
The Economic Value of Culture and Ecology 
A Different Model for Sustainable Growth 

"The most successful places do not compete by becoming more like everywhere else. 
They succeed by becoming more fully themselves." 

The Alde Valley is one of East Suffolk’s greatest assets. It combines an exceptional natural 
landscape with internationally recognised music, art, literature, heritage and wildlife. Yet these 
assets are rarely considered together as part of a single economic strategy. 

Across Britain, towns and rural regions have demonstrated that investment in culture, heritage 
and the natural environment can generate long-term prosperity. Visitors stay longer, local 
businesses benefit, new enterprises emerge and communities develop a renewed sense of 
confidence and identity. The most successful places have recognised that their landscape and 
culture are not simply amenities to be protected—they are valuable economic assets. 

The opportunity for the Alde Valley is not to invent a new identity. It is to recognise, 
connect and promote the remarkable one that already exists. 

Proven Elsewhere 

There are now numerous examples where investment in nature, heritage and culture has 
transformed local economies. 

The Eden Project, created from a former china clay pit in Cornwall, has welcomed more 
than 25 million visitors since opening in 2001. Its latest impact report estimates that it has 
generated more than £6.8 billion for the economy of Cornwall and the South West while 
sustaining an average of 700 jobs each year. 

Tate St Ives has become one of Cornwall’s principal visitor attractions, welcoming around 
a quarter of a million visitors annually and contributing approximately £11 million each 
year to the Cornish economy. The gallery has demonstrated how high-quality cultural 
investment can reinforce the identity of an entire region while supporting tourism 
throughout the year. 

Turner Contemporary helped reposition Margate as one of Britain’s leading cultural 
destinations. Since opening, it has welcomed more than five million visitors and 
contributed over £100 million to the local economy. Independent studies found that 
almost half of visitors travelled specifically because of the gallery, supporting hundreds of 
local businesses, restaurants and accommodation providers. 

The Camel Trail in Cornwall demonstrates that landscape itself can become economic 
infrastructure. A simple walking and cycling route now supports cycle hire businesses, 



cafés, accommodation providers and local shops, generating an estimated £10–12 million 
annually for the local economy while encouraging sustainable travel. 

Nature recovery has also become an economic driver. The Knepp Estate in Sussex has 
shown how restoring wildlife can create a thriving rural economy based around nature 
tourism, education, hospitality and local food. Its success demonstrates that biodiversity 
and economic prosperity can reinforce one another rather than compete.  

Closer to Home 

The same principles are increasingly shaping regeneration across East Anglia. 

King’s Lynn is investing more than £30 million in the restoration of St George’s Guildhall 
as the centrepiece of a wider cultural regeneration programme. The business case 
forecasts around £30.8 million of economic benefit together with more than one hundred 
new jobs, recognising that heritage and culture can become the foundation of long-term 
economic growth. 

Lowestoft has similarly placed culture at the heart of its regeneration strategy. The First 
Light Festival has welcomed tens of thousands of visitors each year, while wider 
investment in the Cultural Quarter and historic Post Office reflects a growing 
understanding that creative industries, heritage and public spaces are central to the future 
prosperity of coastal towns rather than optional additions. 

The Alde Valley Advantage 

Unlike many places, the Alde Valley already possesses an extraordinary concentration of 
cultural and environmental assets. 

Within a few miles of Saxmundham are Snape Maltings and the internationally renowned 
Aldeburgh Festival, the Aldeburgh Literary Festival, The Alde Valley Festival, the Aldeburgh 
Documentary Festival, Art Station Saxmundham, Snape Proms, Spirit Studios, 
Framlingham’s growing cultural programme, the Heritage Coast, internationally important 
wildlife sites, ancient woodlands, river valleys, walking and cycling routes, independent 
cafés, local food producers and some of Britain’s finest landscapes. 

Very few market towns are fortunate enough to stand at the gateway to such a remarkable 
combination of natural beauty and internationally recognised cultural activity. 

Saxmundham does not need to create a visitor economy. It already possesses one. 

What is missing is a coherent marketing strategy that connects these remarkable assets 
and encourages people to stay longer, explore further and support local businesses. 

The Missing Link 

The opportunity is not another single attraction. 



It is coordination. 

A shared identity for the Alde Valley. 

Joined-up visitor information. 

Better walking and cycling connections. 

Support for independent businesses. 

Nature recovery. 

Creative industries. 

Education. 

Sustainable enterprise. 

Local food. 

High-quality accommodation. 

A year-round programme of cultural events. 

Together these would create an economy rooted in the qualities that make this landscape 
distinctive rather than replacing those qualities with development that could be located 
beside almost any trunk road in Britain. 

Warehouses, roadside services and lorry parking may provide some employment, but they 
are not unique to the Alde Valley. They neither strengthen its identity nor build upon the 
exceptional combination of landscape, wildlife and culture that already exists. 

A Vision for the Future 

The greatest opportunity for Saxmundham lies not in becoming another roadside service 
centre but in becoming the recognised gateway to the Alde Valley. 

Across Britain, the most successful places have understood that prosperity increasingly 
depends upon the quality of place. People choose where to live, work, visit and invest 
because of landscape, heritage, culture, education and quality of life. 

The Alde Valley already possesses these advantages. 

Its future prosperity depends not upon replacing them, but upon recognising that they 
are already its greatest economic assets. 


	The Economic Value of Culture and Ecology
	A Different Model for Sustainable Growth
	Proven Elsewhere
	Closer to Home
	The Alde Valley Advantage
	The Missing Link
	A Vision for the Future


