Forestry England

Forestry England Board Meeting Agenda
10 December 2019 2.30-5.00pm

Haldon Forest

Attendees

Forestry England Board: lan Gambles (by phone), Julia Grant, Tristram Hilborn, David Hodson,
Peter Latham, Jennie Price, Gurch Randhawa, Mike Seddon, Sir Harry Studholme (Chair)
Apologies:
In attendance: Jose Lavelle (Item 6), Hayley Skipper (Item 6) , Katy David (Item 6)
Secretariat: Rachel Mackintosh

NO. /
Start . OUTCOME
TIME time ITEM (Materials) REQUIRED LEAD
mins
Welcome
Chair’s Welcome
1. 2.30 Declarations of Interest Approval Chair
10 mins Approval of minutes and matters arising
Ongoing Management
CEO report
Including: ' _
3 2 40 Business Area updates Discussion & Mike Seddon
. Health & Safety report note
30 mins Risk report
3. Performance Report Discussion & . .
20 mins 3.10 Focus on: Superb Forests note Tristram Hilborn
Director of Finance Report . .
4. 3.30 (in year to Nov 2019) Discussion & |, id Hodson
20 mins note
Items for Approval
5. David Hodson
. Draft Busi Plans 2020-25 i i
20 mins 3.50 raft Business Plans Discussion Tristram Hilborn
Jose Lavelle
6. 4.10 | Audience Segmentation and Implementation | Discussion Hayley Skipper
40 mins Katy David
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Forestry England

Concluding items

5 rz{ins 4.50 AOB Chair
Future meetings:
13th February 2020 National Office, Bristol
22nd April 2020 North District (with 2 overnights 21 -23 April)
4th June 2020 Bristol tbc
Papers:
ltem 1: Forestry England Board Minutes 25.9.19 with action log
ltem 2: 2.1 CEO report December 2019
Iltem 3: 3.1 Forestry England Scorecard for December 2019
Iltem 4: 4.1 Forestry England Finance Report to November 2019
Item 5: 5.1 Forestry England Board paper _ Draft Business Plans 2020-25
Iltem 6: 6.1 Forestry England Board paper _ Audience Segmentation and its implementation

2 | Forestry England Board Agenda 10.12.19 | Rachel Mackintosh
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Agenda Item 2 Forestry England Board 10 December Board Paper 2.1
2019

Paper Title: CEO Report
Under the freedom of information act 2000, exempt information this paper has been
withheld from publication as per Section 43(2): Prejudice to commercial interests.

If you wish to request this paper please contact Rachel Mackintosh at;
Rachel.mackintosh@forestryengland.uk

1 | Forestry England Board - Paper 2.1 | lan Gambles | 18/03/2021



ﬁ Forestry England

Forestry England
Performance Scorecard

Forestry England Board - December 2019

Tristram Hilborn - Chief Operating Officer




d Forestry England

Connecting everyone with the nation’s
forests by creating and caring for our
forests for people to enjoy, wildlife

to flourish and business to grow.

. Purpose
O bj eC t ive S To secure and grow the
social, economic and

natural capital value of

* Superb forests the nation's forests.

* Increasing natural
capital value

+ High quality investments
and sustainable finance

* Telling our story

* Being an outstanding
organisation
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Superb Forests
d Forestry England

The Nation’s forests are at the forefront of
contemporary Worldwide forestry management
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CA Forestry England Notes for Superb Forests

1.Woodland area will include some temporary and small-scale
permanent open space within UKFS guidelines

2. 1 work year = 249.5 work days. 1 Work day = 7.4 hours
3. As % of woodland area

Woodland area - Annual measure - not updated.

Tree species - Annual measure - not updated.

Volunteers - Provisionally updated to 2019-20 Q2. Up from 33 this
time last year.

Net Promotor Score - Changed to show 3 year average so each
point represents the average score of all hub sites (but not yet
updated for 2019)

Timber - Updated to 2019-20 Q2



d Forestry England

Increasing Natural Capital

The Nation’s Forests’ natural capital value is increasing

Adjusted NCA Value! (£b)

Breakdown of NCA Value (£b) = Recreationand
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C* Forestry England Notes for Increasing Natural
Capital

1.NC value increase largely results from developing NCA
methodology as opposed to changes to forest management
practices.

2.No comparable Asset Register prior to 2016/17

» Not updated since last scorecard
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Forestry England

High Quality Investments & Sustainable Finance

The Nation’s forest estate is financially sustainable,

standing on its own feet
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C* Forestry England Notes for High Quality Investments &
Sustainable Finance

All Updated for Q2



Telling Our Story
d Forestry England

What we do has a positive influence beyond the
Nation’s forests and is recognised as being first class

Brand Awareness of Visits to main hubs
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d Forestry England

1. Survey summer 2019

Brand Awareness - Updated for Q2

Supporter Loyalty - Updated for Q2

Visits to Main Hubs - Updated for Q2.

Connection Choices -Annual - not updated

Ethnic Diversity of visitors - Annual - not updated



d Forestry England

Being an outstanding organisation

We are excellently led, motivated and skilled people.
We are supported to deliver and act with integrity.
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d Forestry England

Staff Safety - Updated for Q2

Public Safety - Updated for Q2

Staff Turnover Rate - Updated for Q2
Staff Head Count - Updated for Q2
Staff Absence - Updated for Q2

« Current Vacant Posts - iTrent still unable to produce this figure -
HR working with finance to align data which will allow
development of this measure (removed from scorecard for now)



& Forestry England

Forestry England
Performance Scorecard

Focus Discussion:
Superb Forests

Tristram Hilborn - Chief Operating officer




d Forestry England Superb Forests

There is currently a project underway as part of the
Improvement Plan to define ‘Superb Forests’.

In order to have made progress, the existing scorecard
and this discussion on Superb Forests presents measures
related to the over-arching concept that superb forests
are sustainable, resilient and valued.

This focussed discussion aims to illustrate to the Board
the complexity of Superb Forests and bring to attention
the thought processes underway to identify clear
strategic measures for performance delivery.



A

_ Valuable for nature Valuable for people

Where we are

Where we want to go

What we currently
measure

Planned activity over the
next 15 months

How do we know we are
succeeding?

Superb Forests

UKWAS certificated forests held in trust for the nation with a total calculated natural capital value into perpetuity
of £26b, estimated to be enjoyed more than 200 million times each year.

Forests which are resilient and sustainable. They are: Forests to which:

* Growing in extent * More people are connected (physically, culturally
* increasingly connected and economically)

* increasingly diverse * There are more ways for people to connect

* improving in condition * People value their connection more

* Connected people reflect society

Size of the estate * Quantitative connection choices (telling our story)
(nothing as yet) * Visitor experience net promoter score

Canopy species diversity * Ethnic diversity of connected people (telling our
Protected site (SSSI) and priority habitat condition story)

Plus annual UKWAS audit as well as all measures within the annual Natural Capital Account.

Widespread understanding across Forestry England of the objective and how it supports delivery of our purpose

Land acquisition. Strategy reflects need to increase value for nature and for people

Exploration of landscape connectivity measures

Ongoing diversification of planted species

Confirmed approach to SSSI and other priority habitat condition assessment

Diversity strategy and recreation approach aims to increase extent and diversity of connection opportunities
Exploration of improved qualitative experience value measure (e.g. customer satisfaction)

Building catchment-based approach integrated into forest planning

Expanding ecosystem services reflected in the NCA

The total (Doing things better) calculated natural capital value is increasing, through expansion of the estate
and refinement of methodologies of natural capital accounting. (see Increasing Natural Capital Slide)
UKWAS certification is maintained

Forest resilience is increasing (see slide 12 for example measures for extent and diversity)

Societal demographic is reflected in our supporter demographic (see Telling our Story slide)

Quality of experience is improved (currently measured as Net Promotor Value)



m Forestry England Notes on the above slide

Some of the proposed measures of success (in red)
identified above are annual measures and may well
work at an organisational KPI level.

Therefore, this discussion should note that while these
measures may help us to know that we are achieving
Superb Forests in the long-term (i.e. fulfilling our
purpose of ensuring the nation’s forests’ value to
society and the environment is increasing), identifying
specific medium-term outcomes for our strategic
objectives would likely help us to identify measures
more appropriate to that timescale.



Forestry England Superb Forests - Extent and Diversity

Increase in Size of

Exploring Negotiating Purchasing Secured Totals Estate
Number of Sites 2 2 4 2 10
Total Area (Ha) 223 47 2730 72 3072 1%
Total Cost (£) £ - £ 750,000.00 £ 8,333,000.00 £ 2,370,000.00 £ 11,453,000.00
Average £/ha £ - £ 15,957.45 £ 3,051.97 £  33,035.96 £ 3,728.06

The table above shows the pipeline of land acquisitions during this financial year, from exploratory discussions to completed purchase.
While useful to see the varying cost per hectare and the overall impact on the size of the estate (increased by 1% if all are successful)
this does not account for the added natural capital value or overall resilience of the estate gained as a result of these acquisitions.

This graph shows the Shannon Index of tree species diversity across the

5.00 Ny
nation’s forests.
4.50
4.00 - The Shannon Index is a widely used method of expressing species
@ Central District . . L i
3.50 diversity within communities. The Index uses a scale from 0 (not
300 W East diverse) to 5 (very diverse).
’ * * ’ A North
2.50 b s 4 Yorkshire While useful to see that overall the nation’s forests are moderately
2.00 b _ + south diverse (an average score of 2.1) with regards to tree species, there is a
1.50 R A variation across Forest Districts.
' A A s ® West
1.00 - : - - -
All Species diversity and habitat extent are important components of
0.50 resilient forests. However, it must be remembered that other
- | components such as connectivity and condition are equally as

2015 2016 2017 2018 2019 2020 important. We are exploring measures for connectivity with Forest
Research. Condition could be pulled through from our periodic SSSI and
Priority Habitat Condition Assessments.




m Forestry England Notes on the above slide

The above slide presents 2 potential measures to
support the Superb Forests strategic objective. They
show measures which are best applied at different
levels for the benefit of this discussion.

* Pipeline of acquisitions may be more of a strategic,
medium-term measure. Overall size of the estate may
be the related overarching KPI.

« Shannon Index may be the overarching KPl whereas
diversity of planted species (perhaps showing a
pipeline from planned>grown>planted>established)
might be a useful medium term strategic measure.
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Agenda Item 4  Forestry England Board 10" Dec 2019 Board Paper 4.1

Paper Title: Finance Report

Under the Freedom of Information Act 2000, this paper has been withheld from publication
as per Section 43(2): Prejudice to commercial interests.

If you wish to request this paper please contact Rachel Mackintosh at
Rachel.mackintosh@forestryengland.uk
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Agenda ltem 5  Forestry England Board 10" Dec 2019 Board Paper 5.1

Paper Title: Business Plan

Under the Freedom of Information Act 2000, this paper has been withheld from publication
as per Section 43(2): Prejudice to commercial interests.

If you wish to request this paper please contact Rachel Mackintosh at
Rachel.mackintosh@forestryengland.uk
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Agenda Item 6 Forestry England Board 10 December Paper 6.1/19

2019

BOARD PAPER

Paper Title: Recreation Audience Insight
Author/Presenter: Katy David, Head of Marketing & Supporter Development

Josephine Lavelle, Director of Marketing & Engagement
Hayley Skipper, Director of Operations - Commercial Visitor Development

Paper Requirement:

Decision Required | For Approval | Information Only | Official/Commercial

Sensitive

X

Summary of key points and action required by Board

Forestry England has a rolling programme of insight to monitor visitor experience and
benchmark the visitor profile of our existing audiences.

Forestry England’s segmentation was developed to identify our most valuable existing
and potential visitors and provide us with the insight to target them effectively.

We are currently integrating the segmentation into Forest Centre business planning so
that future plans are based on audience insight.

Action: We will be reviewing visitor insight in 2019 and are interested to hear the
Board’s thoughts on what else you would like us to know about our audiences?

Core messages for the non-executives to promote

81% of our visitors have visited before.

[ ]

e 49% of our visitors visit in family groups.

o 88% of our visitors report that they had an excellent or very good experience.

e 73/100 would recommend us to a friend (Net Promoter Score).

e Our visitors spend on average of 2 hours 26 minutes per visit at our forests.
Content

1

1. What we know about our recreation audiences

1.1 Visitor data and overview of existing audiences
Quality of Visitor Experience Survey

Since 2013 we have carried out the Quality of Visitor Experience survey at our key forest
centres. The surveys are conducted on a rolling cycle across 22 sites, with each site

Forestry England Board - December 2019| Katy David | 18/03/2021



Recreation Audience Insight

being surveyed once every three years. An annual national review is also produced. As
well as informing us of visitors’ perceptions of the site and allowing us to benchmark the
quality of their experience, it reports on the visitor profile at our forest centres. From the
2018 national report we know':

e Nearly half our visitors are families (49%)

e 68% are ABC1 and 75% are in employment

e 97% are White British or Irish

e 6% have a limiting illness

o 51% of visitors are aged 35-54 years, 29% 55 years+

o Of 81% of visitors who have visited before, 54% visit at least monthly

o 88% state they had an excellent or very good experience

e 73/100 would recommend to a friend (Net Promoter Score)

o Visitors spend on average 2 hours 26 minutes per visit at our forests

e On average they spend £21.07 on-site and £35.82 in the local area
VAQAS

Sites are independently assessed annually via Visit England’s Quality Assessment Scheme
(VAQAS). Each year 21 sites are mystery shopped by Visit England’s team of assessors and
given a quality score for their visitor experience, as well as guidance on improvements. In
2017 and 2018 the average overall quality score for our sites was 81%. 2

Sources of additional audience insight

Additional information is regularly collated and reviewed to provide a deeper
understanding of our audiences. This ranges from surveys to our members and Mosaic
postcode analysis, to reviewing social media and website audience data and working with
partner’s insight teams, such as Sport England. Where possible we aim to align this to our
segmentation.

1.2 Segmentation

The Recreation audience segmentation was developed in 2018. With 80% (35 million)* of
the adult population of England part of the potential outdoor days out market, we needed
to understand who our most valuable audiences could be and prioritise targeting these
groups.

Our segmentation is bespoke to Forestry England and based on evidence®. The model has
been developed based on the behaviours and attitudes of existing and potential
customers. The six segments created can be found in Appendix 1: Market Segmentation
Summary.

! Beaufort Research: Quality of Visitor Experience Report 2018 - All England

2 Visit England’s Quality Assessment Scheme Reports for Forestry England Forest Centres, 2017 &
2018

3 RDSi Research, April 2018

4 RDSi Research surveyed over 2,500 existing and potential visitors (including members) and
reviewed historical research

2 | Forestry England Board - December 2019| Katy David | 18/03/2021



Recreation Audience Insight

The segmentation tells us information such as:

Who currently visits Forestry England forests and visitor centres
Who spends the most money on site

What motivates them to visit

How satisfied they are

What their awareness and knowledge of Forestry England is
What their potential lifetime value is

How we reach them effectively

2. Using this insight

2.1 Recreation Marketing Strategy

The Recreation Marketing Strategy for 2020-2023 has been developed based on the
segmentation and will focus resource on appealing to our most valuable off-peak
audiences, Easy Pacers and Den Builders, while building higher engagement with Activity
Hunters.

2.2 Review of visitor insight

In 2020 we plan to review our visitor insight provision to provide Forest Centres with more
regular, actionable data on their existing visitors. This will allow sites to to make
continuous improvements to their visitor experience based on feedback.

2.3 Forest Centre Business Plans

The revised visitor survey will aim to incorporate our segmentation golden questions to
ensure all sites have an understanding of their current visitor segments and can develop
Forest Centre business plans on this insight. This will ensure they can benchmark growth
of targeted segments, make relevant investments for their most profitable audiences and
develop effective local marketing plans.

2.4 Diversity and Inclusion
Unconscious bias within language and images used in marketing material can exclude

individuals and communities if they are not relatable. We aim to be more effective in
developing connections and life-long relationships between the Nation’s Forests and
England’s diverse communities through effective, relevant communication, as shown by
our refreshed Forestry England website, coupled with targeted new audience development
projects.

3. What else do we need to know?

As part of the visitor insight review we are keen to understand what else you would like us
to know about our existing or potential audiences. Where are the gaps that we should be
investigating? And how could we use the data we have further?

3 | Forestry England Board - December 2019| Katy David | 18/03/2021



Recreation Audience Insight

Katy David, Josephine Lavelle and Hayley Skipper
Recreation Audience Insight
November 2019
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ﬁ Forestry England

Our recreation audience

Josephine Lavelle

Director of Marketing and Engagement

Katy David

Head of Marketing and Supporter Development
Hayley Skipper

Director of Operations- Commercial Visitor Development



d Forestry England

We will be reviewing visitor insight in 2020.

We are interested to hear your thoughts on what else
you would like us to know about our audiences?

« Data sets

 Our existing audience

 Our potential audience

« How we apply this in practice



d Forestry England Datasets

Current Visitors

 Quality of Visitor Experience Survey (06-18)

* VAQAS (Visit England Quality Assurance Scheme)
 Social: Facebook / Twitter

* Website

 Membership and Forest Live surveys
 Previously: Mosaic Profiling

Existing and Potential Visitors
« RDSi Forestry England Recreation Audience Segmentation



C* Forestry England Our existing audience

First time v visitors who had visited before

Frequency of visits (of the 81%)

28% 25% 8%

| Weekly W Monthly M Yearly W Less often

Baszes in brackets — repeat visitors

MNB-: Weekly = Every day, 4-6 times a week and 1-3 times a week
Monthly = 1-3 times a month
Yearly = 4-6 times a year and 1-3 times a year

Beaufort research report — Quality of the
Visitor experience 2018, England

2016 and 2018, Beaufort Research has
conducted 4,899 interviews with visitors to
22 forests
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Figure 1: Q1. Total size of the group

Mean no.
in group

» People were more likely to visit as a pair - 35%
 Larger groups (four or more) made up 34%
« 12% of people came to forests alone in 2018
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d Forestry England

« 85% people came to the
forest for a day-trip

« People travelled less . 4
than three hours to visit a
eachsite
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Forestry England
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d Forestry England

* 19% were 16-34 years
* 51% of visitors were aged 35-54 yearsgs
¥.29% were 55 years plus

Limiting illness Yes — [imited a lot

Yes — limited a little

Mo
Refused
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68% re the ABC1 socio econ01cqur’oups and 31% were CZDE
(three in ten)

* Fineshade tended to attract more DEs while Kielder was more
affluent with 52% of AB

« 75% were working

Refused
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. Walkmg was the mostpopular phySIlMactWIty across the SlteS
with 66%. Walking along sign-posted trails and dog walking are
popular at most sites

* The most popular non-physical activity included using the
cafe/catering, used by 59% of visitors

» Play areas were used by 26% of visitors

« Walkers spent 1 hour and 21 minutes
. Cycllsts spent 2 hours and 26 minutes on average

T e

, Average spend per visitor in

& &
¥ , the local area £
5 "SRR STELNY ST TN TaeesEow




d Forestry England

Potential market

80% (35m)
of the adult population of
England are part of the
potential market

AWOreness uidhniuﬂrmniglmpuhﬁdmuhd
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Members 54000 5,000,000 1,000,000 250,000

531'55.
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Correariian R hom owarereen o larillariy

While awareness of Forestry Commission was high,
actual familiarity with the brand is low

Awareness for Forestry England is 27%
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Segmentation development

WHAT MAKES THEM
?
WHO ARE THEY? TicK?

Age, gender,
location, life
stage, income,
SEG, working &
marital status,
media
consumption,
shopping
behaviour,
charifies interact

with

General life

afttitudes,
inferests, hobbies

WHAT DOES THEIR
LEISURE TIME LOOK
LIKE?

Trips, activities,
behaviours,
motivations,

typical day out

spend

s

WHAT ROLE DO
FORESTS PLAY IN
LESUIRE TIME?

Types visited,
activities
undertaken,
attitudes towards
forests, when
visited, typical
spend

p A
WHAT DO THEY KNOW
ABOUT FC?

Awareness,
familiarity,
interaction, key
forest visited,
perceptions,
likelihood of
supporting /

volunteering
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Market segmentation

Distribution

beaten
trackers

Love getting out
in the great
outdoors, and
keen on nature,
wildlife and
walking. Like to
make their own
plans.

16%

Den
builders

Leisure time is
family and
friends time.
They look to
spend quality
time enjoying
numerous days
out together.

1%

Activity
hunters

Want anything
which is lively
and exciting.
They cram in as
many activities
and events as
possible!

12%

Look for
and
days out.
They typically
have an a good
amount of
and often
spend time with
grown up
families.

Hipster

weather
followers

families

Look for low
stress days out -
typically putting

Often career
focussed but

look to
. others
experience . .
. enjoyment first.
something . e
. Like familiarity
unique and

and tried and
tested
experiences.

different in
their free time.

23% 18%



O Forestry Englanc Distribution of segments

Total market FC visitors Discovery Pass
(last 12 months) holders

The hipster followers Currently over half (57%) of visitors to

Forestry Commission sites are Off the
beaten trackers or Den builders. Both

and Fair weather families
under index compared to the market
distribution.

The eqsy-pacers
The fair weather farmilies

The off the beaten track . .
=° rackEE Discover Pass holders are relatively evenly

spread across the segments, but do over
The aciivity hunters index among Activity Hunters.

The den builders




O Forestry Englanc Off the beaten trackers

Social media usage:

Off the beaten trackers are more likely R0l ke
to tune in to BBC stations both on TV .
and radio. They watch BBC2 and BBC4 ~ "oeWmeweanveece [lasn 8%
as well as listening to Radio Four and
Classic FM. Despite the higher usage of social media we

see a lower usage across all platforms

Total

rocevoor [NNNNGTEINNNN ¢+ 7

Total Total

rodioTwo [IIN22%INN 79% —— I 7%
Ragio Four —' WhnatsApp A 4%
cosicrw [N + " e = -
Locaisec station [NGN 55% ; %
Radio One - 9% 0%
smootn [EF%eN % 19%
rveve 95N 2%

Local Commercial station  [IGEEH 7% 19%
absoure [J8%Y 2% 19%

magic 8% 2% 6%

Tax sport [ifal 5%
copiral [16% & = %

viss [§5% & 19% 0%
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rorestryEngland R@Creation marketing strategy

d Forestry England

Recreation
Marketing
Strategy

How marketing FiSuus
supports the
Recreation Model

Driving more visits
Working with Operations and spend to help
on product development to Forest Centres to

2 3 ensure a superb offer and become financially
- inform outstanding service sustainable

and infrastructure

ur

I

a summary
of the national market
outlining \

Telling our story
of how we
reinvestincome
into our forests to
benefit society

1. Focus on most
profitable off-peak
audiences

2. Drive people up the
supporter engagement
pyramid

Explore how to

support conversions

& required

infrastructure Legacy
Daror

Volunteer

Focus of this
strategy

incre d on-:

3. Grow brand advocacy

Den Builders

Why chosen?

Approach: Product development

of tralls & actlvitles

Grutalo Spattrs 2.0 Hagic Light partnorsip to te o 2030 xmas i | " Syt o
Den Buikders
(o | shaun e | Devetap sctty cufor Loureh actilly b
poshimienlll alcer chidren
Lightweight promotion B | Launeh R . Promete sprig &
Easy o develop propositaon promation e autumn
Ranning Proenote winter &
Runving. ey Cocting saring
Ferest Live Christmas Forest Live: L ¢

Crsnss
—

Easy Pacers

Why chosen?

Approach: Increase promotion
and repackage current offer

We will measure the foll

plan. Detailed KPIs can be found in full strategy document:

-Awareness of Forestry
England brand
=Increase in levels of
trust and familiarity
to Forestry England
=Visitor numbers
«Car parking income and
avg. spend per head

Activity Hunters

Why chosen?

Approach: Engagement

owing to show the success of this

-Database subscriptions
and social media
following

~Membership sales
&income

For more information
contact Katy David on
Katy.david@Forestryengland.uk




O Forestry Englanc Haldon case study

Population analysis within 10 mile radius of Haldon
shows 1 in 3 people are over 60 years old

Visitor surveys have demonstrated less than 1 in 20 of
our visitors fall into this age category

Haldon at capacity at weekends, plenty of scope to

increase visitor numbers during the week

.. Devon Connecting
J’ Actively to
ageUK Nature




m Forestry England

100%
90%
80%
70%
60%
50%
40%
30%
20%
10%

0%

Event evaluation

Which activities did you take part in teday and would you be interested in doing

them again?

A . o R
“ﬁ{\% ‘\»5&' ) E}.&% .‘ﬁ% ‘5;9% 1{\%5,. Gt&(.- "'b ‘ﬁq&' 3 \P{&'
F & T ¢ T
& i@ {PQ ..;\E.-" 13'} {':'Q Dq& : E}E'b
¢QQ E-b «° Qﬂ e G o

NOTES: The activities participants were most keen to repeat are Segway,
orienteering, ranger walk and Pilates. Many participants didn’t answer
whether they would pay for these but the for those whao did, they vere most
willing to pay for Segway and orienteering.

M Took part today

B I'd be interested to do
this again/in future

I'd be happy to pay for
this (% of those
interested to do
again)




Forestry England

* Fully accessible shorter, trail loop

» 2 shelter structures and a bird hide

« 2 additional trampers, brining fleet up to 4

» Large yurt for under-cover activities in the forest (yoga / pilates etc)
* More accessible orienteering courses

+ Specially adapted bikes

* Improved interpretation



m Forestry England

Event evaluation

What did you enjoy most about today?

90%
B0%
TJ0%
B0%
S50% -
40% - m 2019
30% - 2016
20% -
10% - .
D% 1 I I I | |

Meeting new Trying a new Mental Being in the Physical Other

people activity wellbeing forest health

benefits environment benefits

NOTES: Trends remain very similar from 2016, with new activities and time
in the forest being the most enjoyable event factors.




O Forestry Englanc Active Forests: parkrun

Active Forests is focused on Getting Active Outdoors segments: Explorers, Fitness
in Nature and Challengers, which total 71% of the outdoor market

Getting Active Outdoors Segmentation - parkrun falls n the Fitness in Nature
segment

Correlates to Activity Hunters with some cross over into Den Builder parents

Forestry England’s parkrun stats:

21 parkrun or junior parkrun events each weekend
3,000 - 3,500 participants each weekend

7 more in the pipeline starting soon

57,590 parkrun participants registered with a Forestry England home site
613,305 parkruns completed on the estate
71,773 volunteer occasions

9,007 individual volunteers




& Forestry England

Salcey Forest, Northamptonshire

Our newest parkrun

6 events with over 1,000 runs completed

Site projecting £15k car parking income, café reported £600 increase in turn over
per week to date

Bedgebury, Kent

Introduced an off peak £3 charge on Saturdays before 10.30am

So successful has been extended to 11am 7 days a week

Now target this off peak time as an opportunity to offer active activities and have
a timetable including running groups, Nordic walking and yoga

Café offers 10% off to parkrunners

Off peak site entry fee generating £15k p.a. attributed principally to active visits

Alice Holt Forest, Surrey
Calculated via ANPR that each parkrunner is worth 80p Generated over £66k

On average 20% of their runners have membership pr o
Whinlatter Forest, Cumbria 4 f\\u A
Highest parkrun elevation in England - \

Nicknamed ‘Beauty and the Beast’!

ooooo




d Forestry England

Any Questions?




Market Segmentation

aFores’fry Commission ‘ RDSiiii

% of days out market:

N
16%

The off the beaten trackers
Look for peaceful days

out that capture their
fascination for the
great outdoors, nature
and wildlife.

5.5m people

Key stats: Visit at least once every 3 months: What forests mean to them...
They are places they go to escape, avoiding crowds

and busy destinations, to find peace and tranquillity.

Forest with visitor centre:

Generally older demographic - Average
age: 52 (47% aged 55+)

Child-free leisure time - 81% usually spend
days out without kids

24%

They see them as great places to spend their
leisure time with friends and family, allowing
them to enjoy their outdoor hobbies and interests
(typically non-sporting / low intensity).

Forest without visitor centre:
High frequency of day trips - 49% take af
I

least five day trips a year

53%

o
@

Look f iti -
ook for exciting
experiences they can MN%
enjoy together as a

family or friends.

3.9m people

They are a great destination for a full day out.
Forests provide a slightly more peaceful day out

Generally more middle aged - Average age: Forest with visitor centre:

46 (46% aged 25-44)

O, -
Family leisure time - 60% usually spend days I 30 A than other places they visit
out with kids Forest without visitor centre: Its a[l about spending enjoyable time with 'rhe
High frequency of day frips - 50% fake at family, and they prefer forests that have on-site
- o i ’ . .
least five day frips a year I 32 /o facilities. They don't mind having to travel to get

there.

Look for activities and

o
events that can thrill ]2 A
and fulfil their sense of

adventure.

4.2m people

(.

They are the backdrop for a day out — the
destination is secondary to what fun things there

Tend to be younger - Average age: 37 (54% Forest with visitor centre:

aged under 35)

()
Affluent = 70% ABCI, tend to be career — 24 /0 sl o e
minded and higher earners Forest without visitor centre: To Them: forests offer a .gll'e.cn‘ playground to indulge
. o " : in hobbies, fry new activities or attend an event.
Active — 72% use their leisure time to play o
sport and exercising I 30 /o
- Average Forest visitor centre: e Oreoprigcj ; ﬂrfgligtz T<§)n—site fg?i(ljities such as
age: 58 (62% aged 55+) ' PP
) X They like spending their leisure time with
- 28% usuoILYksjpend days out wifh fheir Forest visifor centre: , particularly when the weather is nice.
grown-up chiidren However, they tend to and enjoy
- Only and (typically non-

23% are employed full-time or self employed sporting / low intensity).

Forest with visitor centre:

Young to middle ages - Average age: 42
(56% aged 18-44)

The hipster followers

"

23%

Look to maximise
their free time with

Possess a relatively passive view on forests as a
visifor destination.

something new,
unique or different.

00

8.0m people

(¢)
[ 20% . .
Pre-family — 70% do not have kids They are somewhere to enjoy the occasional walk,
F ithout visit : cycle or to purse a hobby.
Friend orientated — 49% spend leisure time orest vt visitor cenire
with friends (lowest proporfion spending it I 3"%

with family)

\

18%

Look for simple,

good value, tried and
tested, low challenge
days out.

06O

6.4m people

They are places they go to occupy the family,
particularly when there is an event or activity on.

Generally more middle aged - Average age: Forest with visitor centre:

46 (45% aged 35-54)

Family leisure time - 54% usually spend days
out with kids

19%

They see them as a good place to go when the
weather is nice for a hassle free day out, where the

Forest without visitor cenfre: - g
children can enjoy the woods and play areas.

Budget conscious — 52% actively look for
discounts and offers for their leisure time

25%
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