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�Forward



This document is produced by the Cornwall Tourism Focus Group – a sub-committee of the Economic Development and Tourism Forum of Cornwall and the Isles of Scilly.



The strategy relates to Cornwall, however, and does not cover the Isles of Scilly which have their own strategic objectives.



The Cornwall Tourism Focus Group is made up of representatives of the public sector:  the Cornwall Tourist Board and the tourism functions of the District Councils and of the private sector.



The private sector delegates are the nominated executives of the Cornwall Commercial Tourism Federation.



�During the consultation process, the industry and other interested parties were asked to submit ideas and proposals in response to an outline framework.



Consultation then took place on the resultant draft, in order to produce this final document.



Subsequent to the promulgation of this strategy, the Tourism Focus Group will be ensuring development of more detailed action plans.

This document is a comprehensive tourism strategy.  However, at the same time, there is a recognition that much of the aspiration contained herein, will require the support of Objective One funding in order to achieve the step change required and accelerate progress.



Other activity will also be pursued by the most appropriate businesses and authorities��Strategy Drivers



The Tourism Strategy will contribute to the improvement of Cornwall’s Economy and, in this context, adopt the same drivers as the Cornwall Economic Development Strategy ‘Strategy and Action’.



These are listed below.



However the Tourism Strategy identifies its own drivers as:



“Exceeding Customer Expectations” and “Responding to continuing market change with high quality innovation”



Strategy and Action – Qualifying Drivers

�

“Changing Perceptions”



Cornwall will be confident and proud of its achievements and have convinced others of its success



“Connecting Cornwall”



Cornwall will overcome peripherality through improvement to transport infrastructure and its ICT capability (infrastructure and people)



“Improving Competitiveness”



Cornwall will be known for some innovative and globally successful sectors, companies and research capabilities

Cornwall will have robust SME sector maximising the use of technology and generating healthy incomes



“Development Skills and Learning”



Cornwall will have greater opportunities for its people which maximise individual potential

Cornwall will strive and reach high standards in its employment educational and training performance



“Attracting Investment”



Cornwall will have attracted investment into businesses in the County

Cornwall will have secured investment into quality employment space and environmental assets



“Restructing Industries”



Cornwall will have restructured its older industries



“Improving Partnership”



Cornwall will work together to achieve prosperity

�Strategy and Action – Differentiating Drivers



�“Maximising Distinctiveness”



Cornwall will have retained and maximised its distinctiveness, its culture, its heritage and its environment



“Building Communities”



Cornwall will have retained and built strong communities and increased social inclusion

Cornwall will have achieved a more equal more inclusive society where wealth and incomes have increased and are more broadly spread



“Increased Knowledge”



Cornwall will be an outward looking, intelligent, high knowledge region



To ensure the effective application of these drivers, there is a need to measure progress:



Cornwall will have ensured that progress is measured and achieved



The South West Regional Strategy identifies four drivers for the South West as a whole.  Cornwall’s drivers complement the Regional drivers and expand upon them:



Regional Drivers:



Environment – To create a sustainable and successful South West economy of the future



Innovation and Technology – To be famous as an internationally competitive business environment which demonstrates the effective and innovative use of new technologies, best practise and knowledge in business, households and institutions



Skills and Learning – To provide the skills and adaptability to underpin a modern, development and inclusive economy



Partnership – Promote greater quality and effectiveness in the ways in which the region works together and organisations operate

�

��Tourism In Cornwall - the baseline

�

Where are we now?



Cornwall is a pioneer of modern tourism.  It is a market leader.  Indeed Cornwall has maintained this eminence with consistently high customer satisfaction levels while many other areas of the United Kingdom have faired far less well.  Thus, tourism is one of Cornwall’s largest industries, responsible for some 24% of the County’s GDP and employing 15% of the work force, attracting over 4 million visitors and generating over £900 million of expenditure each year and supporting 42,500 actual jobs.

Indeed income roughly equates to £1942 per Cornwall resident.



In a national context these figures can be seen as significant when in Britain



tourism employs 1.75 million people in 125,000 businesses



tourism has created 1 in 6 of all new jobs over the last ten years.



tourism is worth £53 billion a year



tourism brought 25.5 million overseas visitors 



and in Europe



tourism receipts total £130 billion a year 



and World-wide



tourism receipts total £270 billion



While in the South West region



tourism spend is £5,754 million [10% of GDP]



tourism supports 225,000 jobs [10% of employment]



tourism has grown 21% in terms of trips, 13% in terms of nights and 10% in terms of real spend, since 1989









However, in overall competitive terms as other areas fight for more of a share of tourism business, it is evident that Cornwall has not maintained its position relative to either the growth in tourism regionally, or nationally as is shown below.



Total Trips 1989�Domestic�Overseas������Cornwall�3.3m�0.19m��South West �13.5m�1.27m��England�88.5m�15.5m������Total Trips 1999�Domestic�Overseas������Cornwall�4.3m�0.25m��South West�19.6m�1.6m��England�123.3m�21.5m������Total % increase

1989-99�Domestic�Overseas������Cornwall�30.3%�31.5%��South West�45.2%�60.2%��England�39.3%�38.7%��

There has been considerable debate about how the profile of Cornwall’s tourism industry has changed since the early 1970s.

�Consistent statistics have only been collected since the 1980s and although some figures exist from the previous decade it is difficult to draw reliable conclusions from them, in isolation.  However, there would appear to be some useful indications which can influence how we consider the current impact.



1971 Total visitors to Cornwall – 2,900,000

1998 Total visitors to Cornwall – 4,200,000



However, in the 70s the average length of stay was about 10 days, whereas in the 90s it was about 7 days.  So that in 1974 total visitor nights were 29,800,000, and by the difficult early nineties this figure had fallen to 23,400,000, but in 1997 had climbed back up to 28,100,000.  Although 1998’s figure was slightly under at 26,900,000 it can be seen that there is opportunity to achieve the numbers by attracting visitors at different times throughout the year, even though, from the following figures it would appear patterns are changing only slowly.



In 1971 the estimated number of visitors at the peak of the season was 233,000, whereas in 1996 it was 265,000.  Furthermore, in 1974 28.2% of total visitors came in August compared to 23.4% in 1994 whereas in 1974 4% of visitors came in October and this figure had risen to 6% in 1994.  In 1974 the December percentage was 3% with a remarkably consistent 3.2% in 1994.  May, on the other hand, attracted 7.9% of visitors in 1974 and 9.7% in 1994.



So, what is the economic impact of tourism and how is this changing?







Estimated Gross Expenditure



1974  £101,000,000	1998  £953,000,000



Taking inflation into account the 1974 figure would have been £585m in 1998.  Significant improvement is therefore apparent which reflects the result of strategies thus far. 



Tourism Related Jobs (as full time equivalents)



1981  19,100		1995  31,100



Spend per night is about £35 in Cornwall for both domestic and overseas visitors, although this average includes variations from £23 per night for UK VFR (visiting friends and relations) to £77 per night for overseas business trips.  Business tourism is, however, very low in Cornwall.



Although spend is high on accommodation and ‘attractions’, as one might assume, it is also important to consider the expenditure on retail of £141 million and transport £151.6 million, for example.  Transport in this instance includes fares, fuel and parking.  There are 8.5 million non-local day trips.  The split of expenditure is 38% to rural locations, 35% to the coast and 27% to urban areas.



Cornwall has about 30% of the region’s staying visitor expenditure and 19% of the day visitor expenditure.



For further details see Appendix 1.



Tourism continues to be of major importance because it remains a sector with potential for substantial growth with associated wealth generation at which Cornwall has a proven track record of success.



Among the successes achieved over recent years are a small but steady increase in the percentage of visitors for A and B socio economic groups, and maintenance of an average from 8.4 to 8.5 nights in 1999.



It is also true that main holidays still account for 59% of visitors and additional holidays remain more important than short breaks, 26.8% compared with 14.7% in 1999.



Although 68% of stays were in self-catering accommodation in 1999, the percentage of visitors using serviced accommodation has been increasing.  Importantly, 1999 and 1998 saw a reversal in the decline of First Time Visitors (20.8% in 1999, 18.8% in 1997).



Furthermore, the proportion of visitors who considered alternative destinations has declined over a similar period (37.1% did in 1997), whereas only 32.7% did, in 1999).



Even with modern technological and other efficiencies, tourism is a labour intensive business and, therefore, a creator of jobs in significant numbers.  (1 in 6 of all new U.K. jobs created in the last 10 years).



Tourism promotes entrepreneurship and this is particularly true in Cornwall, where many tourism businesses are small or micro enterprises.



��Rising to the Challenge



Cornwall has an undoubted reputation in tourism and is a brand leader in the UK. The main tourism attraction is the quality of the environment and the activities related to this asset.  The challenge is to grow the value of tourism to the economy while ensuring that the environment is properly maintained.



There is strong evidence to show that Cornwall has made successful efforts to adapt to changing circumstances and has made significant alterations to visitor stay patterns and product provision. Tourism benefits an economy by producing social, educational and cultural support for local diversity.  Cornwall has stabilised its` current share at about 3% of UK tourism while competing destinations, such as Wales, have lost market share, by developing a customer focussed approach to marketing and initiating projects to build flagship attractions.  In this way, a staggering 96% customer satisfaction level has been achieved.  However, important challenges remain.

N.B. a simple SWOT Analysis is available as Appendix 2.



�The Challenges



Changing patterns of demand

Expansion of new markets is slow and costly, resulting in what is still an overly seasonal pattern of activity.



As a consequence, too many jobs are short term, inadequately paid and lacking in development opportunities.



Demand from traditional markets is decreasing, although this effect has been felt less strongly in Cornwall than other areas of the UK.



Combating this situation needs concerted marketing action, but neither the public sector nor many private businesses can devote sufficient funds to the task.



Changing customer requirements

Cornwall`s tourism must be customer-led, not product-led.



Past decisions relating to infrastructure, planning and development policies although, perhaps, appropriate to their time, no longer meet current expectations, but continue to impact on an industry which faces considerable pressure to meet new demand, for which it is not always adequately designed or resourced.



The individuality and diversity of the businesses, which make up the sector and account, in no small part, for its past attractiveness, also mean that achieving cohesion in development and progress is sometimes difficult. Just 1 in 10 tourism businesses in 1999 were limited companies.



Changing business requirements

There are probably about 3000 tourism businesses in Cornwall.  Profit margins in many areas remain low and this handicaps the ability of businesses to make appropriate investment, particularly where required to offer a year round product.



More businesses must adopt modern booking and payment systems.



Research has shown that not all businesses are prepared to grow.  Difficulties outweigh advantages and legislation and taxation can appear onerous.  “Lifestyle” businesses can provide a good visitor experience but do not always contribute to growth.  



Partnership Power



In Cornwall there are numerous public and private sector organisations that have a role, or influence, in tourism.  It is only by strategic co-ordination of all their constituent functions and an identification of common objectives, that problems can be addressed and potential exploited.



The public sector must rise to this challenge by making a radical reassessment of organisational structures and resource levels, while implementing the objectives of Best Value.



The Cornwall Tourism Strategy reflects the South West Regional Strategy and the National Strategy but pays particular attention to the issues facing Cornwall and recognises that it is necessary to tailor approach to meet the needs of the locality and its community, in the first instance.



Cornwall’s tourism strategy forms a coherent part of the Economic Development Strategy and interfaces closely with the Heritage and Cultural Strategy.  Equally important are the Structure Plan and the Local Transport Plan.



Local area or sector plans nest within the county strategy which reflects the goals of all partners.



Cornwall will work with Devon to lobby for changes and improvements needed to support economic activity and may join forces to deliver projects of mutual benefit.

��There are key trends which affect the market outlook and demand for products:



A change in the age profile of the UK and European populations; potential visitors are likely to be older.



A growth (nearly 55% by 2011) in the number of people living single independent lives and spending their leisure as singles, couples or with multiple family groups.



An increase in the number of school age children and in the number of 15-24 year olds in the UK.



A growth in disposable income for many.



Changes to school terms in the UK and Europe.



An enlargement of the UK gap between affluent population and those nearer the poverty line.



Increase in time pressures on customers during the decision making process – money rich/time poor.



Decreased willingness to make early holiday commitments.



Changes in the real cost of international travel.



Increasing cost of car use.



Growth in number of competing tourism products and alternative leisure pursuits.



Increased expectation of quality in product provision.



Increased expectation of high customer care standards.



Increased expectation of value for money.



Continued debate on currency exchange rate policies.



Significant impact of technology in the following areas:



consumer information systems and customer expectations

booking and availability systems



Increasing complexity of available marketing techniques such as database and relationship marketing targeting valuable segments.









Supply side issues:



75% of  bed spaces are controlled by 25% of operators and there is a need to continue to improve standards to meet needs.



The SME`s involved have low investment levels and sometimes limited experience.



Businesses continue to be forced to close for many weeks a year.



Public transport is inadequate.



Routes to the region need major investment.



Key Issues Of Particular Concern To Cornwall



It has been said that Cornwall faces three main problems in tourism: Seasonality! Seasonality!  Seasonality!  As the table below indicates only too clearly.



Seasonality of Holidays



% of UK resident holidays in 3rd Quarter �1990�1998��

Cornwall�

64%�

 47%��South West�60%� 43%��England�42%� 37%������% of holidays in August�1990�1999������Cornwall�28%� 21%��South West�27%� 20%��England�19%� 16%��

As a result the following issues are identified.



Modernisation of marketing approach

A fundamental change needs to be made to the marketing of the county, to ensure more consistency of approach, in accordance with the principles of segmentation and significantly increase the scale of promotion to address the major problem of seasonality.



Market research

To achieve the above mentioned approach, market research and analysis must be reorganised to provide greater analysis of the trends, volumes, values, benefits and difficulties associated with target segments, to allow professional business planning.











Quality Standards

Cornwall is committed to the continuing development of product quality and the achievement of the highest standards is a prime objective to meet the challenges of changing demand patterns and customer requirements.



Capitalising on flagship projects

The Eden Project and other major investments are huge investments supported by considerable public funds.  This investment needs to benefit other tourism businesses in Cornwall which should rise to the new opportunities that will become available, as a consequence.



Development of attractions

Cornwall has a greater density of visitor attractions than many other regions and should adapt this resource, rather than increase it, unless new provision will fill an important role in attracting high value business.



Business Tourism

Cornwall under-performs in this area and must look at opportunities to develop conference and meeting markets.



Exploitation of information and communication technology

ICT changes offer new opportunities, particularly to a fragmented and geographically dispersed area such as Cornwall.  ICT should be exploited to enable Cornwall to compete in a modern tourism marketplace and more fully meet the needs of visitors.



New product

To achieve a step-change in Cornwall’s tourism, gaps in product provision must be identified and filled, to ensure Cornwall is attractive to high value customers, all year.



Distinctiveness

Cornwall’s unique identity stems from its geographical position and the county must maintain its local distinctiveness while being a committed and loyal partner in regional and national issues which will benefit Cornwall.



Public Product

Public facilities must be adequately resourced and managed in terms of beach management, foot paths, toilets and Tourist Information Centres.



Partnership

The Public and Private sectors of the tourism industry in Cornwall must work, with all appropriate organisations, to reduce the fragmentation and duplication which has hitherto weakened marketing effort and development plans.



Economic Impact

While trends in the occupancy of serviced accommodation are moving towards shorter stay length, the majority of Cornwall’s guests stay in self-catering accommodation where longer stays are more usual. This will be encouraged, as will other methods, to maximise spend per head.  Economic performance will be further enhanced by reducing leakage and improving the contribution to the wider economy.



Tourism, the Environment and Cornish Culture



Cornwall has a distinct culture and a spectacular coast with a very special landscape and unique heritage.  It is a legacy of language and Celtic identity, which cannot be found elsewhere, that contributes to a very special sense of place which, in turn, enhances the visitor’s experience.  It is Cornwall’s environment and culture that provide the key attraction in tourism terms.  These can be enjoyed throughout the year and should be promoted in a way that is sensitive to local needs, but which enhances Cornwall’s year round appeal.  



The myths and legends associated with the area also contribute to the perceptions of visitors.



Sustainability can be achieved by wise growth.  Local services and supplies will be used and tourism `payback` further developed for the host community.



Specifically schemes will be developed that give due consideration to sustainability issues and encourage use of public transport in Cornwall.



With careful direction, tourism can provide essential support for this environment and its traditions, while at the same time offering social and educational benefits to visitors.  Cornwall’s natural and built environment provides the very attraction for visitors.  It provides a competitive advantage which can only be utilised if it is maintained and strengthened through careful policies.  There will, therefore, be strategic co-ordination with the Structure Plan for Cornwall and the Cornwall Heritage and Culture Strategy.



“Distinctiveness” is key to the Cornwall Tourism Strategy.



Marketing will reflect how customer needs can be met through a distinctively Cornish experience.



Development of new products, or the enhancement of existing products, will be consistent with the need to contribute to the distinctiveness of the peninsula, through both content and presentation. 



The Public product, including footpaths, beaches, car parks and toilets must be managed sufficiently well to ensure the highest quality visitor experience.

�How Does Cornwall’s Tourism See The Next Decade?



Cornwall will maintain its Distinctive Difference.  It does not wish to meet the needs of markets for whom its major assets are not attractive and, in doing so lose its unique character and culture.

However, seasonality must be reduced and the industry will be customer led, not product led.



Cornwall will offer the highest possible standards, but base these on indigenous strengths rather than bland compromise and deliver an individual and special tourism experience for its valued visitors, on a year round basis.



Cornwall will act according to needs locally identified, but will identify the role that it has in delivering national and regional strategies and, where appropriate, join with other agencies to develop initiatives which will be mutually beneficial.  The aims of Tourism For All are fully endorsed and there is particular recognition of the need to improve facilities for those visitors facing personal, health or disability challenges, or who care for others.



However, in working within this framework, Cornwall must not lose sight of the fact that it is more heavily dependent upon tourism than many other areas.  Having been involved in tourism from the earliest stages of this fast growing industry, Cornwall faces particular issues which require a robust and, where necessary, individual and distinctive approach, particularly in relation to the area’s fragile environment and cultural identity, or the modernisation of its tourism infrastructure.



Tourism will be an industry which is fully rooted in the local community.



It is particularly important that the strategic approach to Tourism and Heritage and Culture is closely fed into the Structure Plan.



By 2010 the Cornish Tourism Industry will:



contribute to the sustainable development of Cornwall, being fully rooted in the community and reinforcing the natural, historic and cultural identity.



be operated all year round, with 70% of businesses open 10 months , or more, of the year, and support over 40,000 high quality FTE jobs.



the evening out of seasonal peaks and troughs, to allow sustained business performance.



develop higher valued jobs, with greater remuneration and career prospects, attractive to young people and all those looking for a future in the industry.  This will continue to generate improvements in professional standards.



be an industry which attracts an increased share of higher spending overseas visitors, exploiting the facilities of Newquay Cornwall Airport and cruise calls to receive at least 1 in 15 visitors from overseas.



develop appropriate sustainable product, to meet changing market needs, without damaging core strengths, particularly respecting coast and countryside



dissipate the effect of previous poor, or now inappropriate, development, with sensitive alternative use, as applicable and the encouragement of the winding up of business for which there is no longer sufficient demand, through imaginative schemes for alternative use.



retain earned wealth in Cornwall to bring economic benefit to the industry and host community.



ensure growth of wealth generated by tourism, not through relentless increase in volume, but through identification of high value opportunities which are consistent with the strong identify of Cornwall.  Thus generating over £1.25 billion.



deliver distinctive difference!

�Delivering Distinctive Difference

�

VISION for the next decade



Cornwall will have further enhanced its position as a brand leader by exceeding customer expectations year round and by delivery of a high quality experience based on the distinctive culture, heritage and environment unique to our area.



Mission



To improve the economic performance of tourism, so that it provides a sustainable contribution to the prosperity of Cornwall through the maintenance of a strong customer focus, the delivery of excellence in quality standards and a recognition of its role in the community, to support the heritage, culture and the contemporary life of the region, year round.



ECONOMIC TARGETS FOR THE NEXT DECADE



Cornwall will improve the economic performance of tourism in actual terms, generating over £1.25b, although, in percentage terms, the contribution to GDP may decrease, as other sectors grow.  The aim being to attract at least a 2% faster tourism spend growth than the national average.



Cornwall will further reduce seasonality with 70% of the industry open at least 10 months a year to support over 40,000 professional, high value, full time permanent jobs in tourism and significantly decrease the percentage of low paid or temporary jobs.



Cornwall will retain the economic benefit of tourism by reducing economic leakage by 10%, from approximately 50% to 40% at most. 





CORNWALL’S STRATEGIC OBJECTIVES OVER THE NEXT DECADE ARE TO DELIVER:





DIFFERENT DEMAND



1.	To improve, refine and expand Tourism Marketing to reduce seasonality and exploit changing patterns of demand in markets where the special nature of Cornwall will be valued.



1.1	To develop a Cornwall brand that is identified with quality excellence and good value, integrates with other Cornish product brands, is adopted by the industry as a whole and which reflects Cornish culture and identity.



Target promotions at appropriate High Spend segments, particularly from overseas.



Reduce seasonality and increase penetration of appropriate new markets, at times of the year currently facing under demand, by segmented targeting.



Retain peak season business levels in the face of competition.



Meet demand for information, handle 1,000,000 new enquiries each year and facilitate bookings through modern ICT provision of data, integrated web facilities and an e-tourism solution.  



DISTINCTIVE DEVELOPMENT



2.	To Focus Product Development in accordance with customer needs especially outside traditional peak periods in keeping with the special environment of Cornwall and ensuring 85% satisfaction levels.



2.1	Provide new or changed high quality facilities consistent with Cornwall’s distinctiveness and attractive to new market segments, appropriate for year round use.



2.2	Achieve sustainable economic benefit from the built and natural environment, the heritage and the culture of Cornwall, which provide the main attractions for Cornwall’s customers.



2.3	Raise levels of customer care, professional and management expertise and individual skills, to meet increasing expectation, using ICT as appropriate to facilitate benchmarking and disseminate best practice.



2.4	Improve profit margins in tourism businesses and allow higher salary levels, staff development, long term career opportunity and investment for wise growth and development.



2.5	Increase the value of tourism to the Cornish economy, by retaining expenditure in the county using appropriate local services, supplies and produce and thereby reducing leakage.



DYNAMIC DECISION-MAKING



3.	To strengthen partnership delivery to meet exacting consumer standards, and improve year round business.



3.1	Engage the support of local communities, foster appropriate recognition of the contribution of tourism and ensure a sustained and sustainable welcome to visitors.



3.2	Address infrastructure issues to ensure consistency in the provision of modern communication links, the redress of poor standards and encouraging alternatives to car usage wherever appropriate.



3.3	Establish appropriate partnerships to deliver change and devote adequate resources, with particular care to provide a co-ordinated public sector support structure which works in conjunction with the private sector.

�Tourism Priorities for Action



Concerted action is to be delivered by the wide range of stakeholders involved in Cornwall’s tourism provision and this strategy will be kept under constant review, through the Tourism Focus Group – a sub committee of the Cornwall Economic Development and Tourism Forum.



No one organisation could, or should, be responsible for the development of an all encompassing programme of action.  In many instances partnerships will need to form and operate to deliver strategic objectives.  Communication between partners and partnerships is essential in achieving efficiency and effectiveness.



Public organisations will actively seek to make best use of their resources by integrating their activity and developing synergistic plans.  Cornwall Tourism Board will encourage a partnership approach.



Private businesses will participate, contribute and deliver through a network which will provide strength and accountability.  The Cornwall Commercial Tourism Federation will have a key role in reducing fragmentation.  The Tourism Focus Group will actively review and direct strategic implementation.



All organisations and businesses are committed to the implementation of the county strategy for tourism.  Private and Public investment must be undertaken in parallel to achieve a real change.  The following Priorities are identified for early progress, based on the key issues earlier identified.



Adapt to Different Demand

Strengthening the brand awareness and destination marketing of Cornwall, based on more sophisticated use of market segmentation and a better understanding of demand and supply, in relation to the Tourism product to reduce seasonality.



Using e-commerce to improve competitiveness, by providing modern information structures, access and bookability.



Allow Distinctive Development

Achieving a step change in all aspects of quality standards within the industry, including use of benchmarking and the dissemination of best practice to meet demands of year round business, while restructuring public and private sector support and co-ordination mechanisms.



Cornwall will develop imaginative solutions which are as Distinctive as the area itself, but will be sensitive to the needs of those who are disadvantaged and to the fragility of the environment.  Wise growth will be achieved through powerful partnerships and a sustainable approach.



Tourism action plans, other economic development or regeneration plans and structure plans are designed to be mutually supportive and individually effective.



Champions will be identified to promote debate on key issues.



In most cases Tourism Action Plans will be implemented by the key range of tourism players in Cornwall, but certain aspects will need participation by other organisations.�Priorities for Public funds Assistance for Strategic Objectives



Different Demand



Cornwall needs to respond to different demand requirements and stimulate demand from new markets.  This step-change is beyond the resources of private sector businesses and the local authorities:  it takes long term commitment to investment in marketing initiatives.  For success, this repositioning demands continuous market research and analysis, of a type that is significantly more sophisticated than current resources allow in order to establish the market segments most appropriate for Cornwall and to monitor success.



Radical changing of perceptions and awareness raising requires high levels of spend:  the market is increasingly competitive and the consumer has an increasing range of options.  Cornwall must fight for its market share.  It cannot be complacent in the challenging modern market.  Public funds are therefore vital.



The requirement to provide detailed and accurate visitor information and the ability to make bookings, will be met through provision of ICT facilities with a web portal that is motivational and which leads the consumer to easily locate the products of choice.



It is recognised that Digital TV and other web based innovations all influence buying patterns, making “brands” all the more important and increasing the need to integrate tourism products e.g. transport, accommodation and, importantly, entertainment.



Public funds will be required to implement a comprehensive and efficient interactive system in the shortest possible time.  Current resources would only allow a superficial approach in what is likely to be an uncoordinated fashion.



This would not allow Cornwall to fully exploit trends to e-commerce.



Failure to seize this opportunity would result in failure to win business.



Overseas promotion offers the chance to reach particularly valuable consumers.  However initial costs do not provide early return on investment.  Public funds need to support the very high risk being taken by the private sector, in order to yield long term results.�Distinctive Development



Cornwall is committed to raising quality standards, but much of what is required cannot be implemented by individual businesses at a quick enough rate.  Businesses will reinvest but only on a basis consistent with return on investment.  Others may choose not to and will, eventually, be overtaken by events.  However, while their standards decline or become increasingly inappropriate, poor provision reflects badly on the whole of Cornwall.



Public intervention is needed, therefore, to accelerate improvement and offer solutions to businesses wishing to leave the industry, with alternative use being a recognised option.  Free repayable aid may be the most viable proposal linked to quality standards and the increasing of distinctiveness.



Economic benefit through tourism, can be gained from the environment, culture and heritage of Cornwall, but much of this is in the public domain.  Public funds are required to allow various organisations to work together to open up new areas, enhance existing provision and provide good quality interpretation.  The benefit in economic terms, however, will be felt by the industry and community at large, rather than by the project supporters.  Therefore, public funds must ensure this activity can be financed.  Public Toilet facilities and Car Parks remain hard to fund, but are highly important in determining the visitor experience.



Staff, management and professional skills must be continually improved.  Public funds can be used to establish innovative training resources, perhaps using distant learning, IT based interactive systems as well as face to face learning opportunities, to introduce new knowledge, expertise and modernise skills.



Economic leakage can only be addressed by an integrated and coherent prioritisation, which will require public funds to stimulate.  It requires a cross sector approach.



Dynamic Decision Making



The organisations involved in the delivery of tourism in Cornwall have identified a need to maximise effort and resources by working more closely together and implementing the strategic views outlined in this document.  However, reorganising working networks and restructuring practices will incur costs in the short term.  There is an element of risk, which can be borne by the organisations, but innovation will only be secured if the risk is kept to an acceptable level and this requires pump priming and the funding of pilot activity.



Infrastructure issues are seen as a key to improving business levels in tourism. Infrastructure development, itself, is outside the scope of this strategy, but tourism will require the assistance of public funds to generate business to substantiate for example, road/rail improvements, airport expansion, cruise facilities, alternatives to car use and the exploitation of sustainable networks.

�Dynamic Decision Making



The Tourism Task Force will be based on the Tourism Focus Group, with the assistance of industry champions, able to motivate partners and achieve co-operation.



The actions of the Task Force will ensure strategic implementation, by identifying sources of match funding, stimulating the preparation of Objective One bids and setting in place, as appropriate, the necessary feasibility studies, project management mechanisms, evaluation, audit and linkages to other programmes, as well as to other horizontal and vertical measures.



To assist the Task Force with this implementation, both the public and private sectors support the funding of a Task Force Executive through Objective One Technical Assistance.



Others actions will impact on Cornwall’s tourism but will not be early priorities for local partners.  Other agencies need to progress these as appropriate.



Other Key Actions Requiring Additional Partner Involvement:



[1]	Awareness raising in totally undeveloped markets 	Regional/National Boards BTA

for which there is little foreseeable Cornwall  

potential, in the short/medium term



[2]	Marketing campaigns targeting markets for 		Specific product providers

which Cornwall’s product is underdeveloped  

on a Countywide basis.



[3]	Physical development of product, facilities and 	Property Developers, Planning 

services, either private or public or of 		Authorities, other local/regional 

environmental schemes.				agencies



[4]	Delivery of training and education.			Colleges and Training Providers



[5]	Financing of large-scale development or 		National and local government

initiatives, through grant aid or other means.



[6]	Legislate or regulate on issues other than the 	Local, national and EU 

standards required for involvement with 		government

local initiatives

�Monitoring Results



The Tourism Strategy for Cornwall is expected to be a live approach to challenges and opportunities.



It will, therefore, be reviewed continually and the achievement of objectives will be monitored.



The Tourism Focus Group is committed to ensuring that action plans are implemented in line with the strategy.



Results will be evaluated, improvements achieved and Distinctive Difference Delivered.





- - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - - -





PLEASE NOTE:  The tables that are included as appendices to this document are not included in this web based version of the strategy due the very long download time.  



A full printed copy of the Strategy will be available from the Cornwall Tourist Board in March 2001.  To order your copy please email tourism@cornwallenterprise.co.uk.  
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