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Visit Plymouth Web Stats 2016 to 2017 
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Social media stats 

Twitter 
@VisitPlymouth – 12.4k followers – Increase of 
1.4K from 2016 
@whatsonplymouth – 5k followers – Increase of 
1K from 2016 
 
Also – an additional 10k followers across 
@flavourfestsw @plymouthpirates 
@plymfireworks @plymlivemusic 
@mtvplymouth @mayflower400uk 
@plymseafoodfest @oceancityfest 
 
You Tube  Instagram 
Visit Plymouth @VisitPlymouth 

Facebook  
What’s On Plymouth – 58k likes (reach of over 1m 
per month) – Increase of 4K from 2016 
Visit Plymouth – 9k likes – Increase of 3K from 2016 
MTV Crashes Plymouth – 28k likes (reach of over 1 
million during week of MTV) – Increase of 9K from 
2016 
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PR activity… 
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PR activity… 



International marketing 

UK Inbound conference – 26 
contacts 
 
Plymouth database – over 
1300 contacts – some from 
Destination America previous 
Sept and explore GB 
 
October fam visits – Kuoni and 
Chinese tour operators visited 
Plymouth and had positive 
feedback for their welcome 
and experience in the city.  
 
 



International marketing 

SW Fund campaign: 

Exhibitions 

• Vakantibeurs , 
Holland– 28 contacts 

• ITB Berlin – 20 
contacts 

 



International marketing 

SW Fund campaign: 

E-news and fam visits: 

Database – over 1235 
contacts generated 
from exhibitions and 
events 

Trade directory 
produced 

 

 



International marketing 

• Visit Britain support 
• Links to visit Britain trade 

site for bookable product 
• Familiarisation visits 
 
 



Supporting our Mayflower objectives 

• Develop capital  infrastructure to support the 
visitor economy 

 

• Develop a ‘Mayflower’ visitor marketing 
campaign and work with Visit England/Britain to 
develop US market 

 

• Use major events to globally position Britain’s 
Ocean City 

 



Capital projects: 
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National partner activity 



Work to date.. 
• Project manager recruited Oct 

2016 

• National trail feasibility study 

delivered in March 2017 

• HLF bid for £4.75 million for 

national trail (11 partners) 

submitted April 2017  

• New partnership website 

produced 

• Photographic and video 

content developed 

• 10 national itineraries 

developed working with trade 

• International PR agency 

recruited 



Work to date.. 

• Work with Cruise Britain to 
develop ‘Mayflower cruise’ 
product  

• Submitted DEF grant bid April 
2017 

• First trade partners took product 
to market in US market Sept 2017  

• Formal international launch at 
DBNA and WTM Nov 2017 

• Research commissioned  

• jointly in USA through general  

• panel/family societies  

• demonstrates strong interest 









MAYFLOWER 400 – results to date 
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MAYFLOWER 400 – World Travel Market 

• 20 media 
appointments 

• Over 40 trade leads 

• Largest tourism 
show 
globally – over 
5,000 exhibitors 

• 51,500 vistors 



Looking forward into 2018…. 

• Opportunities for 
buying into 
international campaigns 
in 2018 

• Visit Devon joint 
memberships agreed 

• Marketing Partnership 
with GWR 

 

 


