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What do I know? 
 
  

“Excellent piece of work” ICOMOS 
“Paradigm changing” “Very excellent” UNESCO 
“Brilliant”  NOKIA       
“Impressive”  World Bank               

 
  



Source:  



Do we really belong together? 
 
 

World Heritage 
 
 

Economic development 
 
 

All he thinks about is 
money 

Why should I support her 
silly hobby? 

What is this relationship? 



A VERY BASIC IDEA: 
THE BEST DEFENSE OF IMPORTANT NATURAL OR CULTURAL HERITAGE IS THROUGH A 
PROGRESSIVE VISION OF HOW IT CAN EVOLVE TO MAKE PEOPLE’S LIVES BETTER. THEN 

PEOPLE WILL VALUE AND PROTECT IT. 

CULTURAL AND NATURAL HERITAGE 



What is World Heritage? What’s it for? 
Saving Stuff 
Emergency attention for unique heritage at risk 
 

Celebration Award 
Celebration/reward for heritage already preserved 
 

Another Logo 
Marketing/quality brand for historic places 
 

Place Making 
Catalyst for economic development using heritage – adding value + driving change 
 

How sites perceive WHS status matters  
Motivations matter… It can be a blocker or an enabler 
of change…  
 
If conservation people ‘own’ this, its about conservation 
 
 



 
Some lessons… 
 

No Free Lunch – benefits have to be earned 
But potential for benefit 
 

PR Value – it can get you on Chinese TV 
International media increasingly love it – translate into benefits 
 

The value of association  
The world’s leading companies and other WH places want to be associated 
 

WHS Literacy  
Useful tool for attracting international high spending cultural visitors or investors 
 

Cultural Glue  
Binding bits together into coherent product 
 

A rallying call to do things – like communicate 
your specialness 
This can makes things happen that wouldn’t happen otherwise – ‘must see’ place 
 

 
 
 



Similar places have radically different 
outcomes – there is no blueprint 
  

“We can do anything, we are world class” “We can’t do that here” 



SPOILER ALERT 
 
 
 
 
 
 
 
 

“It’s simple, being a World Heritage Site is as 
useful or as useless as the use that a place makes 

of it… Lazy World Heritage is a waste of time” 





Key trends… 
 

The increasing need to differentiate investment (or tourism) 
destinations from a homogenous mass of other ‘clone’ places – 92% of 
commercial decision makers say image and profile of locations becoming 
more important – 60% say culture becoming more important in decision 
making 
 

The growing awareness among high value consumers of the World 
Heritage brand – with a marked growth in the use of the brand in the 
past 3 years  
 

Massive and sustained economic growth in the developing world - 
where our traditional cultural reference points are less effective and 
World Heritage is recognized – global quality marks/brands matter more 
than ever 
  

These create opportunities… 



The pressures are significant… 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Tourism growth can be managed, influenced and controlled if 
you know how… and this is better for visitors, locals and 
conservation of important cultural or natural heritage. 
 
 
 
 
 
 
  





“World Heritage sells… It’s that simple” 



WHS literacy… 
WHS literacy is linked to affluence…  
                                                                and has global reach 

From a marketing perspective this matters… E.g. Bamberg 







The World’s Most  
Expensive Holiday… 
 
Two year tour of 962 World Heritage Sites 
157 countries 
£990,000 (for two people) 
(£7500 donation to UNESCO) 
(£50 membership fee) 
 
Idea: Simple. If you had unlimited funds you would 
want to see these places.  
Everything on the list is awesome. 
 
 



Latest UK tourism evidence… 
 

57% of UK visitors agree that history and culture strong 
influences on choice of destination (only 15% disagreed) 
 

Overseas visitors want to see ‘key sites’ – ‘must see’ 
destinations 
 

22 of 25 top UK attractions cultural/heritage based - 
Museums 4th ‘best activity’ in UK  
 

Links to other people’s heritage are critical – resonance 
with their lives 
 

Three hot tourism buzzwords… ‘Authenticity’, ‘cultural 
immersion’ and ‘experiential’ 
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Vega egg 





So tell us 
some practical 
good this can 

do us! 

Is this just 
about tourism? 



Your competitors for  
trade, talent and tourism…  
 



Avoiding the ‘Clone’ Trap –  
A crucial economic development issue 
 
“There are over 1,000 locations in Europe alone, all promoting exactly the 
same thing, looking identical and representing themselves in similar ways – 
through pictures of people playing golf, people in call centres, airplanes taking 
off. These places have become commodities, indistinguishable from one 
another and offering little or no added value”. 





The ‘big shed’ theory of 
economic development… 



Culture/heritage/environment…  
as critical ingredients in placemaking 

Source: The Power of Destinations 
(Communications Group Plc) 

  
 
How interviewees rated the different factors for ‘destinations’; 
 
1)  Strong economy - 68% 
2)  Agreeable climate and environment – 67% 
3)  Friendly local people – 66% 
4)  Strong tradition in culture and the arts – 60% 
5)  Widely available entertainment/leisure – 60% 
6)  Skills base/educated workforce – 58% 
7)  Exceptional architecture – 50% 
8)  Good public services – 46% 
9)  Attractive labour legislation -32% 
10)  Strong currency – 30% 
11)  Attractive employer legislation – 30% 
12)  Affordable housing – 28% 
13)  Sporting excellence – 26% 
14)  Celebrities in music, film and fashion – 22% 
15)  Other 6% 

Everywhere now 
has the 
hardware… you 
now need 
hardware+ 
differentiation…  





Abu Dhabi –  
A $1.4 billion reminder… 

Authentic heritage –  
some places have to buy it… 

 
 
 
  

“liveability”  
= Is this a place I want to  

work/live/play   





What this can do… 
 
Raising international profile and competitiveness – Global PR boost– 
uniting behind a vision of what is best about this place endorsed by 190 countries 
 

Upgrading the visitor economy – Cultural (WH) visitors, quality and 
storytelling  
 

Attracting and retaining talent – Civic and commercial pride in place focused 
on World-Class ‘lifestyle offer’ of destination 
 

Focus efforts to protect and sustain the sense of place – You just 
don’t tell your story as well as you should – its amazing! 
 

Create some entrepreneurial opportunities – Translating OUV into £££ 
 

Being in the WHS elite club – opportunities for global collaboration/research 
 

Enhancing your ability to secure some funding/investment – Use the 
Bordeaux model of civic promotion using WHS 



A little example  
From somewhere  
quite different to  
the Wadden Sea… 





















Poverty rate 
reduced from  
45% to 8% 



 Have we got the right strategy and 
structure for managing tourism? 

 

 How do I get a skeptical tourism sector and the 
community to buy into sustainability? 

 

 How do we best manage 
the influx of visitors? 

 

 How do we do fundraising? Or 
attract investment? 

 

 Do we really understand the tourism affecting us? And 
its social/economic and ecological impacts? 

 

How do we tell our OUV 
stories to best effect? 

How do we develop products and 
experiences from our OUV to sustain our site 

and community? 

 How do we use marketing to 
bring about our objectives? 

 

How do we do these things? 
How have other places solved these issues? 

 



Thank you… 
 
 
 
Twitter – @j_rebanks 
Email – james@rebanksconsulting.co.uk 
Mobile – (+44) 0 7741 304633 
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