themes that is not iconic/popular is easy to ignore.
Battlefield tourism is perhaps the obvious choice, and has tended to
deliver results in other regions within Scotland, and internationally.
Evidence from the academic tourism literature suggests that it pays
dividends for towns if they can demonstrate their relevance to film and
television depictions of history, such as Outlander and the Outlaw King.

e Explore some ‘quick wins’ to raise the profile of the town’s built historic
heritage. Better, and more prominent signage is essential, but tours of
the town’s sites of historic interest could also be organised immediately,
if they can be resourced and supported. Volunteer guides will have to
be persuaded and motivated if these tours are identified as priorities.
They could begin now, and be embellished later with technologies such
as augmented reality, and visitor orientation apps offering, for example,
recorded self-guidance tours. ELC must be lobbied to improve the
town’s signage to provide basic orientation to what are actually some
very iconic sites of historic interest that are of national and European
significance.

e Explore the potential of a trail themed around the Battle of the Rough
Wooing and / or Mary Queen of Scots. This should be the subject of a
discussion with Visit Scotland, Historic Scotland and the local authorities
in the Scottish Borders, Stirling and Edinburgh. There are potentially
other towns/regions that may be interested. The way forward in this
sense should be informed by the town’s History Society.

e Explore the potential for a Heritage Visitor and Activity Centre which is
presently being considered by a Rough Wooing group. This, most
ambitious of options would be the most challenging option to achieve,
but it would represent a firm commitment to the town’s heritage, and
would have the potential to fully unlock history as a focal point for
tourism development in Haddington. A feasibility study could be the next
step to exploring the potential of Haddington as an itinerary point on one
of the more popular and recognised history trails.

e Explore the potential for a history ‘day ticket’ with tourism agencies in
Edinburgh, and discuss this with East Coast Buses. A discussion with
tourism stakeholders in other towns in East Lothian may lead to a more
diverse, varied and appealing offer, but may also dilute the centrality of
Haddington. This requires further thought.
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3.2.3 Driving Short Term Visitation and Facilitating ‘Discovery’

Ideas for driving visitation to Haddington over the short term were discussed during
the workshop, and also during interviews with individuals from the HTDG. The key
priority for many is to carry out some basic ‘housekeeping’ that would improve visitor
orientation. Crucial here is the issue of signage and visitor orientation. Currently, the
town’s assets remain rather less ‘visible’ to visitors that they might otherwise be if
existing signage was to be upgraded/replaced, and new signage was to be
introduced, particularly to signpost visitors to major cultural assets such as St Mary’s
Church/gardens and the riverside. There is a pressing need to engage with, and
indeed lobby ELC to effect improvements to signage and orientation on the
ground. The very fact that the HTDG is taking the initiative with tourism, and
attempting to drive some positive change should, in itself, offer a valid and
compelling reason to take the need for quality visitor orientation very seriously. If the
‘basics’ are missing, then the success of the options proposed in this report will

almost certainly be constrained, and perhaps not even viable/cost effective.

The developmental options discussed here - focussed on driving visitation over the
short term - take orientation from VisitBritain’s Visitor Trail, and from ‘quick win’ ideas
that were floated during the May 27t focus group. Crucially, there is broad
recognition that Haddington has at its disposal a number of ‘oven ready’ initiatives
that have either already been rolled out in the past (and could be reprised) or are
ready to be put to the test based on initial trials. The key to unlocking the potential of
these initiatives is to shortlist them by priority and difficulty level, and to then establish

which groups or individuals will lead them.

There is great consensus around the idea of walking trails within Haddington, and
such trails could be linked to an overarching theme of ‘discovery’. Haddington is the
‘hidden toun’, and walking is the most sustainable and engaging way of experiencing
the town’s key tourism assets. Based on my interpretation of what various members
of the HTDG have told be, organised walks have been trialled before, and a blueprint
exists for a walk that are linked to, and takes place on farmers market days. There
appears to be no reason, aside from the lack of leadership and resources, to extend

these walks beyond market days, and to make them a much more permanent feature
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of the town’s intangible tourism product. Any development that takes place along the

lines of walking tours must be subject to revisions, and enhancements. As the points

below make clear, this means fully embracing and celebrating Haddington’s

history, and built heritage, and developing support and awareness amongst

local businesses and people. It also means developing new, and engaging

interpretive materials, and motivating and supporting the town’s enthusiasts

(particularly the History Society) to get involved.

Any commitment to a more permanent, and enhanced walking tour product will

necessitate:

The identification of a hub/information point to obtain details about, and
materials to orientate visitors along walking tours. Such a hub could
conceivably be located within the John Gray centre. However, depending on
the resources that are produced (see below), multiple businesses could get
involved to support and promote walking tours. Based on this latter approach,
some basic product knowledge would have to be communicated to business
owners / staff in order that they could confidently and enthusiastically promote
walking tours. If local hosts (e.g. Air B&Bs, cafes and restaurants, retail and
leisure) are enthusiastic about these tours, they are more likely to enjoy
greater success.

Design and planning: Some though must be given to what a walk, or walks
could involve in terms of waypoints. There is the option here to create a single
walk that is based on a variety of waypoints (heritage, retail, culture, food and
drink), or to create a small number of thematic walks (history, agriculture,
retail) that unlock different ‘versions’ of Haddington to appeal to various
interest groups (history enthusiasts, families, and those with mobility
constraints). Trial and error will lead the way in this regard. For the time being,
the first idea — a walk that is based on variety and wider coverage - would be
the easiest to initiate and to resource.

Leaders and a development team: Walking tours require planning, and the
development of themes, way points and materials. It is for the group that take

this forward to decide upon what a tour, or tours could incorporate, but the
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town’s key iconic features, such as St Mary’s Church and Gardens, as well as
the Nungate Bridge must take centre stage.

Cross promotion and a visitor loyalty mechanism: As well as facilitating
discovery, walking tours must also serve the purpose of generating some kind
of economic impact. As such, the materials that are produced around a
walking tour must not only signpost visitors towards retail, leisure and food
and drink within Haddington, but should ideally do so in such a way that yield
a reward. Visitors respond positively to the idea of a reward based on loyalty,
and the offer of something ‘free’ does much to shape their behaviour. A very
simple system based on receiving a stamp at key attractions and businesses
along the course of a walking tour could culminate in, for example a free
coffee at a participating F&B outlet, or discount in one of the town’s
restaurants or cafes (or at the leisure centre). Such a loyalty scheme would
facilitate discovery and would motivate visitors to complete the itinerary.
Materials: These should ideally be both analogue, and digital. A simple print
run of maps, with concise information (and a space on the back to collect
loyalty stamps) could serve as the starting point to get the process underway,
and this could be embellished later with digital copy, and a smart phone app
that facilitates discovery. The latter approach will necessitate outside
expertise, and some cost. Guided tours are central to the profit-making
potential of walking tours. These should be promoted widely, and should be
easy to book, using, for example an app such as Eventbrite. The potential to
cross promote these tours, and to link them into the ideas discussed above, in
terms of Rough Wooing tours should be explored with the regional
VisitScotland Director (currently Paula Ward). The ‘Hidden Toun’ trope is an
incredibly catchy line that lends itself well to a walking tour. ‘Hidden Toun
Walks’ are likely to generate interest amongst visitors.

The incorporation of the town’s iconic, and under-promoted heritage:
The previous section presents the case for raising the profile of the town’s built
historic heritage. Sites such as St Mary’s must take centre stage in any
revised walking tour plans. Crucial here is providing world class visitor
interpretation, involving the use of smart phone apps, and the option for paid-

guided, and free of charge un-guided touring options.
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Aside from walks, there is also support for the idea of a more permanent Tourist
Information touch point in Haddington. The concept of Tourist Information Centres
(TIC) are changing. These are expensive businesses to maintain, and their role, in
the light of the irreversible growth of web and mobile phone usage to obtain tourist
information has changed dramatically over recent years. Many local authorities and
tourism destination management stakeholder are now opting to resource touch point
spaces as an alternative to resourcing a fully functioning TIC. This concept would
work well for Haddington, and what is needed is a space (in, for example the John
Gray centre) where visitors can access free Wi-Fi, buy refreshments, and pick up

flyers and other printed information, including a walking tour map/loyalty card.

There is also some support for the idea of generating more day trips from the city of
Edinburgh. This is discussed in more detail below (see 3.2.5), but could involve
partnering with East Coast Buses (in much the same way as Linlithgow has done, but
with rail operators) to trial, for example the ‘Hidden Toun Day Ticket’, which would
combine a return journey to Haddington with the walking tour / loyalty concept

identified above.

Other ideas which were explored during the workshop, and which could form the

basis of future development ideas include:

- The potential for events in Haddington. The Corn Exchange was identified as
an under utilised events space, which could be harnessed much more
effectively for one-off and recurring, themed events which could be
concentrated around the time of the Edinburgh Festival to encourage visitor
dispersal. Ideas could take orientation from similar Boroughs such as
Linlithgow which does much in terms of ‘living history’ with annual jousting
events and ‘the Marches’. Such events create a sense of civic pride which, in
itself is demonstrably attractive to tourists and visitors that are drawn to
authentic people and places.

- There is broad recognition of the success of ‘Haddstock’ and there is certainly

an appetite to reprise this event. What is required here is leadership and
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commitment. This event is worth reprising, and should be a priority for the

group

Finally, the HTDG has, within its membership a handful of marketing professionals
who are enthusiastic about the idea of promoting Haddington as the ‘hidden toun’.
Central to the development of marketing materials, and walking orientation content is
a unified marketing message that harnesses this eye catching trope. Haddington,
with its varied assets including strong cultural and historic heritage, scenery and
open spaces next to water! offers visitors a chance to discover something new,
authentic, and, in the case of its historic heritage, something extraordinary. Key to
unlocking the potential is offering visitors a number of avenues of guided and self-
discovery by growing the offer, creating new analogue and digital assets, and
fostering a reputation through the combined forces of marketing and word of mouth

recommendations.

1 Which, in itself represents a site of unrealised tourism potential in the shape of non-motorised water based activity such as
canoeing.
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Options

Develop walks and visitor orientation: The ‘hidden toun’ invites a
sense of exploration/curiosity and the opportunity to discover. The
obvious way to generate outside interest in discovering Haddington is
by developing/rethinking walking tours that are supported by suitable
infrastructure, such as signage, and easy-to-use, eye catching materials
such as combined maps/loyalty cards and digital content/apps. Signage
is now a priority; not just the iconic and familiar brown tourist signs that
point the way towards major attractions, but also visitor interpretation
signage and orientation around sites such as St Mary’s church. The
story of this church, and of the other historic assets within the town has
to be told.

Create a tourist information hub or network which also serves as
the gateway to the town and its walking tours: New infrastructure is
not required to achieve this. TICs are not lucrative businesses, and their
role has altered so dramatically over recent years that many doubt their
usefulness. Visitors obtain information digitally. They need wi-fi,
refreshments, and a space in which to form a quick connection with the
places they are visiting. A visitor hub should be incorporated into an
existing space, such as the John Gray centre. One, single space could
host such a facility, or a number of partners could get involved, so that
visitor orientation, and that all important, initial ‘warm welcome’ is owned
by many businesses, rather than just one.

Create day trips from Edinburgh with the ‘Hidden Toun Ticket’,
combining return bus travel, history/heritage tours and shop/café
discounts

Create a basic / low cost visitor loyalty product titled, for example
‘Discover Haddington: The Hidden Toun’. This should be created in flyer
format and visitors would accrue stamps (to gain a reward) for visiting
key attractions. This would work well in combination with the above
plan.

Reprise earlier successes such as Haddstock: Events such as
Haddstock were clearly regarded as successful in terms of driving
footfall, creating economic impact and facilitating a sense of civic pride.
This event should be arranged annually. Critical here is finding new
ownership for the event, and encouraging voluntary input to make it
event happen.

Create a steering group to come up with avision and set of
objectives. This option transcends all of the others. There is a strong
appetite to develop a range of initiatives within Haddington. These are
far more likely to succeed if they satisfy a set of governing criteria.
Some suggestions have been made at the outset of this section. Now
the group must decide upon a final vision and mission.
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3.2.4 The Case for Infrastructural Investment to Support Tourism Growth

Tourism infrastructure can be regarded as the physical elements that are designed
and erected to cater for visitors. Such infrastructure includes ancillary and
complementary facilities, equipment, systems, processes, and the resources
necessary for the functioning of tourist destination operations. Examples include
includes roads, railways, airports, but also health care systems, services, and public
services. In addition to infrastructure, the tourism management literature also talks
about tourism suprastructure, which includes building facilities that exist purely to
compliment and enable tourism activities. Their main purpose is to accommodate,
and meet the needs of tourists. Examples include hotels, campsites, restaurants, and
sports facilities. The importance of tourism infrastructure is reflected in the fact that it
can contribute to increasing the efficiency of production and the distribution of
tourism services, and, in some cases, such as remote destinations, even increase
the supply of tourism services. The importance of tourism infrastructure is reflected in
the fact that it can increase the efficiency of the production and distribution of tourism
services, and, in some cases, such as in rural destinations like Haddington, it can
even increase the supply of tourism services. The visual below is useful in providing
a more detailed overview of what counts as tourism infrastructure in any destination

context.
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Figure 2 - Components of tourism infrastructure
Source: According to: Raina, A., Ecology, Wildlife and Tourism Development: Principles, Practices and
Strategies, 2005. pp. 192

Governance (as far as the creation of a vision and mission for tourism in

Haddington), services and culture have already been covered in detail earlier in the
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report. Culture, heritage, events as well as promotions, orientation and marketing
require development which will be possible to carry out over the short-medium term.
However, there is broad agreement amongst the stakeholders interviewed for this
project that Haddington requires some major physical upgrades (such as a diverse
camping site) in terms of infrastructure if the other, ‘soft’ infrastructural ambitions
identified in this report are to be realised. Such physical infrastructure is likely to incur
the greatest cost, but will deliver the most deliver meaningful returns since it will
enable tourism development and will allow Haddington to host a greater volume of
visitors. Crucial in this sense is a review of parking in the town to enable visitors with
private cars to enjoy ease of access at minimal cost. Currently, Haddington has
limited on street parking, and some longer term parking within the grounds of Tesco.
Some scoping work is required to establish suitable locations to incorporate

additional long term parking facilities.

There is therefore a case for the local authority to review and to produce an
associated parking strategy that takes cognisance of:

e The needs of the surrounding rural population, which is relatively elderly and
dependent on cars for shopping, particularly due to the limited provision of

public transport

e The need to ensure there is sufficient parking for visitors/ tourists (including

coaches), ideally within 200 yards of the town centre

e The need to think about charging for parking and the rights of residents to park
in the high street between the hours of 9am to 5pm. Some thought should also
be given to the need to make available a significant number of designated car
parking spaces at John Muir House for permanent public use

e Climate change and the need to cater for more bicycles and electric vehicles

(which necessitate charging points), recognising that this will be an

evolutionary process
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These issues should not be dealt with in isolation. What is required here is an
integrated strategy that should be produced following a full review of car parking

capacity in and around Haddington.

Beyond parking, other major physical infrastructural options are listed below, and
include a camping/caravan park behind Amisfield gardens, a visitor centre (as
identified in the ‘heritage’ section) and the
incorporation of new signage or creative visitor
orientation facilities such as touch screen information
points like the one in the adjacent image. These are
in use across the UK, and notably in Hull and East
Yorkshire?. Infrastructure of the type identified below
will require substantial investment. Crucial therefore

in the pursuit of these options is the requirement to

lobby the appropriate authorities and to be alert to

funding opportunities. One such opportunity which may attract sufficient funds to
develop signage and orientation, if not parking is VisitScotland’s Rural Tourism
Infrastructure Fund (RTIF). The following URL links to the landing page with further

information https://www.visitscotland.org/supporting-your-business/funding/rural-

tourism-infrastructure-fund

Amongst the projects that have been funded to date are improvements to parking
and toilet facilities at a nature reserve in Aberdeenshire, a visitor management
project for Loch Lomond and the Trossachs National Park authority (value: £375,
000) and an outdoor Tourism Infrastructure Programme in Fife (value: £375,000). A
key recommendation in advance of lodging an expression of interest is to have an
informal conversation with the regional VisitScotland Director for East Lothian

(currently Paula Ward) to discuss the approach.

2 The author carried out a review of Tourist Information services in Hull and East Yorkshire in 2008 and one of the
recommendations was to introduce digital tourist information ‘touchpoints’. These are an excellent way of helping visitors to
orientate themselves to localities based on DIY interactions.
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Options: Major Physical Infrastructure

e Parking facilities are needed in order to support any increase to visitor
footfall that might come about as a consequence of the activities
identified in this report.

e Discussions are currently taking place to explore the possibility of
developing a caravan/campervan/camping ground in the space
behind Amisfield gardens. As well as representing a major physical
infrastructural development in itself, such a development only
strengthens the case for additional infrastructure, such as parking and
signage in the town centre

e Signage and visitor orientation must be developed. The RTIF should
be seen as a real opportunity to attract funding to improve visitor
orientation and interpretation. The argument to develop a profile for the
town’s iconic heritage should have a central presence in any EOI
application.

e A heritage visitor centre, as identified in the ‘heritage’ section would
represent a positive addition to the town’s infrastructure, and could also
serve as a gateway to Haddington.

3.2.5 Working with the City of Edinburgh

Interviews were conducted with the current Senior Insight Manager at VisitScotland,
and with the former Head of Marketing at the recently disbanded Marketing
Edinburgh in order to explore potential opportunities to collaborate with, and attract
footfall from the city of Edinburgh. The options are summarised below, and the HTDG
should urgently explore Visit Scotland’s Destination Discovery Fund as a source of
funding to develop collaborative ideas. Any application to this fund must be framed
within the specific context of tourism recovery following the current process of post-
pandemic ‘unlocking’. Details are accessible here

https://www.visitscotland.org/supporting-your-business/funding/destination-sector-

marketing-fund and informal discussions should take place with the current Regional

Director. As part of that conversation, it would also be worthwhile exploring what else
could be done to capitalise upon the Edinburgh Festival Fringe programme of events
which take place annually in August. The potential to capitalise more fully on the
Corn Exchange is discussed earlier in this report, and this option requires further

investigation.
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Options

e Explore the potential of a ‘Haddington Ticket’ with East Coast Buses. A
closer examination of what this option might involve is provided within
the ‘driving short term visitation’ section.

e Meet with East Lothian Council and VisitScotland to establish
existing/planned sources of funding/initiatives to support collaborative
marketing with Edinburgh. The activities and options set out in this
report should be identified as ambitions that could be attractive to
stakeholders in the city who may be more inclined to cross promote
based on these ambitions. A strengthened historic/heritage offer could
serve as a significant pull factor for visitors seeking a connection to this
aspect of Scotland/the Lothians.

e Further explore the potential of Haddington as a waypoint in part of a
wider routef/trail. The options identified in the ‘heritage’ section merit
further investigation.

3.3. Summary

The options above are intended to provide the HTDG with some direction and
ambitions in pursuit of a richer, more varied and more appealing tourism product for
Haddington. Some of these options, particularly those that speak to visitor orientation
to help visitors discover Haddington can begin almost immediately, whilst others (the
infrastructural developments that necessitate investment and planning) will
necessitate lobbying, planning and funding applications. What is certainly required
urgently is agreement around a vision and mission for tourism in Haddington, such as
the one that is proposed earlier in this report. Each developmental activity that is
taken forward must have immediate relevance to the strategic aims set out within that
vision and mission. Two sources of funding provided by Visit Scotland (The
Destination Discovery Fund and the Rural Tourism Infrastructure Fund) are identified
in this report as potential sources of funding to support the options identified above.
The deadlines for both are imminent, and action is therefore required now. All of the
options identified above are summarised for ease of reference in the table below, and
some thought must now be given to which of these priorities should be identified
within any application as developmental priorities in search of funding. Those that are
most likely to succeed given the criteria of these sources of funding are signage and

orientation to improve the visitor experience, and the development of new
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infrastructure to create a profile for the town’s history and built heritage in order to

attract visitors.
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4. Summary of Tourism Development Options

The table below summarises the options that are set out in the previous section, identifying stakeholders that should be engaged

with/lobbied, along with proposed leads. Options are presented in descending order of the anticipated level of time and resources

that are required, beginning with the ‘quickest wins’, and ending with the more challenging, albeit no less important options.

Option

Details

Stakeholders

Leadership

Develop the profile of
Haddington’s heritage and
historical narrative by investing
in infrastructure, such as a
visitor centre, basic signage
and more sophisticated visitor

orientation initiatives

St Mary’s Church and environs
are iconic sites that merit a
stronger position with the
town’s tourism
narrative/marketing. So
significant is Haddington’s
history that investing in a visitor
orientation centre should be a
priority. Other, innovative and
engaging initiatives such as
augmented reality and
interactive visitor interpretation
require investment, but could

do much to drive the profile of

Explore the potential for
support and funding in

discussion with:

- VisitScotland (the sitting
Regional Director)

- Historic Scotland

- ELC

- Other local authorities
(see page 32)

- [East Coast Buses

- Other tourism interest

groups in East Lothian

The local History Society, ELC
and the HTDG
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Haddington as an iconic

Scottish town.

The town’s heritage lends itself
well to the prospect of
connecting with existing
trails/tours (VisitScotland and
Historic Scotland could advise)

There is also scope to leverage
the potential of heritage by
piloting a historic Haddington
‘day ticket’ with operators such

as East Coast Buses.

Drive short term visitation and
facilitate ‘discovery’ of the
Hidden Toun

There is a pressing need to
upgrade some of the town’s
basic infrastructure, and
particularly its signage. Beyond
signage, steps to improve
visitor orientation/interpretation

urgently need to be taken if the

Discuss these ambitions with
the Regional Director at Visit
Scotland, and with ELC

Explore sources of funding
such as Visit Scotland’s Rural

Tourism Infrastructure Fund

- HTDG (a subgroup could

be identified)

- The town’s tourism

businesses

- ELC
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town’s stakeholder are serious

about driving visitation and

stirring up interest.

Initiatives which have attracted

support in consultation, and

which represent current

realistic options include:

Walking trails. Existing
blueprints should be
revisited, and planning
should take place to
identify new initiatives,
such as history and
heritage and/or
agriculture as thematic
walks

New, and more
engaging visitor

interpretation is

(see page 41) and Destination

Discovery Fund (page 42)
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required. There is no
‘silver bullet’ though,
and everything from
analogue initiatives
(such as a visitor loyalty
product) to cost-
carrying, digital
solutions should be
explored

A heritage centre (see
above) could also serve
as a ‘gateway’ to the
town, and a key
touchpoint where a
warm welcome can be
extended to visitors.
Alternatively, the visitor
journey could begin at
any number of
participating businesses

that agree to engage in
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product knowledge
training to promote the
town, its walks and its
heritage.

Reprising successful
events such as
Haddstock, and
developing new, themed
events that could
dovetail with the Fringe
Festival and could
harness under-utilised
physical assets, such as
the Corn Exchange.
‘Living history’ events
would also look very
natural, given the town’s
rich history.

Marketing materials
should be developed

around the concept of
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the ‘Hidden Toun’ to
bring the above
initiatives to life

Lobby the right groups, and
identify appropriate funds to
prioritise the need for quality

tourism infrastructure

Parking, and signage are two
pressing needs identified by
the group. A systematic review
of both is now required as part
of a broader strategy for
tourism growth. Parking in
particular must serve the
needs of the local population,
but the current provision is not
sufficient to host visitors, and
certainly insufficient if the aim
is to build on existing visitor

numbers.

Other infrastructural options

discussed above include:

- A camping ground

See above: explore with the
Regional Director at Visit
Scotland, and with ELC. Apply
to Visit Scotland’s Rural
Tourism Infrastructure Fund
(see page 41) and Destination

Discovery Fund (page 42)

- HTDG

- The town’s tourism
businesses

- ELC
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behind Amisfield
gardens, which will
depend on the outcome
of current discussions
with inward investors.

- Creative visitor
orientation options such
as touch screen
information points, and
phone apps

- A heritage visitor centre
(see the ‘heritage’

section above)

Working more efficiently with
the city of Edinburgh via, in the
first instance, some short term
initiatives such as a ‘Historic
Haddington’ or other day ticket
in collaboration with transport
operators. There is great

potential to develop the appeal

Opportunities to collaborate
with, and attract footfall from
the city of Edinburgh should be
explored. In so doing, the
initiatives that are taken
forward from this report should
be discussed with key partners

such as the Festival Fringe

- ELC
- VisitScotland

The Destination Discovery
Fund (page 42) is of particular
relevance here, and could fund

initiatives to collaborate.

- HTDG with support from
ELC
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of Haddington as a satellite

town for the Fringe Festival.

Society, transport providers
such as East Coast Buses, and
VisitScotland.
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