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ABSTRACT

Mature tourism areas in the Mediterranean region usually face two main challenges firstly a need to improve the quality of tourism and secondly a need to reduce the
seasonality of demand that is usually concentrated in the summer months. In order to
overcome these challenges, it is necessary to improve the knowledge about tourists and
as such be able to adapt the product and the rest of the marketing mix variables to their
needs.
In this respect, market segmentation is one of the most popular concepts used to
improve knowledge of the tourist consumer. This paper explores the possibilities of the
segmentation technique based on the benefits sought by tourists, and provides a
comparison of the results obtained in two different tourism seasons. The research has
been conducted in the island of Mal/orca, one of the most important mature mass
tourism areas in the Mediterranean region.
The results present several implications fo~ marketing programmes of mature mass
tourism destinations, that include a need for better understanding of consumer and
product diversification to match their needs.
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INTRODUCTION

The concept of a "mature tourism resort" is one of those words frequently used in
debates and studies within the tourism industry, but is difficult to conceptualise. It
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could be said that a mature destination is one that has suffered high growth in recent
decades due to "mass tourism" encouraged the basic benefit of "sun and beach". The
Balearic Islands are, in this respect, a clear example of this concept.
In the case of the Balearic Islands, additional growth in the number of tourists would
cause dramatic problems of overexploitation and progressive congestion. This would
be due to the obvious limitations of natural resources such as water and territory ..
Therefore, additional quantitative growth may cause losses in the attractiveness of the
destination as well as in the quality of life of the local residents. Consequently, the
main goal of the tourism policy should be to improve the revenue per tourist instead of
the number of tourists.
In this respect, the Marketing Programme for the Balearics for the years 1996-98
established the need to act in two directions
To increase the quality of the tourists in the high season of summer
To grow only in the case that social benefit arguments and economic
efficiency justified (e.g. more rationale use of infrastructures, employment
stability, congestion reduction ... ). In other words, reduce the seasonality: to
improve the spread of tourism year long, limiting quantitative growth to low
demand periods
The accomplishment of these goals implied, among others, improvements of service
quality and infrastructures, as well as a progressive diversification of the tourism
supply. Furthermore, it implied the change of specific aspects of the promotion policy,
giving more importance to promotion by products. In a way, it suggested passing from
massive marketing to a more specific marketing directed to specific target markets.
Generally speaking, the aforementioned strategic goals are followed by the majority of
mature tourism destination areas in Spain. Tourism market segmentation is the starting
point of this new approach. The main problem is the lack of indepth knowledge that the
policy decision makers have of the markets., This is due to the historical background
of most of these destination areas, in which nearly all the marketing activities were left
in the hands of the tour operators. In the specific case of the Balearics, segmentation
studies were non existent until the decade of the 90's. This is a clear example of the
production oriented behaviour of the industry: the first marketing plan for the Balearics
was conducted in 1991, 30.years after the tourist boom and mass tourism started in the
Balearics.
On the other hand, mature tourism destinations have to face important changes on the
demand side. Progressive improvement of education and welfare standards in western
countries in recent decades have diversified the characteristics of the consumers, their
needs, wants and preferences (Santos Arrebola, 1992; Poon 1994; Valls 1998) as well
as improving the quality standards demanded. The current tourism demand
requirements are far from being uniform. Significant changes in tourist behaviour
patterns can, in fact, be observed in the importance of new motivators apart from the
traditional ones of sun and beach affecting the typologies and characteristics of tourism

3

Innovation in Tourism Planning

goods and services offered. Thus, there has been a process of fragmentation in a
market, until recently considered to be homogeneous, into segments with different
needs, lifestyles, benefits sought in their holidays.
Existence of different behavioural patterns among market segments makes
identification of them a must in order to make tourism management successful and,
indeed, it has taken a leading role in the design of marketing policies and in the
development of new tourism products and services.
Traditionally, the most used criteria in order to segment tourism markets have been as
follows:
Motives for travelling: business, leisure, visiting friends and relatives, etc.
Geographic and demographic variables. Because of the ease of application,
variables such as place of origin, age, sex, travelling size, etc. have been
commonly used.
Socio-economic v~riables such as: education, household income, social class
etc.
Channel of commercialisation used by the tourist to buy the service, for
example, whether the tourist service has been bought through a tourist package
or directly from the supplier.
Other variables related to the tourist consumer behaviour such as time in
advance to make reservations, brand loyalty, price sensibility etc. (Gonzalez
and Cervantes 1995)
Psycographic variables including those related to lifestyles, values, opinions,
and tourist personality. Segmentation based on psycographic variables has
gained popularity in the last decade (Vanhove, 1994). In Spain, however, it is
not a common practice among the studies carried out by different
administrations and has had limited application only in academic circles.
Another segmentation system that is especially significant for the tourism sector is
benefit segmentation. Some marketing experts (Morrisson, 1989; Morgan, 1996)
consider benefit segmentation as one of the best segmentation bases, since this
approach sees the tourist not simply as a buyer of an independent service, but rather as
a buyer of a package of benefits. Knowledge of benefits sought by tourists is the base
from which to forecast consumer behaviour. Benefit segmentation is a market-oriented
approach, consistent with the modem marketing concept (Lewis et al, 1995).
Likewise, the idea of segmenting using benefits is based upon the assumption that
benefits sought are the motivators of buying, as opposed to other segmentation
procedures which are simply descriptive (Haley, 1968). Therefore, benefits sought
should be the first way of segmentation and afterwards other variables such as the
geographic or demographic ones should be used to better focus the target markets. As a
principal inconvenience for benefit based segmentation it has been noted the absence of
uniformity at the time of defming the different segments (Morrisson, 1989).
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In this respect, this article will use the benefits sought by tourists as a segmentation
base. This is unlike most of the traditional segmentations produced up to now, in which
predetermined variables are applied to a given market, depending on the criteria of the
market researcher. Instead, a cluster analysis procedure, based on the results of the
research itself, will be used in order to group the different members of the population
studied ..
Tourists that choose a tourism destination expect to receive a set of benefits from their
holiday. Such benefits can thus be used as a grouping factor. Describing those groups
would provide a better information base from which promotional messages could be
defined in order to improve the marketing position of the resort. It would also provide
unique opportunities to improve the efficiency of specific aspects of the
commercialisation process etc. As Culture (1997) says, knowledge of benefits searched
by tourists let us know what to offer and promote in order to attract specific segments.

Objectives of the study
The objectives of the study are:
1.

To analyse from a temporal perspective whether there are differences among the
importance of benefits sought depending on the season3

2.

To determine whether tourists visiting the Balearics can be grouped based upon
their similarities or differences on the importance of benefits searched for in their
holidays

3.

To analyse whether significant differences · exist among segments with respect to
socio-demographic, geographical or trip related given classifying variables
To determine whether obtained differences may cause implications from the point
of view of marketing programs to be developed in tourism destination resorts.

4.

Methodology
In April and May 1998, the first set of tourist interviews was 4 conducted. During July
and August 1998, a second set of tourist interviews was conducted among tourists
returning to their place of origin from the airport of "Son Sant Joan" in Palma de
Mallorca. Interviewees were contacted randomly while waiting for their departure. In
order to avoid biases due to concentration of interviews with the same destination,
interviewers were instructed not to conduct more than six questionnaires per flight.
The questionnaire was administered personally by interviewers. It was composed of
three major blocks. The first included a set of classifying questions related to sociodemographic, trip related and geographic aspects of the tourists. The second included
questions related to activities carried out while in the Balearics. The third block
3

In mediterranean resorts, April, May, September are considered to be medium season,
.
June, July and August are considered to be high season.
4
The authors express their gratitude to 3rd year students of Tourism Management for
their help in the survey and interviewing process.
5

Innovation in Tourism Planning

included questions asking the importance for the tourists of a set of 18 common
benefits using a Likert scale of five points.
In the period from April 25th to May 15 1h 1998, 1850 questionnaires were collected of
which 1714 were considered useful for the analysis. In the high season 1015
questionnaires were collected, of them 941 were considered useful for the analysis.
RESULTS

The questionnaire contained a set of 18 common benefits sought by tourists while on
holiday. The majority of these benefits had been used previously by different authors
that have worked with benefit or psycographic segmentation applied to tourism (Schulp
and Crompton, 1983; Loker and Perdue, 1992; Gitelson and Crompton, 1993,
Shoemaker, 1994). Tourists were asked to mark on a Likert scale of five points, where
one was "not at all important" and five "very important", how important the benefits
mentioned were to them.
Table 1. List of benefits sought and abbreviation
Benefit Sought
To relax and do nothin_g
Escape from daily routine
Have a peaceful holiday
Escape from massification
Enjoy the natural environment
Practice sports
Be with friends or family
Sunbathing on the beach
Visits to villages and typical markets
Visits to museums, historical places /monuments
Discover local gastronomy
Nightlife entertainment
Concerts
To visit theme parks
Go shopping
Discover new things
Cheap prices (of the holidays in general)
Cheap prices of the drinks

Abbreviated name
Irrelax
Iescrut
Ivactran
Iescmass
Idisfnat
Ipractes
Ifamamic
Isol&bea
Ipobles
Imuseus
Igastron
Ientnoct
I concert
Iparcsat
Icompres
Icosdif
Ipreubar
Ibegbar

Benefit Valuation Depending On The Tourism Season

The first goal of the study was to contrast whether there were differences depending on
the season among valuations of the benefits asked. As can be seen in the next graph
some characteristics can be observed:
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Valuations: Constantly, the importance of all the benefits considered was
lower in the medium season than in the high season (except for the benefits
consisting of visiting museums, historical places and monuments).
Ranking of importance: Concerning the most valued benefits; escaping
from the daily routine, sun and beach, relaxing and doing nothing, discovering
new things and having a peaceful holiday are the benefits that obtained higher
marks both in the medium season as well as in the higher season. Regarding
the less valued benefits, there also existed a similarity between high and
medium season being the attendance of concerts and visits to entertainment
parks the ones that constantly obtained lower marks.

GRAPH 1. Benefit valuation depending upon the season
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From this chart we can observe that there are some similarities among tourists when it
comes to evaluate the importance of certain benefits, such as the importance of the
climate benefit and the search for relaxation and tranquillity. However, depending on
the season, we can find a set of benefits that have different results. For example, during
the medium season prices have less importance than during the high season. Visiting
local villages and typical markets are, also more important during the medium season.
These notes are the result of a general analysis of the total sample. From the
segmentation perspective, however, it should be possible to group the members of the
sample into more homogeneous groups. In this respect, we have used the cluster
analysis technique, based on the similarities and differences of importance in the
evaluation of the benefits, to proceed with the segmentation.
The results of the cluster analysis are explained in the following points.

Cluster Analysis
Using the answers of the two questionnaires related to the 18 benefits listed, we
proceeded to group the sample into more homogeneous groups using the cluster
analysis technique. Due to the large size of the sample the Howart Harris algorithm
(Santesmases 1997) was used which sequentially divides the total sample into smaller
groups that minimise the intragroup variance and maximize the variance intergroup of
the considered variables.
Decisions regarding how many groups have to be retained is highly subjective,
although the software produces a coefficient named "explained square sum" that
increases as the number of divisions increase. The size of the increment descended
sharply after the ninth group, furthermore this devision offered results that were easier
to interpret. Therefore, for the two samples we retained nine groups.

Cluster Analysis In The Medium Season
From the cluster analysis procedure, nine segments were obtained. These segments
were cross tabulated with the original variables in order to obtain indications on how to
name them. In this respect, marks above the total sample mean were considered as
significant in order to name the segment.
The segments obtained their names as well as a brief description of the benefits that
related more with them are as follows:
Segment 1. Named "Sun, beach and nightlife entertainment" because this
segment scored above the sample mean in benefits such as cheap drink prices,
nightlife entertainment and sunbathing on the beach. This segment accounts
for 11.79% of the sample.
Segment 2. Named "I don't know why I came" because scores constantly
below the sample average in all the benefits analysed. Accounts for a 9.16%
of the total sample
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Segment 3. Named "Non differentiators" Because they score constantly
above the sample average in all the benefits analysed and especially regarding
cheap drink prices. They account for a 7.18% of the total sample
Segment 4. Named "Naturalists-Discoverers" Because they have scored
above the sample mean in benefits such as enjoying the natural environment,
staying with family, discovering new things and especially they have scored
above the mean in the importance of visiting villages and typical markets,
visits to monuments/museums and historical places and discovering local
gastronomy. They account for a 10.45% of the sample
Segment 5. Named "Family-relax" because they score especially high
benefits such as relaxing and doing nothing, escaping from daily routine,
having a peaceful holiday and staying with family. They account for 12.66%
of the sample.
Segment 6. Named "Young actives" since they have scored high in benefits
such as enjoying the natural environment, playing sports and especially
discovering different things.
Segment 7. Named "Pure relax" since they have scored high only in the
benefits concerning relaxing, doing nothing, escaping from daily routine and
peaceful holidays.
Segment 8. Named "Peaceful-active" as they have scored high in benefits
related to having peaceful vacations, enjoying the natural environment,
discovering new things, staying with friends and family, playing sports. They
account for 11.55% of the sample. Lower scores in benefits related to
discovering aspects of the local culture (visits to villages, monuments,
historical places, local gastronomy) differentiates them from segment nine.
Segment 9. Named "Escapists-cultural-gastronomy" since they score very
high in benefits such as escape from daily routine, peaceful holidays, and
above the average in benefits such as visits to local villages and typical
markets, visits to museums and historical places, monuments, discovering
local gastronomy and doing different things. Account for 13.59% of the
sample
Profile of the segments. This section is trying to provide specific profiles of each of
the segments unveiled from the cluster analysis; using demographic, socio-economic
and trip related variables (Loker 1992). In this respect, the segments were taken as
independent variables and were compared to each other. Variables mentioned earlier
were taken as dependent. Variables that scored above the sample mean were taken as
representative of the segment.

Following is a brief profile of each segment. Due to space limitations outputs from
which results have been obtained are not included. They are, however, available upon
request from the authors.
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1. "Sun, beach and nightlife ". Distinguishable characteristics are: (1) Young men
below 30, (2) British (3) Working class and students, (4) primary education or
intermediate, (5) travelling with friends (6) first or second time visiting Mallorca
(7) Use of tourist packages above the mean

2. "I don't know why I came". Among significant characteristics to point out are
(1) Slightly higher proportion of men than women with age distribution very close
to the sample (2) British and Spaniards are the only ones having a higher presence
that the one they have in the total sample (3) Profession is similar to the total
sample (4) This is the segment with the highest percentage of tourists travelling
alone (5) Have visited Mallorca several times.
3.

"Non differentiators". ( 1) Young people below 30 and between 31-45 years old
(2) Germans and British (3) Students, workers, with low education but a significant
percent have also higher education (4) Travel in group (5) Higher use of tourism
packages than the average (6) Have visited Mall orca less than the average
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Table 2. Mean averages of clusters in medium season by original variables

Pure relax
VARIABLE
actives

Peaceful

33 irelax
2 , 3562

Med =
4 , 4023

N

=

174
233
34 iescrut
Med =
3 , 0215
4 , 2989

N =
233
174
35 ivactran Med =
2,4464
3 , 4598

N

=

233
17 4
36 iescmass Med =
2 , 0258
2 , 4598

N =
233
174
37 Idisfnat Med =
3 , 4292
2 , 1494

N =
233
174
38 Ipractes Med =
2 , 7322
1 , 5391

N =
233
174
39 Ifamamic Med =
1 , 6695
1,3851

N

=

233
174
40 Isol&bea Med =
3 , 1974
3 , 3678
N =
233
174
41 Ipobles
Med =
2 , 4635
2 , 3333

N

=

233
174
42 Imuseus
Med =
2 , 2790
1 , 8218

N

=

233
174
43 Igastron Med =
2 , 4764
2 , 1667

N =
233
174
44 Ientnoct Med =
2 , 7039
2 ,1 724
N =

174
233
45 Iconcert Med =
1, 3820
1 , 2644

N =
233
174
46 Iparcsat Med =
1 , 3691
1, 2069

N =
233
174
47 Icompres Med =
2 , 3090
2 , 1034

N =
233
174
48 I cosdi f
Med =
3 , 4592
2,1667
N =

233
1 74
49 Ip reubar Med =
2 , 2017
1, 7989
N =
233
174
50 Ibegbar
Med =

TOTAL
Sun & Beach
Don ' t know Non differen - Naturalists Family
Young
Escapists
SAMPLE Nightlife
why I came
tiators
Discoverers Re l ax
Actives

3 , 3471
3 , 5303
1714
198
3 , 6785
4 , 3838
1714
198
3 , 2421
4 , 1919
1714
198
2 , 8063
4 , 1768
1714
198
3 , 1004
4 , 2475
1714
198
2 , 2729
3 , 9505
1714
198
2 , 7888
3 , 3232
1714
1 98
3 , 4317
3 , 3788
1714
198
2 , 7806
2 , 8283
1714
198
2 , 5461
2 , 7323
1714
198
2 , 6330
2 , 7677
1714
198
2 , 5373
2 , 0152
1714
198
1 , 5350
1 , 4394
1714
198
1 ' 5303
1,2626
1 714
198
2 , 5683
2 , 3838
1714
198
3 , 2060
3 ,949 5
1714
198
2 , 4225
2 ,1 636
1714
1 98
1 , 9707

3 , 688 1
4 ' 4 67 8
202
233
3 , 7475
4 , 6438
202
233
2 ' 4851
4' 62 66
202
233
2 , 3020
4 , 0773
202
233
2 , 2673
3,8927
202
233
2 , 3396
1 , 5811
202
233
3 ,1 782
2 , 61 37
202
233
4 , 3366
3 , 9313
202
233
2 ,1 584
3 , 9056
202
233
1, 7574
3 , 3734
202
233
1 ' 8960
3 , 3777
202
233
4 , 6238
2,2618
202
233
1 ' 52 97
1 , 4292
202
233
1 ' 534 7
1, 5665
202
233
2 , 6931
3 , 3605
202
233
3 , 0594
4 , 0601
202
233
3 ' 8455
2 , 3991
202
233
3 , 5475

1 ' 64 97

3 , 7398

2 , 1356

3, 8710

157

123

177

217

1 , 7070

4,1220

3 , 0000

3 , 8710

157

123

177

217

1,5541

3 , 6179

2 , 7232

3 , 7051

157

123

177

217

1,2803

3 , 3252

2 , 3503

2 , 9585

157

123

1 77

217

1 ' 4 904

3 , 7480

3 , 6723

2 , 7189

157

123

177

217

1,4726

3 , 5854

1 , 9356

1 ' 628 6

1 57

123

177

217

1 , 8535

3,5935

3, 1 017

4 , 4194

157

1 23

177

217

1 , 9427

4 , 0000

3 ' 1525

3 , 3871

1 57

123

177

217

1 , 5924

3 , 3496

4, 0565

2 , 3041

157

1 23

177

217

1 , 5287

3 , 5528

4 , 0565

2 , 0230

157

123

177

217

1 , 5987

3, 8211

3 , 5593

2 , 2581

157

123

177

217

1 , 9873

3 , 5610

1 ' 954 8

1 , 7742

157

123

177

217

3 ' 52 85

1 , 5876

1 , 2396

1 ' 1338

11

1 57

123

1 77

217

1 , 1847

3 , 2276

1 , 5198

1 , 4608

157

123

177

217

1, 54 78

3 , 5528

2 , 6949

2 ' 4 977

157

123

177

217

1 , 4968

3 , 6423

3 , 9548

2 , 6866

157

1 23

177

217

1 , 3911

3 , 6748

2 ' 0282

2 , 4544

157

1 23

177

217

1, 3981

3 , 6098

1,4 864

1' 6055
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1 , 6863

1 , 4466

233

174

N

1 , 6399
1714
198

1 , 7893
202

157

233

12

123

177

217
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4.

"Naturalists-Discoverers" ( 1) Slightly higher relative presence of men than
women (2) Medium age between 31-45, and seniors over 60 (3) This is the
segment where the proportion of Germans is higher (4) Middle managers,
professionals and retired (5) Middle and higher education (6) Travel in couples (7)
Lower rate ·of tourism package use than the average (8) Have visited Mallorca
more than the average.

5.

"Family relax". (1) Men medium age, mature and seniors with no nationality
differences with respect to the average (2) Medium class profession and retirees (3)
No differences with respect of education to the average (4) Travel with family and
normally with children (5) This is the segment that has the least proportion of first
visitors to Mallorca (6) Lower use of holiday packages than the average.

6.

"Young & Active" (1) Young males (2) More presence of Germans than the
average (3) Liberal professions, qualified jobs and also students (4) With
university education (5) Travel with couple or with friends (6) Know Mallorca
already, although for a 36% of them it is their first visit to the island (7) Travel less
than the average in tourism packages (57.76%).

7. "Pure relax" (1) Proportionally more women than men (2) Middle age (3)
Presence of British above the sample average (4) Middle managers (5) Travel in
couple with children (6) Highly repetitive towards Mallorca (7) Rate of packages
use above the average.

8.

"Peaceful actives" (1) Middle age (2) Germans and Spaniards above the sample
average (3) Highly qualified jobs (4) University educated (5) Travel in couples (6)
Very high degree of repetitiveness towards Mallorca, 39% have visited the island
four or more times (7) Travel more than the average without tourist packages
(58%).

9.

"Escapists-culture-gastronomy". (1) Higher presence of women (2) this is the
oldest segment, 28% of them are 60 or over. (3) No nationality differences with
respect to the average (4) Retirees above the sample average (5) Intermediate
studies (6) Travel in couples (7) Have visited Mallorca more than the average (8)
Use the tourism packages more than the average.

Cluster Analysis For The High Season

When we applied the cluster analysis technique to the sample colleeted during the
summer season, we obtained the following nine segments:
Segment 1. Named "Non differentiators" Since they scored higher than the
average in all the benefits studied. Accounts for 11.05% of the sample
Segment 2. Named "Peaceful & active" Since they scored above the average
in benefits such as relaxation, peaceful holidays and enjoying the natural
environment as well as playing sports and doing different things. They account
for 14.45% of the sample.
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Segment 3. Named "Hooligans-Low Prices". This segment scored higher
than the average in holidaying with friends, sunbathing on the beach and
especially in cheap prices in general and of the drinks specifically. Accounts
for 9.99% of the sample
Segment 4. Named "Escapists and Active". They have scored higher than the
average in benefits such as escape from massification, enjoying the natural
environment, playing sports, visiting villages and typical markets, visits to
monuments and historical places, nightlife and doing different things.
Accounts for 12.96% of the sample
Segment 5.Named "I don't know why I came". Since they scored lower than
the average in all of the 18 benefits evaluated. They account for 8.5% of the
sample.
Segment 6. Named "Family -relax". They scored higher than the average in
benefits such as escape from the daily routine, relax, peaceful vacations,
escape from massification and sunbathing on the beach. Accounts for 14.13%
of the sample.
Segment 7. Named "Sun & beach, parties with friends and some sport"
Since they scored higher than the average in benefits such as sunbathing in the
sun, enjoying nightlife, holidaying with friends and doing some sports.
Accounts for 10.63% ofthe sample.
Segment 8. Named "Escapists-culture-but sensitive to price". They scored
higher than the average benefits such as, escaping from daily routine, and
benefits related to culture and gastronomy. They also scored higher than the
average in the benefit related to cheap holiday prices. They account for
10.63% ofthe sample.
Segment 9. Named "Naturalists-Discoverers" They scored especially high on
benefits such as, enjoying the natural environment, doing different things,
visits to villages and typical markets, discovering local gastronomy, visits to
historical places etc. They account for 7.65% of the sample.
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Table 3 Cross tabulation of clusters in the high season with initial benefits
Don ' tknow why
Non differen Peaceful
Hooligans
Pure
TOTAL
Family
Sun&beach
Escapists
Naturalists
actives
cheap prices
Actives
I came
VARIABLE
SAMPLE
cia tors
relax
friends&sport Culture&prices discoverers
2
,
7787
44 irelax
Med =
3 , 7733
4,0952
3
,
3191
2 , 7500
4 ' 5000
4 , 6716
3 , 3400
4 , 5248
3 , 2222
1 22
N =
944
1 05
94
80
136
134
100
101
72
4 , 0773
3 , 6064
2 , 1750
45 iescruti Med =
3 ' 8770
4 ' 2 952
4 ' 602 9
4 , 7015
3 , 9400
4 , 8515
3 , 7778
94
122
N =
944
105
136
80
134
100
101
72
2 ,1 000
3 , 6547
4 , 5810
1 , 9787
3 , 0656
46 Ivactran Med =
4 ' 7 8 68
4 , 5000
2 , 5100
4 , 2772
4 , 2222
1 22
N =
944
105
136
94
80
134
100
101
72
47 Iescmass Med =
3 , 1716
3 , 7905
1 , 7021
3 , 2377
2 ' 4125
4 ' 1544
3 , 6045
2 , 1200
3 , 2277
3 , 6389
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Segments profile. As in the previous case, a profile of each segment has been
elaborated:

1.

"Non differentiators". Most significant characteristics are: (1) More women than
the average (2) Slightly older than the average (3) No differences with respect to
the average for profession (4) Travel with friends as the average.

2.

"Peaceful actives". (1) More women than the average (2) Young between 31-45
(3) Germans, British and Spaniards above the sample average (4) High level jobs
(5) University educated (6) travel with family (7) Have visited Mallorca more than
the average (8) Use tourism packages more than the average.

3.

"Hooligans-cheap prices". (l)Men (2) Younger than 30 (3) Germans and
especially British are above the average (4) Students and working class (5) Primary
studies (6) Travel in groups of friends (7) Have visited Mall orca much less than the
average (8) Stronger use of tourism packages (86.17% ).

4.

"Escapists & Active". (1) No difference between men and women (2) Young
people between 31-45 years old (3) Intermediate studies and university education
(4) No differences with respect to whom they were travelling with, although they
travel slightly more in couples (5) They have visited Mallorca less times than the
average (6) Higher use of seat only than the average.

5.

"I don't know why I came" (1) Higher rate of men than the average (2) 31-45
years old and older than 60 have a presence above the average (3) No nationality
differences with respect to the average (4) Intermediate studies (5) Travel with
family (6) Have travelled to Mall orca more times than the average.

6.

"Family-relax". (1) Slightly more women than men (2) middle age and seniors
(3) Germans and especially British are above the average (4) Intermediate studies
(5) middle managers (6) Have visited Mall orca more than the average (7) Use of
tourism packages more than the average (80.6%).

7.

"Sun & beach, parties with friends and some sport" (1) Men (2) Younger than
30 (3) Basically Germans (4) Employees and students (5) Intermediate studies (6)
Travel with partner or/and friends (7) Are the ones that have visited Mallorca less 4 7% of them state that it is their first time (8) Have the highest ratio of tourism
package use (92%).

8.

"Escapists-price sensitive" (1) Slightly more women than the average (2)
Middle aged (3) British (4) Employees and middle managers (5) Low and medium
education (6) Travel in family (7) Have visited Mallorca more than the average (8)
Use tourism packages more than the average.

9.

"Naturalists-Discoverers" (1) Slightly more men than the average (2) Between
31-45 (3) Germans and British more than the average (4) Medium and high jobs
(5) Medium and university educated (6) Travel in couples (7) Have visited
Mallorca as the average (8) Much lower use of tourism packages than the average
(55%).
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Comparison between Medium and High Season
Another of the objectives of the study was to make a comparison between the different
segments obtained in different seasons. In this respect, the most significant
characteristics found are:

1.

2.

3.

Firstly we have tried to determine the importance, as a percentage of the
sample, of the different benefits valued. In this respect, we aggregated the
segments that scored higher on each of the 18 benefits analysed. Then a
comparison was made between high and medium season obtaining the
following significant results:
In the medium season, benefits such as relax, escape from daily routine and
shopping are important for a bigger section of the sample than in the high
season.
During the high season, sunbathing on the beach, nightlife entertainment,
gastronomy and cheap prices are important for a higher percentage of the
sample.
Peaceful vacation, to enjoy the natural environment and playing sports have a
certain stability with respect to the percentage of tourists that state their
importance.

Table 4. Percentage of tourists for whom a certain benefit is important

Relax and do nothing
Escape from daily routine
Peaceful vacations
Enjoy the natural environment
Practice of sports
Sunbathing on the beach
Visits to villages and typical markets
monuments, and historical places, Discover
local gastronomy
Nightlife entertainment
Go shopping
Cheap prices
Do different things

MEDIUM
SEASON
66.92%

HIGH
SEASON
50.26%

55.13%
56.24%
22.66%
49.94%
31.10%

57.91%
56.74%
23.11%
56.58%
42.29%

18.97%
42.89%
18.97%
56.24%

45.36%
31.67%
31.67%
67.37%

Secondly, it has been analysed whether the segments identified in the medium
season, could also be identified during the high season as well as determining
their importance as a percentage of the sample. In this respect, as can be
observed in the following table of the nine initial segments of the medium
season, we can find seven in the high season with very similar characteristics.
"Young & active" and "Pure relax" disappear and "Escapists & active" appear
in the high season (their profile is very similar to the young & active but
17
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showing more importance of benefits related to the discovery of the local
culture), the segment named "Sun & beach, nightlife entertainment with
friends and some sport" also appears.
Comparing the importance of the segments, it can be seen that the "non
differentiators", the "family relax" and "peaceful & active" increase their
importance as a percent of the total sample and that the "naturalists discoverers"
and the "I don't know why I came" reduce their importance. A special case that
could be considered surprising is the decrease in importance of the segment named
"Sun & beach and nightlife entertainment" during the high season, however it
could be explained by the presence of the segment named "Sun & beach, nightlife
entertainment and some sport" which is practically identical but having some
sports among the benefits sought.

Table 5. Segments as a percentage of sample
N arne of the segment

1.
2.

Sun & Beach and nightlife entertainment
Sun & Beach, nightlife entertainment and some
sports
3. I don't know why I came
4. Non differentiators
5. Naturalists discoverers
6. Family- relax
7. Young & active
8. Pure relax
9. Peaceful & active
10. Escapists-culture-sensitive to price
11. Escapists & active
I

Medium
Season
11.79

9.16
7.18
10.33
12.66
13.59
10.5
11.55
13.59

High
Season
9.99
10.63
8.5
11.05
7.65
14.13

14.45
10.63
12.96

Thirdly, It has been analysed whether the profiles were maintained in all
seasons. In this respect, the majority of the segments have maintained a
certain stability, although in certain cases the profile of those demanding
certain benefits has changed, which means that different profiles of tourists
can search for the same benefits in different seasons.

CONCLUSIONS
Many of the conclusions of this study have been mentioned while describing the results
of the study. However, we would like to add a set of comments, some of them referring
to the results and others referring to methodological aspects.
There are some differences in the importance of the benefits sought by the tourists
according to the season they visit the destination.
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Price sensitivity is lower in those segments seeking benefits such as
discovering/enjoying the natural environment and those related to culture and
inheritance and active tourism.
In any case, price sensitivity arises during the high season.
Those segments that seek to enjoy and discover the natural environment and culture
and inheritance have visited the destination more than the rest of segments.
As the number of visits to destination increases, tourists have a clearer definition of
what they are looking for. Seat only travel increases as the tourists repeat.
Price sensitivity is higher in those segments seeking a basic benefit e.g. the sun and
beach and nightlife entertainment with cheap alcohol prices.
It is important to note the high scores obtained in several segments for the benefit

"Cheap drinks" during the high season. These findings are extremely important from
the point of view of designing strategies for the future since it can be said that these
segments are:
The ones that generate less income.
The ones that originate higher level of trouble among local residents, making noise
and so on and negatively affecting other tourist segments that look forward to
peace and quiet.
The ones that contribute negatively towards the development of a tourist
destination quality image.
The ones that have stronger demand fluctuations depending on the global
economic situation.
Concluding, the ones that contribute the least towards the improvement of welfare
and economic development of the local communities.
Some segments disappear during the high season while other segments stay in all the
seasons. The profile of the segments that stay in all the seasons may vary along the
different seasons, which means that the same benefits are sought by different kinds of
tourists in terms of their socio-economic and demographic profile. Therefore,
traditional segmentations based exclusively on the later criteria are of very little help in
product formulation and are of less use to tourism destination planning.
From a methodological point of view, the fact of naming some of the segments has
posed some difficulties and makes it impossible to avoid certain subjectivity.
Two of the segments contributed very little information. Those are the "I don't know
why I came" and the "Non differentiators", which means that we have very weak
information for as much as 20% of the demand. Alternatively, it could be argued that
this does, in fact, give information: ie. that there are a certain number of tourists that
just 'follow the mass' and go for holidays without a clear consciousness of what
benefits are they looking for.
To conclude, we believe that the use of the benefit based segmentation technique may
contribute towards a better understanding of the tourists visiting the Balearics. Further
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use of this technique, combined with a better understanding of the benefits thought to
be considered and further research in origin markets would improve the knowledge of
benefits sought by tourists. It would not only improve knowledge on tourists currently
visiting the Balearics but would also provide information on the ones that do not come.
This would, therefore, establish a set of reasons why they don't come.
The information gathered by this technique may provide a base, from which to
prioritise the segments most interesting to approach, adapt the design of the productservice as well as its promotion towards those segments not merely those more
attractive from the economic point of view but also from a social point of view.
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ABSTRACT

This paper introduces the services provided by ESTIA-Efficient Electronic Services for
Tourists in Action (http:\\estia.sema.es)-, a research and innovative project supported
by the European Commission that aims to contribute to the economic development of
the tourism regions in the Community. It aims to provide the means for mass adoption
of Business-to-Consumer (B2C) £-Commerce in the tourism sector, introducing valueadded services over the next generation access medium of £-Business, i.e. Mobile
Networks.
The ESTIA system must be taken into account, in the European context, as a modern
and innovative marketing tool, which provides an advanced means to info access in
real time and, therefore, to promote a tourism region. In this sense, this innovative
system will generate new business opportunities for small and medium tourism
enterprises and thus contribute to the whole tourism development at the regional scale.

KEYWORDS

Business-to-Consumer mobile E-Commerce, new interactive marketing model,
mediation and brokerage system, regional business promotion.

Introduction
In an era where society is making vast information resources available to anyone, at
any time, from anywhere in the world, competitiveness of tourism destinations and
regions increasingly depends on timely access to the right information. For this reason,
and due to the great need for more and better tourism information at destinations, the
European Commission is currently supporting research for the development and
demonstration of innovative initiatives to facilitate tourists/citizens access to interactive
information systems.

The emergence of the Internet as an affordable, instant, global method of information
exchange is enabling tourism suppliers to access global markets, while various R&D
projects have concluded to alternative ways of providing such services to the end user.
However, the focal point of the tourism business- the tourists' demands during their
travel, remains insufficiently addressed. It is clear that the mobility of travellers urges
the development of new mediation platforms that focus on supporting them at their
destination place and build up exploitable relationships, which will maintain before or
23
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after the actual trip. Thus, one of the lines of research fostered by the European
Commission is to provide information-rich, mobile and anticipatory environments for
tourist/citizens on the move and tourism service providers (2001 Work programme,
IST, European Commission). Erkki Liikanen (2000), member of the European
Commission, stated that "new systems available to people on the move are needed to
improve travel and traffic information and drastically reinforce safety".
Following the Commission research priorities and among the portfolio of current
projects supported by the Commission in the tourism arena, this paper introduces the
services provided by the ESTIA project -Efficient Electronic Services for Tourists in
Action- (http:\\estia.sema.es).
'
ESTIA is a research and innovative European project that aims to contribute to the
economic development of Community by providing the means for mass adoption of
Business-to-Consumer E-Commerce in the tourism sector.
The project started in October 2000 and it will last twenty-four months. It involves
twelve partners belonging to different economic sectors (research centres, universities,
regional tourism offices, technological companies and public organisations) from
different parts of Europe (Finland, Greece and Spain). Some of the partners are tourism
end-users that will test the system and conduct trials in their own region.
ESTIA will support the offering of existing tourist services I products, via the new
mobile channel, and enhancing the possibilities for the creation of new services and
products for tourists at the locaVregional leveL Its tools and services range from travel
information presentation to brokering tools and platforms for targeted location,
reservation and purchasing of products, recommendation and bundling services and
support for virtual traveller communities. It will be accessed by Internet or by mobile
phones and thus be a very comfortable, accessible means of tourist information,
comparative search and product/service purchasing.
2. The traditional business model in the tourism market place.

As in many other economic markets in the tourism economic environment, two basic
actors can be identified among other multiple players: the customers (tourists) and the
suppliers. Both are at the end of the two sides of the information chain and both have
specific needs to fulfil. Information from each side has to reach the other in a clear,
manageable and accessible way. Tourists need to find the proper product/service, its
availability, the price and how and where to buy it. The supplier side must identify its
market segments and their needs, create the respective products with the appropriate
marketing mix, find the right distribution channels to communicate with the consumer.
Moreover, suppliers have to monitor their operation, as well as the market trends, create
new products, optimise operation and forecast demand. On the one hand, the tourists
need of for accurate information and on the other, the necessity on the supply side to
promote and sell their products and services, leads to what can be called "the
communication gap" between the two involved parties (figurel):
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Promotion of
products

Figure 1: Communication gap between tourism suppliers and tourists

In order to handle the excessive load of information and to close the communication
gap, several other players have arisen to make the two ends meet forming long and
complex value chains. From the research undertaken in the previous stages of the
project and taking into account the interviews with the ESTIA users, two major
categories of actors between customers and tourism suppliers 5 can be identified:
Destination Marketing and Management Organisations (DMO's) and Tourism
Intermediaries (Tour Operators and Travel Agencies) (figure 2).

Promotion
product:

Request for
information

Request for
information

Figure 2: Actors that bridge the communication gap between tourism suppliers and
tourists
Based on the above figure, it can be noticed that the simplest case is the tourist
contacting directly the primary supplier. Still this is the least common case due to the
following considerations.

5

On the scope of this paper, from this point forward the actor "Tourism Supplier" will
be referred as "Primary Supplier"
25

Innovation in Tourism Planning

On the one hand, it is important to bear in mind the current fragmented structure of the
tourism sector. Primary suppliers produce the basic tourism components or products
such as accommodation, catering or entertainment. It is by far the biggest group, within
which accommodation facilities are the largest subgroup. According to the World
Tourism Organisation in 1995, 12.3 million rooms existed including those in hotel
chains. In Europe, these enterprises are mostly small and medium enterprises (SMEs)
and within the percentage of this category (95,5%) many small enterprises can be found
(1-9 employees). Moreover half of the persons employed in this sector are employed in
small businesses and a further 15% are "one-man" enterprises. Only a 10% of persons
employed work in large enterprises of more than 250 employees. In the European
Union this sector accounts for 1.3 million enterprises, which is almost 9% of the total
number of enterprises. An additional feature of this group is that it includes many
suppliers from different areas within a destination including culture and agriculture.
Due to this diversity in the supply side, the promotion and communication of tourism
products and services at a single destination seems complex and not easily accessible to
the public as a whole. Small suppliers normally have little know how of marketing,
little awareness and knowledge of the market developments and rather limited access to
the distribution channels. As an example, less than 15% of the European
accommodation providers were listed on a CRS/GDS (Computerised Reservation
System I Global Distribution System) that serve travel agents worldwide. Furthermore,
tourism products/services information is large in quantity, time-specific, location
specific, and the quality of tourism products cannot be assessed beforehand, but only
during actual consumption. These characteristics of the tourism product information
lead to a significant increase in the information cost and limited confidence about the
end product. The increase in the informational cost is twofold: the tourists have to pay
increased information search costs and the suppliers have to pay increased market
information costs.
As a result, the role of DMOs (Haines, 1994) and tourism intermediaries is crucial in
the tourism business model. The extended value chains are formed while the
information is carried from one actor to another and each of the mediating actors plays
a role in limiting these informational imperfections:

DMOs: They provide transparent access for both sides with at the same time certifying
the quality of the given information, thus, they increase confidence.
Tour Operator: Since tourism products consist of several basic components from
different suppliers, tour operators act as a single point of access, thus lowering
drastically the information search costs for their consumers. At the same time they also
lower the market information costs for suppliers.
Travel Agents: They lower uncertainty for the consumers, and they are closing the
spatial gap to the place where the service is offered. At the same time, they lower the
market information costs for the suppliers.
The CRS/GDS (Computerized Reservation Systems I Global Distribution Systems) and
the market analysts and market data services. Along with the key players presented,
these two more players are introduced in order to support and facilitate the inter-
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organisational processes taking place in the industry. The former handles information
and bookings of tourism products, and the later gather, analyse and deliver market data
to players operating in the tourism industry.
Combining the value information exchange within the sequence of activities described
above, a value chain diagram for the current marketplace can show the final traditional
tourism business model that is depicted below (figure 3).

Communication Flow

Figure 2: Traditional Business Model of the Tourism Sector

.......... Financial Flow

Having said that, it is important to bear in mind that during the latest years qualitative
changes have occurred in the European tourism sector that impose further innovative
steps in the development of a new tourism business model. One of the main drivers for
this need of a new business framework is the change in the current tourist behaviour.
The new type of tourist behaviour is currently changing the industry from consumer
oriented to consumer driven. A supplier is not producing for a well-identified
consumer; to the contrary, the consumer states wishes and needs and suppliers compete
in order to satisfy this need by.dynamically creating the respective product in terms of
quality, attributes, price, etc. (Blackney 1998). This notion again assumes mass
customisable products and co-operation between suppliers. This complex situation
makes market research, planning, monitoring, and marketing extremely difficult, but
also underlines the importance of information. and information technology, which can
be used to support both the supply and the demand side (Buhalis, 1997).
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This change in the consumer behaviour has been described by the term "post-modem
tourist" (Urry 1990) who tends to:
Ask for "better service"
Want more specific offers, both with regard to content as well as to the entire
arrangements
Ask for better information, about the product itself as well as the entire
destination and additional services
Become more mobile and critical
Be less loyal and tend to change their product preferences frequently
Be more price sensitive, comparing more and more offers
Make more but shorter vacations
Decide later, leading to decreased time span between booking and
consumption
Be aware of environmental, social and cultural impacts.
Ask for more information of local (destination) context
Nowadays the customer/tourist is not satisfied with the offer of general information
about a product/service. He/she also wants specific and personal advice and to have the
possibility of buying the selected product/service once it is identified.
Additionally, other facts that certify the need for a new tourism business model are:
Mobility of travellers requires the adoption of easy to carry access devices,
operating in an independent way of home/office-based platforms and services.
Tourist services are not standardised and not physically concentrated in
shopping malls thus disabling efficient trading shopping especially against
domestic products.
Current on-line trading (Alford, 2000) cannot provide real time bargaining
policies, as salesmen do, especially in such services that require the use of
high-level customisation and negotiation models.
Out of stock and over stocking situations in ticketing and accommodation
products are even more significant due to short market seasons.
Foreign tourists usually look for entertainment that matches their domestic
profile thus resulting in the development of communities.
Another important factor that must be considered when thinking of a new innovative
tourism business model is the potential of the new generation of e-commerce: Mobile
E-Commerce. According to recent studies, the total number of mobile phone users
worldwide is over 300 million, double the number of Internet users. As the mobile
industry evolves, mobile applications are fast becoming a reality thanks to the adoption
of WAP technology, Operating Systems (EPOC) and the integration of mobile devices
with Bluetooth or JINI technology.
Thus, European tourism businesses at all levels (national, regional and local level) have
to adapt to the changes in the business environment quickly enough and invest more on
know-how and skilled employees to be able to increase their competitiveness.
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3. ESTIA: New business framework
3.1. ESTIA objectives
The main objective of the project is to introduce advanced B2C oriented E-Services
upon intelligent mobile access devices, enabling full interactivity and personalisation,
in tourism value chain and to attract tourists in active digital marketplaces. To this end,
will develop a supportive mediation and brokerage system between product/service
providers and tourists by combining the traditional physical trading activity with the
advanced services of the virtual environment.
The project is introducing value-added services over the next generation access
medium of E-Business i.e. Mobile Networks, in order to bring closer and efficiently
support individuals and vendors in the digital tourism economy.
Moreover, this project aims at:
Enhancing the traditional and digital value chain of the tourism sector by extending
the traditional business models around new type of mediators
Introducing new market opportunities for the active players in marketing (i.e.
advertising and promotion), merchandising, reservation customer support processes of
E-Tourism
Improving the quality of life for European citizens/tourists by having on-line access
to international markets through mobile access devices and enabling previously passive
tourists to become active participants.
The concept of the project lays upon the provision of an advanced platform for trading
shopping and reverse auctioning activities (inc. payment) to physical Points of Sales
(POS) of tourist products and services accessed by mobile devices while the travel
evolves. On the other hand, ESTIA will support brokers and vendors to better target
their products and services to the right tourist segment based on pre or on line defined
characteristics (tourist identity). More specifically, the ESTIA project will provide the
following tools and services:
Easy and cost efficient access to travel information (and all associated information)
during the actual holiday trip.
Brokering tools and platforms for locating, reserving and purchasing domestic products
& services better matching their needs, including on line booking and payment
facilities.
Personalised services including recommendation and bundling services that best
complement their tourist plan and schedule and match their tourist identity and travel
profile.
On line virtual communities of groups of people that belong to their target segment,
travelling along them that build virtual trails in order to be easy located from other uninformed travellers and people at home.
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3.2. Innovation
The innovation of ESTIA can be identified in three basic dimensions: Business Model
Innovation, New Marketing Concepts and Technology Innovation.

EST/A new business model:
ESTIA will introduce a new innovative business framework, in order to sufficiently
support the value chain of the tourism sector, exploiting the emerging mobile
technology.
The traditional tourism value chain (depicted in its generalised form in figure 4),
encompasses the supplier of the products/services, the intermediaries (incorporating
tour agencies/operators, CRS, Destination Marketing and Management Organisations,
administration etc.) both targeting the end user, the tourist.
The business model occurring before the trip is already well facilitated with services
offered over the Internet, providing an efficient alternative distribution channel for
tourist vendors.
However, tourists during their travel are bound to time and space restrictions and they
can hardly fmd offers matching their demands in a cost efficient way. Indeed,
traditional business model does not support immediate access to tourist products and
services providers. With the emergence of new mobile technologies, tourists will be
able to match their demands through ESTIA' s mediation services when they need it,
thus resulting to a new business model with the following innovative concepts:
~

.....................................................................................

·~

~:

i
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Traditional
Business Model

New
Business Model

Figure 4. ESTIA transforms and extends tourism business
model

Tourists will be able to request comprehensive information concerning local services,
while smart electronic forms will require only a minimum of information.
Tourists will be active participants of the value chain, providing feedback to suppliers
and intermediaries in an anonymous way, during the trip.
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Tourists will be able to launch reverse auctions through their mobile phones
investigating availability and prices of products or services, which they will be able to
book and pay through their mobile phones.
Tourists will be able to receive stock offers from suppliers and participate as bidders in
auctioning processes for low-price commodities.
"Tourist identities" identify tourists, in an anonymous way, as consumers in the local
market in order to gain access to personalised services and at the same time ensure their
consumer privacy. In this model, the suppliers and intermediaries can analyse the
consumer profiles in clusters to develop target marketing techniques, without directly
relating to personal data (align to the EU data protection legislation). Consumer
identities can be considered as portable profiles to be used in other related interactive
environments.
Moreover, tourists will be able to join communities of people with the same nationality
or matching interests. This matching can be realised through the exploitation of GPS
technology combined with submitted profiles of ESTIA's registered users. This will
lead to the development and maintenance of virtual communities after their trip.
Currently, tourists receive personalised offers after their travel, whenever they visit
specific Internet sites that eventually hold their profiles. The proposed business
framework enables suppliers and intermediaries to submit customised offers using a
truly personalised channel, such as mobile phones.
ESTIA innovation in Interactive Marketing:

Within the project the current state-of-the-art of interactive marketing is been explored
and further research will be conducted in the following areas:
Define new interactive and personalised marketing schemes
Develop models for consumer profiling (consumer on-line identity) by
incorporating Consumer Right Protection principals in accordance with EU
data protection legislation
Develop techniques for clustering of consumer information, by using
multidimensional analysis (OLAP) and data mining techniques to assure target
market segmentation on well-defined clusters.
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It has to be noticed that all above issues are strongly related to technology advance and

innovation, since technology developments enable the new business models and
interactive marketing processes to arise.
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ESTIA implications in regional development
Although in many European regions there are domestic public and commercial webs, in
most cases their information on the surrounding region has proved to be insufficient.
Commercial services only publish the information for those service providers and
vendors that have paid. Consequently, essential information and services of the region
are lacking. Additionally, another problem in regional and local public information
services regarding tourism is the updating. Therefore, to find out possibilities to form a
network in which vendors, service providers and other related organisations could
update their own data themselves is a main priority. for regional development. This
priority can be reached by means of the ESTIA project.

In order to capture users view of the ESTIA system, four public destination
management organisations devoted to the promotion of regional tourism, and a travel
agency, representing the private sector, are directly participating in the project. These
organisations, acting as user partners and situated in different countries and regions,
have assessed and evaluated the services proposed by the ESTIA project. They have
settled their requirements and own expectations about the results of the project and
have undertaken a deep survey among actors of the tourism sector at a regional level. It
is worth summarising here the main findings of the undertaken surveys that were used
as the basis for building a realistic system.
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It has been argued that the ESTIA project contributes to the business promotion of
regional tourism service providers and vendors by experimenting and taking advantage
of advanced technologies. New marketing and selling methods are created and, by
means of which, service providers and vendors can better target and offer their services
and products in order to meet individual requirements of customers. Also special offers
can be published at short notice and a better system for collecting information and
updating is developed.
By means of ESTIA services, Destination Management and Marketing Organisations
can improve the fulfilment of their regional objectives.
They can use ESTIA in order to:
develop a mobile commerce network that will introduce the B2C services to
the regional tourism market and especially the SMEs.
develop the regions by adopting and promoting new advanced technology and
new business methods in the regional tourism business field and to enhance
the prestige of the region.
offer tourists easy access to information on services, events, attractions and
products of the region any time and in any place
promote and increase tourism business in the tourism regions and foster their
internationalisation
promote use of IT and communications technology in small and medium-sized
businesses of the region.
DMOs are interested in implementing services that can offer the possibility to
tourism SMEs to promote their business through a new medium (e-commerce,
WAP) and therefore accumulate all the benefits that derive from it (become
more competitive, increase their revenues, deliver better quality of products
etc.)
promote mobile commerce at the regional scale
promote networking
in case of mass tourism destinations, by means of the recommendation
mechanisms of ESTIA it will be possible to reach groups of higher standard
tourists.
The benefits arose by the services offered by ESTIA at a regional/local level are the
following ones:

Information browsing and search for products
Information browsing can be performed on the Internet, already a much-used method of
searching for information by tourists. For the tourist, this would be the easiest way of
finding out information of his interest, since a mobile device is not dependent on time,
place or availability of Internet connections. For regional/local DMOs, it further
increases the platforms of the regional tourism information and can be seen as a
marketing method.
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The positioning makes this service extremely valuable and even more so, if the mobile
device can show location on a map and, when applicable, also with a route to the object
from the location of the person enquiring.
ESTIA also requires that the person log in to the system beforehand. This would also
allow for customer data collection, which could aid other marketing efforts.

Reservations
Reservation as a service will most likely have demand by tourists. In many tourism info
offices, tourists ask for reservations for hotels and also enquire about tickets for events.
Mobile reservation service would possibly add audience to events by making it easier
to acquire tickets- again non-time-and-place related.
The reservation should be carried out either by ESTIA contacting the third party to
process the reservation request and notifying of the outcome or by ESTIA processing
the reservation request on-line with established on-line reservation system.

Auctioning and Reverse Auctioning .
Auctioning and Reverse Auctioning is the innovative element ingredient that adds
value to the ESTIA project offering something new to the end users and the SMEs.
Indeed, it is a very useful tool that will enable the SMEs to create new ways of
commercialising their products and/or services and encourage tourists to become more
independent in the way they interact and trade during their vacation. This service will
work as an alternative distribution channel. Many SMEs do not have access to
reservation systems and therefore rely on small travel agencies and independent
travellers.
However, a few milestones have to be taken into consideration:
lack of technological infrastructure and know-how by many SMEs
legal framework under which it will operate
connection with other reservation systems

Personalised Recommendations
Consumers buying decisions are very difficult to measure, especially in the travel and
tourism market. That is why, this service is very interesting as it can replace the habits
of the typical tourist recommending cultural activities, sightseeing, excursions etc. The
recommendation service would give valuable information to DMOs about the profiles
of tourists and what interests them and thereby aiding marketing planning.

Targeted Advertisement
The SMEs would benefit largely from this service as they can initiate certain offers,
which would be delivered to certain customers through the system. Especially if the
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ESTIA system utilises the GPS technology targeted advertisement will be very
successful.
This service, however, is only acceptable if the tourist chooses to accept the
advertisements and also in the format of browsing advertisements in a certain menu
section by choice of the user. Messages coming aggressively on the basis of person's
location, for example, are most likely not to be accepted by consumers.
Virtual Community

The virtual community service will offer a quality to the ESTIA system. It is a benefit
for the end users and creates a friendly environment. The virtual community can be of
benefit to the SMEs as well, as the mouth-to-mouth advertisement can be of great
importance for their business. It may also force the SMEs to deliver better quality of
services or products. Exchange of opinions and suggestions would be hosted in this
service as well as submission of requests from one tourist to the others. The virtual
community service can be very useful for the collection of data as well, since the
opinions and suggestions of the tourists will be presented and will not be biased.
Finally, it can be said that the ESTIA project will serve as a medium to improve the
quality of info-tourism services and will help SMEs become more competitive.
Furthermore, it will help the overall regional tourism market to be better positioned in
the global competitive market.
ESTIA expected results

The verification of the results of the project will be achieved through three large-scale
national pilot installations in three European regions where tourism plays a significant
economic role (Greece, Finland and Spain). During these trials, Tourism Market
Players will play the leading role, and accordingly invite a critical mass of individuals
and vendors. At a previous stage, the technology providers will test the system through
laboratory simulation models. All corrective actions will be elaborated and embedded
to the final version of the project in order to match the requirements of the technology
implementation plan of ESTIA.
Evidence shows continued growth in the tourism market. This offers ESTIA significant
potential by suggesting that the project will be operating in a growing market of great
global importance. The fact that more than half of all international tourists are directed
to Europe especially offers confidence that European countries are the best destinations
for ESTIA to be used and that many tourists will eventually get to use it.
Another aspect of the evidence presented is the changing profile of the consumers. To
this end, ESTIA is expected to be very potent since most of the services are targeted to
meet the new profile. ESTIA promises to offer personalised and location-based content
during travel, to people with little or no pre-travel preparation, which according to the ·
previous analysis appear to be a growing trend· in tourism industry. Moreover, the
marketplace is enhanced with new mechanisms such as auctioning and reverse
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auctioning, giving the tourist the ability, not only, to specify the attributes of product
needed but to dynamically negotiate it, as well. On the other side, suppliers will have
the chance to understand their customer better and, as such, more effectively respond to
tourist's requests. The provision of transaction data will support the suppliers in order
to form their strategy while the transparent access to the customer will leverage this
effect and probably create new forms of co-operation, especially in the nonprofessional part of the industry (like Destination Management Organisations).
Tourism information/content and service provision during travel through mobile
devices investigates a specific way of turning "unprepared" tourists to information
empowered tourists. Moreover personalisation and community services focus on
customer needs and behaviour in order to deliver customised products and services on a
demand basis and within limited time frame (as it usually is during travel). This
perspective has been presented to the ESTIA key users in a series of structured
interviews and workshops and from their results a list of expected benefits has arose.
These benefits are presented in the following table:
Key Players
Primary Suppliers

DMOs
Tour Operators

Travel Agents
Tourists

Benefits
Effective targeting
Reducing overstocks & excessive capacities
Increased communication ability to the tourists
New potential channel for sales and advertisement
Detailed statistics for own transactions
Effective promotion
Effective content provision
New potential channel for sales and advertisement
No/reduced commissions lead to cost reduction
Equal competition since in real world travel agents are often
biased towards bigger TO
New potential channel for sales and advertisement
Access to information during travel
Information of local context
Advertisements presented are personalised thus more interesting.
Ability to effectively address pressing immediate needs
Ability to handle unexpected events
Personalised recommendations thus more efficient I easy use

Table 1: Expected business benefits for the ESTIA stakeholders

Since the whole ESTIA concept is built around tourists, they are expected to enjoy
most of the benefits of such a system. With the use of the ESTlA platform tourists will
have the ability to access tourism information while travelling, literally at hand. Thus
the ESTIA platform offers a completely new medium for accessing information where
the point of access to information is always available. Moreover ESTIA will offer
information of local context. This feature is important to the tourist because in most
cases, when tourists arrive at a destination there is usually little or no knowledge of
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where to find local travel agencies or other points for accessing local information. Also,
whenever possible, the tourist will be able to proceed to on-line reservations of tourism
products (if applicable). The value of the proposed services dramatically increases
when an unexpected event happens during travel and/or the need for local information
is more pressing.
Finally with the use of tourist profile as recorded by the ESTIA platform, the tourist
will be able to receive personalised advertisements and information that is more likely
to be of interest. On the other hand, tourists may be able to share experience with other
ESTIA users through virtual communities.
The Primary Suppliers will have an alternative channel of promoting their products.
This channel will allow the supplier to communicate directly with the tourist and limit
the existing long value chain. In turn, primary suppliers (which are usually SMEs)
increase their power in the marketplace. The other feature that will greatly empower the
Primary Suppliers is the ability to submit short term offers in the system and then be
available to tourists in the area. By this means, they will be able to cope with the
problem of last-minute cancellations, excessive capacity and/or perishability of their
products.
The DMOs will be able to promote effectively their destination, offer content in a
virtual environment and have a tourist access point for every tourist. Up to now access
points where limited to some kiosks and few offices. Finally DMOs will be able to
form extensive networks of co-operation and promoting the whole economic activity in
the area.
The travel agents will be able to access customers through a new channel and in some
case the channel will lead the tourists past their door.
Finally, the tour operators will see a new channel for sales and promotion. This channel
may offer them cost reduction (if they decide to reserve on-line) due to reduction in the
commissions. Moreover smaller tour operators may have better competition
environment since in the real world many travel agents are often biased towards bigger
tour operators.
Concluding, the ESTIA system must be taken into account in regional development of
tourist destinations as it can be considered as a modern and innovative way to info
access and to promote a tourism area. This innovative system will also generate new
business opportunities for tourism SMEs and, it can be said that, in terms of the
industry trends, ESTIA is up-to-date and is built around the consumer-driven notion,
ensuring this way its success in the present and future tourism market.
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KEY REQUIREMENT FOR SUCCESS?

Kevin Fields, Birmingham College of Food, Tourism & Creative Studies.
Email: k.fields@bcftcs.ac.uk
Claire J. Humphreys, University ofWestminster.

ABSTRACT

Birmingham was once known as 'The City of a Thousand Trades '. This was as a direct
result of developments during and after the Industrial Revolution. Many of those trades
have now disappeared, but jewellery making, albeit on a reduced scale, is still evident.
A specific area of the citycontainsjeweller's workshops and is readily identifiable as a
focus for jewellery making.
The area known as the Jewellery Quarter has undergone many changes in the past 250
years, expanding during the late 19th Century but eventually going into decline over the
past 80 years. Several attempts have been made to rejuvenate the area since the 1960's.
A range of funding was won during the late 1980's and early 1990's. A variety of
projects were undertaken to improve environmental conditions, assist businesses and
create a focus for tourism. A discovery centre was established, created from a disused
jewellers workshop, to give visitors some experience of what the jewellers trade
consisted of
Some of the initiatives were less than successful. Annual festivals were planned and
operated but didn't continue, perhaps due to lack of support. The discovery centre was
renamed 'The Museum of the Jewellery Quarter' but is only attracting an estimated
22,000 people annually against an initial projection of 120,000.
Why have the initiatives taken, to date, met with limited success?
Part of the problem may be that the quarter is viewed as being outside the city centre
and therefore not readily accessible. This is a perception, rather than a reality, as the
quarter is within a 12-minute walk of the heart of the city. However, the part of the city,
which links the Jewellery Quarter to the city core has little to offer the prospective
tourist and the perception really will be that you are leaving the centre.
A partial solution to this problem may come in the form of other developments taking
place within the city. The centre is growing due to various regeneration projects. As
one area is regenerated, the developers commence . looking for other suitable
candidates. This had led to some pockets of activity · of a leisure/tourism nature
becoming linked to the city core as the developmental spread continues. The St Paul's
Square area of the Jewellery Quarter has been redeveloped (reinvented?) via bars,
clubs, restaurants and luxury apartments and lofts. This redevelopment, though in part
of the Jewellery Quarter, is slightly removed from the area where the museum,
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jewellers shop and workshops are situated. So, though St Paul's is a stepping stone on
the way to the main focus of the Jewellery Quarter, it may not be viewed by visitors as
part of the Quarter itself.
Ultimately, the pockets of development taking place should become a series of clusters
of attractants - eventually growing into each other. At this point, the perceived
remoteness of the Jewellery Quarter may disappear. There are interesting parallels
between this process and the initial development of Birmingham. It has only been a city
for 120 years. It was initially a series of towns and villages which were absorbed into a
'whole' as development spread. Will history repeat itself and lead to increased success
for the Jewellery Quarter?

1.0
The Jewellery Quarter, Birmingham
In recent years the rapid growth of the tourism industry has led to an enthusiasm by
many governments to expand and develop tourism to assist in regenerating declining
cities, often seeking to counterbalance the loss of traditional industries.
This was evident in Birmingham, England, where the local government undertook a
range of initiatives in the last 30 years to counter-balance the loss of the manufacturing
industries in the region.
In 197 6 the National Exhibition Centre, the largest facility of its kind in the UK opened
on the outslqrts of the city, with the aim of attracting business tourism to the region. In
1991 the opening of the International Convention Centre (ICC) sought to build on this
market and for 1996/1997 the estimated tourist numbers for Birmingham were around
21.8 million (BCC, 1999: 5). Of these visitors an estimated 19.7 million were leisure
day visitors. The 2.1 million overnight visitors spent £288 million in the city (BCC,
2001, p13).
The Birmingham City Centre Strategy (BCC, 1995) proposed policy to segregate the
entire central area into 'quarters', each with its own distinct character. This proposed a
central area, The City Core, surrounded by six surrounding areas known as (i)
Convention Centre -Quarter, (ii) Warwick Barr I Digbeth, (iii) Chinese Quarter and
Markets (iv) The Gunsmiths Quarter, (v) Aston Triangle and (vi) the Jewellery Quarter.
This report discusses the need to improve the spatial integration of the Jewellery
Quarter and to explore some of the opportunities that may be employed to overcome
some of the hesitancies that may deter tourists from visiting the area.
The Jewellery Quarter consists of an area of over 100 hectares and is located on the
northwest area of Birmingham city centre. With much of the existing construction
dating from the Victorian era, the area has its own individuality, advantageous for
marketing. The quarter has an important role and focus in the industrial heritage of
Birmingham, which adds to the tourism resources of the city. The quarter evolved in
the mid-eighteenth century after an act of parliament sub-divided the Colmore family
estate leading to the establishment of the Victorian and Georgian streets, designed to
encourage businesses and families to move to the area. The area grew throughout the
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nineteenth century with rising land values and expansion in jewellery related businesses
within the area, many of which relocated from the city core. By the beginning of the
First World War there was an estimated 20,000 people employed in the jewellery trade
in the area (EDAW et al, 1998, p8). This was to be its peak as trade declined due to
overseas competition in the post-war years. In recent years the declining gold price has
further affected trade in the area as people consider the purchase of jewellery as less of
an investment (Aitchinson, 1999).

Figure One
Location of the
Jewellery Quarter,
Birmingham
The social structure
of the quarter has
changed during the
declining years. The
1991
census
revealed that the
resident population
of the quarter was
less than 250 people
of which more than
half (57%)(HMSO,
1993a) were living
alone and few families lived in the quarter (only 12.2% of households had 3 or more
people)(HMSO, 1993a). The area had a high proportion of Black populous (16.3%)
(HMSO, 1993b) compared with the city average of 5.9% (HMSO, 1992), though this
was in line with the ward (17.2%)(HMSO, 1992). Now there is only an estimated 4000
jobs in the area (EDAW et al, 1998, p8). Unemployment levels in the quarter were at
14.8%, with the level amongst Black groups rising to 22.6% (HMSO, 1993a). Such
social stratification and economic difficulties needed to be addressed.
The decline of industry and population since the 1940's led to a range of area
regeneration initiatives as long ago as the 1960's (Haddleton, 1992, p23). The
Seventies saw the establishment of three Conservation Areas in the quarter (Key Hill,
Jewellery Quarter and St Paul's Square). These were designated after a study by the
Victorian Society in 1977 and as a consequence development in these areas has been
under a greater degree of control (Slater and Larkham, 1996, p254). The Eighties
brought a renewed enthusiasm to regenerate the quarter and was supported by more
than 300 City Grants totalling £1.6 million and leveraging £3 million in private sector
investment (Pearce, 1994, p91). The Jewellery Quarter Action Project (established in
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1989) suggested that their partnership sought "to ensure that tourism development
within the Jewellery Quarter acts as a catalyst for economic, social and environmental
benefit, and causes minimum disruption to existing businesses" (Jewellery Quarter
Action, 1990, pi). In 1992, a design study of the area was completed and significant
growth in domestic scale office, housing and leisure activity has since taken place
(BCC, 1997, p13).
More recently, with assistance from European funding, the Jewellery Quarter area of
Birmingham has been undergoing further development, including a range of tourism
initiatives. Jewellery businesses still operate in the area but most are small independent
operations, creating few jobs. There is a number of existing tourist attractions
including a museum focusing on the Jewellery industry and also walking trails. The
recently opened Metro link stops centrally in the quarter and parts of the area are also
accessible through the canal network. There appears to have been a failure of much of
the 1980's regeneration to continue into the long term.
The area still plays host to many jewellery manufacturers and dependent businesses
(such as stone setters and finishers) but many of these businesses do not actively
promote their location to visitors for a range of reasons, including security. The most
prominent activities are the jewellery retailers and facilities such as cafes, pubs and
newsagents. There is a Museum of the Jewellery Quarter (originally called the
Discovery Centre), which has been established in the premises of a Jewellery workshop
that closed in 1981. This is the main attraction in the Jewellery Quarter and it received
18,592 visitors in 1999, a decline on the previous year of more than 14% (BCC, 2001).
In interview, Chris Rice, manager of the Museum of the Jewellery Quarter, stated that
when it was originally planned the museum was expected to attract 120,000 visitors,
whilst in reality the figures have been largely constant at approximately 20,000. A
recent study (BCFTCS, 1999) found that the majority of visitors to the quarter visit the
museum; therefore it is possible to suggest that total visitor numbers to the area are
similar to museum numbers.

2.0
Why have the initiatives taken to date met with little success?
The motivation for tourists to visit an area out of the city core is an important issue to
consider. ' ... The journey undertaken by an individual tourist is not necessarily
characterised by a single motive but by a number of motives' (www2.kultgeog.uu.se).
This is likely to be true for most, if not all, tourist types. Thus there are a lot of different
needs/wants impacting upon a tourist. This raises a key issue regarding whether the
Jewellery Quarter is diverse enough to satisfy a range of wants or needs or is a strong
enough motivator in its own right to stimulate a visit.
It is also important to consider the nature of tourism in Birmingham. Many of the

visitors have a primary motive of Business tourism and their activities are often focused
in the central business district or in the convention centre quarter. Where there are
leisure visitors these visits tend to be for short breaks. Further to this it is suggested
that in many cases urban tourists are usually partaking in a short-break holiday. Law
(1993) defines this type of holiday as one which involves between ' ..1-3 nights away

42

Innovation in Tourism Planning

from home'. It is therefore reasonable to assume that time constraints will have an
influence upon what this type of tourist chooses to see and do.
Unless a visitor has arrived with the primary intention of visiting the Jewellery Quarter,
it is likely that a range of other attractions are competing for a share of the limited time
available. This limited amount of time and diversity of motives to be fulfilled will need
to be considered if tourists are to be encouraged to move out of the city core and into
the surrounding regions. Distance equates to time for the tourist, particularly if they are
on foot. If a visit to the Jewellery Quarter is perceived as using up a disproportionate
amount of the tourists available time, the less likely will be their propensity to visit.
This is where attractions form part of a cluster benefit. A ten-minute walk that takes the
tourist to an area with a diversity of attractions is always going to be preferable to a tenminute walk to an area with one attraction, unless that attraction is substantial and
likely to provide a multitude of interesting things to see and do. For the attraction that is
part of a cluster, the tourist knows they can easily and quickly move on if expectations
aren't realised. This may not be the case for the attraction that is geographically remote,
if only minimally so, from other attractions.
Bums and Holden (1995) recognise that the motivations of tourists lie in fulfilling a
need and therefore it should be recognised that to encourage the tourists to travel out to
the Jewellery Quarter there must be a perception that the area contains activities or an
environment that will be 'rewarding' or that will meet some inherent need. Bums and
Holden further suggest that the destination attributes (physical and cultural), along with
the promotional activities creates an image of the destination that becomes the pull
factor for the tourists. Thus it can be suggested that for the Jewellery Quarter the
improvement of the products and the promotion will lead to an increase in 'pullingpower' which should encourage more visitors to make the effort and allocate time to
visit the area.
There is also some evidence that the jewellery trade does not actively support the
development of tourist activity in the area. Research (Smith, 1987, p60) did find that
whilst 70% of jewellery and related businesses approved of attracting tourism, there has
actually been a low level of activity on behalf of many businesses towards making the
area attractive for visitors, including a lack of enthusiasm of the shops to open on a
Sunday. Furthermore, plans to create a number of factory tours to encourage tourists
to the quarter, providing them with attractions that would cost little to establish, met
with little success. Research (Smith, 1987, p60) had reported that 90% of the jewellery
businesses interviewed would not be prepared to provide visits or tours on a regular
basis. Many reasons were suggested including protecting secrecy of designs, se_curity
of the goods and materials, the time consuming nature of providing tours and the lack
of space on premises to practically provide tours.

2.1
The issue of Spatial Barriers
There have been recent discussions (Crompton and Kim, 2001) that the tourists
perceived distance to a destination is often less when they have a preference for visiting
that destination. This work on cognitive distance has further suggested that overestimation of distances affects those destinations where the tourist's knowledge about
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the destination is less or where the tourist is disinclined to visit the destination. Whilst
this series of studies focused on USA town and city destinations it is worth considering
this issue of cognitive distance for areas within a city or town.
Walmsley & Jenkins (1992) in reference to Cadwallader, (1976) comment that
cognitive distance influences no fewer than three critical decisions in travel behaviour:
whether to go or not, where to go, and what route to take. It can therefore be argued
that the issue of the route into the Jewellery Quarter becomes important to consider as
this can affect the inherent perception of the tourist and therefore their motivation to
visit. Brennan (1948), quoted by Walmsley & Jenkins (1992), stated that ' ... shopping
centres in a downtown direction were preferred by consumers to shopping centres in an
out-of-town direction'. This was apparently the case even when the out-of-town centres
were nearer and more easily accessible. The point being made was that cognitive
distance is usually smaller when travelling into, rather than out, of town. Any visitor
travelling, particularly on foot, from the city centre to the Jewellery Quarter is going to
have the perception that they are heading out of town - particularly as they head
through the business district to reach the area.
It is possible that the distance from the city core or Brindleyplace to the Jewellery
Quarter is often over-estimated due to the lack of knowledge about the quarter or the
Brindleyplace lies at the heart of the
lack of immediate enthusiasm to visit.
Convention Centre Quarter and is adjacent to The ICC, Symphony Hall, the National
Indoor Arena (NIA) and the National Sea-life Centre.
It is populated with a wide range of bars, restaurants and clubs and has proved to be a
major leisure attraction for both locals and visitors- not least because of its canal-side
setting. Furthermore, whilst there are several attractions for tourists existing in the
Jewellery Quarter these do not conveniently link geographically to existing attractions
in the city core or Brindleyplace. Therefore, there is a lack of motivation to move out of
these areas and into the Jewellery Quarter.
Hall (1998) identifies that many cities have expanded into the suburbs over time but is
can be suggested that for Birmingham the Fringe belts have been filled by key roads
which now restrict access across these sectors (figure two). Thus the old core and the
Victorian growth of the Jewellery Quarter are separated by the inner ring road,
Birmingham's 'concrete collar'. To encourage tourists into the Jewellery Quarter this
physical barrier needs to be overcome.
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Figure Two
Growth of the city
(Hall, 1998, p102)

Currently, the main walking route to the quarter from the city core for tourists is
through Newhall Street. There has been some activity in this area of the city that links
the Jewellery Quarter (by St Paul's Square) with the city core but it appears that little of
this is an encouragement to tourists and therefore has not particularly increased tourist
numbers to the area. There is a second tourist 'honey-pot' area at Brindleyplace so it is
also useful to consider the access route at this point. Whilst this area is a very short
walk to the Jewellery Quarter and is even linked by the canals there is a lack of visual
accessibility between these two points. There is a concern that as the canal walk nears
the Jewellery quarter it passes under rather dark tunnels and the surrounding areas are
rather run down. There have been discussions between Jewellery Quarter
representatives and British Waterways to improve this canal link which may help to
improve the physical accessibility but it will still be necessary to encourage the tourists
to walk away from the activity of Brindleyplace along the canal to reach the Jewellery
quarter.
In the past many people who arrived in the quarter visited by car or by using the city
tourist bus tour (Guide Friday). More than 9000 people used the city bus tour in 1996,
though it is not clear how many of these people took the tour into the Jewellery Quarter
and actually departed the bus to stay in the quarter. Given that many of the tourists are
only day visitors with a limited amount of time then it is likely that they will stay on the
bus through the quarter rather than depart at a point that they consider remote from the
city centre. Since 1996 the numbers using the tour bus have declined with 6684 people
buying tickets in 1999 and only 5226 people in 2000. As a consequence, this summer
(200 1) the company operating the Guide Friday buses did not run the tour at all and this
may have an overall effect on the total numbers visiting the quarter. If it is the case
than many tourists may never have stepped off the bus in the Quarter or may never
have even taken the bus along this part of the tour circuit, which willleaver the existing
visiting numbers largely unaffected.
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It is important that the routes to the Quarter are seen as being both interesting for the
tourist and also safe to walk. If there are concerns over the safety, both in terms of
avoiding harm but also being attacked, then the tourist will tum back and stay with the
familiar rather than risk the danger.

3.0
Breaking down the barriers from the inside out: A spiral of development
growth
It is commonly agreed that the very operation of tourism can lead to impacts (or
change) and therefore it is proposed that development of tourism as an agent of change
will lead to an outcome of development (or regeneration). Law (1992, p602) proposed a
strategy of urban tourism development that will lead to physical, economic and social
regeneration through investment, image improvement, and marketing. With this in
mind it is possible to suggest that by developing the tourism product the industry itself
will achieve change for the destination. Thus, it is not a requirement to rebuild a
locality per se but more to manage the impacts of tourism appropriately to achieve the
specific type of change required.
The effects of initial investment (often government funded pump priming) can lead to
an increase in economic activity and hence value of an area and the expansion in tourist
demand. Law (1993) recognised the process and it is possible to expand on this to
propose that a spiral of growth can be achieved (figure three). As the 'spiral of
development growth' expands it can importantly spread the benefits over a wider area
and therefore reach an increased number of people (though whether this reaches the
less advantaged population in an area depends largely on the approach undertaken). It
is proposed that such a strategy can be used to break down the spatial gap between the
city core and the Jewellery Quarter itself.
The spiral of growth proposed recognises that the inward investment is the key starting
point but that this must be managed effectively to ensure the positive enhancement of
area through the ensuing impacts. Therefore it is important to accept and promote the
positive change that tourism can bring to the area. Whilst the initial catalyst is often
local or national government investment, this can be returned through an outcome of
long term increase in rateable land value, which is directly beneficial to the local
council.
In addition to the geographic spread that can be achieved via economic development, it
is important to consider the change in social provision to the area that is encouraged by
investing in tourism activity. This can be achieved through the provision of facilities
that can be used by the local population (restaurants, shops, etc) as well as by instilling
a sense of pride and change of attitude towards the local surroundings, which in tum
can help ensure their maintenance (such as keeping them free from vandalism and
graffiti). The improved surroundings and additional facilities can encourage people to
move into the area, which in tum can further support the local businesses and improve
safety in the area. The improvement of localities to achieve an element of civic pride is
a stated goal of the City Council for the Jewellery Quarter (BCC, 1998, p4). The
increased provision of facilities will provide jobs and entertainment that can help to
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encourage demographic regeneration (Davidson and Maitland, 1997, p85). Within the
Jewellery Quarter specifically, an Urban Village is being developed to try to bring more
people to the areas permanently. The diverse social stratification of these people should
help to redress the balance away from the minority groups who currently live into the
area. It is important to realise that, as more people are encouraged to live in an area,
the greater the provision of facilities, which in tum can be used to attract tourists to the
area. Along side this is the argument that as you attract more tourists they help to
support the facilities required by the local population, therefore ensuring that these
facilities remain viable. As the use of such facilities increases and an area becomes
lively the destination then can gain a reputation for being an area worth visiting, thus
further enhancing the likelihood that tourists will make an attempt to visit the area.
There is a need to recognise the changing approach to the use of and attitude towards
cities and Crewe and Beaverstock (1998) recognised, in their discussions of the
contemporary changes in Nottingham's Lace Market, that such cities are becoming
more important as areas of consumption rather than areas of production. The declining
jewellery industry in the quarter has led to a desperate need for new approaches to
ensure that the area does not decline physically. Furthermore Crewe and Beaverstock
highlight the discussions of Comer ( 1994) that cities can distinguish themselves from
each other through their unique 'consumption identities'. Therefore it is important that
the development and promotion of the Jewellery Quarter area recognises that it has a
unique environment and it is the case that this should be further supported in the
development and promotion approach rather than being seen merely as an extension of
the city core - which would offer little motivation incentive for the tourist to overcome
the perception of distance to the heart of the Quarter.
The improved image of the quarter can encourage more tourists and also more visitors
from the Birmingham region to take a trip to the area. The important role of the local
population as visitors to the region was noted in research that found that 20% of the
locals visiting the city had not heard of the Jewellery Quarter (BCFTCS, 1999 unpublished). There is an important and latent market available here to bring vitality
and life to the area if these people can be encouraged to venture out of the City Core.
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Figure Three
Proposed spiral of development growth

It is important to note that this spiral of growth has not ignored the fact that negative
impacts can occur through the development or expansion of tourism. It proposes that

effective planning can help to manage or minimise some of these impacts.
Furthermore, and perhaps particularly relevant to the Jewellery Quarter, given the
declining population and traditional jewellery trade, is the fact that for some areas there
may be little alternative if the area is to thrive. The declining manufacturing industry
has increased this reliance on service sector industries and given the growth of tourism
in surrounding areas it would perhaps be foolish to ignore the opportunities it affords
the Quarter. The spiral goes on to recognise that the improved image can encourage
the visitors (locals and tourists) to use the local facilities and businesses. This in tum
can increase the income and possibly the profitability of businesses in the area. This
increased business activity and opportunities of greater profitability can encourage
further businesses to be established in the area and hence encourage inward investment.
The increased provision of facilities can encourage more people to want to live in the

48

Innovation in Tourism Planning

area and the increase in employment in these businesses can further ensure that more
people are spending money in the area (if only on their lunches!).
As areas become more successful and crowded by commercial activity and visitors, it is
likely that new businesses will have to seek premises further away from the initial
activity which leads to a move (spread) to ease the pressure. Therefore the growth
cycle begins to expand geographically as well as economically. It is at this point that
we can recognise that distance barriers can be overcome if the distance (actual of
perceived) between centres of activity is broken down.

3.1
access

Breaking down the barriers from the outside in: physical and perceptual

3.1.1
Physical access
There are three key routes into the quarter that need to be the focus points for the
concentration of activities. By developing the attractiveness of these three routes the
spatial barriers that exist and the perception of separation can perhaps be reduced. The
first requirement is perhaps to encourage the tourists to move from the city core
(Colmore Row) across the ring road and towards St. Paul's Square and Ludgate Hill
into Hall Street and the heart of the Quarter. To encourage the tourist to take this walk
it is felt that business activities and attractions would need to be visible from the top of
the hill at Colmore Row so that the walking goal is seen. It is perhaps helpful to use
the landscape in this manner. There has also been talk about completely submerging
the main ring road at this point (as they did with the roundabout by the Library to create
a pedestrian route from the city to the ICC), in order to assist this visual goal.
Improvements to the pedestrian crossing at the Newhall Street and Great Charles Street,
which was proposed in the city strategy in 1995, have recently been made (summer
2001) and this should improve the walking route from the city core.
The second route to consider is that linking Brindleyplace to the Jewellery Quarter. To
overcome barriers here would require the development of activities along side the canal
with an exit either at St. Paul's Square, to link with the route from the city core or with
an exit from Newhall Street and activities along Frederick Street to link with activities
at Newhall Hill. A third route to encourage is via Newhall Hill. This is currently a
main access route to the heart of the quarter by road but with greater activities being
encouraged in this area the walking route could be further enhanced. The short walk
along the canal from Brindleyplace to the exit from the canal at Summer Row is
already landscaped but currently there is little to encourage the tourist to move from
Summer Row towards the Quarter. Property development (including the construction
of a hotel) in this area is already occurring but further activity is needed to make it an
attractive area for tourists and therefore encourage them to make the journey from
Brindleyplace.
The City Council has recognised the importance of many of these factors. In its 1997
review of the City Centre area (BCC, 1997), the council noted that the activity and
investment attracted by their efforts to improve the central area could not be confined
only to the city core but recognised that increased investment in surrounding quarters
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would improve the image and facilities of Birmingham as a whole, which would be
likely to lead to further investment and improvement. Furthermore some of the barriers
to the quarter have been identified in council documents and the need to improve and
develop the canal network as a feature of the city and specifically for the Jewellery
Quarter have been highlighted.
3.1.2
Perception
Part of the problem that has reduced the effectiveness of the long-term enhancement of
the area may be that the quarter is viewed as being outside the city centre and therefore
not readily accessible. This can be suggested to be a relevant perception, rather than the
reality, as the quarter is within a 12-minute walk of the heart of the city. This is
equivalent to the time it takes to walk to Brindleyplace from the main train station
(New Street) in the heart of the city core. However, the part of the city which links the
Jewellery Quarter to the city core has little to offer the prospective tourist and the
perception really will be that you are leaving the centre. To overcome issues of
cognitive distance it may be useful to provide signage in terms of walking time rather
than mileage, especially if there are a series of points on route, which may suggest to
the tourists that there are opportunities to add additional experiences to the journey.
There would also be greater benefits if promoting the attraction and reason for going to
encourage the visit to desire the destination and perceive that the journey is therefore
shorter.
To develop the link between the Jewellery Quarter and Brindleyplace is important not
only to improve the physical appearance of the canal that links the two but also to
provide a series of additional tourist business activities (such as- attractions, catering
facilities, etc) along route to suggest that the tourist is not walking into 'the wilderness
of no place to spend their money'. Secondly, the canal will actually bring the tourist to
the lower part of the Jewellery Quarter rather than the heart of the shopping area so it is
important to have links between where the tourists may leave the canal.
There is a key issue regarding the target market for the area and the range of products
perceived to be (and actually) available in the Jewellery Quarter. There are perhaps
limited facilities available to families and it is unlikely that Jewellery and gold will be a
key attraction to bring children to the area for a visit. It can be stated that the business
tourism market that is focussed in the Convention Centre Quarter may find Jewellery a
prestige attraction and therefore the development of an image that the area can provide
for the visitor seeking an opportunity to purchase unique souvenirs and to spend some
time in a prestige area of the city. Hence the development of a cultural quarter that is
safe, and upmarket may motive the business tourist to visit. The time to reach the area
needs to be considered and it may be necessary to provide a shuttle service between
these areas. Developments are ongoing on the periphery of the city centre. Much of
what is currently being realised, or planned for the future, lies at different compass
. points, in relation to the city centre. Rather than expect visitors to travel out radially
from the heart of the city, perhaps a transport system needs developing which will
move people around the hub formed by the existing and proposed attractions, rather
than just in and out of the city core?
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Thoughts on the future
Whilst there are already activities being undertaken to improve access into the Quarter
from the City core (and these will most certainly help), it is likely that the most
beneficial route to develop is the access from Brindleyplace and the Convention Centre
Quarter. The development along the canal at Summer Row may encourage some
visitors to move from Brindleyplace, acting as a 'stepping-stone' towards the Quarter.
It can be suggested that this may start a cluster of development that will narrow the
perceived distance gap between the Convention Centre Quarter and the Jewellery
Quarter.

Developing a specific and unique product image for the area is vital so that the
perception to the tourist is the chance to experience something special will help to
enhance the motivation to visit. The encouragement of a cluster of developments and
promotion at St. Paul's Square can help this to act as a gateway to the Quarter. It will
also help to reduce the perception of spatial gap between the Jewellery Quarter and
both the City Core and the Convention Centre Quarter. Ultimately, the barriers which
need to be overcome must be attacked by both development inside the Jewellery
Quarter and from outside by activities designed to overcome the perception of tourist
that the quarter is remote.
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ABSTRACT

The Isle of Arran Taste Trail is a regional development initiative, which aims to
promote Arran as a niche destination based on the quality of its local produce and
catering. The wider economic and social viability of the island is enhanced through the
creation of back-linkages between the tourism, food production, processing and
retailing sectors. This paper explores the Taste Trail within the context of sustainable
tourism development and, in particular, in the context of Sharpley 's (2000) model
describing the principles and objectives of sustainable development. The authors find
that in many respects, the Isle of Arran Taste Trail successfully demonstrates
characteristics of sustainable development described by Sharpley's model. It is noted,
however, that while Sharpley's model takes international tourism and its primary focus,
Arran's geographical context renders it significantly distinct from destination areas,
which experience international tourism. Building upon insights from earlier research
focused on the Isle of Arran Taste Trail, which found that the community participative
element of the development was a critical factor in its successful implementation, the
authors introduce the concept of limitarity, which, it is suggested, may play a
significant role in community cohesion and community participation in development
initiatives - influencing, therefore, the successful implementation of sustainable forms
of tourism development.

KEYWORDS

Rural tourism; food production; back-linkages; sustainable development; limitarity;
Scotland; Arran; Taste Trail

Introduction and Aims
The relationships between tourism and food are increasingly being drawn upon within
regional development initiatives that aim to enhance the social and economic viability
of rural areas by creating back-linkages between the tourism and food production
sectors. In this way, it is possible to strengthen both these sectors by providing a
proximate market for locally produced food and beverage products. It also enhances
visitors' experiences by providing them with the opportunity to consume high-quality
local produce. Additionally, an educational dimension to the Trail is encouraged, using
interpretation based around the destination area's production systems. Furthermore,
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wider markets and sales opportunities can be created for locally produced goods. For
example, additional sales can be created through demand for local products from
visitors subsequent to their return home. More significantly, perhaps, the creation of
strategic alliances between producers, distributors and retailers (who are able to build
upon networking experience gained through participation in such development
initiatives) can lead to innovative marketing, distribution and sales activities within and
beyond the destination area. Other tourism food interrelationships include: competition
and complementary pressure between the tourism and food production sectors for land,
labour and capital; agriculture's facility to create landscapes and settings for tourist
consumption; and, food's role in satisfying tourists' physiological requirements
including associated aspects such as food safety.
In Scotland, the Isle of Arran Taste Trail aims to promote Arran, an island located in
the Clyde estuary on Scotland's south-west coast, as a niche destination based on the
quality of its local catering and produce. The Trail features suppliers who grow, make,
sell, and cook with all the best island produce and encourages co-operation between
these sectors towards both enhancing the visitor experience and stimulating backlinkages in the local economy from farm-gate to point of sale.
In this way the Trail aims to encourage visitors to stay longer on the island, disperse
more widely within it and undertake return visits in the future.
Based on fieldwork undertaken in 2000, which examined the Isle of Arran Taste Trail,
this paper describes the design and implementation of this local tourism development
initiative and reports on the local impacts of the scheme. The authors go on to relate
the objectives and outcomes of the initiative to current issues in the tourism
development literature, particularly those issues relating to sustainable tourism
development. Characteristics of the Isle of Arran Taste Trail are examined within the
framework of Sharpley's (2000) model, which describes the principles, and objectives
of sustainable development. Sharpley's three fundamental principles of sustainable
development, the holistic approach, futurity and equity are emphasised. It is revealed
that, in respect of these fundamental principles, and indeed other areas of Sharpley's
model, the Isle of Arran Taste Trail successfully demonstrates sustainable aspects.
However, it is noted that the context of tourism on Arran contrasts significantly with
that of international tourism- which forms the primary focus for Sharpley's polemic.

Tourism and food: theoretical interlinkages
Following in the wake of the emergent literature focusing on wine trails and the
relationships between wine production and tourism (e.g. Thevenin, 1996; Dowling,
200 1), issues relating to the development and management of food trails are beginning
to attract increasing attention in tourism-related academic literature (e.g. Telfer, 2000;
Richards and Hjalager, 2002). From their analysis of the tourism research literature
relating to tourism and food production, Boyne et al. (2002) suggest that such an
integrated approach is a timely and welcome addition to the literature. They highlight
the diverse and fragmentary nature of this area of research and argue that academics
should prioritise, for future research, issues with the greatest immediacy to planners,
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policy makers and practttwners. Figure 1 illustrates Boyne et al. 's four related
conceptual domains, which they use to describe the approaches taken in the literature
relating to tourism, food and food production, and which serve as an organising
framework for their paper.
Figure 1Tourism and food relationships

Production-related

Consumption-related

I
Direct production-related
(DPR)

III
Direct consumption-related
(DCR)

II
Indirect production-related
(IPR)
Source: after Boyne et al. (2002)

IV
Indirect consumption-related
(ICR)

Dealing firstly with domains I and IV - the two domains which Boyne et al. specify for
priority treatment. Within the DPR domain, themes typically relate to issues such as:
agri- and horticultural food production;
agricultural management systems;
food processing;
supply chain management; and
impacts of tourism on destination areas' food production.
Meanwhile, the ICR domain contains work dealing with:
tourists' consumption of agricultural landscapes and settings;
food as a destination image component or marketing/promotion tool; and
consumption of agri-tourism products and services such as farm parks and
visitor attractions.
Papers in the DCR domain (Ill), meanwhile, deal mainly with catering and hospitalityrelated issues. In the IPR domain (II), studies have investigated structural factors such
as landscape maintenance and creation and there has also been post-hoc research
focussing on the interactions between the tourism and food production sectors in
relation to their use of and demand for land, labour and capital. The DPR (I) and ICR
(IV) domains were selected by Boyne et al. as priority areas to inform planners and
practitioners owing to the fact that many ongoing practical Taste Trail type
development initiatives are proactively utilising aspects of tourism food
interrelationships found within these. Specifically, within the DPR domain, developers
and practitioners are attempting to strengthen tourism food relationships (i.e. creating
back-linkages between tourism-related business sectors and food producers) while at
the same time employing marketing and promotion elements of the ICR domain in
destination imaging strategies which utilise high-quality locally-produced food
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products and producers to strengthen the local tourism product. Such initiatives, which
seek to deliver benefits to both the tourism and food/agriculture-related sectors by
building upon the naturally existing synergies, which exist between them, may be
described as being bi-directional. That is, where destination areas' (high quality) food
and beverage production are utilised to strengthen the tourism product and tourists are
encouraged to purchase and consume locally produced foodstuffs. By thereby
stimulating local primary production sectors, we can describe this as a bi-directional
development process - food production for tourism and tourism for food production.
However, while regional and local Taste Trail type initiatives have been developing
and strengthening these relationships for some time now, the academic tourism research
has lagged somewhat in providing commentary and analyses which are wide-ranging
enough to draw these elements together. The existing research literature does contain
work which can be located within these domains (see, for example, Belisle, 1985;
Taylor et al., 1991; and Waterhouse et al., 1995 in the DPR domain and, elsewhere, in
the ICR domain, Marris, 1986; Moulin, 1997; and van Westerling, 1999). However, the
issues are addressed largely from an intra-domain perspective, and not the inter-domain
perspective, which may be more useful for readers operating at planning, policy and
practitioner levels. In the light of regional and national policy statements which are
advocating more sustainable forms of tourism development (e.g. AATB, 2001; Scottish
Executive, 2000), this paper will take Boyne et al. 's (2002) discussion ahead by relating
their priority research areas to sustainable development goals. Additionally, from an
analysis guided by Sharpley's (2000, p. 8) principles and objectives of .sustainability,
the ways in which the Isle of Arran Taste Trail can be seen successfully to demonstrate
aspects of these principles and objectives will ·be described. Accordingly, the paper
now goes on to introduce the Arran context and then describes the implementation,
management and impacts of the Isle of Arran Taste Trail.

Practical developments: the Isle of Arran Taste Trail
The Arran context
The Isle of Arran (area 43,201 ha) lies in the Firth of Clyde on Scotland's west coast
and is accessible all year round from the mainland port of Ardrossan via a 2.15km
ferry crossing, which takes approximately 1 hour. Seasonal (summer) ferries operate
from Rothesay on the neighbouring island of Bute and from Claonaig on the Kintyre
peninsula. The population of the island at the 1991 census was 4,472, down from 4,842
a century earlier when much of this additional population was likely to have been
engaged in servicing the then burgeoning Clyde Coast tourism industry. This early
form of mass tourism had evolved rapidly in the closing decades of the 19th century
based on improved transport infrastructure in the form of steamships, and latterly the
developing rail network, which was fuelled by demand from the population of Glasgow
and the surrounding industrial areas in Ayrshire and the Forth-Clyde valley. In the
decades following the War of 1939-1945, Clyde Coast tourism fell into a drastic
decline as UK holidaymakers increasingly took advantage of affordable charter flights
and package holidays to Spain and the Mediterranean (Boyne et al., 2000, p. 101).
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Today, however, tourism remains an important industry on the island with some
256,000 visitors arriving in 1999, generating approximately £27 million (€44.3 million)
revenue for the island (Ayrshire and Arran Tourist Board, undated). The island has a
robust tourism infrastructure with activities including hill-walking, mountaineering,
bird watching, golf and water sports:
The island's agricultural industry centres on beef and lamb production. Many of the
island's beef cattle are from native Scottish stock, such as the Aberdeen Angus and
Highland breeds, although there are some breed mixes which make use of the larger
cattle such as Charolais. Arran lamb comes chiefly from the hill-bred Blackface sheep
which enjoy a varied diet and are known for the sweetness of flavour they gain from
this. The island's largest game resource is wild venison, which, along with pheasant,
grouse and hare, attracts sporting parties to the island for hunting expeditions. Cheese,
milk and ice cream are all made from milk produced by the island's 10 dairy farms.
Most of the dairy cattle are Holstein Friesian crosses, although there is one herd of the
native Ayrshire cattle. These produce less milk per head but with a higher fat content
than other, more commercial breeds. Arran's largest arable crop is the potato and the
island gives its name to several varieties of this tuber including the Arran Pilot, Arran
Banner and the Arran Comet. These are all bred by Mr Donald 'Tattie' McKelvie,
Arran's own prodigious potato breeder of the early 20th century. In addition to its wild
berries, Arran produces some soft fruits on a commercial scale and a small amount of
vegetables and herbs are also grown locally. Opened in 1995, the Isle of Arran
Distillery at Lochranza makes use of one natural resource the island has in abundance water. In 1997 the distillery opened a visitor centre which has become a popular tourist
attraction. Arran's once thriving fishing industry has all but disappeared and although
there remain some lobster fishermen, much of the fish and seafood available on the
island is sourced externally.
Aims of the Trail
The Taste Trail's origins lie in Argyll and the Islands Enterprise's (the local enterprise
company) Food Initiative involved in promoting quality local produce, for which there
is perceived to be an increasing demand. The Isle of Arran was selected as the
geographical location for the Trail based on the diversity of its food producers and
catering suppliers, and the strong linkages, which already existed between these sectors.
The Trail initiative aims to promote Arran as a niche destination based on the quality of
local catering and produce. The Trail features suppliers who grow, make, sell, and
cook with all the best island produce and encourages co-operation between these
sectors towards both enhancing the visitor experience and stimulating back-linkages in
the local economy, from farm-gate to point of sale. In this way the Trail aims to
encourage visitors to stay longer on the island, disperse more widely within it and
undertake return visits in the future.

Specific objectives of the Trail are:
to enhance the linkages between the food and tourism industry sectors;
to educate visitors about the quality, availability and uses of locally-produced
food and thus enhance their visit to the island;
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to encourage caterers and retailers to make more use of locally-produced food;
to promote Arran as a destination where high-quality food is readily available.
Marketing and promotion
The Trail is based around a guidebook that features members selected from three of the
island's food production and tourism-related sectors, in addition to background
information on the island's 'natural larder.' It also features recipes made with local
produce. At the time of writing the members include eight food producers, twelve
restaurateurs and seven retailers. Membership of the Trail is exclusionary, and is
offered to those who meet several criteria, including high standards of produce and
service and, importantly, a commitment to providing and promoting locally produced
food. The guidebook was written and the members selected by Catherine Brown, a
food writer and co-presenter of Scotland's Larder produced by Grampian Telev~sion
Ltd. (Aberdeen). The guidebook is offered for sale at a cost of £1 (€1.64) to visitors
arriving on the island. During the first two years of its publication the guidebook sold
around 5000 copies. The main point of distribution for the guidebook is through the
Ayrshire and Arran Tourist Board (AATB), principally through their network of local
Tourism Information Centres (TIC). Many of the Trail members sell the guidebook on
their premises.

A logo, which depicts some of the island's generic food products, was developed and is
used extensively in the guidebook and by Trail members who display this at their
establishments. Posters are displayed on the island's connecting ferries and guidebook
retailers distribute high-quality point-of-sale promotional material. Press articles have
appeared in The Herald, a Scotland-wide daily newspaper and the British Airways inflight magazine High Life.
The Trail website, www.tastetrail.co.uk, was launched in January 2000 and details the
content of the guidebook along with additional features such as recipe information,
links to other food-related sites and travel information for visitors to the island.
Management, Monitoring and evaluation of the Trail
The Trail is supported by the economic development agency, Highlands and Islands
Enterprise, through the local enterprise company, Argyll and the Islands Enterprise
(AlE) who have funded the initiative thus far. Additional funding has come from the
LEADER II Community Initiative. AlE's local officer undertook the majority of the
development work, encouraging participation from some 27 local businesses. Thus
exceeding expectations (Targets - 21 to 25). The bulk of the costs of managing and
operating the Trail are incurred by the assessment process, which requires the use of an
independent assessor. At present, AlE believe that to continue to be successful, the
Trail requires to maintain standards of quality, i.e. to maintain an exclusive
membership policy. Therefore, if members are to be selected objectively, an
independent assessor is necessary. It is possible, however, that this approach will be
revised in the future as the Trail evolves and, in the longer-term, hopefully becomes
self-sustaining. Other costs include the production of the guidebook, promotional
activities, general administration and maintenance of the website. As mentioned above,
public sector fiscal support for the Trail will not continue indefinitely. Therefore
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solutions must therefore be sought regarding longer-term financial sustainability.
Potential methods for achieving this are discussed below.
Two separate evaluative exercises were undertaken by AlE. Firstly, a questionnaire
response card for respondent completion was inserted in the guidebooks. A follow-up
survey was then posted to respondents who gave their contact details. Secondly, a firm
of external consultants was commissioned in March 2000 to carry out an economic
impact evaluation of the initiative. This consultancy exercise included a members'
survey which was undertaken not only to elicit members' views, but also to help
engender a sense of ownership in the members by allowing them to become actively
involved in the monitoring and evaluation process.
Impacts of the Trail
Visitors' and members' perceptions
The questionnaire included in the Trail guidebook engendered 225 responses. In
general the responses were positive. In 1998, for example, 70 per cent of respondents
said that the information contained in the booklet had encouraged them to eat out more
often. In 1999 this figure had risen to 74 per cent. Additionally, a large majority of
respondents (90 per cent in 1998 and 89 per cent in 1999) said that having read the
guidebook, they were prepared to spend more money on meals consisting of locally
produced food. Respondents were also asked about their purchases of groceries and
provisions. Of those respondents who did not already do so, just2 per cent said they
would not be more inclined to purchase groceries directly from producers or small
shops selling local produce after reading the handbook. Finally, when considering a
return visit to the island, 70 per cent of respondents in 1998 and 88 per cent in 1999
said that the quality of Arran's food would be a positive factor in their decision to
return.
· Economic impact of the Trail
Key fmdings from the independent consultant's report (Jackson, 2000) include:

at least 2 FTE (full time equivalent) jobs have been created during the first 2
years of the initiative;
a growth in turnover of some 25 to 40 per cent has been reported by some
businesses, and in most cases the Trail is having some positive effect on
members;
several examples of spontaneous networking between member businesses
point to the capacity of the initiative to stimulate co-operative working
practices;
some members expressed a willingness to become involved in the future
planning and management of the Trail and would consider making financial
contributions to the initiative.
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Although, as a caveat, thought must be given to quality control issues if the Trail
becomes a member-operated or sponsored initiative; and based upon similar initiatives
elsewhere, the Trail as at present will require continued support for several years into
the future.
Among the report's recommendations it was noted that for future monitoring and
evaluation exercises there is a requirement to establish clearly defined performance
criteria. It was also noted that the co-operative working practices that have evolved
should be built upon, and in the longer-term, the Trail may seek to foster and facilitate
networking of this type. Responses to the members' survey were positive overall.
Overall, the guidebook was well received and members felt it gave the visitor a good
impression of the island. There were some critical comments relating to the emphasis
of the guidebook, in-so-far-as some members thought a stronger focus on food
producers might enhance the educational element of the Trail by providing more
information relating to local production methods.
Wider impacts
In November 2000 the authors of this paper undertook primary research into the Taste
Trail on the Isle of Arran. From this interview-based research several important wider
impacts of the Trail were noted. A restaurateur/hotelier reported that the Trail was (at
least in part) responsible for increases in turnover and profit, volume of food prepared
and sold and catering-related customer spend per head. Additionally, this respondent
noted that while his particular business had always used locally-sourced food, the Taste
Trail had encouraged his and other similar businesses to place a greater emphasis on
this aspect of their purchasing policy. One particularly positive impact on the hotel was
that the Trail had lengthened the tourism season by generating increased interest in the
island and in this way allowing the business's two restaurants to open for weekends
during the winter season.

Discussions with the director of a small food production, processing and sales business
on the island strengthened the findings from the consultant's report (Jackson, 2000)
relating to the contribution that the Taste Trail had made towards strengthening cooperation between SMEs (small to medium-sized enterprises). Logistical difficulties
experienced by SMEs in peripheral locations hamper expansion into external markets,
even where limited demand already exists. Itis simply not cost effective to make long
distribution trips for relatively small orders. By working in co-operation with other
suppliers, however, a critical mass of goods for distribution can be achieved that
reduce such barriers to market penetration. By acting as a catalyst to bring together
actors in rural areas The Taste Trail type of initiative, has been invaluable in kickstarting this type of SME marketing and distribution-related networking. Additionally,
the positive branding image afforded by Trail membership - reinforcing individual
businesses' images with the high-quality brand image of the island - helps to create
demand in external market-places from visitors seeking to purchase products they
discovered and enjoyed during their holiday trip upon their return home . .
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Sustainable development
The following section begins by utilising the taxonomic framework introduced earlier
in Figure 1 by describing the ways in which Taste Trail type initiatives may exhibit
sustainable characteristics. Additional sustainable attributes demonstrated by the Isle
of Arran Taste Trail are then discussed. Finally, by relating insights from the Isle of
Arran Taste Trail to Sharpley's (2000) principles and objectives of sustainable
development model, the authors demonstrate how Taste Trail type initiatives have the
potential to fulfil at least some of the criteria therein. It is argued that this type of
development can provide a means to bridge the gap between sustainable tourism
development and its 'parental' paradigm, sustainable development, in this way
addressing Sharpley's concern that the principles of sustainable development do not
relate well to the tourism: specific context.
Sustainable dimensions
Returning to the taxonomic framework illustrated in Figure 1 above; Boyne et al.
(2002), note that ongoing regional and local development programmes are operating
most strongly in the direct production-related (DPR) and indirect consumption-related
(ICR) domains of this framework.

Relating these domains to sustainable development issues, within the DPR:
1) the supply chain management aspect - specifically, locally-rooted survival
capacity is enhanced through the creation of sector back linkages and the
formation of strategic alliances; and
2) the production of food aspect - what to produce and how to produce it are key
product development and quality issues.
This second aspect is closely related to:
a)
b)

c)

the marketing/promotion aspect seen in the ICR domain;
issues such as those described in the Forward Strategy for Scottish Agriculture
(Scottish Executive, 2001, pp. 29-37) relating to food quality and
environmental implications of the ways in which food is produced; and
with Hughes' (1995a and 1995b) comments on how consumers conceive food
production processes in relation to food and environmental quality.

Within the ICR, in addition to the marketing and promotion elements where efforts are
usually necessary to maintain or generate visits to a destination, is the consumption of
agricultural landscapes and settings aspect. This tourism food relationship could be
purposefully accentuated in Taste Trail type initiatives so that there becomes a very
specific rationale for the maintenance of small-scale food production and/or artisan
food production. That is, the relationship between food production· and tourists'
consumption of agricultural landscapes and settings is clearly, yet at the same time,
implicitly, expressed in the marketing/promotional brochures etc. The desirable effect
of this in relation to sustainable development is that the tradition of small to mediumscale or artisan agriculture/food production is sustained into the future through
maintaining the strength of ties between the primary production and tourism sectors.
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In addition to the development characteristics described above, the Isle of Arran Taste
Trail can be seen to demonstrate good practice in other areas such as:
(i)

its small-scale nature. For example:
the Taste Trail does not aim to increase visitor numbers. Rather it seeks to
influence visitors on arrival, increase spend per head and dispersal of visitors
throughout the island; and
the extension of the tourism season can provide off-season benefits for the
island's tourism-related businesses.

(ii)

the educational element enhances visitors' experience while fostering an
understanding of and respect for the natural resources of the destination area.

(iii)

reducing economic leakages of creating and/or strengthening back-linkages
described above.

(iv)

the formation of strategic alliances has created opportunities for:
wider distribution and sales networks providing opportunities for sales
without direct tourism impacts from visitors; and
created the framework for greater community involvement, as the Trail
hopefully moves into a self-managing and self-sustaining development
phase.

Principles and objectives of sustainable development
Sharpley's (2000) theoretically orientated paper explores the relationship between
sustainable tourism development and its 'parental' paradigm, sustainable development.
Sharpley argues that the principles and objectives of sustainable development are not
well suited to the tourism-specific context. He also stresses that while 'sustainable
tourism development' has been debated and sought after for some years now, in reality,
tourism development continues to exhibit characteristics of early modernisation
development theory in its aimsand aspects of the later dependency theory of
development in its structure, e.g. exogenous control of the industry by inter- or multinational corporations.
It should be noted that Sharpley's (2000) paper takes international tourism development

as its primary focus. However, in terms of its history of tourism development and
structure of its tourism industry, Scotland is distinct in some important respects from
many 'international' destinations. For example, tourism has developed at a relatively
slow pace for around 200 years (Seaton, 1998), and the majority (approximately 85 per
cent annually) of visitors hail from within the United Kingdom. Additionally, and
particularly in rural areas, the industry does not exhibit an inter- or multi-national
ownership structure, but rather is constituted of SMEs resulting in a significant degree
of endogenous control over development. Perhaps, therefore, in this geographical
context, the relationship between sustainable tourism development and the tenets of
sustainable development may be less strained by the inappropriate development modes
described by Sharpley (2000).
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Sharpley proposes a model that describes the principles and objeCtives of sustainable
development. It contains four areas against which sustainable tourism development is
compared (2000, p. 8). These are fundamental principles; development objectives;
sustainability objectives and requirements for sustainable development. Considering
the first of these theoretical areas - the fundamental principles - in the light of the
authors' research into the Isle of Arran Taste Trail, the following insights are generated.
Fundamental principles
Firstly within this domain is the holistic approach. Specifically, what is meant by this
is that ' .. . development can only be sustainable if it is considered within a global
political, socio-economic and ecological context' (2000, p. 8). Sharpley goes on to
note, however, that ' ... the extent of the holistic approach to tourism development is, in
general, the tourism system itself (2000, p. 8-9). However, within the context of the
Isle of Arran Taste Trail, the development is intrinsically multi-sector - drawing
together the tourism, food-production, catering and retail sectors and also to some
extent the transport sector. Indeed, the ferry link's on-board Area Tourist Board (ATB)
Tourism Information Centre (TIC) is, for many visitors, the first point of contact with
Taste Trail promotional material. It is possible to purchase local produce from the
boat's catering unit, which vends at least one type of island produce in the form of local
milk from a Taste Trail member. This rriulti-sector principle will also mitigate against
the destination area becoming over-dependent on tourism as an economic activity.

Although the Isle of Arran Taste Trail is by definition a localised venture, linkages do
exist with regional and national tourism and · agriculture planning strategies (Scottish
Executive, 2000; AATB, 2001; Scottish Executive, 2001). Specifically, the national
tourism strategy describes quality products and natural produce as a strength of
Scotland's tourism resources (Scottish Executive, 2000, p. 13). The regional tourism
strategy document includes Arran and the Taste Trail as elements of its 'strategic focus'
(AATB, p. 15, .17); and the Forward Strategy for Scottish Agriculture (Scottish
Executive, 2001, p. 29-36) highlights the importance of quality and environmental
issues in relation to food production. Thus exemplifying how high-quality foodstuffs
are 'good for the environment and good for business' (p. 29). Additionally, at a
supranational level, EU (European Union) economic and social cohesion policies are
actively encouraging bottom-up, locally participatory development initiatives such as
the Isle of Arran Taste Trail. Indeed the Isle of Arran Taste Trail was partly funded by
the LEADER II community initiative.
Through a consideration of the characteristics of the Isle of Arran Taste Trail within the
framework of Sharpley's holistic approach, we can see that the Taste Trail
demonstrates "multi-sectorality", is integrated within regional, national and EU level
development strategies, and mitigates against a common cost of tourism development,
over-dependence on tourism. Another way, in which the Taste Trail development may
be viewed as demonstrating the holistic approach, is in its community participatory
element.
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During the authors' fieldwork on Arran, it was noted by one respondent that the
'community strength' displayed by participants in the scheme had contributed
extremely positively to the successful development of the initiative. It is suggested
here that Arran's geographical status as an island may have contributed to the successes
of the initiative in respect of: (i) the community participatory element - due in some
part to a 'sense' of spatially defined community membership amongst participants, and
(ii) in relation to its mutli-sectoral dimensions -the physical boundedness of the island
will have played a historical and contemporary role in strengthening local economic
(and social) linkages.
If this is the case, it is theoretically attractive to suggest that in other (mainland) locales
where community participatory forms of development are being implemented, the
creation of some locally appropriate limitary perimeters may help engender a 'sense' of
community. And thus strengthen the potential of the initiative in (i) above - the
community participatory element - which may then go some way to ensuring successful
outcomes in (ii)- the multi-sectoral dimension.
Sharpley's second fundamental principle, 'undoubtedly a primary concern of
sustainable tourism development policies' (2000, p. 9), is futurity. Sharpley suggests
that, , sustainable tourism development programmes often focus on ecological
sustainability to the detriment of longer-term socially-orientated development goals,
such as sustaining income and employment potential for future generations. In many
areas of the EU, the hotel and restaurant industry sectors are dominated by SMEs
(RWI/EPRC, 2000, p. xii). In the UK, family firms account for around 75 per cent of
all business ·enterprises (Cromie et al., 1999), and in Scotland, small enterprises
(between 3 and 20 employees) in particular have a larger role in the economy than in
the UK as a whole (RWIIEPRC, 2000, p. 130). Taking the information presented
above, together with the tradition of inter-generational succession in the majority of
agricultural enterprises in Scotland, it can be argued that many rural tourism-related
businesses enjoy a strong intergenerational commitment, and therefore a strong futurity
dimension. This dimension will be strengthened where; as exemplified by the Isle of
Arran Taste Trail, strong multi-sectoral interlinkages exist between the tourism and
food-production sectors.
The final fundamental principle is equity, referring to the need for stakeholders to
receive an equitable share of the benefits accruing from tourism development.
Sharpley writes that ' ... the flows and structure of international tourism suggests that
equitable development through tourism is unachievable' (2000, p. 10). Again,
however, the difference between internationally oriented tourism and that with a greater
domestic focus may be significant in relation to fulfilling the fundamental principles of
sustainable development.
The vertically integrated, and often western-owned
marketing, transportation and service provision components of the international tourism
industry are not apparent to the same degree in the context of domestic tourism, and
certainly not in the context of the Isle of Arran Taste Trail. Nor are such vertically
integrated structures, which often militate against local control over resource use and
can lead to loss of local earnings through economic leakages from the destination area,
evident in the case of the Tastes ofNiagara initiative as described by Telfer (2000).
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Objectives and requirements for sustainable development
While this paper has related the authors' experiences from the Isle of Arran Taste Trail
to Sharpley's (2000) fundamental principles of sustainable development, this has been
at the expense of the remaining three domains in Sharpley's model - development
objectives, sustainability objectives and requirements for sustainable development.
There is evidence, how~ver, that Taste Trail type developments can satisfy at least
some of the criteria within these domains. In order not to omit these domains from this
analysis, but for the sake of brevity, Table 1 illustrates these three domains and
highlights areas where the Isle of Arran Taste Trail has gone some way to satisfying
Sharpley's criteria.
Table 1

Objectives and requirements for sustainable development

Domain and themes
Development objectives
improvements of the quality of life
for all people

education

the Isle of Arran Taste Trail experience

owing to the multi-sectoral dimension, the
benefits are spread relatively widely
if the Trail can provide sustainable employment
opportunities, then it may help stem out-migration
of younger working age individuals and families
in this way maintaining the viability of schools

Sustainability objectives
population levels

see 'education' above

sustainable use of renewable
resources

the Trail is based around food and beverage
products -both renewable resources

Requirements for sustainable
development
adoption of a new social paradigm
relevant to sustainable living

international and national political
and economic systems dedicated to
equitable development and resource
use

this, in all likelihood, has not happened in Arran.
Regardless of sustainable tourism development,
this new social paradigm remains a rarity at any
significant scale in global terms
although perhaps still some way short of this
position, UK development strategies usually cite
sustainable development as a goal. At an EU
level, the LEADER II Community Initiative
which partly funded the Taste Trail has a
significant emphasis on community participation
in the development processes

Source: after Sharpley (2000, p. 8)
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Summary and conclusions
The relationships between tourism and food are increasingly being drawn upon within
regional development initiatives that aim to enhance the social and economic viability
of rural areas by creating back-linkages between the tourism and food production
sectors. From an examination of the tourism-related research literature dealing with
tourism food relationships, Boyne et al. (2002) identify discrete areas in which future
regional development research may be focused. Using the model illustrated in Figure 1
as an organising framework, and based upon insights gained from research undertaken
on the Isle of Arran Taste Trail, the authors examine ways in which Taste Trail type
developments can be viewed as demonstrating sustainable characteristics.
Characteristics of the Isle of Arran Taste Trail, as an example of this type of regional
development initiative, . are then considered within Sharpley's (2000) sustainable
development principles and objectives model. The emphasis of this analysis is on
Sharpley's three fundamental principles of sustainable development -the holistic
approach, futurity and equity. It is revealed that in respect of these fundamental
principles, and indeed other areas of Sharpley's model, the Isle of Arran Taste Trail
successfully demonstrates sustainable aspects. However, it is noted .that this example
contrasts significantly with the context of international tourism that Sharpley's model
takes as its primary focus. Specifically, this contrast occurs due to the small-scale
nature and domestic tourism focus of Arran's tourism industry.

The authors note the positive contribution from the community participative element of
the Isle of Arran Taste Trail initiative. They also develop the notion that this strength of
community cohesion has its roots in the geographical boundedness conferred upon
Arran by its island geography. From this, they develop the idea that community
cohesion in other areas could be enhanced by the artificial creation of boundedness,
which would impart a spatially based 'sense of community'. It is suggested that this
concept of 'limitarity' - created or provided in Arran's case by the limitary nature of
the ocean - can provide a spatially based sense of community. In this way it can
enhance the community participatory element of development initiatives - an aspect of
regional and tourism development which is often cited within the context of sustainable
development as being highly positive and desirable.
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