
 

 

  
 
 
 
 

 

 

 

 

 

 

 

 

 
 
 

 
Purpose of the Report 

To provide an update on the Tourism Strategy to support the development and growth of 

the Tourism sector in the Borough. 

 

Recommendations/Discussion Points 

1) Do O&S Committee agree with the scope of the strategy? 

2) What do O&S Committee think should be the potential primary destinations for 

visitors in the Borough? 

3) Do O&S Committee agree that the correct offer has been identified as part of the 

strategy? 

4) Do O&S Committee agree with the strengths, opportunities, issues and threats? 

5) Do O&S Committee agree with the primary aim for intervention? 

6) Do O&S Committee agree with the 6 key action areas? 
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Tourism Strategy Update 
 
1 Background 
 
1.1 Oldham Council appointed Team Tourism consultants in Oct 2016 to develop a tourism 

strategy to support the development and growth of the Tourism sector in the Borough.  

The aim was to support the growth of the visitor economy to take advantage of our current 

offer and to build an audience for our new attractions as part of our overall regeneration 

approach.    

 
1.2 As part of the project brief we stated that strategy must be developed in line with the 

national and Greater Manchester context and priorities as well as building on local 

ambitions and aspirations, and, in particular, complement Oldham’s place and people 

strategies (Strategic Investment Framework and Work and Skills Strategy). 

 

1.3 We specified that as well as a Tourism Strategy, the outcome of the work should include 

an Executive Summary and Action Plan and that the Action Plan should be the main focus 

of this work.  We stressed that the plan should be deliverable yet ambitious, built on the 

needs of the tourism sector as well as the challenges faced by, and potential opportunities 

presented to Oldham Council to provide efficient and effective public sector support.  Also, 

that it should identify interventions we could make to improve performance as assessed 

by Scarborough Tourism Economic Activity Monitor (STEAM) metrics, for example, 

economic impact of tourism in the Borough, FTE jobs supported, visitor numbers etc. 

 

1.4 In developing the draft Tourism Strategy and draft Action Plan, we stated that the 

following should be considered: 

 

 Oldham has a great existing visitor offer – with around a quarter of the borough in the 

Peak District National Park, a host of well-maintained parks and green spaces to visit 

and some unique events taking place throughout the borough.  

 

 In Oldham town centre, the Gallery and the Coliseum theatre are at the heart of a 

strong cultural offer and there are a number of major regeneration projects with the 

delivery of a brand new cinema and restaurant development at the Old Town Hall, a 

major retail development at Mumps and the new Leisure Centre able to host national 

sporting events.  

 

 Oldham has an improving offer for business visitors with a number of new 

developments in the borough catering for conferences and business events.  

Oldham’s location is also a key benefit. On the doorstep of Manchester with excellent 

transport links to the City Centre and the airport, Oldham also has excellent links 

across the Pennines into West Yorkshire.  

 

 Oldham is part of the GM family and works closely with Marketing Manchester to 

promote tourism in Oldham as well as the wider sub-region.  This is an important 

relationship and the strategy should consider how Oldham derives maximum benefit 

from it and other organisations to support and develop tourism in the Borough.  

 

 As a co-operative borough the Council works alongside residents, businesses and 

other organisations to improve the Borough.  Therefore, the strategy should be 
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developed with this in mind and identify how a co-operative approach could be 

integrated in to delivery of it.   

 

 STEAM data is available for the Borough.  This data should be used where possible 

to support the development of the strategy and action plan.   

 
2 Timescales 

 
2.1 It was agreed with the consultants that the draft strategy and action plan would be 

complete by 10th Feb 2017. 

 
3 Current situation  

 
3.1 Team consultants have produced a draft strategy for comment and are currently working 

on the action plan.  The development of the strategy has been guided by an officer 

steering group and Cllr Fazlul Haque (Deputy Cabinet Member Economy & Enterprise).  

As part of the process a wide range of public and private sector partners and stakeholders 

were consulted such as Marketing Manchester, Peak District National Park, Oldham 

Coliseum, Oldham Athletic, The White Hart, Odeon Cinema, JW Lees, RSPB 

Dovestones. 

 
4 Tourism audit of the Borough 

 
4.1 The draft strategy identifies 2 potential primary destinations for the Borough: Oldham town 

centre and Saddleworth.  The offer in the town centre includes: retail and town centre, 

performance venues, Gallery Oldham and the evening economy.  The offer in 

Saddleworth includes:  Saddleworth Museum and Gallery, Uppermill, Huddersfield Narrow 

Canal and countryside. Cutting across the whole of the Borough is a wide ranging events 

programme that should also be considered as part of the area’s offer.  To further 

understand the potential of the visitor sector in the Borough, the strategy looks at the 

current visitor profile, accommodation stock, marketing activity and current and future 

regeneration projects in the Borough.  From this information, the consultants are able to 

fully understand the Borough’s strengths and opportunities, issues and challenges. 

 

Strengths and opportunities 

 Events 

 Location and connectivity 

 Saddleworth 

 Coliseum Theatre 

 Evening economy 

 Surrounding brands 

 Gallery Oldham 

Issues and challenges: 

 Product strength 

 Image and perceptions 

 Peripherality 

 Accommodation base 

 Visitor management 

 Lack of private sector forum 
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4.2 The strategy also outlines a number of products/market areas that could be developed.  

These include: Oldham market and wider retail offer, evening economy, attractions, 

heritage, events, outdoor activities, accommodation, conferences.  The collation and 

detailed analysis of all this information, has enabled the Consultants to develop a strategy 

that outlines specific aims, objectives and an overall strategic approach. 

 
4.3 It should be emphasized that this is a draft emerging framework and final decisions on the 

strategy, areas of focus etc are subject to final Cabinet discussion and approval once the 

strategy and action plan have been finalized. 

 
5 Suggested strategic approach 

 
5.1 The primary aim for intervention in the visitor economy at a destination level is the 

generation of spend, profit and jobs achieved by attracting more visitors, and increasing 

their length of stay and spend as well as retaining spend and leisure activity in the local 

area and motivating the local resident population to spend leisure time and money in the 

borough. 

 

5.2 Across the borough, there are more specific objectives which differ slightly by area: 

 

5.3 For Oldham town centre, intervention in the visitor economy, while trying to drive new 

business to the town centre, should also be about the following objectives or outputs: 

 Further developing product (including hotels) that facilitate and provide more 

compelling reasons to visit, stay longer and spend; 

 Supporting town centre development and animating it; 

 Helping to raise the profile and build a brand for Oldham as a destination and 

contribute to a wider place marketing agenda. 

 
5.4 Within Saddleworth, the following are important objectives: 

 Ensuring good management of the destination; 

 Increasing length of stay and spend.  A focus on simply increasing footfall is not 

necessarily needed; 

 Growing business out-of-season. 

 
5.5 The consultants state that the strategic approach to developing tourism over the next five 

years should be to build on this investment through awareness raising and targeted 

promotional activity, and further development of supporting product.  The approach should 

be predicated on: 

 

 Strengthening the product by focusing on four core themes: 

o Events  

o Evening economy (and the wider entertainment and eating out sector) 

o Rural tourism and outdoor activities  

o Heritage 

 Challenging perceptions and stimulating additional day visits.   

 Focusing on the experience not the destination.   

 
5.6 The strategic approach to developing tourism is based around six key action areas: 

 Events 
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 Evening economy 

 Rural development 

 Heritage 

 Town centre development 

 Marketing and promotion 

 
6 Implementation and impacts 

 
6.1 Implementation and economic impact of the tourism strategy will be detailed as part of the 

development of the action plan which will be reported to O&S at a later date to be agreed. 

 


