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COASTAL COMMUNITY TEAMS 

ECONOMIC PLAN 

 

No. Heading Detail Information 
 
Key Information 
1 Name of CCT North York Moors 

Rural Coastal 
Community Team 
 

Representing the rural coastal communities of Staithes, Robin Hood’s Bay and Runswick 
Bay. 

2 Single Point of 
Contact 
(SPOC) 

Name 
Address 
Tel nos 
Email 

Catriona McLees 
North York Moors National Park Authority, The Old Vicarage, Bondgate, Helmsley, York. 
YO62 5BP 
01439 772700 
c.mclees@northyorkmoors.org.uk 

3 
(a)  

CCT 
Membership 

Names and 
position, e.g. 
resident, Local 

Dick Hoyle - Robin Hood’s Bay Parish Council 
Carol Baker -  Hinderwell Parish Council 
Graham Kemp - Robin Hood’s Bay Tourism Association 
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Councillor Rob Sim - Staithes Tourism & Business Group 
Janet Deacon – Scarborough Borough Council (SBC)/Welcome To Yorkshire  
Anthea Ellis -  Jet Coast Development Trust 
Catriona McLees, Head of Promotion & Tourism - North York Moors National Park Authority 
(NYMNPA) 
Leslie Atkinson, Member – NYMNPA 
Mo Metcalfe, Committee Member – Runswick Bay Rescue Boat 
Susan Briggs, Director – North York Moors Tourism Network (NYMTN) 

3 
(b) 

CCT 
Membership 

Other partners 
and/or 
stakeholders to 
be involved. 

Amy Thomas – Project Development Officer, North York Moors, Coast and Hills LEADER 
Programme 
 

4 Accountable 
Body 

Local Authority 
Contact name & 
details 
 

Scarborough Borough Council 
 
Does the Accountable Body have a representative on the CCT membership?  
Y Janet Deacon, Scarborough Borough Council 

5 Local Area Provide brief 
geographical 
description of the 
locality and a 
brief history if 
relevant. 

Staithes, Runswick Bay and Robin Hood’s Bay are picturesque seaside villages in the 
Scarborough Borough of North Yorkshire and located within the North York Moors National 
Park. Formerly prolific fishing centres in England, the villages are now largely tourist 
destinations.  
 
Away from the resorts of Scarborough, Whitby and Saltburn, these small traditional fishing 
villages ooze with charm and personality and typify the National Park Coastline and are a 
major draw for tourism. The traditional village fabric of stone cottages with slate and pantile 
roofs, diminutive outbuildings, cobbled streets and narrow yards and alleyways all add to the 
rural seaside charm of the setting. 
 
The area is scattered with many archaeological remains, telling the story of human influence 
on the landscape here. The coastline has long been associated with industry with vast 
quantities of alum, jet and ironstone being ‘won’ from the coastal rock between the 17th and 
19th centuries. 
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Prior to this, the coast was an obvious lookout area for overseas invaders and signal stations 
were built during Roman occupation to warn of raiding parties. The stations linked to inland 
signallers and provided an early communication link to prepare for attack. During the two 
world wars the coastal clifftops were again used to scan the horizon for enemy raiders. 
 
Many of the features from these footprints in history still remain on the coast and conserving, 
recording and interpreting them is a necessary and important task. 
 

6 Context – 
community 
(suggested 
maximum 300 
words) 

Description of 
local community 
with 
demographics.  

Robin Hood’s Bay 
 
The village of Robin Hood’s Bay belongs to the parish of Fylingdales. The North Yorkshire 
Country Council mid-year estimates of 2013 recorded a population for the Parish of 1,330. 
The population is predominantly of White British ethnicity (95.7%). 
 
According to the 2011 census, 38.3% of the population is over 60 years of age; this number 
is significantly higher than the average for England (22.4%). The population aged between 
20 and 29 is 5.7%, significantly lower than the English average of 13.7%. 
 
Staithes and Runswick Bay 
 
The villages of Staithes, Runswick Bay and Hinderwell belong to the parish of Hinderwell. 
The North Yorkshire Country Council mid-year estimates of 2013 recorded a population for 
the Parish of 1,850. The population is predominantly of White British ethnicity (98.7%). 
 
According to 2011 census 34.7% of the population is over 60 years of age; again this number 
is significantly higher than the average for England (22.4%). The population aged between 
20 and 29 is 8.6%, once more notably lower than the English average of 13.7%. 
 
More generally, ONS analysis shows that small coastal communities have the highest share 
of household spaces with no residents (6.1%). 7.0% of residents aged 16 to 64 in coastal 
communities had a long-term health problem that meant day-to-day activities were ‘limited a 
lot’ as opposed to ‘limited a little’ or ‘not limited’ (5.7% for England and Wales). 
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7 Context – 

economy 
(suggested 
maximum 400 
words) 

Local economy, 
e.g. business, 
tourism, 
manufacture, 
etc.,  
‘Starting point’ 
 

Industry 
 
Fishing has historically been the main economic activity in the area but started to decline in 
the late 19th century. Staithes was once home to the country's largest herring fleet. By 2012, 
only 11 boats operated from Staithes, Runswick Bay and Robin Hood’s Bay, employing just 
22 people (although there are signs of a small scale revival in Staithes with an additional 
boat in operation). 
 
Tourism has replaced fishing as the biggest contributor to the coastal economy. The rural 
coastline of North Yorkshire and Cleveland offers a fantastic attraction with its many secret 
coves, beautiful beaches and historic remains. Central to this tourism economy is the 
provision of a quality natural environment which is accessible, explained and cared for by 
local communities and organisations. 
 
Accurate statistics representing the individual villages are not available however latest 
figures from the annual STEAM report1 indicate that the real term value of tourism for the 
North York Moors coast and hinterland increased by 4% in the twelve months from 2013 to 
reach £329 million in 2014, with 3.8 million visitors (+5%), 6 million visitor days (+3.9%) and 
employing around 5,750 FTE (+2.1%). While this growth follows several years when tourism 
was in decline, the rate of growth is less than that observed in the wider National Park area. 
 
The vast majority of businesses in the area (87.5%) are micro-businesses with less than 10 
employees. 98.6% are small or micro in the LEP area. Self-employment is significantly above 
national average at 11.8% however the wider Scarborough area has the lowest business 
survival rates in the LEP area2. 
 
Employment: 
 

                                            
1 Global Tourism Solutions (UK) Ltd (2015) North York Moors National Park Scarborough Tourism Economic Activity Monitor (STEAM) report 2014 for the North York Moors National 
Park Authority 
2 YNYER LEP Strategic Economic Plan 2014 
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Robin Hood’s Bay 
 
The Ward of Fylingdales has 45.3% of the total population working full-time hours - this is 
lower than the English average of 57.6%. 36.1% of the population work part-time hours, 
higher the English average of 29%. 
 
Staithes and Runswick Bay 
 
The Ward of Mulgrave has 46.8% of the population working full-time hours. 31.2 of the 
population work part-time hours, higher than the English average of 29% 
 
Across the area, unemployment rates fluctuate, in line with the national average during 
summer months, to higher during the tourism off-season – reflecting the dominance of the 
tourism sector and reliance on it. 

8 Related 
initiatives 

What else is 
going on in the 
community of 
economic 
importance, e.g. 
BID, LEP, CIC, 
CCF, CRF 
 

• North Yorkshire and Cleveland Heritage Coast Management Plan 2015-2020 
• North York Moors National Park Management Plan 
• York, North Yorkshire and East Riding Local Enterprise Partnership (YNYER LEP) 

Strategic Economic Plan 
• Shoreline Management Plan 
• North Yorkshire and York Local Nature Partnership strategy 
• Tees Valley Local Nature Partnership strategy 
• Cleveland Way Action Plan 
• Scarborough Borough Council Local Plan 
• Sea Life, See Life – Coastal Communities Fund Project 
• North York Moors National Park Authority and Yorkshire Dales Destination 

Partnership EAFRD Bid 
• North York Moors, Coast and Hills LEADER Programme 
• Scarborough Destination Business Improvement District (DBID) (Development Phase) 
• Scarborough CCT 
• Whitby CCT 
• East Cleveland CCT 
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CCT Plan 
9 Ambition A positive 

statement of the 
aims and 
objectives of the 
plan and a 
description of 
what it will 
achieve.   
Description of 
‘what success will 
look like’. 
 

The North York Moors Rural Coastal Communities Team will support the North York Moors 
National Park communities in Staithes, Runswick Bay and Robin Hood’s Bay by bringing 
together local businesses, local leaders and communities to help maximise the unique visitor 
experience we offer and make the most of our stunning seaside assets.  
 
A vibrant and resilient visitor economy will attract visitors all year round, offering a broad 
range of activities and facilities. It will maintain the unique natural and historic environment 
we are known for, developing the sector in a sustainable manner. 

10  Needs of the 
community and 
intentions of 
the team to 
meet them. 

Identify the socio-
economic needs 
of the community 
and the 
opportunities to 
meet them.  Each 
element should 
be Specific, 
Measureable, 
Achievable, 
Realistic and 
Timed. 
 

Our coastal villages have a number of major socio-economic challenges arising largely from 
an in-migrating elderly people, transitory young populations fragile, undynamic economic 
conditions (particularly as a result of seasonal employment and low incomes in particular), 
weak transport links, poor access to services, poor physical and mental health, all 
compounded by remoteness from major settlements that is exacerbated by vacant second 
and holiday homes. 
 
The remit of our Coastal Community Team is addressing the socio-economic needs relating 
to the rural visitor economy, and the small and micro-business that support the sector. 
Addressing the other socio-economic factors is beyond the scope of this Economic Plan 
although interplay between socio-economic factors will likely mean a degree of causative 
effect. 
  
The major issues that impact the tourism economy in our coastal villages are: 
 
Seasonality of tourism 
Tourism in our area is particularly seasonal - in 2014 tourism revenue in January was only 
27% of that in August. A highly seasonal sector also leads to a lack of year-round jobs. 
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Attracting people in the ‘shoulder’ seasons (autumn and winter) remains a key challenge for 
businesses. Tourists are not convinced that there is enough to do to warrant a visit. 
However, we also have a significant dip in May, particularly day visitors, when visitors could 
be more easily persuaded to visit. Our research has shown that tourism businesses lack the 
skills to pull together themed, locally distinctive breaks to attract visitors in these times.  
 
Day visitors vs. staying visitors 
Just under half of the tourist days spent in the area are made by day trippers yet these only 
account for around 30% of the economic value, with limited evening/overnight spend in 
coastal villages. Staying tourists provide greater value to the economy for each day that they 
are here, but this area has not managed to grow its market share of these. In difficult 
economic times, day visitors need to be absolutely convinced that the area is worth staying in 
overnight. 

Drive-by tourism 
The Yorkshire Regional Visitor Survey (RVS) conducted over three years to March 2011 
shows that 80% of visitors to the North York Moors area stroll around and enjoy the 
ambience while 61% are driving around and sightseeing from the car, not spending. It also 
shows that our visitors spend significantly less on food and shopping compared to Yorkshire 
as a whole. We have an over-reliance on car-based visitors and seemingly we are not selling 
the great wealth that the area has to offer in an effective way; visitors see no reason to stop 
and spend their money. 
 
Over-reliance on non-serviced accommodation 
The area has a strong reliance on non-serviced accommodation when compared to 
Yorkshire (51% vs 35% of overnight visitors). The tourism market has changed, resorts need 
to widen and upgrade their offer3. With the UK visitor increasingly shifting to short breaks, 
authentic and experiential breaks, and increasingly sophisticated expectations, our 
accommodation sector has been slow to adapt and failed to appeal to this important market. 
If it does not adjust to the changing demands of the market and reduce its dependence on 

                                            
3 YNYER LEP Strategic Economic Plan 2014 



8 
 

traditional holidaymakers, occupancy levels will continue to decline and so too the economic 
viability of the area. 

Poor marketing of the area 
Research undertaken in 2012 by the National Park family to ascertain awareness levels of 
National Parks both in a UK context and individually found that the North York Moors was 
identified as having a national awareness level of just 4%4 and came 12th in the list of 
National Parks people could name, with only The Broads, Northumberland and South Downs 
scoring lower. 
 
As a National Park and protected landscape, the area should have significant appeal and its 
great diversity means its local distinctiveness should differentiate it from other destinations. 
Historically this has been rarely communicated to visitors, and subsequently the image and 
branding of the destination has been weak and lacking in recognition. This is an area of 
activity that the CCF project is beginning to tackle. 
 
Impact of holiday/second homes 
The impact of second homes and holiday homes reducing available housing stock for local 
residents, with many houses empty during winter months so some village lose their sense of 
community and this can have an impact on the viability of local services; 
 
The permanent population of the villages has dwindled due to more than half of the houses 
being second homes owned by outsiders from cities such as Leeds and York and further 
afield. 
 
Physical/geographic impacts and capacity 
 
The key means of arrival at coastal destinations is by private car and this poses its own 
problems when space for parking is limited. Robin Hood’s Bay, Staithes and Runswick all 
have car parks that can accommodate peak weekend visitor numbers currently but 

                                            
4 National Parks Survey 2012, RMG:Clarity 
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alternatives need to be found if the coast is to accommodate increased visitor numbers. This 
should include opportunities for people to visit sensitive sites without their cars too. There is 
a good coastal bus service currently, which can link with the railway station at Whitby, and 
more could be done to promote these linkages. 
 
Conserving what makes our villages distinct 
 
Economic and social development must conserve and enhance the natural beauty and 
heritage features of the villages and surrounding areas ensuring that the coastal community 
needs are being met and managed responsibly. The approach recognises that these rural 
villages have a unique offer and that more conventional resort experiences are met nearby in 
Scarborough. 
 
Potash 
 
Should the proposed development of the potash mine in the area go ahead, provision has 
been made in the S106 to counter any potential negative impact of the development on 
visitor perceptions and the visitor economy. 
Intentions of the Team to meet the needs of the Community 
 
The Team aims to develop a more resilient and sustainable visitor economy in the rural 
coastal villages of the North York Moors. This will enable local communities to continue to 
live and work in the area and enhances the rich heritage and local distinctiveness that the 
sector depends upon. 
 
The following opportunities have been identified by the team to address this need: 
 
1. Developing new and different tourist attractions/events/activities and experiences to help 

build a more resilient sector and meet changing visitor expectations. 
 
There is great potential within our villages to increase the season and the number of staying 
visitors, and to expand the range of businesses that can be supported by tourism.  
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Developing out of season festivals, integrated holiday opportunities, adventure holidays, 
nature tourism, outdoor learning experiences, seafood delicacies, catch & cook events, arts 
festivals, historical tours and landscape appreciation events all have the potential to 
sustainably promote the area for an increased, yet managed, tourism influx. 
 
In order to meet this need our local businesses and communities will need support to 
develop new ideas and initiatives to convert this potential into cost-effective and sustainable 
endeavours.  
 
2. Improved promotion/brand development. 
 
Ensuring we effectively promote our natural and cultural assets and local businesses, 
providing joined-up marketing initiatives and cross-promotion will help encourage visitor 
spend and longer stays. 
 
Reinforcing the North York Moors Coast and National Park brands to build a strong and 
recognisable identity that is applicable to all of our villages will help to raise the profile on 
offer and provide opportunities for further cross-marketing. We will look to wider branding 
initiatives including the Yorkshire Coast to ensure a complementary approach to branding 
across our area. 
 
3. Enhance the tourism infrastructure, facilities and our built environment to ensure we 

maintain a high standard of visitor experience 
 

Ensuring we have high quality facilities and infrastructure to support our visitor economy is 
paramount. Innovative ways to both develop and sustain the provision of facilities is required 
to support a strong visitor economy without impacting on the unique heritage that makes our 
villages and the surrounding areas unique and attractive to visitors. 
 
Maintaining and upgrading our existing attractions and infrastructure is critical to providing an 
up-to-date visitor experience that develops in line with changing visitor expectations. 
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11 Analysis Describe the 
strengths, 
opportunities, 
weaknesses and 
threats in 
meeting the 
needs at 10 (a). 
 
 

Strengths 
 

• Representative Team drawn from across the community utilising a wealth of local 
experience and subject matter expertise. 

• Already a valuable visitor economy and a well-known tourist offer based on the wider 
North York Moors brand worth approx. £538 million per year to the North York Moors 
and its influence area. 

• Significant natural assets and a high quality natural environment. 
• Rich cultural and built heritage. 
• An existing strong volunteer base and high levels of social capital. 
• Tourism sector will be more resilient to future economic shocks. 
• A largely undeveloped coastline with bathing beaches, quality habitats and traditional 

fishing villages are a key part of the area’s USP 
• Acknowledgement of need to develop the tourism offer, capacity and local facilities to 

enable sustainable growth. 
• Build upon existing established business and community networks.  

  
 
Opportunities 

• Modernisation and diversification of the visitor economy – raise the quality and 
availability of offer, and build on the high levels of repeat business and broaden the 
offer to new markets. 

• Utilisation of the natural environment for sustainable economic gain through 
expanding the nature and heritage tourism offer. 

• Develop a strategy for sustainable management of facilities that underpins our tourism 
economy. 

• Develop attractions, events, activities and experiences that improve and sustain our 
natural and cultural heritage helping to secure the assets that make our communities 
distinct. 

• Strong, recognisable branding that is consistent with wider initiatives but appropriate 
to our villages. 
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Weaknesses 
 

• If branding and promotion work does not complement wider branding initiatives and 
promotion work, branding for the area may be diluted/weakened. 

• New attractions and events developed, and increased numbers of tourists may have a 
negative impact of natural or cultural heritage if not developed in a sustainable, 
sympathetic manner. 

• Expansion of tourism sector has potential to compound stress on housing stock and 
impact of second homes. 

• Expansion of tourism offer without adequate expansion of facilities especially parking 
provision will cause further capacity issues. 

 
Threats 
 

• Inability to secure landowner permission for projects 
• Inability to secure adequate funding for projects 
• Potential future reduction to funding provision 
• Impact of future reductions to public spending on village services and facilities. 

Continual loss of village services across the area including village shops, post offices 
and transport provision (between 1995 and 2009 the number of Post Offices in the 
NPA has decreased by 63%). 

• Poor connectivity, rural isolation & increasing deprivation of services 
• Lack of infrastructure to support delivery of tourism growth e.g.: broadband and mobile 

coverage and affordable transport options.  
• Skills shortage needed to build tourism businesses especially digital technology and 

tourism / hospitality 
12 Data – while an 

essential 
element of the 
plan, it could 

Provide evidence 
to support the 
intentions of the 
plan.  This will 

The intentions of the Team have been developed from the community needs identified in 
Team workshop that took place on 18 December 2015. The workshop included stakeholders 
from parish, local business and local community groups. 
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be included in 
a ‘daughter’ 
document. 

include statistical 
data but broader 
data should also 
be included. Data 
used should be 
specific, relevant 
and transparent. 
It is sufficient to 
reference 
evidence held 
elsewhere. 

Directly referenced statistics have been taken from: 
 

• Global Tourism Solutions (UK) Ltd (2015) North York Moors National Park 
Scarborough Tourism Economic Activity Monitor (STEAM) report 2014 for the North 
York Moors National Park Authority 

• 2012 National Parks Survey MG Clarity 
• STREAM (Statistics, research and mapping for North Yorkshire and York). 

 
The following external documents have been used to support/evidence needs identified in 
the document: 
 

• North Yorkshire and Cleveland Heritage Coast Management Plan 2015-2020 
• North York Moors National Park Management Plan 
• York, North Yorkshire and East Riding Local Enterprise Partnership (YNYER LEP) 

Strategic Economic Plan. 
 

 
Delivering the Plan 
13 Key projects 

and/or bodies 
of work. 

High level 
description of 
discrete pieces of 
work showing 
CCT role, 
indicative 
partners and 
timescales. 
 

The following key projects have been identified to meet the community needs of the area, 
they are: 
 

KP1. Develop initiatives to extend the tourism season, incorporating new initiatives to 
 help diversify the sector, reduce seasonality, meet changing customer 
 expectations and develop new (appropriate) tourist attractions and 
 experiences. 

 
KP2. Improved promotion/brand development - at a destination-level and for specific 

 attractions/activities within our villages. 
 

KP3. Enhance the built environment and facilities of our villages and the surrounding 
 areas, through: 

a. Enhancing the attractiveness of the villages and attractions/experiences on 
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offer; 
b. Providing better, more sustainable facilities; 
c. Encouraging and developing sustainable uses of heritage/cultural assets. 
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14 Short term 
goals/actions 

What will the 
team achieve in 
the next 6 
months? Should 
demonstrate 
‘quick wins’. 
 

 
Reference:  KP1.1 
Title: SBC Tourism Database 
Description: SBC is currently developing a Tourism Directory/Database that will store 

information on event, venues, assets, villages, locations for each destination 
and enable visitors to more easily find out relevant information. 
 
To ensure our villages can maximise the potential of this system is in critical 
that we understand what it provides and see if it will meet current and future 
needs. 
 
First steps will be to seek an overview from SBC and agree if it is fit for 
purpose. 

Resources: Janet Deacon, SBC 
Costs (Indicative): N/A 
Performance 
Measures: 

Overview of application given and recommendations for use 
given. 

Barriers: Delays to application delivery 
 
Reference:  KP2.1 
Title: Develop a Local Information Delivery Strategy 
Description: Develop a strategy for future local information delivery given the expected 

change to Tourist Information Centre (TIC) provision in Whitby. We need to 
ensure our current model of Village Information Points and support to Visitor 
Centres along the coast will meet future needs and ensure that villages are 
still effectively promoted in the absence of more traditional TIC’s. This may 
incorporate electronic kiosks, paper-based literature, more novel uses of 
technology, increased web presence, more cross-market initiatives and more 
tailored local displays.  

Resources:  
Costs (Indicative): £7k for Consultancy 
Performance Strategy delivered and adopted by businesses and community 
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Measures:  
Barriers: Insufficient resource to develop the strategy 

Identifying appropriate funding for consultancy costs 
Inability to agree an appropriate consultant to perform strategy 
development 

 
Reference:  KP3.1 
Title: Operating Model for Facilities 
Description: The public toilets at Runswick Bay and Robin Hood’s Bay are no longer 

being serviced by SBC. Robin Hood’s Bay’s Parish Council has already 
taken responsibility for running one of the public toilets in the village but 
requires a more sustainable strategy for operating the facility. Runswick 
Bay’s public conveniences do not yet have an assigned operator and require 
a similar strategy and are at imminent risk of closure. A sustainable model 
for operating the public toilets at both Robin Hood’s Bay and Runswick Bay 
needs to be developed, identifying an innovative operating model. 
 

Resources:  
Costs (Indicative): Cost developing strategy: TBC 

Potential cost of works or subsidy: TBC 
Performance 
Measures: 

Strategy is developed and adopted. 
Facilities continue to operate. 
Facilities improved. 

Barriers: Insufficient resource to develop the strategy 
 
Reference:  KP3.2 
Title: Mobile Coverage 
Description: The current state of affairs of mobile coverage expansion is unknown. 

Seek update from Chris France, NYMNPA Director of Planning on latest 
position of mobile coverage plans for the area and identify if the Team can 
assist in progressing any issues or barriers that may be preventing 
expansion of coverage – something that is important to local residents, 
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business an d visitors alike. 
Resources: NYMPA Planning Team 
Costs (Indicative): N/A 
Performance 
Measures: 

Update received and relayed to Team and key stakeholders. 

Barriers:  
 
Reference:  KP3.3 
Title: Car parking and footpath provision at Port Mulgrave 
Description: This year’s winter storms and unprecedented rainfall has seen the only 

footpath that provides access to the beach completely washed away, with no 
possibility of it being reinstated. Alternatives will need to be investigated. 
Without footpath access to the beach, existing tourism businesses that rely 
on this will be unable to operate their coast based activities. No footpath 
access will impact significantly on the viability of the Port Mulgrave offer.  
 
Assuming beach access is maintained, increase parking capacity at Port 
Mulgrave. Currently only 2 spaces exist. It may be possible to increase this 
with additional land if this is done in an environmental sensitive way the 
landowner is supportive. 
 

Resources: National Trust, landowners with regard to footpath access, with 
support from NYMNPA Senior Coastal Ranger 

Costs (Indicative): N/A 
Performance 
Measures: 

Landowner contacted 
New footpath identified and developed 
Expansion agreed with all stakeholders. 

Barriers: No viable alternative footpath identified 
 
Reference:  KP3.4 
Title: Community Broadband Scheme Runswick Bay, Hinderwell, Staithes and 

Sandsend. 
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Description: Robin Hood’s Bay has rolled out RHBMesh.net, a community wireless 
broadband for residents and visitors to Robin Hood's Bay. Investigate a 
similar system for visitors for Runswick Bay, Hinderwell, Staithes and 
Sandsend to provide improved high-speed broadband connectivity for 
visitors and local residents alike. 

Resources:  
Costs (Indicative): Research costs: n/a 

Implementation cost subject to above 
Performance 
Measures: 

Technical requirements, set-up and operating cost, uptake and 
ongoing usage detailed and considered and community 
consultation performed. 
Schemes rolled out  

Barriers: To implementation: 
• Technical issues prohibit rollout 
• Prohibitive cost of rollout 
• Prohibitive cost of running  

 
Reference:  KP3.5 
Title: Interpretation Audit 
Description: Not all local interpretation has been able to be refreshed under other 

projects. Up-to-date interpretation is important to present information in a 
consistent and relevant manner. The Team will compile a list of interpretation 
and signage not covered under any current funding scheme for refreshing 
and prioritise these for funding and/or building into the NYMNPA core work 
programme. 

Resources: Julian Brown, Interpretation Officer, NYMNPA 
Costs (Indicative): N/A 
Performance 
Measures: 

List produced and prioritised by the Team. 
Distributed to partners for inclusion in future funding applications 
or core work programmes. 

Barriers: None 
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Reference:  3.6 
Title: Consistent Car Parking Signage and Pricing in Staithes 
Description: Provide consistent signage and pricing for car parking at Staithes where 

there is confusion of provision between SBC-owned parking and privately 
owned parking. 

Resources:  
Costs (Indicative):  
Performance 
Measures: 

Liaise with SBC and private facility owner. 
Agree and purchase signage 
Agree consistent pricing 

Barriers: Inability to reach agreement over signage or pricing. 
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15 Medium term 
goals/actions 

For 6mths to 5 
years  
 

 
Reference:  KP1.2 
Title: Develop Nature Tourism 
Description: Capitalise on the growth in Nature Tourism and unique natural heritage we 

offer to develop a Nature Tourism Festival along the North York Moors 
Coast. There is the potential to base it around the theme of the four seasons 
to ensure coverage of shoulder seasons .Possible tie-in with forthcoming 
Channel 5 Nature Documentary A Year in the Wild. 

Resources: NYMNPA 
Yorkshire Coast Nature 
Hidden Horizons  
NYMTN Co-ordinator 

Costs (Indicative): Cost of feasibility study: ~£5,000 
Performance 
Measures: 

• Performed market/opportunity analysis and perform 
feasibility study 

• Establish working group  
• Develop 1 year schedule 
• Develop 3 year schedule 

Barriers: Conflict with existing events calendar – capacity to support 
increase in visitor numbers 

 
Reference:  KP1.3 
Title: Develop Food & Drink Festival 
Description: Work with Welcome to Yorkshire and SBC to develop a Food & Drink festival 

that moves along the coast celebrating the best of each locality and fare. 
Similar to KP1.2: Nature Tourism, seasonal fare lends itself to a seasonal 
programme of events that could help to promote the shoulder season.  
 
The festival could incorporate an annual National Trail Day ‘People’s Picnic’, 
to encourage a mass picnic celebrating our trails with businesses involved in 
supplying local produce. 
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Resources: NYMNPA/SBC? 
Costs (Indicative): TBC 
Performance 
Measures: 

• Performed market/opportunity analysis and perform 
feasibility study 

• Establish working group  
• Develop 1 year schedule 
• Develop 3 year schedule 

Barriers: Conflict with existing events calendar – capacity to support 
increase in visitor numbers 

 
Reference:  KP1.4 
Title: Develop Traffic-free Access Routes 
Description: Develop traffic-free routes and rights of way that link the villages and the 

wider North York Moors Coast, building on the highly successful Cinder 
Track and the Cleveland Way. We will look at opportunities to develop in line 
with both regional and national initiatives including the England Coast Path 
including new links between the Cinder Track and Cleveland Way to provide 
circular route options.   
 
The Team has already given its support to a successful application to the 
Coastal Revival Fund to produce a Restoration Plan for the Cinder Track 
(Scarborough - Whitby Old Railway). The team will work with project 
partners to develop further opportunities to link the route from Staithes.  
 
 

Resources: NYMNPA 
Sustrans 
SBC (landowners of the Cinder Track) 

Costs (Indicative): TBC 
Performance 
Measures: 

KM of traffic-free access routes created 
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Barriers: Lack of landowner support 
Inability to find adequate funding streams 
Technical constraints 

 
 
 
Reference:  KP1.5 
Title: Tourism Development and Promotion Officer 
Description: Fund a part-time officer (NYMNPA-hosted) to work alongside local 

businesses and community groups to develop new events and festivals and 
support/develop existing ones (Robin Hood’s Bay Victorian Weekend, for 
example). This would include capacity building, sustainability, sponsorship 
and funding strategies to ensure our festivals grow. A full-time position could 
potentially offer administrative assistance to festival/event organisers. 

Resources: NYMNPA 
Costs (Indicative): £32,000 per annum (Fulltime) / £17,000 per annum (part-time)- 3 

year post 
Performance 
Measures: 

Post funded and successfully recruited 
Number of new events 
Growth in visitor numbers and spend 

Barriers: Inability to find adequate funding streams 
 

 
Reference:  KP1.6 
Title: “Captain Cook  - A Son of Staithes” – 250th year anniversary festival 
Description: Develop an event to celebrate the 250 (2018) years since Captain Cook’s 

first voyage, celebrating his links with Staithes and the North York Moors 
Coast. 

Resources: NYMNPA 
NYMTN 
External Consultancy 

Costs (Indicative): TBD 



23 
 

Performance 
Measures: 

• Performed market/opportunity analysis and perform 
feasibility study 

• Establish executive group 
• Event  

Barriers: Lack of community interest 
Conflicting/duplicating events celebrating the anniversary 
Conflict with existing events calendar – capacity to support 
increase in visitor numbers 

 
Reference:  KP1.7 
Title: Fantasy and Folklore of the North York Moors Coast 
Description: Commission a series of tales, stories and folklore celebrating our local 

history. The local history and folklore of hobs and smugglers is under-utilised 
and could provide a powerful theme. There is potential to aim these at 
children taking a Horrible Histories/adventure style-theme. 
 
Also look at opportunities to incorporate these themes more in village 
interpretation (see KP3.5 above) 

Resources:  
Costs (Indicative): TBD 
Performance 
Measures: 

Theme developed with local historians, artists and writers. 
Marketing/launch strategy developed incorporating local retail 
businesses. 
Promotion events for children – Smuggler’s Walk etc. 

Barriers: Lack of funding opportunities 
 
Reference:  KP1.8 
Title: Themed Day and Weekend Walks 
Description: Develop more themed day and weekend walks - similar to the Gateway 

Centre / Mulgrave Community History Group’s latest St Hilda’s route. These 
routes do not require any permanent infrastructure instead providing 
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informative map books weaving local history into walks along etc. 
 
Other themes could include seasonal walks to encourage off-season visits. 
 

Resources: Interpretation Officer and Head of Recreation & Park 
Management (NYMNPA) 

Costs (Indicative): TBD 
Performance 
Measures: 

Performed market/opportunity analysis 
Procure and commission new walks 

Barriers: Must complement existing walks and be promotable rights of 
way that provide a good visitor experience, recognising budget 
cuts to Rights of Way network maintenance. 

 
 
Reference:  KP2.2 
Title: Reinforce Local Branding  
Description: Develop/refine brand around are villages that complements wider branding 

around the “North York Moors Coast”. Provide help for local businesses to 
understand each locality and branding. 
 

Resources: NYMNPA, partnering with SBC in terms of broader “Yorkshire 
Coast” activity 

Costs (Indicative):  
Performance 
Measures: 

 

Barriers: Competing conflicting brands within the area  
 
Reference:  KP3.6 
Title: Temporary Car Parking Infrastructure 
Description: Investigate using a shared stock of Grass Protection Paver Panels to enable 

the expansion of car parking into amenable landowner’s fields during busy 
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events through the year. Cost, lifespan and storage/transportation 
requirements required.  
 

Resources: Janet Deacon to advise on SBC provision for this 
Costs (Indicative):  
Performance 
Measures: 

Locations, equipment and pricing developed. 

Barriers: Cost vs life span of panels 
Ability to reuse 
Inability to find amenable landowners and agree pricing. 

 
Reference:  KP3.7 
Title: Staithes Park & Ride 
Description: Develop a Park & Ride scheme at Staithes that alleviates the existing 

parking and traffic pressures on the centre. 
 
 

Resources:  
Costs (Indicative):  
Performance 
Measures: 

 

Barriers: Planning consent and environmental impact of providing a park 
and ride facility  

 
Reference:  KP3.8 
Title: Lythe Church/Old Stephens Church 
Description: Investigate opportunities to develop Ecclesiastical-themed experience 

including Lythe Church and its Anglo Saxon Coffins and Old St Stephens 
Church. 

Resources:  
Costs (Indicative):  
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Performance 
Measures: 

 

Barriers:  
 
Reference:  KP3.9 
Title: RNLI Donation Fish 
Description: Restore the RNLI-donation fish (Robin Hood’s Bay). This listed monument is 

the oldest known RNLI collection structure known (a cast-iron cod fish). It 
has been removed due to corrosion. 

Resources: Mo Metcalfe 
Costs (Indicative): TBC 
Performance 
Measures: 

Collection- box restored and re-installed. 
Publicity/charity event organised to celebrate  

Barriers: Funding for restoration 
Technical issues with sustainability of restoration 

 
Reference:  KP3.10 
Title: Install Smart Bins 
Description: Install solar powered “compression” bins that crush litter preventing the 

recognised visual litter problems that occur during busy periods, which result 
in the bins needing to be emptied less frequently and less litter on the 
streets.   

Resources:  
Costs (Indicative): £3,000 per bin 
Performance 
Measures: 

 

Barriers: Cost of installation 
 
Reference:  KP3.11 
Title: Digital Fingerposts along our Right of Way 
Description: Installation of Digital Fingerposts along our access routes that use new 
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mobile phone technology to make it easier for people to search for local 
walks on the go. New signs which have a QR code and Near Field 
Communication (NFC) chip would be added to existing wooden sign posts at 
key car parks along the coastal paths to upgrade them to ‘digital fingerposts’. 
Using the digital signposts, smart phone users will now be able to scan and 
download quickly and efficiently walks from the North York Moors National 
Park, Cleveland Way and “top10trails” websites. 

Resources:  
Costs (Indicative): £300 for upgrade of signage. 

Cost for develop bespoke web service TBC 
Performance 
Measures: 

 

Barriers: Any ongoing costs?/Servicing issues? 
 
Reference:  KP3.12 
Title: Develop an Audio Tour of Robin Hood’s Bay. 
Description: Investigate potential for developing an audio tour for Robin Hood’s Bay 

drawing on both natural and cultural heritage. 
Resources:  
Costs (Indicative): TBC 
Performance 
Measures: 

Investigate production and equipment costs and themes for 
developing an audio tour. 

Barriers: Cost of developing and running the scheme. 
 
Reference:  KP3.13 
Title: Local flora and fauna information on display boards 
Description: Make more use of wonderful flora and fauna we have in the area in our local 

interpretation points to ensure all aspects of both cultural and natural 
heritage are promoted. 
 

Resources: Interpretation Officer and Conservation team, NYMNPA 
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Costs (Indicative):  
Performance 
Measures: 

Existing interpretation points that are due for refresh considered 
for inclusion of flora and fauna information where they are 
located in areas of rich biodiversity. 
 
New interpretation points identified and installed that are located 
in especially rich flora and fauna locations.  
 

Barriers:  
 
Reference:  KP3.14 
Title: Supporting development of good quality accommodation 
Description: There is some good quality accommodation in the area but this is limited. 

There is a need to encourage the development of good quality 
accommodation and to improve the accommodation stock in the area, and to 
promote the higher quality accommodation. This one activity would make a 
major difference to perceptions of the area and would significantly increase 
visitor spend, delivering economic benefits along the coast 

Resources: NYMNPA 
NYMTN 

Costs (Indicative):  
Performance 
Measures: 

Investigate potential funding streams. 
Promote amongst local accommodation providers. 

Barriers: Resistance from owners who may not recognise the need to 
modernise 
 

 

18 Long term 
goals and 
actions 
Optional 

Strategic plans 
beyond 5 years – 
include 
performance 
measures where 
appropriate. 

The long term project plans of the CCT will be developed in subsequent workshops and 
consultations. 
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23 Funding Identification of 

funding streams 
and how costs of 
project(s) will or 
could be met. 

Coastal Communities Fund 
 
LEADER Rural Tourism 
LEADER Micro and Small Business 
LEADER Cultural Heritage  
LEADER Rural Services 
 
YNYERLEP 
 
EAFRD Tourism Small Scale Infrastructure 
 
EAFRD - RDPE: 
Growth Programme: 
Promoting rural tourism 
● Capital and revenue grants to support development of local tourist infrastructure and 
attractions 
Micro, small and medium-sized business support 
● Start-up and development grants for small and micro-businesses 
 
LEADER: 
Priority 3 - Support for rural tourism - this could only be signposting 
 
NYMNPA Community Grants/Local Distinctiveness & Tourism Grants 
NYMNPA in kind officer support 
 
VisitEngland Product Development Fund 
 

24 Maximising 
resources and 
costs 

Describe how this 
will be minimised, 
e.g. shared 
services, use of 

• Through the use of the Team members’ established web presence and social media 
accounts, it is expected that publicising the Economic Plan, future consultations, 
progress and events will minimise promotional costs. 
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technology, 
avoidance of 
bureaucracy, etc. 

• It is anticipated that Team members will be able to support future meetings and offer 
venues. 

 
 
Communications 
25  Consultation Describe existing 

results of 
consultations and 
planned 
consultation 
exercises. 
 

• 18 December 2015 - North York Moors Rural Coastal Communities Team Workshop – 
Hinderwell Village Hall. 

• January 2016 Draft Economic Plan distributed for comment through North York Moors 
Tourism Network. 

• 2016 Mid-year review Team Workshop. 

26  Describe plans to 
involve and 
inform partners 
and other bodies, 
including 
accountable 
body, CCA and 
DCLG. 

• Janet Deacon, an Accountable Body representative is a permanent member of the 
Team and will be enable feedback and input from the Accountable Body. 

• CCA and DCLG will be updated after the convening of the CCT group meetings with 
minutes via email. 

• The Team will provide progress updates as periodically requested by CCA/DCLG. 
• The Team will have representation at monthly YNYER LEP Economic Development 

Officer via a NYMNPA representative. 
• The Team’s established links with North York Moors, Coast and Hills LEADER 

Programme will enable both Programmes to communicate progress and mutual 
opportunities.  

 
27 Communication 

with community 
How will the 
community and 
stakeholders be 
involved and 
informed of 
progress and 
outcomes 

• The Team will utilise the existing web presence and social media outlets of the various 
team members to notify the local community of updates of the team’s progress and 
community events and further consultation. 
 

• NYMNPA shall provide hosting and development for a webpage containing details of 
the Team and the Economic Plan.  

 
CCT Logistics 
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28 Management of 
team 

How the team will 
operate, 
frequency of 
meetings, 
centrality of team 
to projects, etc. 
How the team is 
representative of 
the community. 

• The team will convene twice annually with continual email communications. Additional 
Team meetings will be called as if necessary and as required to develop specific 
projects (Task & Finish Groups). 

 
• All projects, activities and actions will be reviewed at each meeting. 

 
• The Team shall assign nominal owners for each project/activity. This person will be 

responsible for taking forward any actions associated with each item and updating the 
Team on progress. All owners shall be periodically reviewed to ensure the most 
appropriate person is assigned. 

 
• The team contains members representing community, volunteer and business 

interests. The team membership will be periodically reviewed to ensure a 
representative membership throughout the lifetime of the Team. 
 

• It is intended that the governance, Terms of Reference of the Team will be developed 
in subsequent team meetings. 

29 Support 
structure 

Network of 
support built to 
enable CCT to 
deliver the 
economic plan 

NYMNPA will be the secretariat for the Team and provide officer support for securing 
resources and professional input as and when required. NYMNPA will use our channels to 
promote the team’s outcomes (primarily publications and digital media). As outlined above, 
NYMNPA will also be able to potentially provide seed funding for ideas through its 
Community Grant and Locally Distinctive & Tourism Grants (although both are subject to a 
competitive application process). 
 
NYMNPA has good established joint working with SBC and WTY, particularly around the 
Yorkshire Coast brand. 
 
NYMTN will broaden communications out to the wider business network, encouraging 
collaboration and best practice. 
 

30 Costs Running costs of 
CCT itself 

• Maximum £100 per Team Meeting at 2 per year 
• Maximum £250 for printing and postage cost of materials. 
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• Calling in experts (as and when identified) to develop project ideas and deliver training 
to businesses. 

• To be further developed in subsequent team meetings. 
 

31 Sustainability Long term plan 
for team and how 
this will be 
managed. 

 
NYMNPA is committed to providing the support structure and communication network for the 
CCT in the long-term. Its tourism team and fundraiser will be available for the Team to 
access for the foreseeable. 
 

32 Areas of 
Specific 
Interest 

Provide areas of 
on which you 
would wish to join 
a working group 
or network 
(virtual or 
otherwise), e.g. 
arts, tourism, 
housing, piers, 
sport, transport, 
heritage, 
marketing, etc. 

Arts 
Built Heritage 
Natural Heritage 
Conservation 
Tourism 
Nature Tourism 
Sustainable Transport 
Marketing and Brand Management 

 


	Drive-by tourism
	Poor marketing of the area

