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Introduction

Welcome to the second edition of the Destination

Management Plan (DMP) for Blackpool.

Instigated and managed by VisitBlackpool (the tourism arm of

Blackpool Council), this plan is intended to set out a

compelling vision for the resort of the future.

It seeks to build on the great strides that have been made

since the first version was published in 2015.

That inaugural plan showcased the huge investment that had

been made in the promenade and tramway, as well as the

regenerative benefits accrued by Blackpool Council’s

acquisition of key leisure assets including The Blackpool

Tower and Winter Gardens.

These wide-ranging improvements in public realm,

infrastructure, attractions and events and entertainment have

given visitors new and exciting reasons to come to Blackpool.

Collectively, this investment has started to change any residual

negative perceptions of the resort, giving the confidence to

send out a clear marketing message that this is a place that is

positioning itself as the ultimate family destination in the UK.

On the back of this progress, Blackpool’s visitor numbers

grew from 17 million in 2015 to more than 18 million in 2017.

The value of the visitor economy is now valued at a staggering

£1.5bn.

That growth is great testament to the work that has already

been undertaken in terms of resort regeneration, but we

cannot rest on our laurels.

Blackpool must continue to maintain the strong emotional

bond with generations of loyal visitors that has stood it in such

good stead for more than a century.

The challenge is to gradually reposition the resort offer so that

it evolves into a place that has a rich and unique mix of

heritage and contemporary attractions; one that has

undoubted appeal to an aspirational family audience and one

that is well placed to take advantage of changes in domestic

and international holiday trends.

Within this DMP, there is a significant programme of new

investment that will take Blackpool on the next leg of its

regeneration journey.

This work, a mixture of public and private investment, has the

potential to deliver exciting and transformational change to a

place that already occupies a unique place in the hearts of the

British people.

1
With 18 million visitors a year,
Blackpool holds a special place
in the hearts of the British public.

Welcome

With 18 million visitors, Blackpool is the most 
popular seaside destination in the UK. Our ambition
is to keep the resort at the forefront of tourism for
generations to come.

Image Gregg Wolstenholme @wolstenholmepic
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Tourism is the economic
lifeblood of Blackpool. It 
directly supports thousands 
of businesses and more than
25,000 jobs, and indirectly 
supports employment and a 
myriad of businesses within the
local supply chain.

The Profile of 
Blackpool

The Value 
of the Visitor
Economy

n   Total of 18m tourism visits (adults and children) in 2017, 

     equating to 27% of all visits to Lancashire

n   More than £1.5bn generated within the local economy 

     through visitor and tourism business expenditure, 

     supporting more than 25,000 full-time equivalent jobs in 

     the local economy

n   14.6m tourism visits made by day visitors to Blackpool in 

     2017, generating over £500m for the local economy

Tourism: The Economic Impact*
n   3.4m visits made by visitors staying in Blackpool in 2017, 

     generating a total of 9.6m bed nights and contributing 

     over £1bn to the local economy

n   Total bedstock in Blackpool: 67,600 beds, comprising 

     13,100 non-serviced and 54,000 serviced beds

n   Visitor numbers grew by 0.1% between 2016 and 2017

n   Economic impact of tourism rose by 1.8% over the 

     same period

*Annual tourism impact research undertaken by Global Tourism Solutions (UK) Ltd for 2017

2
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The Brand Position

The Brand Values
The brand is underpinned by a set of values that differentiate

Blackpool from other destinations:

Love of the different

There is nothing beige or dull about Blackpool. It’s a place that

is wonderfully unique, surprising and challenging

Genuine

There is nothing false about Blackpool. We are sincere, true to

our roots, no pretence. We are open and glad to see you

Big WOW! Little WOW!

We have some famed, internationally-renowned “wow”

attractions, but also some surprising “little wows” that add real

value to the Blackpool offer

Make Relaxing Easy

We are a great natural host. We work hard to take care of you

so you can enjoy the best of what Blackpool has to offer

Positive Energy

The people of Blackpool have a positive, can-do attitude, they

make things happen. We are enthusiastic and vivacious

It is not a marketing slogan – more a touchstone to ensure

that key stakeholders in Blackpool are working together to

drive up the attractiveness of the offer for visitors and the

quality of life for residents.

How?

n   Retention of the resort’s “golden core” comprising 

     world-famous visitor assets and attractions, and building 

     on the positive perceptions of Blackpool as a place that 

     evokes warmth, nostalgia and a strong emotional link to 

     people’s family experiences

n   Gradual elimination of poor-quality, sub-standard

     accommodation and facilities, combined with a shift 

     away from a low-budget stag and hen culture that creates 

     barriers and negative perceptions

n   Securing of a range of high-quality entertainment, 

     attractions, branded hotels, restaurants and leisure 

     facilities, and improved conference facilities. All 

     complemented by greatly enhanced customer service,

     a secure and clean environment, and collaborative, 

     proactive marketing

n   Within this, Blackpool should be perceived as a happy 

     and trusted brand, viewed as a place where memories are

     made; a much-loved classic, reinvented for a new and 

     more demanding audience

The Hygiene Factors
Whilst the brand values are what differentiate Blackpool from

other places, there are also three crucial hygiene factors that

don’t differentiate, but are critical to the repositioning of 

Blackpool. 

Without these hygiene factors in place we will struggle to

overturn the negative perceptions of the resort.

Quality

Blackpool must strive to deliver a quality product across all

areas, not just in terms of accommodation, food and drink,

and attractions, but also in terms of car parking, public realm

and customer service

Safety

Any perceptions that Blackpool is an unsafe place to visit or a

place where the focus of the visitor offer is skewed towards a

stag and hen-type economy are seriously damaging to

Blackpool’s brand aspirations

Cleanliness

Clean and tidy streets; public realm that is well maintained;

beaches that are free from litter and detritus; bathing waters

that reach the highest standards; hotel stock that complies

with accreditation standards and visitor expectations – these

are givens for a resort that promotes itself as a contemporary,

quality destination

 

“City Life On The Beach” 
is an aspirational brand position. 

Creating a city
vibe in an iconic
beach location

Image: Luke Jerram’s Museum Of The Moon installation, Tower Ballroom, 2018



sWOT
sTrENgTHs WEaKNEssEs 

OPPOrTUNITIEs THrEaTs

WEAKNESSES

Negative perceptions of Blackpool•

Audience profile dominated by lower-spending visitors•

Over-supply of low-grade holiday accommodation •

Poor-quality commercial properties in key seafront areas•

Seasonal nature of tourism-related employment •

Lack of strategic investment in Illuminations•

Unbalanced night time/early evening economy with over •

reliance on bars/clubs

Under-performing town centre with lack of higher-end •

retail brands

Limited number of nationally-branded restaurants•

Lack of appropriate facilities for coach drivers and •

passengers

OPPORTUNITIES

Development of Blackpool Central as a major mixed •

leisure destination

Completion of new conference centre facility alongside •

Winter Gardens

Development of next generation hotels to support •

business and leisure tourism

Development of a museum for Blackpool•

Tramway extension to Blackpool North Rail Station•

Conversion of large volumes of day trippers into staying •

visitors

Repositioning of town centre with less reliance on retail •

and development of new leisure-based facilities

Establishment of new funding model to support •

Illuminations and events

Growth in domestic tourism through tighter controls on •

EU travel

Growing links with China through ballroom dance and •

Manchester inbound flights

THREATS

Continuing poor external portrayal of Blackpool by •

national media

Volatility in retail sector results in further store closures in •

town centre

Further competition from major urban centres of •

Manchester and Liverpool as day visit destinations 

Major investment plans delayed or under-delivered •

impacting on investor confidence

Private sector fails to reinvest and improve quality in •

visitor economy 

Lack of investment in key heritage assets•

Diminished local government finances limit ability to •

deliver brand “hygiene” factors

Further market failure within hotel sector leads to more •

derelict sites on Promenade 

STRENGTHS

Well-established national profile as a mainstream visitor •

destination 

Continuing investment in portfolio of high-quality visitor •

attractions

Public ownership of key leisure assets (The Blackpool •

Tower and Winter Gardens)

Strong partnership in place to fund destination marketing •

activity

Illuminations extend tourism season into November•

Established partnerships with major international •

entertainment brands

Superior quality of free events programme•

Major improvements in beach and bathing waters•

Easy access to the M55 and national motorway network•

Electrified rail link between Blackpool and West Coast •

mainline

Image: North Pier
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The Blackpool Tower

Since bringing this world-famous attraction into public

ownership, The Blackpool Tower has seen millions of pounds

of investment. The steelwork on the Tower was replaced over

several years, protecting what is widely acknowledged as one

of the UK’s most important tourism heritage assets.

The interior has benefited under the stewardship of Merlin

Entertainments who have brought a contemporary and stylish

feel to key attractions within the Tower complex including the

circus, ballroom, Dungeon and Tower Top experience.

 The story so Far
Winter Gardens

The second heritage asset brought into public ownership has

also benefited from a strategic programme of re-investment

which has seen vital repairs to venues such as the Empress

Ballroom and Spanish Hall.

At the same time, the Winter Gardens has positioned itself as

a major player within the market for West End shows and

musicals. Public usage of the Winter Gardens venues has

grown dramatically over the past few years and it is now open

almost all year-round.

standing still is not an option for
a resort that prides itself on
being the home of family fun
and entertainment. success lies
in the continual reinvention of
the tourism offer.

Changing Times

Transport Infrastructure

Blackpool Transport has invested heavily in the resort’s

transport offer, bringing in a new fleet of buses that offer a

metropolitan-style passenger experience.

The company has also made a significant investment in staff

training and customer service that has transformed

satisfaction ratings and visitor usage of the seafront tramway.

It has also overseen the revival of the resort’s collection of

heritage trams following a resurgence in public interest.

Over the same period, Network Rail completed the long-

awaited electrification of the rail line between Blackpool North

and Preston, opening up the potential for new direct services

into Blackpool from key destinations across the UK.

Blackpool is a place
that is wonderfully
unique, surprising
and challenging…

2

Image: Lightpool projections

Image: Light Odyssey, Empress Ballroom, 2018
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Visitor Attractions

Private sector investment in visitor attractions remains key to

Blackpool’s ambitions to maintain its position as the UK’s

number one seaside resort. 

Since the publication of the last Destination Management

Plan, there has been millions of pounds spent by the key

tourism operators including the installation of the new £16m

ICON rollercoaster at Blackpool Pleasure Beach and a £5m

state-of-the-art elephant house facility at Blackpool Zoo.

There has also been sustained investment by Merlin

Entertainments, which has frequently refreshed its resort offer

with high-profile initiatives at both Madame Tussauds and SEA

LIFE. The securing of Coastal Communities Funding also

facilitated the acquisition of 3D projection mapping

equipment, enabling us to project free shows on the front of

the Blackpool Tower building during Illuminations season.

In addition, new attractions such as Ascent, Clip’n’Climb and

the Star Trek exhibition have opened, providing new reasons

for visitors to come to Blackpool.

Hotel Accommodation

Resolution of Blackpool’s over-supply of guest

accommodation remains a fundamental issue within the

destination management strategy. 

On the one hand, a significant number of hotels and guest

houses have gone into market failure, often blighting the areas

in which they are located. 

The establishment of the Blackpool Housing Co is starting to

address this problem by acquiring clusters of derelict or

problematic properties and converting them into good-quality

family homes. This work will continue throughout the lifespan

of this plan, facilitated by a £40m investment.

Conversely, the resort’s improving leisure offer has seen an

upsurge in new branded hotels looking to operate in

Blackpool. As a result, two derelict eyesore hotels at South

Beach were demolished and replaced by a new Hampton by

Hilton hotel. Other new branded hotels will follow.

Some of the more aspirational private operators have also

seized the opportunity to take on failing hotels and convert

them into a more attractive offer.

Events & Entertainment

Using events as a means of driving visitor numbers is an

important component of destination marketing activity.

Blackpool now has a well-established core programme of

high-profile and mainly free events including the two-day Air

Show, Armed Forces Week, Ride The Lights, Switch-On,

World Fireworks and the Illuminations.

This has been supplemented by new events including

Nickelodeon’s SLIMEFEST, which has introduced the resort to

a national TV audience; the Livewire music event; Lightpool

Festival during October half-term and various privately-

operated sport and music events.

In recent years, we have also taken the opportunity to work

with high-profile partners such as the BBC who are keen to

utilise Blackpool’s iconic venues for one-off concerts and

events.

Our ability to stage these high-quality, large-scale events, both

indoors and outdoors, has been recognised by event

organisers and promoters, giving us a firm foundation on

which to grow the programme in years to come.

Marketing

Heavy investment has been made in a new-look

VisitBlackpool website, which is very much image-led and

designed to showcase the best of the new-look resort offer.

The website attracts circa one million visits each year.

The original “Blackpool’s Back” destination marketing

campaign has evolved into a “Blackpool Has It All” campaign,

which incorporates TV advertising, PR and, increasingly,

targeted digital activity. 

This campaign has grown into a resort-wide collaboration

which is funded by a number of the major tourism players.

These contributions have undoubtedly helped us to sustain

destination marketing on a large scale which, in turn, has

helped drive the sales of the Resort Pass. This remains an

important tool in converting day visitors into staying visitors.

Much work has been done on changing the negative media

perceptions of Blackpool, but that remains a key focus

particularly with some print titles and independent TV

companies who have an appetite to use the resort as a

backdrop for social issues rather than positive, tourism-related

ones.

Food & Drink Offer

A dearth of good-quality restaurants and bars was identified in

the original Destination Management Plan as a potential

barrier in being able to attract new generations of both leisure

and business visitors.

Since then, much progress has been made in the form of The

Beach House, set in a spectacular beachfront location; good-

quality family restaurants such as Harry Ramsden and Las

Iguanas; independently-owned venues such as The Vegas

Diner, Mr Basrai, The Wok Inn, The Hive and Amaro; and

excellent quality bars including The Velvet Coaster at South

Beach and the Slug & Lettuce in the town centre.

The development of new hotels will open up the opportunity

for more family restaurants and bars, with high-quality

restaurants planned at the new Boulevard, Sands Venue

Resort and Holiday Inn hotels, and a family restaurant at the

new Premier Inn.

The proposed Blackpool Central development promises to be

a game-changer in this regard with an artisan food market

showcasing an eclectic mix of food and drink offers forming

an integral part of the scheme.

Changing Perceptions

Significant progress has been made in addressing the three

“hygiene factors” in resort repositioning, namely cleanliness,

quality and safety.

On cleanliness, the street cleaning regime has been

strengthened to take account of increased visitor numbers at

key times and Blackpool has publicly stated its ambition to be

the UK’s cleanest resort by 2020.

Much has been done to change the perceptions of

Blackpool’s bathing beaches with the resort securing its first

Blue Flag and all of the beaches obtaining Seaside Awards.

On safety, a multi-agency team has been established to tackle

a national problem of increased numbers of homeless and

street beggars, and town centre strategy includes rebalancing

the evening economy so it is less dependent on drinking and

single sex parties. 

Work has started on a £7m Quality Corridors scheme that will

see a much improved public realm on several streets in the

town centre, and the new Talbot Road car park has set a

benchmark for the standard of parking facilities.
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resort regeneration is about
engineering change on a scale
and of a quality that will cement
Blackpool’s future as the UK’s
most popular seaside
destination for generations to
come.

The Next 
Chapter

This Destination Management Plan seeks to
build on the great strides that have been
made since the original version was
published in 2015.

That very first plan showcased the huge investment that had

been made in the promenade and tramway, as well as the

regenerative benefits accrued by Blackpool Council’s

acquisition of key leisure assets including The Blackpool

Tower and Winter Gardens.

It set out an ambitious programme of improvements that

would support the aspirational “City Life On The Beach” brand

positioning, aimed at changing negative perceptions of

Blackpool by creating a high-quality, year-round family

destination.

The progress that has been made over that time is very clearly

visible within “The Story So Far” section of this Plan.

There have been some landmark achievements including the

securing of Blackpool’s first ever Blue Flag; investment in new

and compelling family-based attractions; completion of

steelworks on the iconic Blackpool Tower; revitalisation of the

world-famous Illuminations and establishment of working

partnerships with international brands including Nickelodeon,

MTV and Netflix.

The events programme has grown beyond recognition with

the resort establishing a national and international reputation

for being able to stage grand-scale events including open-air

concerts by the likes of Will Smith and Britney Spears.

Throughout all this, the key players in the visitor economy

have worked in a truly collaborative way; co-funding the

annual destination marketing campaign and working together

to maximise their investment and marketing activities for the

greater good of the wider resort.

That desire to work together typifies the spirit of optimism that

underpins the whole of Blackpool’s visitor economy.

Importantly, the foundations have now been laid for further

major regeneration projects.

The proposed programme of work that will be undertaken

within the lifespan of this plan represents investment on a

scale that has not been seen for more than a century;

investment that should deliver true and lasting

transformational change for the resort.

Keynote developments include:

n  The long-awaited development of the Blackpool Central 

     site, a prime location in the centre of the resort that was 

     once earmarked for a Vegas-style casino but now 

     destined to be the home of a unique collection of 

     world-class attractions.

n  The building of a new conference centre adjacent to 

     the Winter Gardens, a development that will bring 

     higher-spending visitors to the resort and play a key role 

     in meeting the ambition for Blackpool to become a 

     year-round destination.

n  The construction of several next generation quality hotels 

     that will not only enhance the offer for leisure visitors, but 

     also form an important part of the jigsaw in terms of 

     winning new conference business.

n  Much-improved transport infrastructure including a 

     tramway extension from North Pier to Blackpool North 

     Station, again a vital element of both the leisure and 

     business tourism offer.

The cumulative effect of this investment should ensure that

Blackpool is well positioned to sustain increased visitor

numbers and attract higher-spending visitors in both the

leisure and conference sectors.

It also gives additional credence to the essence of the “City

Life On The Beach” brand position and the ambition to create

a place with a contemporary city feel; a vibrant destination

that has a thriving retail, leisure and accommodation offer,

complemented by better housing, sustainable employment

and a tangible sense of civic pride.

3 Building on solid foundations…



Headline project 1: Blackpool Central
The global publishing phenomenon, Chariots Of The Gods will

be the main theme for Blackpool Central including the anchor

attraction - the UK’s first “flying theatre”, a fully-immersive

thrill ride that will create the sensation of human flight.

It is estimated that the development will attract 600,000

additional visitors a year. It will also create around 1,000 new

jobs.

It will be delivered in several phases over a nine-year period,

with enabling work starting as early as 2020 and the first

attractions opening in 2024.

The £300m Blackpool Central
development will bring world-class visitor
attractions to a landmark site on the
Golden Mile together with new hotels,
restaurants, food market, event square,
residential apartments and multi-storey
parking. It marks the biggest single
investment in Blackpool’s tourism industry
for more than a century.

1918



Headline project 2: 
Winter Gardens Conference Centre

With the addition of new bespoke facilities set over two

floors, the historic Winter Gardens will become a hub of 12

distinct venues offering almost five acres of connected

conference, meeting, event and exhibition space, with the

capacity to host up to 7,000 delegates.

It is the first major development at the town centre site since

the Opera House was built in 1939. The Winter Gardens itself

is also enjoying a multi-million pound upgrade including a

new air conditioning system, improved digital connectivity

and extensive refurbishments throughout the complex.

A £28m investment in a new, state-of-the-
art conference and exhibition centre 
next to the Winter Gardens which will
open for business in spring 2020.

2120
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Headline project 3: Blackpool Museum
Situated in the new Sands Venue Resort Hotel in the heart of

the original Golden Mile, it will be part-museum, part-visitor

attraction, showcasing Blackpool’s links with dance, comedy,

live variety, illumination, circus and sideshows.

The year-round visitor attraction will be a fully-immersive,

family-friendly experience, filled with memorabilia, film, music

and live performance, and giving visitors an opportunity to

look behind the scenes at what it took to make Blackpool the

UK’s most popular seaside destination.

It is scheduled to open in 2021.

The Blackpool Museum project will
celebrate the resort’s unique place in
popular culture as the birthplace of mass
tourism.
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Headline project 4: Next generation hotels
The first, the Hampton by Hilton, opened at South Beach in 

2018. This will be followed by:

The new four-star Boulevard Hotel at Blackpool Pleasure Beach

in 2019, comprising 120 rooms, signature restaurant and roof 

top bar, and conference facilities for up to 200 people.

Sands Venue Resort Hotel, Blackpool’s first five-star hotel due 

to open close to The Blackpool Tower in spring 2020.

A new Premier Inn and family restaurant opposite North Pier and

a new Easy Hotel at South Beach, both due to open early 2020.

A four-star Holiday Inn and restaurant due to open at the

Blackpool North Station transport interchange in 2021.

The coming years will see the
construction of several next generation
hotels, bringing a range of three, four
and five star hotels to supplement
Blackpool’s existing and extensive
accommodation offer.

Image: Hampton by Hilton at South Beach
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Headline project 5: Talbot Gateway
The extension will enable visitors to leave the train station and

hop on to a tram to travel to any destination along the

seafront.

The tramway extension is part of the Talbot Gateway

regeneration scheme which has already resulted in the

opening of new office and retail space and will be followed by

further commercial development including the new Holiday

Inn and restaurant.

A new £23m tramway extension from 
the Promenade to Blackpool North
Station, creating a seamless link to the
newly-electrified rail line which has
opened up the resort to direct services
from destinations including London,
Birmingham and Manchester.
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This three-year timeline sets out 
a series of key projects that will
help to reshape the new
Blackpool.

Collectively, these objectives have the potential to provide

the step-change that will create a destination that engenders 

immense civic pride, attracts new generations of visitors and

reaffirms Blackpool’s status as the most popular beach

resort in the UK.

The key objectives set out opposite are both challenging and

aspirational, but ultimately achievable if Blackpool can

harness the change that has already been achieved and use

it to create a real sense of impetus. 

With that will come investor confidence and a sea-change in

any residual negative perceptions about what Blackpool 

stands for and where its future lies.

a New 
Horizon

n   Completion of construction work on new conference 

     centre adjacent to Winter Gardens

n   Conclusion of land deal relating to Blackpool Central 

     development, confirmation of replacement parking 

     arrangements and submission of first phase planning 

     application

n   Opening of new four-star Boulevard Hotel and restaurant

     at Blackpool Pleasure Beach

n   Continuation of work on conversion of Sands Venue into 

     resort’s first five-star hotel

n   Celebratory events to mark 125th anniversary of The 

     Blackpool Tower and Grand Theatre

n   Opening of new themed area within Madame Tussauds

n   Continuation of construction work on new Premier Inn 

     and restaurant facility at Talbot Square

n   Securing of final strands of funding for progression of 

     Blackpool Museum project

n   Expansion of pilot park-and-ride scheme at disused 

     Blackpool Airport site

n   Completion of first phase of highways works associated 

     with tramway extension between North Pier and Talbot 

     Gateway

n   Continuation of town centre improvement programme 

     including Quality Corridors scheme on key 

     streets/roads

n   Commencement of building work on new 103-bedroom 

     Easy Hotel at South Promenade

n   Launch of inaugural British Country Music Festival at

     Winter Gardens

n   Opening of new TV-themed attraction on Golden Mile

n   Official opening of new Blackpool Conference Centre

n   Return of GMB union conference to Winter Gardens 

     (June)

n   Opening of three next generation hotels - Sands 

     Venue, Premier Inn and EasyHotel 

n   Commencement of enabling works for Blackpool 

     Central development including new multi-storey car park

The Next Chapter 
2019

n   Securing of new arrangements for Illuminations 

     Switch-On weekend

n   Start of fit-out on Blackpool Museum

n   Demolition of Wilko building on Talbot Road and 

     development of new store in town centre

n   Construction of new Holiday Inn hotel and restaurant 

     on Wilko site

n   Final phase of tramway extension to North Station

n   Development of new funding model for Blackpool 

     Illuminations

n   Opening of Holiday Inn

n   Completion of tramway extension and opening of new 

     transport interchange

n   Completion of enabling works at Blackpool Central and 

     start of construction works on Phase One attractions 

     (including UK’s first Flying Theatre)

n   Blackpool Museum opens for business

2020 2021

28
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5
  DMP Priorities

The value of tourism is more oen
measured in volumes of visitors.
Whilst that is an important statistic,
it only tells part of the story in
terms of its impact on the local
economy.

One of the purposes of the
Destination Management Plan is
to deliver the transformational
change that can alter perceptions
of the resort, convert day visitors
into staying visitors, and promote
repeat visits.

Description Baseline figure 2018 target 2019 target 2020 target 2021 target

£1.5bn* £1.52bn £1.55bn £1.57bn £1.6bn

Total tourism visits 18m* 18.15m 18.25m 18.35m 18.45m

Staying visitors 3.4m* 3.45m 3.5m 3.55m 3.6m

No. of bed nights 9.6m* 9.7m 9.75m 9.8m 9.9m

No. of day visitors 14.6m* 14.7m 14.75m 14.8m 14.85

25,100* 25,200 25,300 25,400 25,500

88%** 88% 90% 90% 90%

3m** 3.1m 3.2m 3.2m 3.25m

1*** 1 1 1 1

15,000**** 17,000 17,500 18,000 19,000

*Based on STEAM data 2017    ** Based on Omnibus data 2017  *** Source: VisitBritain   ****Based on VisitBlackpool data 2017

Overall value of 
tourism economy

Jobs directly 

supported by tourism

Visitor satisfaction 
ratings during summer 
season

No. of visitors to 
Blackpool Illuminations

Ranking among 
seaside resorts

Key Growth Targets

No. of Resort Passes
sold

Image: ICON, Blackpool Pleasure Beach




