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Part One - Executive Sunmary

Descri ption of Thene

Tourismwas worth £74 billion to the UK in 2001, around
4.5% of the econony. (It was worth £75 billion in
2000). Around 2.1 mllion people are enployed in
tourismrelated industries in Geat Britain. The
fragmented nature of the tourismindustry, which is

| argely made up of small busi nesses and t hose whose
trade is only partly reliant on tourism results in

mar ket failure which nerits Governnment support, for
exanple, in marketing. The fact that products are often
bought unseen by the consunmer nmeans that quality cannot
be left entirely to the market. It is also difficult
to gather statistics on tourismas it is defined by the
activities of the consunmer rather than the supplier.
Such issues are all addressed at a local as well as a
nati onal |evel

Local Authority Tourism Services are discretionary and
not directed by any national body or Governnent
Departnent. However, their spending is estinmated at
£90m and constitutes a significant proportion of total
public sector support for the tourismindustry. (For
exanpl e, conpared wth £72m direct central Governnent
expendi ture in 2002-03' from DCMS.) Local Authorities
often spend a large part of this in support of their
lead role in the provision of tourist information

t hrough nearly 600 Tourist Information Centres (TICs),
but al so on areas such as marketing, quality

i nprovenent and data col | ection.

Essential or Key Aspects of Recommended Excel |l ent and
| nnovatory Practice - Best practice at a |ocal |evel
will involve working closely with industry to
capitalize on |ocal distinctiveness and pronpte a
sust ai nabl e product. It will mean bal anci ng the needs
of consumers and residents® and their shared interest

1 Largely through the British Tourist Authority (BTA) (£55.5mtotal),
to pronote Britain abroad. Al so the English Tourism Council (ETC)
(around £15.6mtotal, £3.6m of which was passed to the regions
through the RTBs). Additionally, London, through the GLA, received
funding of £1.9m 1In 2003-04, there will be £35.5mto pronote Britain
overseas, £12.1mto |ead and coordi nate domestic marketing of

Engl and, (of which £3.6m wll be deployed through the Regi onal

Devel opment Agencies (RDAs)), up to £2m ‘ Chal | enge Funding' , £2m
transitional funding and £1.9m funding for the GLA, totalling £57.1m
2 See ‘Community Perception’ survey conducted by ETC (now by
VisitBritain) as part of sustainable tourismindicators (see note



in maintaining the |ocal environnent® and

infrastructure. It will also require raising the
profile of tourismthroughout councils as a variety of
activity areas will inpact upon visitor perception —

for exanple — waste collection and parking. Tourismis
a fundamental |y cross-cutting i ssue* with benefits for
residents and visitors often conpounded, wi th success

boosting both the image of a locality and | ocal pride.

What is essential will vary with different Authorities.
We can assune though, that tourism should be part of
strategi c thinking throughout the Authority and be
regul arly discussed at an executive level, both inits
own right and , inportantly, in the context of other
policy areas and their inpact on tourism In ternms of
specific policies, we would expect an authority to
pronote quality assessed accomodati on, perhaps through
an ‘inspected only’ policy in its marketing and
publications. W woul d expect assessnents of the | ocal
i npact of tourisn® to be made regularly. There shoul d
al so be clear goals and ways of neasuring the
effectiveness of its own neasures.

Finally, the authority’s tourism policy should not
sinmply be considered in isolation — visitors do not
have an interest in LA boundaries. It is inportant to
consider if working together with nei ghbouring
authorities will yield better results, for exanple,
with regard to marketing and information provision.

Part Two — Policy Context

Legi sl ative Franmework: The main |egislation governing
support for tourismin the UK is the Devel opnent of
Tourism Act (DTA) 1969. This established the British
Tourist Authority (BTA), and, in England, the English
Touri st Board (ETB, subsequently renaned English
Tourism Council (ETC). On 1 April 2003, the BTA and the
ETC were amal gamated to form VisitBritain as described
bel ow.

bel ow). Contact Andrew Hares, Research Analyst, VisitBritain Tel: 020
8563 3328; andrew. hares@isithbritain.org

3 Destination Managenent Handbook — A sustai nabl e approach. ETC/ TM
2003, ‘'VICE nodel, page 6

4 For a list of connected LA activities, and a general discussion of
the topic, including exanples of best practice, see LGA position
statenment “The Role of Local Authorities in Tourisni, 2001, attached
to emni|l containing the current docunent.

5 See footnote below for references on this topiec.



Responsibility for tourismpolicy in London, Wil es and
Scotl and is devolved. (G eater London Authority Act
1999, Governnent of Wales Act 1998, Scotland Act 1998).

Ref erences to current Governnent policy/ initiatives
and those bei ng devel oped

Nat i onwi de: There has been significant change with the
amal gamati on of the BTA and the ETC to form
VisitBritain. As well as continuing to nmarket Britain
overseas, VisitBritain now has the remt to market
tourismin England donestically.

Functions formerly carried out by the ETC have been

t horoughly reviewed as a key part of the reform
process. VisitBritain has responsibility for continuing
those functions that directly relate to its priorities
of marketing and e-tourism These include research and
, at least for the interim quality standards

i nprovenent. Other functions wll be devolved to those
bodi es best placed to deliver them The marketing
strategy for England will be devel oped in partnership
with the Engl and Marketing Advisory Board (EMAB
legally the ETB), conprising representatives fromthe
private sector and regional and | ocal CGovernnent, but
requi ring no additional staff or other resources.

Regi onal Agenda: There is an increased strategic

| eadership role for Regional Devel opnent Agencies
(RDAs) now working with the Regional Tourist Boards
(RTBs) as their natural delivery partners. That el enent
of the DCMS grant previously allocated via the ETC to
the RTBs for project work will, from21 April 2003 and
for at | east the next 3 years, come fromthe RDAs’
“single pot” funding which DCMS wll rmaintain at |east
£3.6m a year

This funding is split between the RDAs on the basis of
the ETC s funding of RTBs in 2002-03, and is to be used
for activity in line with regional tourismstrategies,
within the national policy framework. The anmount may
increase in light of the current review of ETC
functions. Several RDAs have al ready announced
significant increases in funding for tourism support
fromtheir single-pot budgets, inline with the

i nportance attached to tourismin their Corporate Plans



and Regi onal Econonic Strategies® and nany are
reviewing the role of their RTB(s). Many RDAs recogni se
t he inportance of data and, wth DCM5 encouragenent,
are carrying out regional tourisminpact studies’.

Regi onal Tourist Boards: RTBs have no statutory basis,
ot her than conpany | aw | egi sl ati on. They are “grass
roots” nmenbershi p organi sations, all but one
established as private conpanies |imted by guarantee.
Their fundi ng cones from nenbership fees (businesses
plus | ocal authorities); conmercial incone (e.g.

trai ning courses) and (aside from London, which

recei ves a higher anount) 10-20% from public funding.
Broadly, in recognition of their public funding, they
are expected to provide the right framewrk for
tourismto flourish, devel op and spread quality, and
encour age sustai nabl e tourism devel opnent. To help
achieve this, as stated in the tourismsection of the
RDA Cor porate Pl anni ng Gui dance, RDAs are encouraged to
work with RTBs, as well as other stakeholders, in
produci ng Regi onal Sustai nabl e Tourism Strat egi es.

London: The GLA Act (sections 378 - 379) requires the
GLA to pronote tourismin Geater London, to pronote
London as a “gateway” to the rest of the UK and to
encour age the provision and i nprovenment of visitor
anenities and facilities in Geater London. It provides
for the Mayor to receive grants direct fromthe DCVS
for this purpose. In practice, the GLA uses the London
Devel opnent Agency (LDA) to deliver under the Agreenent
the GLA has with DCVS, and the LDA has contracted nuch
of the related work to the London Touri st Board.

Tonorrow s Tourism The Governnment’s policy docunent,
publ i shed in 1999, enphasizes 15 action areas. Sone of
t hese have been fully conpleted, but there is continued
rel evance in that, for exanple, resort regeneration,
pronoting training and skills, the voluntary Nationa
Qual ity Assurance Standards (NQAS) schenes for
accommodati on, increased hotel devel opnent, increasing

6 As described in the tourism section of the Corporate Planning

Gui dance and Regi onal Economic Strategy Gui dance, avail able from DCMS
(lai n. Newt on@ul ture. gdi.gov.uk) and DTI.

7" See, also re Data, the ONE I npact Study, available at

http://ww. onenort heast.co. uk/reports/reports.cfm- “One NorthEast in
partnership with the Department for Culture Media and Sport,

commi ssi oned the new type of inpact study which produces a picture of
the econom c benefits brought by tourismthat is nore accurate and
detail ed than previously achieved. Based on recomended EU

nmet hodol ogy for Tourism Satellite Accounts (TSAs) the study, which
was conducted by consultants Trends Busi ness Research and Cogentsi”.
(From press rel ease).




accessibility and the EnglandNet |IT project have al
resulted in ongoing programes. There is also
continuing work in result of the many other actions in
t he body of the Tonobrrow s Touri sm docunent.

Hartwel | Sem nar: The Secretary of State nmet with

| eadi ng nmenbers of the tourismsector in Cctober 2001
at Hartwell House continues to hold 'Hartwell' sem nars
at regul ar intervals® These, in addition to twice-
yearly Tourism Foruns, act as an effective platformfor
conti nuous di al ogue between Governnent and the

i ndustry.

The main priorities which Mnisters and industry
identified for joint action as a result of the original
neeting included: The creation of the Tourism Alliance;
a greater focus on marketing and its coordination; the
i mportance of inproving training and skills; the need
for better data; TIC nodernisation; the huge inportance
of quality and hence the need for a Fitness for Purpose
initiative to tackle substandard hotels; |icensing
reform the Productivity for Profit initiative and

Engl andNet / e-tourism Again, good progress has been
made in many of these areas.

Nati onal Targets Relevant to Thene: At a nati onal

| evel, the ETC s “Sustainable tourismindicators” are
desi gned to neasure the progress towards sustainable
tourism They cover a wde range of areas simlar to
those in the outline criteria.® Some of themuse

i ndicators that will be helpful in the Beacons process
but may not be reliable conparators across Loca

Aut horities. For exanple, ‘Blue Flag awards for
beaches are good indicators of cleanliness but there is
no direct equivalent for non-resort areas. Many of the
indicators will not necessarily be available at |oca

| evel .

Best Val ue inspections are being carried out on tourism
services!®, often in conjunction with, for exanple,

| ei sure services (as well as, for exanple, Libraries,
Sports and, even, Car Parks). Essentially, they

8 See DCMS website for further details:

http://ww. cul ture.gov. uk/tourismtourismpolicy/tourism.industry _sem
i nar. htm

% National Sustainable Tourismlndicators — Monitoring progress

t owar ds sustainable tourismin England, ETC 2001. See pgs 15-17 on

| ocal indicators.

0 1t nust be stressed that, despite the inclusion of tourism
strategy as one criterion, BV focuses largely on expenditure
specifically relating to the LA's tourism budget, which is, although

i mportant, only part of its approach to tourism



i nvesti gate whet her services are worthwhile and val ue
for noney. Although there are no Best Val ue Perfornance
I ndi cators (BVPIs) for tourism the National Tourism
Best Value Group (representing 170 Local Authorities)
assists the devel opnent of the criterial!!l agai nst which
Best Val ue reviews should be conduct ed.

Li nkages to Rel ated Polices and Servi ce Devel opnent:
Visitors will use or benefit frommany of the sane
services as residents, for exanple, the transport
system the police and waste services. |Incone from
visitors supports a wide variety of industries in
differing degrees (both directly and indirectly) and
provides a |arge part of the incone of, for exanple,
heritgge properties, food outlets and the perform ng
arts.

Thus ‘tourism relates to a vast array of policy areas
and is nost definitely a cross-cutting issue. For
exanple, tourismis a major rural industry, supporting
380,000 rural jobs and is thus key to the Governnent’s
agenda for econonic regeneration in rural areas®® as
wel | as, of course, resort towns®. It is also hugely
significant to the | abour market.

Part 3 — Definition

Main Issues in Theme — Successful Local Authorities
shoul d be able to denobnstrate cross-cutting excell ence
in supporting a nodern, evolving tourismindustry that

11 see “The Inpact of Best Value on Tourisn’, Judith Barratt, in
ETC s Insights nagazine March 2003. The Audit Comm ssion is
consulting on the followi ng draft nmeasurenment criteria:

An up-to-date tourism strategy prepared in partnership;

An up-to-date business plan for the TIC and any other facility
operated by the tourism departnent;

Level of customer satisfaction with the tourismservice -

m ni nrum 75% sati sfaction (custoners include visitors, |oca
comunity, the tourismindustry, environnmental groups);

Cost per user of TIC(s);

. Cost conversion rate of main brochure

See al so Audit Conm ssion website for, e.g., sanple reports:
http://ww. audi t - conm ssi on. gov. uk/. Peter Lane, co-Founder of the
NTBV group, Assistant Director of Leisure and Conmunity at Redcar and
Cl evel and Borough Council, is nmain contact peter | ane@ edcar-

cl evel and. gov. uk

2 E. G, overseas visitors alone account for 30% of tickets sold in
the West End (London Tourist Board figures)

3 Qur Countryside: The Future, DETR 2000, Page 84.

14 Sea Changes — Creating Wrld C ass Resorts in England, English
Touri sm Council, 2001




is founded on quality and recogni ses future | ong-term
potential of what is a fast-growi ng industry.

Sustai nable tourismis “A nmanagenent process, not a new
type of tourisnt®>,” ainming to cement tourisms ongoing
contribution to the econony and nmaxi m se the benefit to
| ocal communities, not nerely to pronote 'green

i Ssues.

The aspiration should be to have criteria w de enough
to notivate every excellent authority to tell the

Advi sory Panel what it has achi eved and narrow enough
for practical purposes - e.g. limting applications to
potential wi nners and ensuring a transparent process.
Clearly, these outline criteria cover a w de range of
activities. They need not be applicable in all cases
nor have to be of equal val ue.

Pronoting Sustainable Tourism- Criteria

Vi sion and Strategy
Community | eaders and key partners will be engaged
to chanpion tourismat the highest |level to create a
| ong-term viable vision for Sustainable tourism
As well as an effective Tourismor Visitor
Managenent strategy which applies to all sectors of
the i ndustry, sustainable tourismshould be
considered in relevant strategi es such as Conmunity
Strategies, Local Strategic Partnerships, Agenda 21
or other sustainability strategies, the Loca
Transport Plan®®, cleanliness standards and pl anning
pol i ci es and procedures.
Ef fective data should be collected on | ocal inpact
of tourisnm’, including the make up of visitors, and
this should be used effectively in strategic
t hi nki ng.

Consul tati on
Wrk with tourismand hospitality businesses to
maxi m se support fromall types of stakehol der,
busi nesses across the tourismand hospitality
spectrum residents and visitors. This should

15 Quote from National Sustainable Tourism Indicators - Mnitoring
progress towards sustainable tourismin England, ETC 2001, intro.

6 particularly in promoting their use of public and, where

appl i cabl e, pedestrian, transport, especially taking into account

maj or attractions.

17 See “Measuring the Local |npact of Tourism’, LGA/ BRA 2002,

avail able, for exanple, fromww.l ga.gov. uk;

http://ww. | ga. gov. uk/ Publication. asp?l secti on=28& d=SXE556- A780F9EQ
and “Measuring the Local |npact of Tourisnt DCMS 1998.




i ncl ude stakeholders with an indirect interest,

(e.g. transport bodies, planners, Business Links).
The benefits of tourismin, for exanple, pronoting

| ocal distinctiveness and making | ocal anenities and
services viable should be transmtted. Consider the
views of potential visitors and those who choose not
to visit.

Par t ner shi ps

Take action to integrate and co-ordinate tourism
policies with other bodies to increase

ef fecti veness. Such bodi es woul d incl ude:

nei ghbouring Authorities, regional bodies (such as

t he Regional Tourist Board, Regional Devel opnent
Agency and Regional Cultural Consortiunm, |ocal

cul tural and sports providers and nmajor players in
the private sector

| mprove the quality of the tourism product and
fulfilment of visitor expectations by encouraging
accommodat i on providers'® and attractions!® to inprove
their standards and join the national inspection
schenmes. There should be inspection and enforcenent
action carried out in line with the Fitness for

Pur pose?® initiative.?!

Working with businesses to pronote | oca

recruitnent, investnent in skills and training®? and
the use of |ocal goods and service by the tourism

i ndustry.

Acti ons
Pronote visits to your area and coordinate this
effectively with other authorities, sub-regional,
regi onal or national bodies so as to increase the
total tourism market.

18 National Quality Assurance Standards (NQAS) schemes: For further
info on schenmes and criteria see documents at VisitBritain's website
http://ww. englishtourismorg. uk/default.asp?i d=2227 .

® For exanple, through the VAQAS scheme, info at the VisitBritain
website http://ww. englishtourismorg.uk/default.asp?i d=2237

20 See “Fitness for Purpose — Driving up standards in serviced

touri st accommodati on” — Position Statenent, DCMS February 2003 and
(nore detail ed) Paper (2002), available fromthe DCMS website at
http://ww. cul ture.gov. uk/tourismtourismpolicy/quality tourismhtm
21 And, also, with Trading Standards regarding out of date or false
acconmodati on si gnage.

22 pccount coul d be taken of relationship with the planned Tourism
Sector Skills Council, the Learning and Skills Councils and perhaps
the Authorities own enploynment policy as LAs can be significant

enpl oyers.




Provide information that enables visitors to nake

i nformed choi ces about travel, accommopdati on,
attractions and | ocal anenities.

Assessnent shoul d be made of market and pronotion
opportunities for business tourism niche tourism
and shoul d address the inpact of seasonality.

Ensure that visitor destinations (and transport) are
accessi ble and welcomng to all sectors of society,

i ncluding those with disabilities, those who are

di sadvant aged, elderly people and those with young
children and that |ocal tourismassists in inproving
soci al incl usi on?.

Pronote to businesses and consuners the benefits of
a sustai nabl e approach.

Qut cones
| nprove the contribution of tourismto the econony
and to community wel |l -being, balancing the needs of
visitors and businesses with those of | ocal
residents and their shared interest in the
envi ronnment. Successful ly managed, increased visitor
nunbers should, directly or indirectly, enhance the
quality of life of residents.
Strategy and actions should be consi dered agai nst
the context of the fast and continued growh
anticipated for tourism coupled with visitors’ ever
I ncreasi ng expectations for sinplicity of travel and
access and quality of product, information and
servi ce.

User and Community Satisfaction
Assess the value of tourism services provided, their

i npact on the econony and the attitude of users and
conmunities to them

Part 4 — Current Practice

Central governnment does not oversee | ocal authority
touri smservices, which are discretionary and required
to address very different priorities in different

| ocalities. Gven also the cross-cutting nature of the
criteria, ‘current practice varies widely and covers
a w de range of activities. There is no standardi sed
approach. However, the Destination Manager’s

23 Authorities should pronote the National Accessible Schene and,
potentially, have advised busi nesses on the effects of the DDA



Handbook?®*, recent published by the Touri sm Managenent
Institute (TM) together with the ETC, sets out guiding
principles of a national franmework, addressing the key
areas of a destination nanager’s job.

An authority that works in a coordinated way wll also
ensure that those of its services which tangentially
relate to tourism (like waste and cl eanliness —
inportant in their own right but whose inperfections
are a regul ar cause of conplaint of visitors to London,
for exanple) are carried out efficiently and take into
account the needs of the tourismindustry. Tourism
managers will also act as broker between the interests
of visitors, tourismbusinesses and | ocal communities,
ensuring that the tourismindustry is, therefore,
sust ai nabl e socially and econom cally as well as
environnmental | y.

| nnovation, Pilots and Experinents —Cbviously , there
are very many innovations. Many of themare recorded in
the case studies of high profile documents?. The

St eppi ng Stones schenes?® to bring acconmpdation up to
NQAS st andards have been successful in resorts such as
Scar bor ough?’, Bl ackpool (where the schene is call ed
“HOAST' ) and North Devon. Pilots of the Fitness for

24 Destination Managenment Handbook — A sustainabl e approach. ETC/ TM
2003. Can be downl oaded at http://ww.tn.org.uk/. The handbook is
designed to evol ve over tine.
% gee exanples in, for exanple, Tomorrow s Tourism 1999, esp. Pg 26,
‘Redcar & Cleveland’;
and ETC strategy docunents:
“Sea Changes - Creating world-class resorts in England” ETC,
2001;
“Action for Attractions”, ETC, 2000;
“Tourismand Transport - The |Issues and Sol utions”, ETC, 2001,
“Time for Action - England' s sustainable tourism nmanagenent
strategy”, ETC, 2001;
“Working for the Countryside - a strategy for rural tourism
2001- 2005"; and
ETC docunent “Managing Mcros - A practical guide for tourism
advi sors”, ETC, 2001,
Hi storic Town’s Forum s strategy docunent, “Making the
Connections - A Practical Guide To Tourism Managenment in
Hi storic Towns”, 1999;
& many exanples in “A Change of Scene, the Challenge of Tourism
in Regeneration”, LGA 2000
26 See “Stepping Stones — A practical, stepped approach to achieving
the National Quality Assurance Standards” ETC
27 See ETC/ VisitBritain website under ‘Driving Up Quality’/
‘ Stepping Stones for account:
http://ww. englishtourismorg. uk/default.asp? d=2300 as well| as
‘Managi ng M cros’ (above) Pg. 19




Pur pose®® initiative have just been | aunched by six
Local Authorities around the country.

Part 5 — (bstacles to Excellent Practice

Authorities operate on different scales with w dely

di fferent budget anobunts. The size of the existing
tourismmarket and | evel of opportunity will vary. In
sone of them tourism as a discretionary area of
expenditure, will struggle to be seen as a priority
agai nst conpeting concerns. Lack of awareness of the
size and inportance of tourism precipitated by
intrinsic difficulties with neasurenent and definition,
can hanper its case for attention®®.

Priority areas for the devel opment of tourismwll
vary. Sonme wll naturally see a traditional nmarket, for
exanple, resort holidays, as their key area. Sone wll
focus on business tourism Innovative solutions wll
arise in the light of these differing situations,
coordinated or in partnership with other |ocal and

regi onal strategies for regeneration and devel opnent.

Part 6 — Qutcones

The primary successful outcome is to inprove tourisms
contribution to the econony, whil st bal anci ng the needs
of visitors and businesses with those of |ocal
residents and their shared interest in the environment.
| ncreased visitor nunbers should enhance the quality of
life of residents, whether this is directly, perhaps

t hrough enpl oynent, or indirectly, for exanple, because
visitor usage ensures the viability of amenities and
servi ces.

28 gee footnote above for info.
2% Hence the enphasis on Data and measurenent, see above: Vision and
Strat egy



