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1. Working with Travel Trade  
As a local authority, we didn’t have an established travel trade network that we could 

use to test our experiential offer once it was developed. Continued lockdowns and 

impact of the COVID-19 pandemic hampered our plans to establish a network of travel 

trade operators (travel agents, tour operators etc) and, subsequently carry out market 

testing with them. Advice from partners in other pilot regions who have a long 

established relationship with travel trade highlighted the challenges in creating a travel 

trade network, particularly during a pandemic with such strict travel restrictions. 

 

2. Norfolk Ethnic Minority Tourism Report 
Ethnically diverse communities were identified as a key target audience, underpinning 

the inclusivity and accessibility aspects of the EXPERIENCE project. Ethnically diverse 

communities have not been traditionally targeted in the marketing and promotion of 

UK domestic tourism, even for the usual peak holiday seasons and there was limited 

data available about their travel preferences or barriers they might face. Therefore, we 

commissioned researchers from the University of Northampton who are specialists in 

travel trends of ethnically diverse communities to support us with this research.  

Part of their research led to interviews with pioneers from leading travel and tour 

operators who specialise in ethnically diverse travel such as Mosaic Outdoors, 

Backbone, Black Men Walking and Mount Noire. The collection of the views from travel 

intermediaries who are at forefront of facilitating, organising, and promoting travel 

experiences to ethnically diverse communities gave us valuable up-to-date and relevant 

data on the barriers and perceptions of this target audience to domestic leisure and 

tourism in the UK. It also helped us develop travel products that meet the particular 

demands of a diverse audience. 

The list of interviewees were all people of colour except for one white male, Paul 

Dickson, who operates a tour guide company in Norfolk featuring a Black History Month 

tour in the city of Norwich. Each individual interview averaged around 60 minutes in 

duration. 

The full list of interviewees can be seen on the table below. 
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The overall purpose of this research was to fill the gaps in information regarding the 

travel motivations and preferences of ethnically diverse groups in the UK, to better 

understand the reasons for their low levels of participation and identify enabling factors 

that could encourage higher levels of engagement.  
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The findings were used to develop an inclusive marketing strategy to attract ethnically 

diverse visitors to Norfolk year-round. This represents one of the key aims of the 

EXPERIENCE project, to diversify Norfolk market appeal and product offerings, in an 

effort to extend the holiday season and enhance the sustainability of the tourism sector 

in the county. In addition, this study has wider application for the entire UK domestic 

tourism sector and several organisations outside Norfolk have since expressed an 

interest to do something similar in their area. 

The full report (‘Norfolk Ethnic Minority Tourism Report’) can be found on the 

EXPERIENCE Resource Hub here. 

3. Networking Events & Business to Business Testing 

(B2B) 
In the light of the pandemic and ongoing challenges to the sector we had to adapt our 

original plans for Business to Business (B2B) testing and find alternative and innovative 

ways to do this. Feedback from a series of WPT1 workshops indicated that businesses 

were keen to get involved in networking opportunities. This was useful feedback which 

led us to explore how we could use existing business contacts and peer to peer 

networking events to conduct B2B testing and give the businesses the opportunity to 

share experiences, successes, lessons learnt and best practice.  

This resulted in four face to face networking events which we delivered in collaboration 

with local DMOs. Those events provided not only an opportunity to meet face-to-face 

post-lockdown but also enabled testing of a range of experiences. Ten businesses 

presented their experiences to fellow businesses and other tourism players who then 

provided their feedback, tips and advice, recommending improvements and 

highlighting the key strengths of the experiences. The participating businesses found 

the feedback very valuable. 

The networking events also enabled participants operating in different sectors to make 

new contacts and discuss possible opportunities for collaboration to develop new 

experiences together.  

Those events were held across Norfolk, in both city and rural: 

▪ West Runton, 8 March 2022 

▪ West Lexham, 9 March 2022 

▪ Clippesby, 4 May 2022 

▪ Norwich, 5 May 2022 

https://www.tourismexperience.org/resources-hub/benefits-of-experiential-tourism/library
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West Runton, 8 March 2022 

  

West Lexham, 9 March 2022 
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Clippesby, 4 May 2022 

 

Norwich, 5 May 2022 
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Feedback form used during B2B testing at the 4 networking events 

 

 

 


