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Background and objectives

This report is a description of the work the manage+ partners have jointly done within work package
3, action 10. It gives the background and context to the action and explains the process the partners
went through. It is also an evaluation of the work done and gives insight in transferable ideas for
other regions in North West Europe.

Work package 3
Work package 3 aims in securing the economic sustainability of the regenerated areas. The focus is
laid on the management structures and activities which have been developed and implemented
within manage+ and in particular on the role that the management / visitor centres can play in this
context and how the communication and marketing quality of the sites can be improved. Work package 3 consists of the 3 actions:




Provide visitor information by innovative media based on Business Clustering (action 8)
Install a sustained public-private regional marketing (action 9)
Promote the employment impact from regenerated areas (action 10)

Action 10
The manage+ action 10 “promote the employment impact from regenerated areas” aims in maximising the regeneration investments that have been made on the sites. Based on the information
described in other action reports, questionnaires which have been sent out to the project partners
and sites (see also ANNEX) and personal interviews (via phone or personal) employment and economic related impacts have been analysed for this report:


The general development of businesses and employment on the sites and in the neighbouring areas, benefiting from an improved location quality as result of the investments. Therefore also the general tourist development concerning the number of visitors on the site or
events that have been organised is analysed. This allows the identification and promotion of
further business opportunities whereas the focus in laid on the tourism sector.
 The specific aspects related to the training and employment of unskilled labour on the sites
which could be implemented through cooperation with economic promotion agencies, job
centres, training organisations etc.
In addition to the description and analysis of the single sites with their given conditions and site specifics influencing the employment promotion this report also describes the aspects that can be generalised and that are potentially transferable to other sites in North West Europe. Within manage+
the outcomes of action 10 will furthermore contribute to the training modules that will be developed
and implemented in the actions 11 and 12.

List of abbreviations used in the report
FV
LSW
NDW
SFV
WBT

-

Fort bij Vechten
Lion Salt Works
New Dutch Waterline
Sugar Factory Veurne
Weißenburger Tor
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General and employment related development of the manage+ sites

This chapter describes the employment impacts arising in the five manage+ sites after the project
related regeneration investments (e.g. management or visitor centres) have been implemented.
Thereby the general development of the sites and the investment that have been made or that will
be made are described. Furthermore the businesses and employment numbers and effects for the
sites are observed and summarised, by paying special attention to the tourism sector as this is in
focus of most of the investments.

2.1 Landscape Park Hoheward
2.1.1 Description of site and investment
The
Landscape
Park
Hoheward
(www.landschaftspark-hoheward.de) is located
in the Ruhr area in western Germany between
(and formed by) the cities Herten and Recklinghausen and is a major site of the Emscher Landscape Park formed by many regeneration sites
along the river Emscher in the northern Ruhr
area. The Landscape Park Hoheward (size 750
ha) is located on a former coalmine site and consist of various former coalmine buildings, park
areas and a slag heap area which is with 220 ha
the largest slag landscape in Europe. The coal
View from the slag heap to the old coal mine area.
mine was closed in 2000, whereas the earth deposit works on the slag heap will be finalised in 2015. Though there are many linkages and overlaps
the development activities can be subdivided between:


The business park “Zukunftsstandort Ewald” (size 52 ha) which is located in and around the
old coal mine buildings west of the slag heap. The private land owner “RAG Montan Immobilien GmbH” develops the site in cooperation with the city of Herten. The first new businesses started in 2002 only two years after the coal mine was closed. The business park is
developed referring to the “Land Layers” concept by using the historical coal mine buildings
as well as newly constructed buildings and by focussing (but not exclusively) on the several
services and branches (e.g. logistic sector and tourism / recreation). Also the manage+ investment “Visitor Centre Hoheward” which is operated as cooperation project of the Regional Association Ruhr (responsible for the management and maintenance of the former
slag heap area and also the Emscher Landscape Park) and the cities Herten and Recklinghausen is located in one of the old coal mine buildings on the site.
 The “Slag Heap Hoheward” (max height: 152 m above sea level) which is the most visible part
of the Landscape Park and in the process of being developed as mainly local (but also beyond) recreation area. As mentioned the earth deposit works will be finalised in 2015 and by
then about 30 million € (without the running operational costs) will have been spend for the
regeneration works on the site (e.g. ground settlement or infrastructure like ring and balcony
promenade, stairways, viewpoints, bridges, tunnels and highlights like the horizon observatory, the sundial with obelisk, wind sculptures, mountain bike park, event area on the heap
top etc.). Also the unique flora and fauna on the site are important for its touristic attractiveness. During the last years the slag heap has become a well-known and important landmark
and identification point for the local population.
The manage+ investment “Visitor Centre Hoheward” was opened in the beginning of 2013 (building
up on and replacing the Herten tourism information) and is a major part of the touristic “New Horizons” concept for the site development. Its main responsibilities and functions are:
3
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Contact point (telephone, email and personally) and tourism office for the site, informing
about the available touristic services directly
on the site and in the surroundings. The service is complemented by a second information point (on weekends and public holidays)
which has been opened recently on the eastern side of the heap as also from there many
visitors approach to the peak area.
Drawing attention on and promoting the
Old coal mine building in which the “Visitor
Landscape Park Hoheward as and with its
Centre Hoheward” is located.
touristic attractions via various marketing
channels and further establishing it as landmark with recognition value for the whole Ruhr
area. Also further integration of the Landscape Park Hoheward into the regional structures of
the Emscher Landscape Park and the Route of Industrial Heritage for which it is an important
anchor point. Generally the site is embedded in regional tourism strategies of the Ruhr Tourism Association.
Developing, organising and offering touristic services like guided tours (e.g. hiking, biking,
Segway, bus) on the site and in the region for specific topics like industrial heritage, nature or
horizon astronomy or for specific target groups like school classes. Also events are organised
and promoted (more information can be found below) on the site, whereas the former slag
heap can be booked from private event managers also via the economic promotion agency
of the city of Herten.
Improving the attractiveness of the visitor centre and the building it is located in through:
o renting out the meeting / conference room next to the visitor centre.
o operating an exhibition related to the “New Horizons” concept (to be opened in autumn 2014). It is also developed within manage+ and especially focusses on children
and school classes.
o cooperating with the owner “RAG Montan Immobilien GmbH” to further develop the
building which still offers much space for adding offices, conference facilities or gastronomic services. This would bring more life into the building and would thus draw
more attention on the Visitor Centre.

2.1.2 Employment impacts on the site
As the development and regeneration of the whole area is taking place since more than ten years
numerous studies and concepts (not only within the scope of the manage+ project) on its touristic
and general economic valorisation have been realised. For this report the most important statements
and numbers referring to the employment and economic impacts have been extracted from these
studies (see also Literature).
Touristic figures for the Landscape Park Hoheward
The touristic development and valorisation of the Landscape Park Hoheward has, due to the opening
of the Visitor Centre, become more and more professional and regionally linked. It is expected that
the touristic attractiveness and importance of the site will further grow within the next years. After
the organisation of the “European Capital of Culture” year in the Ruhr area in 2010 the touristic development of the region rose sharply, though it is still less developed (concerning number of beds,
overnight-stays, visitors per inhabitant etc.) than in most other German metropolitan areas. The
touristic landscape in the Ruhr area (population of more than 5 million) is mainly formed and influenced from locally oriented recreation and one-day visitors.
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The following general statements can be made referring to the touristic figures of the Landscape Park
Hoheward1:










1

Compared to the whole Ruhr area the locally oriented recreation and one-day visitors are
even more important, whereas the number of hotel beds and overnight stays are even lower.
Visitors mainly come from the surrounding cities and travel less than 30 km. It is aimed to extend this range and attract more visitors from whole North Rhine-Westphalia (potential of
more than 10 million people living within 1.5 driving hours) and beyond. There are no hotels
directly on the site but several nearby in Herten and Recklinghausen, though for now only 12% of the visitors are on a longer trip including an overnight stay. An important group are
visitors from the region who are visiting several industrial heritage sites (e.g. groups of cyclists) in the Emscher Landscape Park.
The total number of visits (not visitors!) is estimated to be between 70.000 and 130.000 per
year (whereas this includes also the visitors of events organised on the site). Most of them
already know the site, heard from it via word-of-mouth and come regularly (2/3 of them also
during winter). The Landscape Park is, besides its attractiveness for visitors from the region,
also important e.g. for locals walking their dog.
The “awareness level” of the Landscape Park Hoheward rose from 16% in 2009 to 35% in
2014 and will, due to the opening of the Visitor Centre and its marketing activities, further
improve in the next years. Whereas the site in general (as it still is relatively “new”) is not yet
among the best known Industrial Heritage Site in the Ruhr area. But already today the horizon observatory is the landmark for the cities Herten and Recklinghausen with increasing importance for the public spirit and civic pride and is also shown also on the Herten city logo.
The organisation of events (on top of the slag heap as well as on the areas beside it) is very
important for the regional “visibility” of the site. Due to the different types of events and the
often free entrance the number of visitors is hard to measure but is expected to range between 40.000 and 50.000 in total per year. Various (public and private) stakeholders are the
initiators and organisers of the events. Most of them last for a day or weekend and take
place during the summer month and are relatively new as the possibility to organise events
exists only since a couple of years. A further increase of number and size of the events can be
expected when the “main square / location” on the peak of the slag heap is finalised as it will
allow to organise events with up to 10.000 visitors. Most popular type of events organised in
the Landscape Park Hoheward during the last year were:
o Car and motorsport related like the “Kustom Kulture”, “Mopar Nationals”, “Italoforum”, “Youngtimer Vestival” or the “German Vespa Days”.
o Culinary events like the “Sunset Picnic” (with about 7.500, the event with the most
participants) or “Herten isst auf Hoheward”.
o Regional events like “Extraschicht - night of industrial heritage” that are organised
from the Tourism Association Ruhr and for which the Hoheward is one of many event
locations.
o Unique events which are organised from one big sponsor and thus draw major media
attention on the site like the “Red Bull – Soap Box Race”.
One of the biggest touristic “players” on the site, drawing much and consistent attention and
visitors, is the privately operated “RevuePalast Ruhr” a theatre in one of the old coal mine
buildings. The RevuePalast opened in 2009 and recently renewed its lease contract until
2019. About 100 shows (including gala dinners) and events are organised each year and the
theatre hall provides space for up to 290 visitors. The total number of visitors is about 25.000
per year, whereas the building (incl. the bar) is only opened for the shows. The theatre focusses mainly on travesty shows, presented from a permanent ensemble but also single music or comedy shows are organised and also TV shows are shot here. Furthermore the prem-

Datzer, Robert et al. (2011), p.38 and following and Gehrke, Christina (2013), p. 20 and following.
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ises are often used as location of family or business events. The RevuePalast (the operating
company also has a second theatre in the neighbouring city of Herne) cooperates with several (mostly) regional catering, event (e.g. tours on the slag heap or in the old industrial
buildings like abseiling from the old shaft tower) and marketing companies / agencies and
also with hotels and bus companies. As the theatre is operated independently from the other
businesses on the site, the cooperation is not very close. Nevertheless the RevuePalast is
very important for the public image of the site Hoheward and for increasing its awareness
level.
Economic effects of the site Visitor Centre Hoheward
Due to the size of the site, the variety of actors and businesses that have been developed during the
last years and the comparably small role the manage+ investment in the “Visitor Centre” has, it is
difficult to specify its economic impact for the whole site, including the business park. Generally, as
the Visitor Centre is only in its second year of operation, it can be expected that its impact will grow
in the next years.
Nevertheless following conclusions about the economic development of the site that can be drawn:








The business park “Zukunftsstandort Ewald” developed fast during the last years. Today 6070% of the area is used from 53 companies (whereas no detailed data about the economic
impacts are available). The businesses have settled in the renovated old coal mine buildings
and also new areas have been developed. The business park is operated by the “RAG” and
the city of Herten referring to the “Land Layers” concept. Many companies (profiting from
the good transport connections of the site which is centrally located in the Ruhr area and
nearby various highways) are from the logistics sector but also craftsmen or software development can be found. As the available open space is becoming less, for the further development a focus will be laid on rather attracting technology research businesses e.g. from the
local hydrogen cluster and also to further establish the service and tourism sector by settling
e.g. hotels or more restaurants on the site.
The “Landscape Park Hoheward” as such with its slag heap can be seen rather as “soft” location factor, not playing the major but definitely an important role as “image vehicle” for the
companies who decided to move to the location. Some of the companies, especially those
also located in the old coal mine buildings, contact the Visitor Centre for organising guided
tours on the slag heap for their business partners, for using the conference facilities or for
receiving information about hotels nearby. The companies furthermore would appreciate a
hotel directly on the site (as the nearest hotels in Herten or Recklinghausen are some kilometres away) which is, referring to the economic development agency Herten, difficult as the
demand is too small (especially for hotel chains) to invest on the site.
The tourism / service related businesses on the site (e.g. gastronomy, bicycle repair shop or
revue theatre) benefit more directly from the Visitor Centre. On the one hand as it promotes
all the services available on the site and on the other hand as they generally benefit from the
promotion activities that draw attention on the site and increase the number of visitors.
The Visitor Centre itself creates income mainly by organising guided tours (selecting from a
pool of guides and tour-topics like history, industrial heritage or nature) and other activities
on the site. In average 10.000 bookings were registered and the tours cost from 7,- €. Besides
the tours that are organised from the visitor centre also private guides and operators are active on the former slag heap. The events (see above), from which only some are organised directly from the Visitor Centre also create income and so does renting out the meeting room.
For the future the opening of the exhibition “New Horizons” will also create income.
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The economic value from the tourism related businesses can be calculated based on worst
and a best case scenarios and sum up to2:
Table 1: Added value of the tourism related businesses in Hoheward
Added value / worst case Added value / best case
Visitor Centre Hoheward
2 Cafes / Restaurants
2 Beer Gardens
Bicycle Repair Shop
Whole Site

34.000
41.000
16.000
8.000
99.000

46.000
250.000
121.000
14.000
431.000

The results visualise the big economic potentials of the site but also show the big variations
and uncertainties in these service and tourism related businesses. The numbers for the travesty theatre RuhrPalast are unknown.
Employment impacts on the site Visitor Centre Hoheward
The employment impacts of the businesses located on the site “Landscape Park Hoheward” have
several dimensions:


The Visitor Centre itself is operated by 3 full time employees plus one apprentice and occasional trainees. In addition a pool of guides cooperates with and works for the Visitor Centre.
 The cafes / restaurants / beer gardens on the site have 10 full time employees plus 17 temporary employed.
 The bicycle repair shop has 3 full and 2 part time employees (further information on the
training for young people with a difficult social background can be found in chapter 3.1).
 The numbers of employees working for and in the travesty theatre RuhrPalast varies around
20 but depends a lot on the single programme and shows.
 The business park “Zukunftsstandort Ewald” and its 53 companies currently employ between
1200 and 1300 persons, making it more important for the local economy (referring to the
number of jobs) than the old coal mine.
General conclusions for the site Landscape Park Hoheward
The developments in the Landscape Park Hoheward (including the business park area as well as the
slag heap) since the coal mine was closed in 2000 can be seen as successful example for the structural transformation in the Ruhr area. The huge investments and efforts have increased the living
conditions and life quality of the local population by creating a unique recreation area and also numerous businesses have been located on the site and jobs were created (now more people work on
the site than in the old coal mine). The regeneration works thereby integrate the industrial heritage
as well as they have formed a new reference- and identification point with the slag heap and the
horizon observatory. It is estimated that about 400.000 € have to be spent (from the landowner Regional Association Ruhr) each year for maintenance and landscape / gardening work on the slag
heap. Comparing this number with an estimated touristic utility of the whole site between 590.000
and 1.225.000 €3 (range caused by changing seasonal and economic conditions), the overall costbenefit-equation of the investment is positive, even though more general economic effects like an
improved location quality (e.g. on real estate in the surrounding) have not been calculated and included yet.
For the further and future development of the site, several challenges have to be met, such as bringing together the different land owners, actors (public and private) and interests (e.g. nature conservation and preservation of the areal character vs. the investments and constructions that would be
necessary to fully make use of the touristic potential of the site). These investments could be rather
2
3

Gehrke, Christina (2013), p. 20 and following.
Gehrke, Christina (2013), p. 31 and following.
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basic infrastructure like children’s playground, hotel, further restaurants or larger and more eyecaching attractions such as a chair lift to the heap top4.
The Visitor Centre as such, located in one of the old coal mine buildings and complemented by an
exhibition soon, is very important not only by organising the future touristic development of the site
and for bringing all activities and attractions together at one point but also through becoming a touristic attraction itself. As the building and the surrounding area still bear potential for further improvements, the attractiveness of the location and the attention it gets will further increase in the
next years. Another challenge will be the further development and establishment of the site as brand
(e.g. through the offered events and attractions) and to increase the number of trans-regional visitors. As largest slag landscape in Europe, the site definitely has big potentials.
Further interesting experiences that were made and that were important for the development of the
site Landscape Park Hoheward:







The early creation of detailed development concepts (“New Horizon” / “Land Layers”) involving the stakeholders was important for the site. Besides the development of the infrastructure for the business park it also helped to form the “unique character” of the site with the
horizon observatory and the touristic infrastructure.
The involvement into the large scale regional plans and activities of the Emscher Landscape
Park and the Regional Tourism Association helped a lot to develop the site as tourism destination. This becomes visible e.g. in integration of the site into the regional cycling route system or the participation in events like the “Extraschicht”.
Good experiences were also made when cooperating with big and well-known companies for
the organisation of events, such as the “Red Bull – Soap Box Race”, to increase the visibility
of the site.
For the development of the site and the quality of stay it was very important that the cafes,
restaurants and beer gardens were opened. Also the travesty theatre RuhrPalast plays a big
role for the outside view on the site as it draws much attention and brings visitors to the site.

2.2 Germersheim – Visitor Centre Weißenburger Tor
2.2.1 Description of site and investment
In Germersheim (www.germersheim.eu), a city in
south-western Germany with about 20.000 inhabitants which is located at the banks of the river
Rhine, the manage+ investment is clearly tourism
related. The site is the newly opened visitor centre
for the city has been located in the old fortification
building and former city gate “Weißenburger Tor”
(WBT) at the edge of the city centre. Germersheims
settlement structure has been dominated by the
fortifications and their military use until the year
2000 when the German Armed Forces left their caVisitor
Centre
Weißenburger
Tor
in
serns. Since then extensive regeneration activities
Germersheim.
were implemented in order to improve the living
quality in the city. In this context the establishment of the visitor centre was an important part and
cornerstone. After some years of vacancy and partial use as a theatre the site was renovated within
the scope of the manage+ project and was finally opened in May 2013. The architectonical re-design
of the surroundings of the site includes many of the squares, streets and buildings between the WBT
and the inner city and not all of the regeneration works have been finished yet. Most important un4

Datzer, Robert et al. (2011), p.221 and following.
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dertaking in this context is the location of a shopping centre in one of the former caserns. Besides the
general revaluation this shopping centre is expected to bind purchasing power in the city and by this
to further increase also the number of visitors in the visitor centre. But already today in the second
touristic season of the sites opening it is seen as big improvement compared to the old visitor centre
(which was located in a small room in the city hall) fulfilling its purpose as central contact point for
tourists and “showcase” for the city of Germersheim. This also becomes visible in the fact that the
WBT is a very important “image bearer” for Germersheim and is displayed on the city logo after its
restoration.
The visitor centre WBT in Germersheim is operated by
the city. It has, besides being the city’s tourism office,
additional functions, making it the touristic focus point
of the city (and even beyond, as the visitor centre will
also answer general requests from citizens and refer
them to the respective city administration departments). As besides the staff working behind the tourism offices desk and answering the tourists requests
(e.g. on attractions, accommodation, maps and brochures) also the city’s cultural department (which is
also responsible for developing the general touristic
and cultural marketing strategies) works in the site, all
Multifunctional room in the Visitor Centre.
tourism related functions of the city administration
are focussed and brought together at this point. Further functions of the visitor centre are:
 Ticket office providing information and selling tickets for various cultural and touristic events
in the city.
 Contact point providing touristic information material not only for the city of Germersheim
but also for the surrounding region and its touristic attractions.
 Separate premises for a permanent exhibition (8500 visitors in 2013) about the fortification
history of the city, the WBT and the conversion and reconstruction works on the site.
 Separate premises for temporary exhibitions (e.g. information for citizens, art, school projects) which usually change every couple of weeks (about 1000-2000 visitors each year).
 Further multifunctional room for all kinds of events: meetings and conferences (internal from
the city as well as external users), receptions, opening of exhibitions or wine tastings. This
room can also be booked and used for weddings. For these kinds of events the site has the
function as beautiful and atmospheric setting and scenery and is e.g. often used for public
receptions from city representatives.
 Internal contact and meeting point, e.g. for the tourist guides.

2.2.2 Employment impacts on the site
Aiming in analysing the employment impact that can be deduced from the investments that have
been made in Germersheim, this chapter describes the general touristic and economic development
of the site.
Touristic figures for Germersheim / Weißenburger Tor
During the last years the overall development of the touristic numbers in Germersheim was positive.
Though there are no current extensive statistics existing, the available numbers give some insights:


The number of overnight stays (hotels and pensions) in Germersheim was about 28.600 in
2013 (rising from 23.600 in 2012). Whereas about 60% of the overnight stays in the city are
business related (e.g. assemblers working in the city or the surroundings) and the hotel landscape is characterised by one few hotel chains and mainly lower segment accommodation. In
addition 1.800 overnight stays were counted on the cities camper and caravan site.
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A very detailed statistic (since 2012 even on a monthly basis) is available for the number of
participants at the guided tours that are organised by the visitor centre (see table below).
Also these number show an upwards trend over the last years and that tours are mainly
booked in the warm month but not so much during the summer school holidays in July / August. This is due to the fact that most of the events (see below) are organised in the off-peak
summer season. Furthermore it can be seen as hint on the high number of one-day visitors
e.g. spending a day in Germersheim outside their summer holidays. On top of these numbers
further 4450 participants (in 2013) at boat trips and several hundred participants at tours
that were not organised by the visitor centre have to be added.
Table 2: Number of participants at guided tours per month / year in Germersheim (ticket counts in
the visitors centre)
Jan

Feb

Mar

Apr

May

June

July

Aug

Sep

Oct

Nov

Dec

Total

187
259

6.497
7.087
8.679
6.748
8.257

2009
2010
2011
2012
2013





82
0 (2)

32
48

211
182

435
479

792
1.048

944
1.620

714
1.096

664
839

1.446
1.614

901
849

340
221

Besides the dominating one-day visitors (mainly from the surrounding urban areas in southwestern Germany but also from neighbouring countries like Switzerland, France or the Netherlands) also families, cyclists, pilgrims and generally groups (e.g. associations / clubs on a
self-organised short trip) are an important and growing market. Their main interests to visit
Germersheim are usually the history of the city and the fortification architecture but also the
nature reserves at the river Rhine. A generally growing group of tourists comes from the river
cruises, stopping at the newly constructed pier nearby the WBT. Another interesting aspect
are the international group of the 2000 students studying languages / translation / interpreting in Germersheim (faculty of the University Mainz) who receive visits from friends and
families and thus also cause guest visits and overnight stays.
Other important occasions for locals as well as for tourists to visit the inner city are the
events that are organised in Germersheim an in the WBT throughout the year. Most important are:
o The fortification festival (various activities and events with a historical and military
background) that is organised biannually for a weekend since 2001 with about
15.000 visitors. The festival is celebrated in the whole city and since its restauration
the WBT is a central part of it and the whole event is benefiting from the premises
that can be offered.
o Children’s festival as annual, one day event for families and children with about
7.000 visitors.
o The culture and museum’s night offering free guided tours in the cities museums and
exhibitions (also in the WBT). Since 2012 it is organised on a weekend and attracts
4.000-5.000 persons each year.
o The smaller and relatively new medieval festival and market that is organised ones a
year.
o The permanent and temporary exhibitions in the WBT (for further information and
visitor numbers see above).
o The guided tours (for numbers see table above) that are organised from the visitors
centre have various topics and are related to e.g. history, architecture, the fortification or nature. Also the tours are offered in various languages, mainly by students
from the language / translation faculty and in the local palatine dialect.
o Smaller activities such as geo caching or tours from (old) students for (new) students
guiding them through the town are offered.
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Economic effects of the site Weißenburger Tor
As already mentioned it is currently not possible to refer on detailed data concerning the number of
tourists visiting the city. Nevertheless it is clear that the tourism sector is very important for Germersheim and that the number of visitors has been slightly growing over the last years. Here certain target groups such as ship cruses participants or self-organised group tours are growing markets. Corresponding to the uncertainties concerning the number of visitors it is not possible to calculate the
overall income for the city and its businesses generated from the visitors, especially as most of the
visitors are one-day visitors. Besides the activities that aim in further improving Germersheim as
tourism destination (e.g. events, activities, package offers) the city marketing lays a focus on increasing the number of overnight stays in the city as tourists staying overnight spend much more money
(for a one-day visitor usually 25-30 € are calculated / tourists staying overnight usually spend about
130 € in the touristic region in which Germersheim is located in5). Also the prolongation of the touristic season is a matter that shall be achieved by offers tailored towards week-end and group visitors in
the respective times in spring and autumn. General future hopes are laid in the already mentioned
opening of the shopping centre next to the WBT for which it is estimate to add about 10-20% purchasing power for the cities businesses. Also about 100 jobs will be created in the shopping centre.
As the visitor centre is operated by the cultural and tourism department there is no direct connection
to the business related location management and marketing of the city. With certainty the businesses, shops, hotels and restaurants in the city are benefiting from the one-day visitors as well as
from the tourists staying overnight but concerning the economic effects of the site WBT for the city
the scope remains unclear. Also concerning the economic effects of the events mentioned above
there are no detailed statistics and evaluations available as the prices for single events or exhibitions
or parts of it vary a lot (between 3 and 39 €). Also the prices that have to be paid for the events and
tours that are organised on the site vary a lot. For example the guided tours cost 5 € in average and
the wine tastings about 15 € but for these also the costs of the final suppliers have to be taken into
account. Furthermore it is not clear in which way the investments on the manage+ site influenced
the developments.
Employment impacts on the site Weißenburger Tor
As first and direct employment impacts the staff that is working in the visitor centre (tourist office,
service desk, ticket office and also representing the city at tourism fairs and further promotion tasks)
grew from 3 ½ to 5 full time employees since the site WBT was opened. In addition 2 part time employees and 1-2 trainees work in the visitor centre during the season. This increase in employment is
caused by the additional work tasks (e.g. ticket office, exhibitions) that have to be covered and also
by the generally increased number of visitors compared to the old visitor centre. Though there would
be enough room for 1-2 addition persons a further direct employment on the site is currently not
planned.
Another aspect are the guides that offer all kinds of thematic tours which are centrally organised
from and can be booked at the visitor centre. The guides are volunteers (a pool formed by local pensioners or students) who get a compensation expense of 1 € per participating person (usually the
tours cost 5 €) and thus rely on the participants tips, but usually it is not the money that motivates
the guides. The number of guides working for the city is flexible but has been steadily growing over
the last years (plus 1-2 each year). Generally there is big interest for becoming a tour guide and thus
the best of them can be chosen. Some of the guides, e.g. those offering tours in palatine dialects are
well known and important persons of daily life in Germersheim.
It is not possible to measure the general tourism related employment impacts of the visitor centre
for the city. As it became the central touristic contact point and all the offers (e.g. restaurants, hotels,

5

Harrer, Bernhard et al. (2010), p. 55 / Whereas the structure of the hotel businesses in Germersheim is focused on business trips (assemblers) as mentioned above. It can be expected that the income generated in
Germersheim will be lower than 130 € per guest.
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bike rental, events etc.) available in Germersheim are promoted here the situation definitely improved a lot and made all information better visible for tourists and locals.
General conclusions for the site Weißenburger Tor / Germersheim
Though it is very difficult to measure the specific economic and employment related effects and impacts of the manage+ investment in Germersheim it is valued as being very successful and centrally
important for the development of the city in general and also as touristic destination. For a relatively
small city like Germersheim the realisation of the new visitor centre at the WBT was very important
and the location (at the edge of the inner city in a historical building and not far from parking spaces)
proved to be a very good choice. On the one hand this has to be seen in the wider context of the
reconstruction and re-design of big parts of the inner city that generally will improve the cityscape
and the living conditions. On the other hand it has to be seen in a more function-related context as
the creation of a central contact point for tourists and locals in the visitor centre was very successful.
For becoming a “showcase” of the city as well as related to the tourism related operation. Very important in this context is the flexible usability of the premises for exhibitions and events like weddings as well as for public receptions. The WBT is often used by the mayor and / or other city representatives for all kinds of events and thus became very important for the public image of the city.
Though the WBT is also displayed on the city logo it has to be seen rather as brand or image that is
important for the own identity of the residents and not (yet) as country wide touristic brand with a
bigger and unique recognition value.
Further concrete experiences that helped to make the site successful are:




The integration and involvement of the site into touristic events whenever possible. This is
possible through the premises that can be offered and that were not available in the city before. During the last years the WBT was used as generally recognisable scenery and background for events e.g. as starting and / or final destination of parades. Furthermore the
guided tours offered from the visitors centre all start and end at the site.
The extension of the scope of tasks for which the personnel working in the visitor office is responsible like the ticket office or the supervision of the exhibition is seen positive, though it
has to be regarded that technical equipment and knowledge is necessary for offering these.
Furthermore (but not only) these new tasks lead to the employment of new personnel that
also helped to make the whole operation of the visitor centre and all tourism related fields
more flexible and allowed to extend it in some parts.

2.3 Chestshire West and Chester Council - Lion Salt Works
2.3.1 Description of site and investment
The Lion Salt Works (LSW / www.lionsaltworks.org),
located in Cheshire county in north-western England
nearby the city of Northwich, is an historic brine salt
making site that is being restored into a unique heritage attraction. After having been operated for about
100 years the salt production ended in 1986, as one of
the last open pan salt works in the world. The LSW
today has the status of an ancient monument and
after the registered charity “LSW Trust” had campaigned for the sites regeneration since 1993, the
extensive reconstruction works (due to their poor
„Stove House“ in which the management
conditions most of the walls had to be taken down
centre will be located.
and were reconstructed brick by brick) started in
2011. The conversion of the whole area will be realised for an overall amount of about 10 million €
which are covered and funded from the Cheshire West and Chester Council (CWCC), the Heritage
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Lottery Fund and EU funds (resp. within the manage+ project). Most of the work will be finalised by
autumn 2014 and by then it will be possible for interested visitors to have a look at the construction
and regeneration works. The opening of the management centre is scheduled for November 2014
and the whole site will be fully operational in February 2015.
The whole area of the former salt production will be formed into an educational museum area. Most
of the buildings (former pan and stove houses) will be used for exhibitions on the history of the site,
the landscape and the salt production in the region. Also own experiences at the “boiling pan” will be
possible for the visitors and the whole exhibition concept is very interactive. Outside the buildings,
playgrounds and picnic areas as well as attractions like the butterfly garden will be built. The sites
management centre, which is the manage+ investment, is constructed in the former stove house 5.
In the buildings ground floor the LSW reception (welcome and ticket sales), shop, café, cloakrooms
etc. will be located. On the first floor conference facilities will be used for community or business
meetings and other events (e.g. weddings). The whole site will be operated and managed from the
CWCC as part of their “museum service”. In a regional scope the LSW will become major part of the
touristic area Northwich Woodlands and a cluster formed by several other industry and nature related sights and destinations. Most important other touristic sites of the cluster are the Weaver Hall
Museum and the Anderton Boat Lift.

2.3.2 Employment impacts on the site
As the site is planned to be fully operational in early 2015 no touristic figures are available at this
point. For the future operation of the LSW a detailed business plan and development concept exists
from which the most interesting and important numbers and descriptions are used for this report.
Touristic figures for the site Lion Salt Works
The operation of the management centre (incl. the event and conference management) and the museum will be led by the CWCC who also is the ground owner of the site. For the maintenance, security and most of the marketing and promotion work, external companies will be subcontracted.
Based on formal agreements the CWCC directly cooperates with several other actors and interest
groups:


The Lion Salt Work Trust (charity) and their volunteers supporting the operation of the LSW
through giving guided tours or helping during events. Also the Trust is raising funds (for
smaller but important restauration works like for the salt train wagons) and was (as mentioned above) an important actor for the general development of the site.
 Marketing Cheshire is a private company responsible for the marketing of all touristic attractions in the county. It will promote the LSW generally for tourists and also towards tourist
groups with specific interests / needs (school groups, historically interested visitors etc.) or
other touristic actors like coach operators. Marketing Cheshire will develop a marketing
strategy integrating the LSW into the Northwich Woodlands and the cluster of sites mentioned above. The marketing activities will cover various aspects like attractions passports or
discount offers to events, publications, websites and social media. Also the success of these
measures will be monitored. Furthermore the available information and contacts will form
the basis for the further cooperation with other tourism related businesses in the proximity
of the LSW like hotels or places to eat and drink.
 The Butterfly Conservation Trust which will, through voluntary work, maintain butterfly gardens on the site and also give tours (esp. during events).
For the Northwich area, as it is not a very much developed touristic area, there are no concrete and
detailed touristic numbers (e.g. overnight stays or money spent in the region) available. The LSW
business plan includes specific calculations, numbers and expectations concerning the touristic development of the site:
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Generally it is expected that the number of visitors will be about 29.000 in the first year of
operation (2015) and will rise up to about 43.000 in the fifth year (2019) when the site is established and further developed.
 Although the LSW will attract visitors from the whole UK and also other from other countries,
it is expected that the vast majority will be one-day visitors / locals from the surroundings
and the nearby bigger cities (e.g. Liverpool and Manchester) within 30-60 minute drive time.
 The structure of visitors is expected to consist of a mix of all kinds of ages and groups. A specific target will be laid on families, school groups, persons visiting the LSW as part of a round
trip to several touristic attractions in the region (cluster) and also the groups using the conference facilities (getting them to visit also the museum).
 The time that visitors are expected to spend on the site will vary from 2-3 hours for the day
visitors up to the whole day for conference participants.
Concerning the organisation of events on the site, so far only the participants of the nation-wide
organised “Heritage Open Days” can be mentioned. The event is organised every year on a weekend
in September, whereas the LSW participated in 2012 and 2013 by organising guided tours during one
day. In 2013 about 300 visitors came and spent about 100,- £ on the site. As the construction works
developed much further since then, more visitors can be expected in 2014. The tours, showing
around the visitors on the site were organised by the LSW Trust. For the future touristic development
of the site, events will be important to generally attract attention of visitors in the beginning and also
to be attractive for repeat visits on a longer perspective. The ideas for the future are f.e.:
 Events for archaeology or heritage specialists, including behind the scenes tours.
 Generally renting out the conference facilities for all kinds of events and meeting.
 Events for families and other visitors including “hands-on” experiences like salt making.
 Guided tours with various topics.
 Educational events for school groups.
Economic effects of the site Lion Salt Works
As for the expected number of visitors on the site
the business plan for the LSW also includes calculations for the income that is expected to be generated
in the management centre / museum:


The entrance fees (for visiting the museum)
that have been calculated (based on a comparison with other regional sites) for the
Museum concept for the „Stove House“.
LSW will be 4.95 £ for adults and 3.50 £ for
children. Also reduced tickets (e.g. pensioners or disabled) and group prices will be offered.
For bigger groups (e.g. school classes) and for the usage of the conference facilities the prices
will be charged on individual basis.
 The estimated income for the whole LSW (adding up the money spent on the site for admission, retail, catering, car park etc.) is calculated with 83.400,- £ in the first year (2015) and
106.800,- £ in the fifth year (2019) of operation. As already mentioned there are no numbers
available for the touristic income generated on regional level.
As the site has not opened yet, the current economic effects on the region (besides the construction
and restauration works) are rather marginal. Biggest profiteer so far is the restaurant / pub Salt Barge
located next to the site that has already been involved as location and caterer for (e.g. manage+ project meetings) events. For the future the Salt Barge will be promoted on the site as nearby place to
eat and drink and it might also be the caterer for the events organised on the site or in the conference faculties or use these itself for the organisation of own bigger events.
Another group worth mentioning are the local artists and craftsmen who will benefit from the site
opening as their work and ateliers will be promoted through information on a noticeboard or might
be part of events themselves.
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For the future, based on the business plan for the site (counting in the development of the whole
regional tourism cluster), it is expected that also other regional touristic businesses (e.g. hotels, gastronomy, all heritage and museum sites) will benefit from the development of the LSW.
Employment impacts on the site Lion Salt Works
The business plan for the LSW includes a calculation for the staff that is needed for its operation (responsible for management centre, museum and conference facilities). In the future 5 employees will
be working full-time on the site. They will be supported by several seasonal staff and volunteers (e.g.
from the LSW Trust or the Butterfly Conservation Trust) during the busy summer season. This calculation is based on staffing scenarios that have been developed for the different staff roles and positions, the number of visitors to be handled and the types of operating days throughout the year.
Besides these direct employment impacts of the manage+ project site LSW a measurement of the
regional impacts is very difficult, although it is clear that certain positive effects and developments
can be expected in the closer surroundings of the site (e.g. the mentioned pub / restaurant or the
artists and craftsmen) as well as in the whole region (e.g. the other members of the cluster or other
touristic actors like coach operators, hotels, restaurants etc.).
General conclusions for the site Lion Salt Works
As already mentioned the specific economic and employment related impacts of the LSW and the
manage+ investment in the management centre are hard to measure as the site will be fully operational only from February 2015. Nevertheless some conclusions can be drawn related to the initiation
of the regeneration works and the planning of the sites operation and management which are important to take into account for making the whole investment lucrative and successful in the end:






The public initiatives and interest for the regeneration of the site was the key in the beginning and in the initiating phase (LSW Trust / starting about 20 years ago). This group of people will also form the base for the future volunteer work on the site. For now the names of
the persons who are interested in voluntary work have been collected on several occasions.
Generally it can be said that it often takes a long time to realise such a project and that it is
important to later involve this group of initiators and reward them for their commitment.
Also the potential of the site as such was centrally important for its successful regeneration.
The LSW will have a prominent role in the touristic concept and for the regional cluster of
touristic attractions. Furthermore the site as such is unique and an important part and showcase of the regional historical heritage. This will ensure that a touristic market can be expected, mainly for one-day visitors and for (e.g. school) groups. Also for the conference facilities profiting from the quality and scenery of the location, regional demand can be expected.
All these aspects were taken into account when the experienced actors from the public sectors (CWCC) and from the regional tourism marketing (Marketing Cheshire) developed the
strategy and business plan for the site, which was, besides opening up the financing and
funding sources, centrally important for the realisation of the project. Important aspects of
the development concepts are firstly the design and architectural concepts, later the detailed
calculations of the number of visitors that can be expected on the site, the generated income, the calculation of reasonable ticket prices, the staff that is needed for the operation,
the planning of the sites later (technical) operation and the budget needed for this and also
the responsibilities of the different involved stakeholders. Also very important are the touristic marketing concepts for the site (whereas the brand still has to be established), the involvement of local businesses and the public relations work, which now as the sites opening
is in sight starts nation-wide with TV and radio broadcasts.
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2.4 New Dutch Waterline – Fort bij Vechten
2.4.1 Description of site and investment
New Dutch Waterline
The “Nieuwe Hollandse Waterlinie” / New Dutch Waterline (NDW) (www.hollandsewaterlinie.nl)
(finalised in 1885) was one of several Dutch military lines of defence, located in the central Netherlands and ranging from the Ijsselmeer in the north about 85 km to the south at a width of 3-5 km. It
consists of a series of connected polders that could be flooded in case of emergency and a large
number of fortifications and bunkers and a few fortress cities at strategically important points. As
they do not have any military function anymore and in order to prevent their further decay a great
variety of new ways of utilization have been found for the fortifications (counting more than 100
individual premises / about 65 fortresses today) in the last years, ranging from housing, offices,
shops, camp sites, restaurants, parks, nature reserves, museums, conference facilities, event locations, accommodation or visitor centres to locations that are still in military possession or not yet
regenerated. There are various forms of organisation, ownership and operation of the single forts
and premises (e.g. public, private, PPP, NGO) and almost all of them have a status as national monument. As a whole the NDW is currently applying for the UNESCO list of World Heritage.
The NDW National Project (governmentally initiated in 1999) aims in connecting cultural history with
spatial design by redevelop the Waterline and transforming the single fortresses and locations into a
recognizable spatial entity in order to exploit it for further economic and spatial development. Realising the project requires cooperation from various institutions: four ministries and provinces, 25 municipalities and five water boards as well as civic organizations, owners, private parties, citizens and
foundations. Led by the temporary project office (it is planned to work on this process until 2020) all
these partners work together in groups and committees that are responsible for specific tasks or
areas of the NDW.
As most of the sites have already been or are currently converted or constructions the focus for the
next years will be laid rather on activities related to management, maintenance and exploitation of
the NDW as a whole. Thus the National Project activities relate to further establishing the NDW as
touristic brand and in linking the single objects, promoting events, regional hiking or cycling routes
etc. Furthermore the whole management structure shall be made less dependent on public funding
and self-sufficient in the end which can only be realised with a stronger private involvement. As the
NDW with all its independent actors has a very de-central setting, it will be important to strengthen
the bottom up management approach.
Also the manage+ related investment in the NDW has to be seen in this context, as it is not related to
regeneration construction works like for the other project partners. Instead the target is to develop
an online “virtual management centre”. Main purpose of this virtual management centre is to use an
ICT technology and tool that enables the involved parties to share knowledge and information, selfresponsible, out of self-interested and as decentralised as possible (though there will be someone
responsible for overall maintenance and operation). The information for the virtual centre and portal
shall be provided from:



The “network museum”, aiming in forming a knowledge platform about the history of the
NDW, the touristic infrastructure and events in order to approach the public as well as to
share information among fortress experts.
The “foundation for entrepreneurs”, meaning the different businesses operating the sites as
well as the businesses supplying them. They aim in mutually benefiting and complementing
their offers and services through directly cooperating with each other and through jointly
and reciprocate promoting events that take place on the sites, as this will strengthen the
visibility of the NDW as touristic attraction and thus let all entrepreneurs benefit.
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Essential preconditions for a successful implementation of the virtual management centre are its
user friendliness and that the information suppliers and recipients form a community (bottom-upapproach) that accepts and uses it as tool and common basis for their communication.
Due to the decentralised structure, the different usage of the single fortification sites and the spatial
extend of the NDW it is not comparable with the other manage+ sites which are linked to one specific location. In order to bypass this problem, the site “Fort bij Vechten” will be described and examined (concerning the economic and employment related impacts) as example for one of the most
interesting and advanced NDW sites and cases. For the maintenance and construction works that
have been realised in the Fort in the past, various EU funds, whereas no Interreg (and thus no manage+) funds were used. Furthermore some general touristic and economic capacity related data and
statistics exist for the whole NDW which will also be taken into account whenever appropriate.
Fort bij Vechten
The Fort bij Vechten (www.fortvechten.nl / FV) is centrally located in the NDW, nearby the city of
Utrecht. It is one of the larger fortresses (17 ha / finalised in 1869) and an established location for
one-day visitors (the fort is open for the public only on Sundays) and all kind of events. Since 1998
the Fort is operated as PPP between the “Staatsbosbeheer” (governmental institution responsible for
the management of various nature reserves) and the foundation “Stichting Werk aan de Linie” that
mainly works with employment projects related to the maintenance and operation of the Fort (a
detailed description can be found in chapter 3.3). Also other businesses like a smithy or an outdoor
training company are located on the site. Furthermore an information point (open on weekdays /
during the summer season also on week-ends) for the local touristic region (VVV Kromme Rijnstreek)
has recently been opened in one of the buildings, in which visitors can also find information about
the Roman history of the site.
Bird eye’s view Fort bij Vechten.
Currently extensive construction activities (started
in 2010) are realised in the FV (including e.g. a new parking lot, entrance area and several buildings)
as the Information Centre and Museum for the whole NDW is built on the site. The museum will
open in 2015 and, besides an interactive exhibition on the NDW history, a café and new conference
facilities for up to 200 persons are built. Through the opening of the museum it is expected that the
number of visitors will increase significantly and also the already mentioned investments in the virtual management centre and the thereby intensified promotion activities have to be seen in this context.

2.4.2 Employment impacts on the site
Touristic figures for the New Dutch Waterline / Fort bij Vechten
Referring to a survey form March 20126 the whole NDW with all its sites attracts between 400.000
and 700.000 per year. Detailed data is not available and difficult to collect, due to the large number
of sites and the large number of one-day visitors or persons only passing by the sites. As a growth
could be assessed for the number of visitors during the “Fort Month” (each year in September including the Open Monument Days during which numerous activities are organised in the NDW sites) in
the last years a general increase of the number of visitors can be assumed. Generally the main season for the fortification sites is from April to September, whereas some of the sites are completely
closed during the winter, due to their importance for breeding bats.
The number of visitors on the FV is currently (before
the opening of the museum) summing up to around
40.000 visitors per year. The following subdivisions
can be made:


6

About 8.000 visitors per year coming to
Vechten for recreation on Sundays (only

ECORYS (2012), p.8 and following.
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then the whole area of the site is open to the public). They usually come from Utrecht
glomeration population of about 600.000) and surroundings (many by bicycle), stay on the
site for 1-2 hours and might also spend some time and money in the café, the information
centre or they will join one of the guided tours on the site.
 About 20.000-25.000 persons per year are guests of the party and catering “branch” of the
Fort. Several of the formerly military premises in the casemates have been transformed into
rooms that can be booked e.g. for weddings or any other kind of family or business parties
and events between 10 and 1000 people. The catering is provided from employees of the site
operator “Stichting Werk aan de Linie”. Also outdoor training services or related activities are
offered in cooperation with a specialised company located directly on the site.
 About 10.000 visitors come to the FV on one of the public events which are organised from
the “Stichting Werk aan de Linie” throughout the year and which also change, depending on
their success and profitability. The events are either organised as single events only in
Vechten from the site operators themselves or in a regional or nationwide context (often in
the already mentioned “Fort / National Monument Month” resp. days in September) and
usually last for a day or weekend. Some events are directly linked to the history of the site
and fortification; others use the Fort as scenery and nice location. Furthermore the events
differ as for some of them the whole Fort area is used and for others only smaller areas with
limited space and tickets (e.g. for a theatre play, usually organised in cooperation with local
amateur groups). Events that are currently organised on the site are:
o The “children’s fort” event that is organised since 2007 on 2nd Easter Day and has
about 1.500 visitors. The event offers various attractions for children (e.g. theatre of
bats) and is organised in cooperation with other service providers. Parts of the income are donated to foundations supporting children.
o The “Designers in Wood” event is organised on a weekend in October since 1999 and
offers 60 artists working with wood the opportunity to show their work. About 4.500
visitors from the whole country come to this very established event.
o A regional “Cycling tour to fortresses in Utrecht and surroundings” that will be organised in September. It ends in Vechten after having passed by / visited 8 other NDW
fortresses.
o In the last years the FV has been used as location for music festivals like the “Festival
with heart and soul”, “Mumbai colour festival” or the “Secret love festival”. These
events mainly address to young people, e.g. the 30.000 students of Utrecht. The Fort
is only used as scenery for these events lasting one day or weekend. The visitors of
these events are not counted in the 10.000 mentioned above.
o Furthermore the Fort cooperates with and makes promotes events in the surroundings, like an “Apple picking day” organised from a neighbouring fruit farm.
Due to the current renovation works and the construction of the museum some events were
stopped. When the works are completed in 2015 a new programme and new events will be
developed and organised, by also making use of the new facilities. Interesting events that
have been organised on the site in the past were for example:
o “Fort Full of soldiers”, organised in scope of the “Fort Month” with 2.500 visitors during 2 days interested in mock battles and the military history of the Fort.
o Two other events, the “Anton Tjechov’s Cherry Garden” (using the Fort as site for the
regional Cherry Festival) and the “Monument Night” were theatre plays (using different locations in the Fort) with culinary offers for a limited number of 180 visitors
and accordingly higher prices.
Economic effects of the New Dutch Waterline / Fort bij Vechten
The economic effects of the NDW as a whole (numbers for 2012) have several dimensions7:
7

ECORYS (2012), p.8 and following.
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The annual revenues related to the direct use of the fortifications sums up to more than 25
million € per year (without counting Defence related expenditures).
 When counting in the earning capacity for all tourism-related businesses that benefit from
the visitors of the NDW fortifications (e.g. cafés, restaurants, visitor centres etc. / more than
500 companies) the earning capacity sums up to about 125 million €. This amount is taken as
upper limit, as it is difficult to precisely allocate the revenues to the NDW.
 As not only the directly tourism related businesses profit from the NDW fortifications it can
be estimated that in total about 6.000 companies in a distance of max. 1 km will gain revenues. Numbers for the overall earning capacities of these companies are not available.
 Calculating the total economic value of the NDW sites would have to include the cultural historical and heritage value for the public, the nature and special quality, the touristic infrastructure, real estate prices in the surroundings. Reliable numbers for these calculations are
not available.
The income that is generated on the FV through events (entrance fees 40.000-45.000 €) and the party and catering “branch” (500.000 to 550.000 €) sums up to slightly below 600.000 € per year. The
“Stichting Werk aan de Linie” (including all its other services, see chapter 3.3) that operates the Fort,
has an overall yearly turnover of about 1.4 million €.
The strategy and aim that is followed for the operation of the site is to generally gain more regular
visitors and as most income in generated through the party and catering “branch” to attract all visitors to also make use of these services. This relates to one-day visitors celebration a children’s birthday after they got to know the Fort as well as to businessmen who have visited one of the festivals or
events and who should be attracted to organise a workshop / training for their employees. Thus satisfied customers, a good reputation and good word-of-mouth promotion are centrally important.
Nevertheless the different events that are organised and the services that are offered need different
promotion channels (e.g. when comparing music festivals with events for children). Thus the site
operators make use of channels that focus on the different target groups e.g.:


rather “small scaled” local and focussed promotion channels (online, paper etc.) to attract
regular customers,
 local or regional tourism associations,
 channels advertising events (as single event or in a bigger context) from various NDW sites
or even together with other Dutch defence lines such as the “Stelling van Amsterdam” to
cause nation-wide attention. This can be online portals, campaigns, joint brochures and
magazines, Google AdWords optimization etc.,
 other channels like a mobile info centre (reconstructed trailer that can be brought to events)
about the NDW and its locations.
Within this scope the manage+ investment in the virtual management centre as central point for all
stakeholders to provide and receive information is expected to make the whole marketing issue
more efficient and profitable.
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Employment impacts on the New Dutch Waterline / Fort bij Vechten
When looking at all sites of the NDW, about 465 full-time jobs were directly and 195 indirectly (e.g.
supplier) related to the sites (without the Defence jobs and without the numerous part-time and
seasonal jobs) in 20128. When counting the jobs in the more than 500 tourism related companies,
about 1800 jobs are connected to the NDW.
When looking at the number of employees in the FV, the operating “Stichting Werk aan de Linie”
provides 20 full-time jobs plus up to 200 (depending on the size of the event) additional volunteers
and persons integrated within the scope of employment projects. Furthermore 2-3 persons work in
the regional tourism info-point, 1 person works in the smithy and 2 for the company that organises
the outdoor training and event activities.
General conclusions for the New Dutch Waterline / Fort bij Vechten
The differences between the NDW and the FV compared to the other manage+ sites and investments
have already been mentioned. If the concepts works out the virtual management centre will increase
the general public awareness of the NDW sites and events, make the operation of the sites more
efficient and through this also increase the generated revenues and the created jobs. General numbers for the local and regional economic effects and impacts have been calculated for the NDW,
which help to classify their economic dimensions, whereas these interesting numbers only give an
orientation and cannot really be compared to the other sites.
Further interesting aspects related to the operation of the FV are:





The employment projects of the “Stichting Werk aan de Linie” (see chapter 3.2.2) that focus
on the extensive inclusion of long-term unemployed and volunteers into the operation and
maintenance of the Fort. Also on a NDW wide scope volunteer projects are organised like for
groups of younger people (“Fort komt tot leven”) who help to get the NDW sites in shape for
the application for the UNESCO list of World Heritage. Though the work with volunteers
might have a longer tradition and also the work with unemployed persons (as they have to
work for “charitable” projects) is specific in the Netherlands, this engagement and to make
use of these circumstances is a good way to catch attention for the site.
The various marketing measures used to promote the Fort and events that are tailored to
the different target groups. Here the regional scope and the different kinds of joint promotion measures and also the very divers and changing events that are organised on the site.
The focus of the Fort as business on the self-organised events and as event location. Including the offer of own “packages” that can be booked (location, catering, framework programme) and that are offered from companies located on the site. Also to limit the public
access (also caused by nature protection) to the fort, to focus it on the Sundays and to use
all possibilities to promote the own parties and catering “branch” to visitors. It will be interesting to see how the opening of the NDW museum will affect the operation of the Fort.

2.5 Sugar Factory Veurne
2.5.1 Description of site and investment
The manage+ site Sugar Factory Veurne (SFV / www.suikerfabriek.be) is, as its name implies, the area
of a former sugar factory located in the city of Veurne (about 12.000 inhabitants) in north-western
Flanders / Belgium, very close to the North Sea as well as to the French border. The sugar factory
(formerly about 200 seasonal employees), in which sugar was produced out of sugar beets which
were delivered from the local farmers, operated from 1923 to 2005 and covered an area of about 46
ha. Today the factory buildings have been demolished. The SFV site which will be redeveloped is located south-east of and next to the historical city centre and covers about 1/4 of the city area,
ing it centrally important for the development of Veurne.
8

ECORYS (2012), p.8 and following.
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The SFV site is owned by and will be redeveloped
from the West-Vlaamse Intercommunale - dienstverlenende vereniging (WVI / West-Flanders
Intermunicipal – Service Association) which is located in the city of Bruges and which is controlled by
the 54 municipalities of West-Flanders, the province
and further public legal entities. For the development of this site the WVI, the city of Veurne, the
province West-Flanders and the manage+ project
are cooperating. The WVI is very experienced in the
redevelopment of formerly industrial sites and has 2
Bird eye’s view: Sugar Factoy Veurne
full-time employees working on the realisation of
the project. The first step was the development of a master plan for the site which was finalised in
2010. The master plan foresees a usage and function mix of 1/3 each for housing development
(about 375 dwellings), business / commercial development and nature development and recreation
(nature, park and court yards). It is planned to build the houses on the edge of the area that is next to
the city centre and divide it from the business / commercial development (on the “outer side” next
to already existing commercially used areas) by the park and recreation areas. Furthermore the master plan contains a mobility plan that ensures proper connections within the site as well as to the city
centre, railways station etc. The main and most direct axes will thereby be for built for cyclists and
pedestrians.
After the first ground works started in 2013 it is expected that it will take until 2025 to finalize the
works on the site SVF. During this time the main work for the WVI will be the coordination of the
construction works, finding structures to develop, construct, operate and rent the business and housing areas, by involving all stakeholders (public bodies, private investors and citizens). Also the marketing for the site and the city is among the tasks in order to keep and make it attractive for business,
living and recreation. Within this scope of the marketing and information related tasks also the manage+ investment into the management centre has to be seen. The management centre whose construction will be finalised in autumn 2014 is located directly on the site and will be used as location to
inform the local population, visitors and interested actors about the work progress. Furthermore it
will be used as community centre and location for various kinds of events, meeting, workshops or
trainings, from family parties to city council meeting or receptions. Also activities like guided tours
through the neighbouring nature or the planned vegetable garden activities will be organised from
the management centre. Thus the manage+ investment in Veurne differs from the investments that
have and will be made on the other sites as the SFV is no tourism destination and therefore has only
indirect connections to and no concrete focus on tourism.

2.5.2 Employment impacts on the site
As mentioned above, the first ground works on the SFV site have started in 2013. The first buildings
like the management centre will be finalised in autumn 2014 and it is expected to take until 2017 for
starting the business park construction works and until 2025 to finalise the construction of the site.
Therefore the descriptions of the touristic, economic and employment related impacts will rather
focus on the first basic approaches and activities and the descriptions made in the master plan.
Touristic figures for the site Sugar Factory Veurne
The SFV will be no touristic destination and thus no touristic strategies exist. Nevertheless the touristic developments in the city of Veurne can be described as well as the connections of the site and the
management centre towards touristic topics.
The city of Veurne is located fairly close (only about 5 km distance) to the Belgium North Sea coast
and the sea resorts which brings many tourists into the region and also to the city. Veurne itself is
also through its historical medieval city centre and other attractions like a bakery museum or the
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temporary World War I experience centre “Vrij Vaderland” on the SFV (see below) attractive for oneday visitors as well as for overnight stays. The general touristic numbers for the city of Veurne are:


In 2013 about 51.000 visitors in the tourism office from which about 13.000 came to the
counter. More than 70% of the visitors came from Flanders, most of the other visitors from
France, Wallonia, the Netherlands, Germany and the UK.
 In 2011 about 13.4 million € was spent by tourists in the city (summing up all expenses for
hotel, restaurants, entrance fees etc.).
 In 2012 almost 62.000 overnight stays / 26.600 arrivals were counted in the 636 beds in
Veurne, which shows that most visitors stay in the city for 2-3 nights.
For the SFV, despite the already mentioned management centre (manage+ investment) that is currently
constructed and which will be used as information
(including a viewpoint on top of the building), event
and conference location for up to 70 persons, some
information on events that have, are and will be organised on the site are available:


The area of the SFV site looked like “waste
land” after the sugar factory was demolished.
In summer 2013 it was used as scenery for a
movie series “in Vlaamse Velden” about the
life in Belgium during World War I (within the
Model from the management centre in
scope of the 100 year remembrance activities
Veurne.
and events from 2014 to 2018 / the former
frontline was also located nearby the site). The trenches and battlefield scenery was visited
from about 15.000 persons (school groups as well as citizens and tourists), the entrance was
for free and it was constructed with permission of WVI, the city and the province. The scenery was removed in August 2013 before the ground works on the site started.
 A local interest group organises free of charge nature / bird watching walks on the site since
many years. The tours are usually for max. 12 participants last for half a day and are only
carried out outside the bird breeding season. When its construction is finalised the management centre will become the starting point for these walks.
 Since the development phase of the master plan for the SFV site in 2009, 16 site visit tours
for schools or other interest groups have been organised either by the WVI or other stakeholder groups.
 Another activity that will start in 2015 when the ground works on the site are finalised, are
the eco-vegetable (allotment) gardens which will be set out and maintained from the association “Tuinhier” which is operating comparable projects in whole Belgium. About 10 gardens will be rented from the association and set out on the site. Furthermore information
events from “Tuinhier” will be organised in the management centre when it is finalised and
the association will take care of the maintenance works in the public parts of the gardens.
Economic effects of the site Sugar Factory Veurne
Currently there are no businesses developed on the site yet. The newly developed business park has
a size of 13.5 ha from which about 10 ha will be sellable plots for 5 – 15 businesses. It will be located
at the “outside area” of the site, directly next to an already existing business park (located between
the SFV site and the nearby motorway) whose development was also initiated in cooperation with
the WVI and the city of Veurne. The site will be developed as PPP for investment and employment. In
the development phase WVI will also here act as public development agency in order to realise the
public space and basic infrastructure of the business parks. The businesses themselves will buy the
plots and invest in their premises. It is planned that the first businesses can start building their premises in 2017. The management for the new business park site will be taken over from the manage22
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ment structures already existing for the “old” business park, allowing for synergies and cooperation
concerning communication, marketing, green maintenance, security, energy etc. Within the scope of
the redevelopment of the SFV site the business structures and locations for the whole city of Veurne
will be rearranged, locating the heavy industry further away from the city (for this purpose further
additional business parks will be developed) and it is planned to attract more qualitative and service
oriented businesses to settle on the newly developed site. Also it is expected that some of the companies will use the chance to relocate to the newly developed business park.
Another important economic effect for the city of Veurne are the about 375 dwellings (for up to 1000
inhabitants) that will be constructed and which will significantly increase the population of the city.
The housing projects will be realised as classic public – private cooperation between WVI and the
social and private housing companies. In some parts of the housing development also smaller businesses for every-day needs will be open in the ground-floor of the houses.
Employment impacts on the site Sugar Factory Veurne
The currently only employment impacts of the SFV site are the 2 project managers from the WVI who
are working on the development of the site. For the future there will be at least one person responsible for the operation of the management centre.
It is expected that the 5 to 15 businesses in the newly developed business park will create up to 120
new jobs and preserve another 20 jobs from the companies who move to the site form elsewhere in
the city.
General conclusions for the site Sugar Factory Veurne
In the most general sense the redevelopment works on the SFV site are a great opportunity to increase the living quality for a big part of the city. Based on the master plan this will apply for the
fields housing, business as well as recreation. As first result of the construction works will only be
seen in the course of the next years, it is difficult to draw concrete conclusions. Nevertheless some
interesting aspects that could be seen during the last years of the site redevelopment were:




It takes time to develop such a huge area and is it important to involve the citizens as well as
all other stakeholders in this process.
Wherever possible, like for the business park management structures in the SFV case, these
already existing structures should be used to build upon.
Use the chances that present themselves to think big (in the SFV case this is to rearrange the
whole business structure of the city and move the heavy industry further away from the
housing areas) and be flexible to use opportunities like the eco-vegetable garden project for
the citizen involvement or becoming a scenery for the nationwide noted film project about
“Word War I” that has drawn a lot of attention to the site and to the city.

2.6 Summary employment impacts of the manage+ sites
The following chapter summarises the employment impacts for the five manage+ sites and the related investments. Furthermore their basic touristic figures and the economic effects will be evaluated. The analysis refers firstly to the employees working directly in the visitor and management
centres and therefore directly related to the manage+ investments. Secondly also the employees
working in tourism and other businesses on the sites that are more or less directly influenced from
the sites and investments will be covered.
Introductory some aspects have to be mentioned which cause difficulties for the comparability of the
sites and the standardisation of the available data and which thus make the analysis quite complex:


Of course the differing dimensions of the manage+ sites and the essentially differing conditions (also for the financial scope of the investment and the site development) are among
these aspects as the sites range from smaller areas (e.g. LSW) to an 85 km long line of fortification buildings (New Dutch Waterline).
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But more important for the employment impacts and economic effects is the differing scope
and purpose of the manage+ investments and the role they play for the (future) operation
of the sites. Though most (Hoheward, WBT, LSW and SFV) of the investments are related to
management and visitors centres that aim in strengthening a touristic attraction (from larger
areas like the Landscape Park Hoheward or the city of Germersheim to the smaller sized
LSW), whereas the SFV site is rather related to city development and the NDW investment in
the virtual management centre has a touristic but rather decentralised approach (which led
to the decision to focus on the site FV). Thereby most important for this report is in which
way the employment impacts and economic effects really can be (directly or indirectly)
dedicated to the manage+ investments and are not caused by other influences and impacts.
 The differing construction and implementation progress of the manage+ investments also
has a big impact. Some of the visitor centres were in operation during the construction
works or are already finalised so that impacts are already visible (Hoheward and WBT). Others will be finalised soon (NDW and LSW) or in the nearer future (SFV) and the investigations
in this report rely rather on the business and management plans.
 Last but not least this leads over to the data basis and data collection for the manage+ sites.
Besides the differing construction progress mentioned above also the available investigations and studies for the sites and the differing actors who are responsible for the data collection (e.g. site operator, regional tourism agency etc.) have to be mentioned.
Nevertheless the available and mostly comprehensive data gives interesting insights on the employment impacts of the manage+ sites and the surrounding regions.

2.6.1 Directly investment related employment
The table below gives an overview of the number of persons working on the manage+ sites whose
employment is directly related to the project investments. For the sites that have not been opened
yet the (lowest) estimations from the business and management plans have been used.
Table 3: Employment on the sites directly related to the manage+ investments9
Site name

Directly investment related employment

Hoheward

3 full-time / 1 apprentice / trainees

Germersheim

5 full-time / 2 part-time / trainees

Lion Salt Works

5 full-time / seasonal staff (part-time, trainees)

New Dutch Waterline
(Fort bij Vechten)

2 full-time
(20 full-time)

Sugar Factory Veurne

3 full-time
19 full-time (including apprentice) / 2 part-time /
numerous trainees and volunteers (excluding the FV)

The following explanatory notes on these numbers have to be given:




9

Not all of the jobs listed are newly created, e.g. as the tourism information Herten (replaced
by the visitor centre Hoheward) and Germersheim (moved to the WBT from another location) already existed before. Thus (some of) the counted jobs are rather preserved, whereas
the jobs for the LSW, NDW and SFV will be or have been (mainly) newly created.
Only the visitor centres Hoheward and Germersheim are already operating, thus the numbers for the other sites are estimations and will most likely be even higher (esp. for the
number of part-time employees, seasonal staff, apprentices and trainees) than shown in the
table. It is not possible to measure the “employee value” of trainees, volunteers etc., due to
the short-dated and only temporary involvement.

A detailed description of the jobs listed here, can be found in the respective chapters of the sites.
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For the NDW only those employees were counted who work on the development and maintenance of the investment virtual management centre (the numbers for the FV are given in
brackets and cannot be compared to the other sites, as it is no manage+ investment).
For the SFV the two persons working on the development of the site have been counted. As
the operational concept and the number of employees working in the management centre
can currently not be measured accurately but will at least be one (this person has also been
counted).

2.6.2 Further employment on the sites
The table below lists the persons working on the manage+ sites whose employment is not directly
linked to the daily operation of the management and visitor centres. Again, some of the numbers are
estimations related to the management and business plans that will only be implemented in the future, for some businesses the information on the number of employees is not available.
The employees working on the sites can be divided into those


working in the tourism sector (e.g. gastronomy, accommodation or other tourism related
services). These businesses benefit directly from the manage+ investments and the work of
the management and visitor centres (through the increased number of visitors), whereas the
concrete “share” is hard to measure and differs case-by-case (see also chapter 2.6.4). For
the guides whose tours are organised from the visitor centres this “share” is higher than for
other businesses also attracting guests and clients without direct involvement of the visitor
centres (pubs, restaurants etc.).
 working in other (not tourism related) businesses e.g. in business parks that are part of the
sites. For these jobs the impact of the manage+ investments and the work of the management and visitor centres is rather indirect. This is caused by the fact that the management
and visitor centres are usually not responsible for the organisation of the business parks.
Nevertheless there is an influence and “share”, as an increased location quality of the sites
also increases its attractiveness for businesses to settle or stay at this location.
Table 4: Employment on the manage+ sites in the tourism sector and other businesses10
Site name
Hoheward

Germersheim
Lion Salt Works

New Dutch Waterline
(Fort bij Vechten)

Sugar Factory Veurne

10

Employment in tourism sector

Employment in other businesses

27 full-time / 25 part-time
Numerous tour guides involved
Support for event organisation
Pool of (volunteer) guides
Support for event organisation
Pub / restaurant next to the site involved as caterer
Support from volunteers and guides
Whole NDW (about 100 sites):
 465 direct jobs
 195 indirect jobs (suppliers)
Fort bij Vechten:
 3 full-time / guides and numerous
support (up to 200 persons) for
event organisation
Support from volunteers and guides.

1200 – 1300 in business park on
the site
100 in shopping centre that will
be opened next to the site
/

/

140 (120 new and 20 preserved)
in business park located on the
site (estimations for the future)

A detailed description of the jobs listed here, can be found in the respective chapters of the sites.

25
September 2014

manage+ / action 10: promote the employment impact from regenerated areas
The following explanatory notes on these numbers have to be given:












The tasks related to the “share” of the employment (and thus the resulting number of jobs
e.g. for hotels, restaurants or other services in the surroundings) that can be assigned to the
manage+ investments for the single jobs and initiatives have already been mentioned
above. Chapter 2.6.4 will give some further basic classifications on this issue.
In some cases it is difficult to draw the separation line between site and not-site. E.g. in
Germersheim a shopping centre with about 100 new jobs will be built nearby the WBT. Both
construction works are part of the general redevelopment plan of the city but the shopping
centre is not directly related at all to the manage+ investment.
Some of the sites are spatially rather closed areas without much direct contact to neighbouring businesses and settlements like Hoheward or the LSW (besides the pub / restaurant),
whereas others like Germersheim are located in the city centre which causes a naturally
closer connection of the sites and the neighbouring businesses.
Generally it is hard to measure the employment impact for employees like the guides, as it is
a very seasonal business, as they often only work part-time or are volunteers offering their
services for free or for a small expense allowance. Also it makes a difference if the visitor
centre employs them and keeps an administrative charge or if they are freelancers organising the tours themselves or with help from other (e.g. environmental protection or cyclists)
associations or businesses.
The involvement of local volunteers plays a very big role for the operation of many of the
manage+ sites, especially when it comes to the organisation of events (whereas the volunteers usually get an expense allowance or free tickets). Also very important for some of the
sites are volunteers and local initiatives that establish and maintain certain attractions and
initiatives (e.g. butterfly gardens at LSW or the eco-gardening project at SFV).
Another employment impact worth mentioning is the construction works that were, are and
will be necessary for the construction of the single manage+ investments.

2.6.3 Touristic and economic effects of the sites
The table below gives an overview of the available touristic and economic figures for the single sites
concerning the number of visitors, event participants, created revenues, added value etc. The available data gives some impressions on the economic status and scale of the sites, but due to the differing data basis a substantial comparison is difficult.
A comparison of the sites and data is especially complicated and limited through differences for:





the data sources and calculation basis (varying from scientific studies, projections in business
plan to data collected first-hand on the spot from the site operators),
the available contents (as very different information has been collected e.g. visits, visitors,
paying visitors, revenues),
the spatial scope (if data is available only for the site or also for nearby cities, surrounding
areas etc.),
and the temporal component (the years of data collection differ and also if the site is already
operating or still under construction makes a difference).
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Table 5: Overview of the available touristic figures of the manage+ sites11
Site name
Hoheward

Germersheim

Lion Salt Works

New Dutch Waterline
(Fort bij Vechten)

Sugar Factory Veurne

Touristic and economic figures
Visits (not visitors) of the Landscape Park:
 70.000 – 130.000 per year
 10.000 guided tours booked
Participants at events:
 30.000 – 40.000 per year
 + 20.000 visitors of the theatre RevuePalast
Added value of tourism businesses:
 Tour participants spending 70.000 – 100.000 €
 Other businesses: 99.000 – 431.000 € (differing scenarios) + RevuePalast
Further information:
 Mostly daily visitors, only 1-2% stay in a hotel in the region
Visitors:
 permanent exhibition: 8.500 per year
 temporary exhibition: 1.000-2.000 per year
 guided tours (organised from visitor centre): 8.200 per year
Participants at events in the city:
 25.000 per year
Overnight stays in the city:
 28.600 + 1.800 with caravans
Further information:
 60% of the overnight stays are business related (mainly assemblers)
Visitors (expectations referring to business plan):
st
 1 year (2015): 29.000 / 5th year (2019): 43.000
Income (expectations referring to business plan):
st
th
 1 year (2015): 105.000 € / 5 year (2019): 130.000 €
Whole NDW (about 100 sites):
 Visitors: 400.000-700.000 per year
 Direct revenues: 25 mio € per year
 Earning capacity in 1 km distance to the sites: 125 mio € per year
Fort bij Vechten:
 Visitors: overall about 40.000 (8.000 recreation on Sundays / 20.000-25.000
party guests / 10.000 events)
 Yearly revenues Fort operation (mostly party & catering): 600.000 €
 Yearly revenues Stichting Werk aan de Linie: 1.4 mio €
City of Veurne (not SFV!):
 Visitors: 51.000 came to the tourism office counter
 Revenues: 13.4 mio € spent from tourists in the city
Further information:
 62.000 overnight stays (26.600 arrivals in 636 beds)
 15.000 visitors of temporary WWI site at SFV

2.6.4 Overall employment impacts
The table below quantifies the number of employees (also referring to the descriptions given in the
chapters above) whose work is directly related to the manage+ sites and investments. This overall
employment consist of the directly investment related employment (see chapter 2.6.1) and calculations concerning the share of further employees working in tourism related services that can be assigned to the investments (see also descriptions and explanations in chapter 2.6.2). Thereby it has to
be pointed out that the calculation of this share is based on rather conservative (and provable) assumptions and can be, when looking at more general aspects like the improved location quality of
the sites (also for businesses beyond tourism) and all the linkages and small (indirect) effects of the
investments and the related activities, expected to be even higher for the single sites as well as for
11

A detailed description of the figures listed here, can be found in the respective chapters of the sites.
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the whole project. Additionally the difficulties concerning the calculations (e.g. size, scope, timing,
construction progress and operation of the sites, preserved jobs / newly created jobs, involvement of
trainees and volunteers into the calculation, data sources etc.) that have already been mentioned in
the chapters above, also are valid for these considerations.
Table 6: Overall employment related to the manage investments12
Site name

Directly investment
related employment

Further investment
related employment

Total
employment

Hoheward

4 jobs

13 jobs

17 jobs

Germersheim

6 jobs

12 jobs

18 jobs

Lion Salt Works

5 jobs

15 jobs

New Dutch Waterline

2 jobs

10 jobs
17 jobs

Sugar Factory Veurne

3 jobs

3 jobs

6 jobs

19 jobs

55 jobs

74 jobs

19 jobs

The following explanatory notes on these numbers have to be given:


Trainees, volunteers, guides and other e.g. seasonally employees are excluded from this
calculation.
 2 part time employees are counted as one full-time employee.
 Other businesses and jobs in e.g. the business parks (see table 4) are not counted in at this
point.
 For tourism related services the newly created jobs as well as preserved jobs are counted.
Concerning the calculation of the “share” that can be awarded to the manage+ investments on the
single site the following explanations are important:








For Hoheward 27 full-time and 25 part-time jobs were mentioned in table 4 for the further
investment related employment on the site. These have been counted as 39 jobs, from
which a share of 33% = 13 jobs (due to the good data base that is available for this site and
the importance of the visitor centre for the number of visitors on the site) are seen as being
caused by and / or preserved from the manage+ investment.
For Germersheim the 5 full-time / 2 part-time employees have been counted as 6 jobs that
are directly created from the manage+ investment. Usually it can be expected, that twice
the number of jobs (=12) is additionally generated in such a case. This is also caused by the
central location of the visitor centre in the city and the increased visitor flow (12.000 visitors
in the visitor centre) for e.g. restaurants.
For the LSW (5 resp. 10 jobs) the same approach as for Germersheim was used. It can be expected that the employment impact will even be higher, after the site has opened, as it will
be the centre of a regional tourism cluster and positively influence also other sites in the region.
For the NDW the site FV has been taken out of the calculations. As the manage+ investment
is a virtual management centre, it is very difficult to calculate its share and impact on the
employment development. The previously mentioned study13 analyses the jobs that are
linked to the about 100 fortification sites (465 directly and 195 indirectly), the further indirect employment caused by the NDW (1.800 jobs in 500 companies) and the jobs which are
effected by the sites within a radius of 1 km (6.000 jobs). That makes 8460 jobs that caused
and effected by the NDW. Based on the estimation that one out of 500 jobs is caused by the

12

A detailed description of the figures listed here, can be found in the respective chapters of the sites and in
the further descriptions in chapter 2.6.
13
ECORYS (2012)
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virtual management centre, which aims in business networking and support, 17 jobs can be
assigned to the list.
 For the SFV no information on the further investment related employment is available yet
and as it is no touristic site as such but some businesses will benefit from the local recreation
guests, 3 additional jobs are added for this site.
The mentioned calculations add up to a total of 74 jobs which can be assigned to the manage+ investments that were implemented in the 5 sites. It is clear that such an analysis is difficult without
further extensive calculations (which go beyond the scope of this report) analysing in more detail the
employment impacts on the single sites. The aspects which make this a very complex analysis have
been described at several points in this report. As the calculations described above can be seen as
rather conservative and as more impact and also growth (ones all sites have been completed and are
in operation) can be expected for the future, the numbers are seen as realistic assessment for the
overall picture.
Also a calculation concerning the overall economic and employment related value of all the manage+
sites and investments would be interesting, whereas this would require (besides operating sites) the
collection of reliable numbers for the cultural, historical and heritage value for the public, the nature
and spatial quality, the built touristic infrastructure, the rinsing real estate prices in the surroundings
due to the improved location quality etc. that would have to be included.

3

Training and employment of unskilled labour / cooperation with volunteers

This chapter will analyse the specific examples that were realised on the sites (and beyond) for training and employment of unskilled labour. Most of these examples have already been introduced and
were mentioned in the chapter above. The information was provided from the manage+ partners
(see questionnaire in the Annex), concerning the cooperation with institutions promoting employment and qualification measures, the cooperation with volunteers and the general success factors
and experiences that have been made in these fields. For all sites interesting and valuable information was provided and in addition some very interesting examples existing and operating also outside
the project cases are described as case studies.

3.1 Examples from the manage+ sites
Visitor Centre Hoheward – Bicycle repair shop “Round a bike”
The first tourism related business that was open on the site Hoheward, in the same building in which
the manage+ investment visitor centre Hoheward is located, was a bicycle repair shop. Before the
visitor centre was opened it was also the central contact point for visitors of the site for some years.
Today it offers repair services for cyclists and also used bicycles can be bought. The shop generates
revenues between 8.000 and 14.000 € per year. 3 full and 2 part time employees (apprentices, workshop manager, social workers) work in the bicycle repair shop within the scope of the project “Round
a bike” that is led by the association “Jugend in Arbeit” (www.jugend-in-arbeit.de / youth in
employment) that cooperates with local employment agencies (adminitsrattive district
Recklinghausen including the cities of Herten and Recklinghausen), companies and schools in order
to find appretiship places and jobs for young people also with difficult social and school backgrounds.
For its various projects the agency “Jugend in Arbeit” can revert to more than 600 local companies,
other associations and public institutions. The project is publicly funded and aims in giving the young
people (often school dropouts) a chance to integrate into the employment market (usually through
starting an apprenticeship) and thus offering them a perspective for the future. Therefore they are
individually supported and coached by social workers and the workshop manager who are working
for the association. Concerning this integration into the employment market, especially looking at
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service and customer contact related jobs in the tourism sector, the tasks and the difficulties to ensure a certain kind of service quality have to be mentioned.
Visitor Centre Weißenburger Tor – Voluntary work
The guides working for the visitor centre in Germersheim are volunteers, usually pensioners or students. They get a small compensation expense of 1 € per participating person plus the tip from the
tourists / participants. This situation only became possible, as there are so many guides who are interested in offering their services, so that the best of them can be chosen from the tourism office.
Lion Salt Works – Apprenticeships and voluntary work
For the development and later operation of the Lion Salt Works site, several examples related to the
apprenticeships and volunteer work can be mentioned:




The company that is implementing the construction works for the Salt Lion Works buildings,
“Wates”, took on local apprentices for brick-laying and carpentry within the scope of the
“CWaC apprenticeship scheme”. In the course of the works, two of the apprentices became
full employees.
During the first information events that were organised on the LSW site, the names of the
people who would like to help as volunteers were collected. These people will be integrated
wherever possible when the site has opened. Already now various examples for the cooperation with volunteers exist for the LSW:
o The LSW Trust supported the development and operation of the site a lot, e.g. during events like the open days, offering guided tours and demonstrating the salt production related work.
o It was possible for archaeology students to gain work experiences on the site which
is especially important for their cv’s.
o Volunteers from the Butterfly Conversation Trust will manage the butterfly gardens
and offer tours.
Furthermore a community learning officer has been appointed to further develop the (in the
UK quite common) volunteer involvement and work with local communities on this topic.

New Dutch Waterline – Site operation and voluntary work
A very advanced example for employment promotion and operation of a touristic site can be found
in the NDW site Fort bij Vechten (see chapter 2.4). The operating foundation “Werk aan de linie”
(chapter 3.2.2) as well as another interesting example from the Netherlands “Herstelling” (chapter
3.2.3) are described in the case studies below.
Furthermore the FV involved volunteers during several other occasions e.g. as tour guides or for
maintenance works (www.fortkomttotleven.nl). As the work with volunteers will be an important
topic for its future work, the NDW also is a partner in the NWE INTERREG IVB project “SHARE”
(www.theshareproject.eu) which deals with the involvement of volunteers.
Sugar Factory Veurne – Gardening cooperation
For the allotment of ecological vegetable gardens that will be started in 2015 the site operator WVI
and the city of Veurne will cooperate with the associations “Tuinhier” (garden here), “Open Thuis”
(open home) and “Begeleid Wonen” (accompanied living). The latter is an organisation that accompanies people that are not able to live independently. Through this cooperation, these people are
involved in the realisation of the vegetable garden infrastructure and in the maintenance of the
common parts of the garden. “Tuinhier” is a volunteer organisation that will also take care of part of
the exploitation and maintenance of the park area of the SFV site.
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3.2 Case studies
3.2.1 Wabe
Wabe (Wittener Gesellschaft für Arbeit und Beschäftigungsförderung mbh / www.wabembh.de) operates as “association for employment promotion” in the city of Witten (Ruhr area) and the surrounding administrative district Ennepe-Ruhr-Kreis since 1996. Its shareholders are, besides the mentioned local government authorities, social welfare organisations, municipal utilities, church associations and trade unions. The work of Wabe depends on support from a variety of sources (e.g. communal grants as well as funds from federal state, national or EU level) and the association implements its employment promotion only via projects. The realised projects help to bring long-term
unemployed back on the labour market, to qualify young people without school degree or to rehabilitate former prisoners and to give all of them a meaningful employment. Wabe employs 4 project
coordinators, has several further full-time employees and overall about 150 persons (the numbers
and persons change referring to the projects and founding sources) working in the projects. Though
there is a certain kind of cross-financing among its single projects Wabe works cost sufficient and
generates 50-100.000 € each year. Another important source of income are donations (e.g. from
local companies or citizens) which are usually collected for specific projects like the current “1 meter
commitment”, aiming in paving an important touristic bike lane in the Ruhr valley. The decision for
which local project donations should be collected during this year was publicly determined via an
online vote.
During the last years Wabe became an important local actor and has a very good reputation in wide
sections of the population. This also leads to expectations that have to be fulfilled and certain responsibility to be a local “carer”. Thus public relation work and being visible as local actor through
the organisation of events or concerts (also for fundraising) is very important. Furthermore Wabe
strongly benefits from its local and regional network and its group of supporters (besides important
persons of the daily life in Witten, also pensioners working as volunteers in certain contexts).
Having its routs rather in traditional fields of employment promotion like landscape gardening or
youth-workshops Wabe was flexible enough to adjust to new requirements and fields of work which
was especially necessary as it is self-responsibly working on project basis. Today most important for
Wabe are tourism related projects (starting in 2004 with the manage+ previous project ARTery - Restoring & Redeveloping the riverside Landscape as a Regions` Artery) that generally aim in increasing
the touristic attractiveness of the region for local recreation, mainly in the valley of the river Ruhr.
Examples for the integration of long-term unemployed in this context are:


The operation of electric ferries for hikers and cyclists on the river Ruhr (130.000 passengers
each year / operated only during the summer season). A first ferry was purchased within ARTery and by using the passenger fees (on a voluntary basis / in average 35 ct per person) that
have been collected throughout the years a second (larger) ferry could be bought and renovated in the Wabe workshop.
 In the catering, gastronomy, events section by e.g. working in one of the restaurants (located
at the bicycle path in the Ruhr valley) which were opened after Wabe project workers restored old buildings. Concerning these services the task is to provide long-term unemployed
(which in the projects are allocated from the job centres and cannot be “chosen”) with the
jobs they are able to handle, especially as service orientation and quality is required.
 In further tourism related projects e.g. two bicycle stations / garages and repair services in
Witten or as “Ruhr valley ranger” being the mobile contact and helping persons for hikers
and cyclists during the summer.
The focus on the tourism section, which is expected to further grow during the next years, causes
new challenges like the seasonality of most of the offered services. Generally Wabe has a broad base
of projects for the future as besides tourism also landscape gardening (currently e.g. construction of
wooden playground equipment), the youth workshop, the cooperation with institutions working with
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disabled people or a furniture share market are (besides the projects mentioned above) part of the
working fields.

3.2.2 Werk aan de linie
As already mentioned in chapter 2.4 the “Stichting (Foundation) Werk aan de linie”
(www.werkaandelinie.nl) is the private part of the PPP (together with the “Staatsbosbeheer” / governmental institution responsible for the management of various nature reserves and land-owner of
the site in Vechten) and responsible for operating the Fort bij Vechten. The foundations work bases
on the conditions that are given from “Staatsbosbeheer” which are to ensure the maintenance of the
site and the natural values, to preserve and restore the buildings and to ensure the public access. The
foundation fulfils these conditions through preserving the site and through economic valorisation
and job creation at the same time:


Projects involving unemployed (physical and social regeneration / alternative labour force)
and re-integrating them on the labour market, mainly related to the maintenance of the site
and its buildings (e.g. gardening or construction works). In the beginning of the foundations
work on the Fort the involvement of unemployed and the usage of public subsidies within
this scope was centrally important for developing the site at all. Therefore a “circle” of different work-fields, necessary to preserve a fortress site and thus overlapping and interacting
has been developed. Different kinds of qualification, training and employment projects and
funding sources have been used during the last years. Over the years this has often initiated
the creation of jobs and helped to transfer them to “full” jobs.
 Market related activities (concrete examples for the single aspects can also be found in
chapter 2.4) concerning renting out the site or single buildings for all kinds of events, offering catering or party services, commissioned work and cooperation with other companies
and service providers or organising own cultural historical projects.
Over the last years the foundation had stably 20-25 persons working on the site, whereas the share
or “sustainable” (not subsidised) jobs steadily increased. The current number of employees working
for the foundation and on the site consists of and relates to:


10 persons working in the “party centre” (e.g. catering and preparation of the site for
events, café on the site),
 2 persons organising public events,
 3 persons from employment projects,
 4 persons working in green maintenance (also at other sites / mostly NDW forts),
 2 persons working in the carpentry (currently producing camping cabins and e.g. bird or bats
houses but capable of constructing also different kinds furniture which is necessary for organising events on fortresses).
In addition a smith and a company organising training seminars are working on the site. Also the involvement of volunteers is very important, e.g. for the organisation of events, as tour guides or for
other projects (e.g. the mentioned “Fort komt tot leven”).
For the future the involvement of volunteers for the maintenance of the heritage is expected to become even more important (see also www.theshareproject.eu). This aspect relates also to the decreasing importance of employment projects and subsidies labour for the operation of the FV during
the last years which generally makes an efficient and profitable operation of the side (without subsidies) more important. This proves the importance of and explains the focus on the party and catering
“branch” for the Fort operation as here most revenues and thus jobs are created. In the next years
the opening of the museum for the NDW on the site might make a further reorganisation and adjustment of the employment structure necessary.
The experiences made concerning the integration of long term unemployed show that a network and
good cooperation and relationship with all relevant actors is centrally important. This relates to the
initiation and finding the “fitting” unemployed (e.g. through cooperation with job centres and mu32
September 2014

manage+ / action 10: promote the employment impact from regenerated areas
nicipal welfare) as well as to finding “missions” and work for them (in this case gardening and carpentry). Good connections to the private sector are also very important when it comes to the further
“placement” of the persons initially employed through the subsidies projects, as only a small share of
them can be employed on the site with “full” jobs. Thus most of them must be helped to find a new
job outside the Fort.

3.2.3 Herstelling
The Herstelling foundation (“Stichting Herstelling / www.herstelling.nl) is an initiative that offers
programmes for long-term unemployed and youths to (re-)enter the job market. Under the motto
“Rebuilding forts as well as people’s lives”, the foundation (controlled by the Dutch province of
Noord-Holland and the city of Amsterdam) focusses on maintenance and repair of fortresses along
the “Defensive line of Amsterdam” (on UNESCO’s World Heritage List). Herstelling started in 1996
and has put thousands of (mostly young, e.g. school dropouts but also long term unemployed) people to regular jobs. More than 60% of the participants successfully conclude this programme and go
on to further professional training, a regular job or a combination of both. In addition, for the public
good, the fortresses surrounding Amsterdam are preserved.
Participants joining the foundation are, after having gone through a series of tests in an introduction
week, assigned to one of the professional profiles (carpentry, metal work, painting, electricity, paving, masonry, roofing or landscaping and also for cooking and hotel related jobs) which matches their
skills and interests best. Besides rather general trainings (e.g. learning social skills) the participants
will be individually supported (also through accompanying school education) to either be able to
start a regular apprenticeship afterwards or to make a diploma at the foundation.
The concept and idea of the Herstelling foundation is very successful and has also been implemented
in other countries. E.g. in 2001 an international agreement to set up a platform for co-operation and
information exchange was signed by the four parties: Arbeit und Lernen Hamburg (ALH) in Germany,
Projekt Vestvolden in Denmark, Fort 8 Antwerp in Belgium and the Herstelling Foundation. Also outside the EU projects in Surinam and on the island of Curaçao have been initiated in the last years.

3.3 Summary training and employment of unskilled labour / cooperation with
volunteers
When looking at the training and employment of unskilled labour and the cooperation with volunteers that have been described above it becomes visible that many successful examples of differing
scope can be found at all manage+ sites. Generally important aspects concerning the employment of
unskilled labour are:




There should be a long term strategy in place that aims in establishing economically (at least
mainly) self-sufficient structures, though the initial phase and also the later operation often
depend on public funding as well as on further political goodwill and also financial support.
Anyway it is centrally important to cooperate with and be supported by important local / regional institutions like job-centres, welfare services, trade unions etc. and also a “caringculture” is necessary from initiators side to realise such projects. Especially the case studies
“Wabe” and “Stichtung - werk aan de linie” show, that well-functioning examples exist and
can be a location factor for the site and for the region.
For the regeneration sites it is helpful if the employment projects are related to their restauration, maintenance and / or operation. Usually not all the persons who have been trained
can find a job directly on the site after they went through the trainings. Besides good connections to local businesses (employing training participants) it helps if the work is related to
training programmes that integrate (especially young) people to the labour market and give
them a perspective for a future professional careers (see e.g. case study “Herstelling”).
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It is important to find individually fitting and meaningful jobs and tasks, which is difficult especially in the tourism / service sector where a certain kind of customers and service orientation is a basic condition that cannot be fulfilled by everybody.
 Involving the local population into the own work and to inform about the own success is also
an appropriate way. The “Wabe” does this by advertising for donations for certain projects
which can be selected via a public online vote and whose realisation increases the living
quality in the local community (e.g. the “1-meter commitment” project through which a bicycle path could be constructed).
Besides these examples, volunteers have generally become more important and even indispensability for single services and projects at the sites, whereas volunteers often get a compensation expense
e.g. as guides. Numerous examples for this have been mentioned in this report. Generally the “culture” of working together with volunteers is more developed and natural e.g. in the UK and the
Netherlands (which is also caused by the obligation for unemployed to work for charity projects)
than in Germany. This is underlined by the approach in Chester where a community learning officer
(in the UK this is quite common) has been appointed to further develop the volunteer involvement
and work with local communities on this topic. This approach to institutionalise the work with volunteers can help to direct the local engagement into a certain / desired direction and also help to form
a community for developing a site which is, of course, much easier if there already is a local interest
group active.

4

Recommendations for the promotion of employment impacts

Instead of a summary, which can be found in the chapters 2.6 (related to the general and employment related developments of the manage+ sites) and 3.3 (related to the training and employment
of unskilled labour / cooperation with volunteers), this chapter collects and filters out recommendations for how to promote employments impacts which are helpful for the initiation, development
and also the operation of a regeneration site. The focus is thereby laid on the identification of those
aspects and lessons learned (manage+ examples) that can be transferred to other sites in NorthWestern Europe. As, besides the concrete examples listed below, increasing employment promotion
in the end often is all about wise foresight management and planning, the flexible reaction to external influences and making use of opportunities, also rather general recommendations are listed.

4.1 Site development and project initialisation
Preparatory work, studies and planning are crucial for making the recreation project as concrete as
possible. Aspects that should thereby be taken into consideration and that in the end also result in a
well elaborated personnel planning are:




Basic considerations and planning concerning the scope of the site. A description of the
scope and planning of the manage+ sites (ranging from single buildings to regional projects
and from small to huge regeneration activities and construction works) can be found in
chapter 2 of this report. A central aspect, in order to make a site development project a success, is that the plans for the location match its potentials. For regeneration sites these are
often touristic but also potentials for housing and commercial use should be considered. For
example the SFV site (see chapter 2.5) was used to redevelop about ¼ of the city area and to
rearrange the company structure and locations at the same time (settling the most polluting
companies at the outskirts). Both activities were part of a detailed master plan for the site
aiming in increasing the living quality of the whole city.
When it comes to the initialisation of the site development it is important to bring together
and involve all the relevant stakeholders and interest groups (from political and public to
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private businesses and the local population) as early as possible (see also outcomes of the
manage+ action 2: Develop local partnership for cooperative management).
Detailed concepts for the purpose, construction and operation of the sites should also be
developed at an early point by including considerations like e.g. SWOT analyses, the regional
planning and tourism strategies, master plan for the site development (e.g. Hoheward /
chapter 2.1 and SFV / chapter 2.5) including an architectural concept, business plan including
the calculations and expectations for the later operation (e.g. at the LSW / chapter 2.3 such
a business plan exists for visitors, income, markets, personnel, ticket prices and also for the
technical operation and the needed budget). The example of the LSW Trust also shows that
the initialisation can take time (the Trust started as private initiative aiming in the regeneration of the site years before the project was finally started) and that it can pay off to build
upon existing structures. Also the bicycle repair shop which was the first tourism related
service at Hoheward (see also chapter 3.1) is an example for this.
Another central aspect for the development of the sites should be the mentioned increasing
living quality for the local population. This will ensure their acceptance and goodwill which is
also important for the number of visitors and also the businesses on the site and can furthermore result in a positive image and in the formation of public identification with the
site.
Concerning the design and construction of the site, usually a lot of standards are predefined
by the old buildings and the monument protection. For preserving the unique character of
the sites these are, of course, centrally important.
If a business park (e.g. besides SFV also Hoheward / chapter 2.1) already exists or is foreseen
as part of the regeneration site, this can be used as chance to offset the job losses (e.g. of a
former factory). In both manage+ sites with business parks the number of created jobs is
(respectively is expected to be in the future) higher than the number of jobs lost through the
factory / coalmine shutdown.
If a touristic development (which was the case for most manage+ sites and which is also often a requirement for receiving public funding) is in the focus of the regeneration works and
later usage the related touristic framework conditions (e.g. potentials concerning number of
visitors or generated income) should be analysed. The sites can be developed e.g. as museum site (with entrance fee) or rather as local / regional recreation area. As most of the
manage+ investments are related to the construction and later operation of visitors / management centres it was centrally important to plan and define the tasks and roles of the visitor centres and the single employees.
The five manage+ sites analysed in this report have a number of similarities concerning the
touristic framework conditions and visitor structure which might be transferable also to
other sites in North-Western Europe:
o They have big potentials concerning the number of visitors, as millions of people are
living in the proximity.
o They are rather local recreation areas, having increase the living quality through the
regeneration works and thus mainly attract (or will attract) one-day visitors from the
respective regions. Whereas e.g. Veurne (located nearby the North Sea) has another
visitor structure than e.g. Hoheward (centrally located in the industrial Ruhr area).
o They are naturally influenced by seasonal peaks which makes the prolongation of the
season a strategic goal. In this context also the growing importance of offers like exhibitions (WBT, Hoheward) and museums (LSW, FV) which are independent from
weather conditions and thus cause a steady flow of visitors can be seen. These will also
increase the attractiveness of the sites for local and regional repeated visits.
o They aim in extending the visitors duration / quality of stay and thus the amount of
money spent on the sites by offering all kinds of services like restaurants or hotels.

35
September 2014

manage+ / action 10: promote the employment impact from regenerated areas
o

o

Most of the sites deal rather with the own recreation and operation, whereas a differing strategy can be found at the LSW site (chapter 2.3) as it will also function as the
centre of a regional tourism cluster (in cooperation with other touristic attractions in
the region) which is expected to increase the number of visitors at all these sites.
Another differing approach can be found at the NDW (chapter 2.4) as the related investment in the virtual management centre has also touristic promotional aspects but
rather the general approach of a decentralised and self-responsible share of information and knowledge.

4.2 Site operation
Besides the frame setting planning and construction work and strategies the employment promotion
can be (within the budgetary and operational requirements) best influenced when it comes to the
site operation. Though it is always also a “learning by doing” process, important general aspects that
should be considered when aiming in creating further revenues with the services on the site are:


The identification of the most economic services (e.g. restaurants, hotels or other services)
on the sites.
 The identification of the visitors’ needs and expectations. Their satisfaction with the site, the
quality of stay and the provided services and which other services they would expect and
might miss.
 The identification of the services that can be offered from the site management and the services that should be offered privately. This also refers to the services which might not be
profitable themselves but which are basic conditions for attracting visitors at all. By bringing
customers also to other businesses on the site also these non-profitable services will finally
pay off and have a very important role for the attractiveness of the site.
Experiences which have been made on the manage+ sites concerning the site operation show:






For optimising the operational processes it can be efficient to pool and bundle resources at
one point or location (whereas the example of the 2nd information point for the site Hoheward shows that for a large site also more than one touristic focal points can become necessary). For the manage+ sites this can be done e.g. through offering more services at the visitors / management centres (e.g. at the WBT / chapter 2.2 also tickets for all kinds of cultural
events in the city are sold, whereas technical knowledge and equipment is necessary for
this). The additional persons that have to be employed for this service give certain flexibility
also for other purposes and thus improve the management of the site.
Another quite common example for using synergies are also multifunctional rooms that can
be used for all kinds of events (from conferences to weddings) attracting visitors and also offer opportunities to combine events with site visits. In the FV (chapter 2.4) the premises are
used to offer all kinds of services for event organisation (catering, framework programme
etc.) from own employees as well as from external companies, so that all kinds of events can
be offered “in-house”. Generally it is very important to always keep good contact with private businesses located on or nearby the site and e.g. to inform them about developments
on the site as they have a big share concerning the outside / public view on the site.
Also concerning employment aspects the existing local initiatives and businesses should be
integrated into the development and operation of the sites, as these self-organised resp.
self-sufficient structures can lower the effort that is necessary for the site operation and increases the public awareness at the same time. Good examples for the integration of local
initiatives are e.g. the LSW Trust which even initialised the first steps for the site development as well as the eco-vegetable gardens (SFV) or the butterfly gardens (LSW) who are own
attractions at the sites. It is important to integrate the interested persons, public initiatives
and to reward them for their efforts. Also numerous examples for the local businesses exist
on the manage+ sites that have been integrated into the site development and are essential
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for their success (e.g. the Pub next to the LSW, the bicycle repair shop in Hoheward or the
business training service supplier at FV) and attractiveness for locals and tourists.
This also relates to the general importance of the involvement of and cooperation with volunteers for the operation of the site or parts of it. The examples from the manage+ sites can
be found in chapter 3, from the smaller scaled involvement of volunteers as guides to the
larger scaled “Wabe”, “Werk aan de linie” or “Herstelling” (see chapter 3.2) who make a
business out of the involvement of volunteers and the training and employment of unskilled
labour.
Also concerning the organisation of events, which are a central part for the operation of all
the manage+ sites several interesting aspects can be mentioned:
o Events are seen as very important for the outside view on the sites, its image in the
public and the local population and as best way to present them “in the right / desired
light”. This refers to small-scaled activities like guided tours (through selecting the fitting topics and also guides), as well as to bigger events. Nevertheless this also depends
on the own (site related) opportunities, the own influence (as there are often many actors responsible for the organisation of events) and the market driven demands. The
usual aim is that the events benefit from the attraction of the site and vice versa.
o Usually various forms and sizes of events are seen as promising and potentially successful. From rather small sized events for locals (e.g. markets or open days), to bigger
events organised in cooperation with a well-known sponsor (e.g. Red Bull – Soap Box
Race in Hoheward) and events organised within the scope of large scales regional
events in cooperation with other regional sites and actors (e.g. “Extraschicht - night of
industrial heritage” in Hoheward or the “Fort Month” for the NDW sites). Also most
sites follow a mix of traditional (fitting to the history of the sites) and modern topics
for their events (not directly related to the sites history but popular).
o Events are often used as opportunity to create goodwill with local actors and stakeholders (e.g. politicians). This includes to make use of the sites function as scenery and
location for public (political) receptions and thereby also gain an increased media interest (e.g. the WBT is often used in this way) as well as to give the population and interest groups the possibility to actively participate in the sites development. The FV
event calendar has further good examples for this, as there are events organised in cooperation with neighbouring farms or as a part of the generated income is donated for
a good cause (e.g. children’s day).
o Generally the FV (chapter 2.4) has an elaborated and specific approach as events are
seen as “vehicle” to promote the party and catering “branch” among the event and
regular visitors (e.g. by making one-day visitors come back to also organise a family
party on the site) which is economically the most important source of income for the
operators. This illustrates the (in comparison to the mainly publicly operated other
sites) comparably economy-driven approach of the privately operated site whereas the
foundation operating the site also has the approach to mainly involve formerly unemployed persons into the site operation.
Another important aspect for the acceptance and development of the manage+ sites are the
promotion strategies which aim in increasing the awareness level of the sites and in being
adopted from the local population and in being recognised from tourists / visitors:
o The sites Germersheim (chapter 2.2) and Hoheward (chapter 2.1) are examples for a
positive branding in the population, as the WBT as well as the “Horizon Astronomy” attraction on top of the slag heap became the logos of the cities Germersheim resp.
Herten.
o Integrating the site into the regional promotion tools and strategies (e.g. tourism associations and development agencies) is “obligatory” as it ensures marketing that is tailored to the relevant user and target groups. This approach is followed by many man37
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age+ sites e.g. concerning the organisation of regional events (see above) and also
rather generally in vice versa promotion of different regional touristic attractions.
For gaining media interest and for creating a “site brand”, media appearance and coverage
(e.g. for the site in general or for events organised on the site) is centrally important:
o Therefore it is important to stay attractive for the media, e.g. through creating stories
and through generally good contacts to journalists.
o Often it is also about grabbing the chances that come by and staying flexible to make
use of them. There are manifold examples for this like the “European Capital of Culture” year in the Ruhr area in 2010 that was used to foster the developments for the
site Hoheward or the temporary World War I experience centre “Vrij Vaderland” on
the SFV site which drew country wide attention on the site. Another way is to set strategic and attention catching goals like the NDW did with its application for the UNESCO
list of World Heritage.
o During the construction phase (and also later) it is a good way to use “new” web 2.0
related communication channels to inform about the construction progress and other
activities on the sites. This informs the interested locals and also contributes to an increased awareness level. For examples the sites LSW, SFV and FV are good examples
for documenting the regeneration and construction progresses on the sites, e.g. with
blogs and pictures.
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ANNEX: Questionnaire for MANAGE+ Action 10
This questionnaire has been send out to the manage+ project partners (together with an explanatory
letter) and was processed form July – August 2014.
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