Learning from Success

Across Britain, some of the most successful towns and rural destinations have clearly demonstrated that culture and
ecology can be driving forces for transformational economic growth.

Place

What Changed?

Impact

Lesson for the Alde Valley

ﬂ Eden Project

Q Tate St lves

% Turner
Contemporary,
Margate

& Camel Trail

8¢ Knepp Estate

A former china clay
pit transformed into a
world-renowned
environmental
destination.

International gallery
celebrating art,
landscape and place.

Contemporary gallery
leading wider
regeneration of the
seafront and town
centre.

Walking and cycling
route linking towns,
countryside and the
coast.

Rewilding combined
with wildlife tourism,
education, hospitality
and local food.

25+ million visitors since
opening. £6.8 billion estimated
economic contribution to
Cornwall and the South West.

Around 250,000 visitors each
year, generating significant

benefits for the Cornish
economy.

Millions of visitors since
opening, attracting investment,
new businesses and renewed

national recognition.

Estimated to contribute £10-12
million annually to the local
economy.

150,000 visitors p.a

Nature is not simply something to
protect—it can become the foundation
of a thriving local economy.

World-class cultural investment
strengthens the identity and prosperity
of an entire region.

Culture can transform the reputation
and confidence of a place.

Landscape itself can become valuable
economic infrastructure.

Biodiversity can support sustainable
businesses, employment and year-
round visitors.



Place

What Changed?

Impact

Lesson for the Alde Valley

@ King’s Lynn

Q Lowestoft

@ The Alde Valley

Restoration of St
George’s Guildhall as
the centrepiece of

cultural regeneration.

First Light Festival,
heritage restoration
and cultural
investment.

An exceptional
landscape,
internationally
recognised culture,
wildlife, heritage and
independent
enterprise already
exist.

£30 million+ investment
supporting jobs, tourism and
town centre renewal.

Growing visitor economy,
increased confidence and
continuing public investment.

The opportunity has yet to be
fully realised.

Heritage can become the catalyst for
economic regeneration.

Festivals and culture help reshape how
towns are perceived and experienced.

Unlike the other examples, the Alde
Valley does not need to create new
assets. It simply needs to connect,
celebrate and promote the
remarkable ones it already
possesses.

The Opportunity

The Alde Valley already contains many of the ingredients that other places have spent decades creating: internationally
recognised music, literature and visual arts; exceptional wildlife; historic market towns; the Heritage Coast; beautiful
landscapes; local food producers; independent businesses; and easy rail access from London.

The opportunity is not about creating another attraction. It is a effective marketing. It is better walking and cycling
connections. Itis nature recovery, sustainable enterprise, and encouraging visitors to stay longer, discover more and support

local businesses.

Saxmundham does nhot need to invent a visitor economy. It already possesses one. The opportunity is to become the
recognised gateway to the Alde Valley, connecting one of Britain’s richest combinations of landscape, culture and heritage
into a single, compelling destination.
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