THE
TOURISM
COMPANY

Dorset Destination Management Plan
2014 - 2018

Final report

July 2014

155 High Street | Teddington TW11 8HH | UK| T +44 (0)20 3328 3580
15 The Southend | Ledbury | Herefordshire HR8 2EY | UK| T +44 (0)1531 635451

Thetourismcompany.com | cevans@thetourismcompany.com




Contents

(6o ] 01 (=T o | £ PP PPPPPPPTRN 2
PrEIACE ettt ettt e ettt £ e b et be she e bR sk ea st et e b ne et et eb e a et et e aetes 3
1 INEFOTUCTION ...ttt sttt e e bt e e st e e st e e s bt e sbeeeaee e aeeesaees 4
2 TOUFISIM TN DOTSET ...ttt ettt ettt e e et e e s et e e sttt e e e nbeeeseaneeeesanseeeeenreeesanneeas 7
3 The StrategiC APPrOACK .....evi et e e et e e e e e e e e e aaae e s nsaeeeeanes 16
4 Raising the profile 0f DOISEt......ccccciiii e e e e ere e e e eaee e eanes 21
5 Capitalising on Dorset’s inherent resources - coast and countryside ........ccccccveeevcieeeecnennnn. 29
6 Enhancing quality and diStinCtiVENESS.......cccuuiii i ree e 33
7 Supporting tourism businesses and human resource development........ccccceeeeveeeecveeeenneen. 39
8 Strengthening delivery structures and ProCeSSES .........uiivciieeiiiieeeeiiiieeeectee e ecre e e ceee e e 41
9 IMPIEMENTING the DIVIP ..ottt e e et e e e e ate e e e saae e e e earaeeeeaseaeesnnsaneesnnns 48



Preface

Dorset is a beautiful county with stunning coastline, attractive rural landscape and villages and
some of the best resorts in the country. It also has a successful tourism industry that
capitalises on these natural resources and has developed an infrastructure of visitor
accommodation, attractions, activities and events that can also draw on the rich cultural
heritage of the County. Tourism is a leading contributor to the overall economic well-being of
Dorset; it sustains and supports a significant number of jobs.

Notwithstanding this position, the Dorset Local Enterprise Partnership (LEP) feels that the
potential for future growth, prosperity and employment in tourism is not being fully exploited
and that there is a need for clear strategic guidance with supporting actions. This Destination
Management Plan (DMP) is seen as an important framework to deliver activity, working with a
variety of stakeholders including local authorities and tourism businesses, across the whole of
Dorset including Bournemouth and Poole. It is a shared statement of intent that articulates
the priorities and roles of the different stakeholders and identifies the shared actions that
they will take to develop the destination over the next five years.

The Tourism Company was commissioned in November 2013 to prepare this DMP, including
proposals for a new Destination Management Organisation (DMO). This new partnership will
facilitate growth in the tourism economy in Dorset working alongside existing local authority
structures, private sector associations and other stakeholders, to deliver the DMP.



1 Introduction

1.1 Tourism and the visitor economy

“Tourism is the act of travelling to, and staying in, places outside one’s usual environment for
leisure, business and other purposes. Tourism includes day visits using the same criteria.”

Tourism includes business tourism, social visitors staying for a function and day visitors i.e.
anyone undertaking an activity that is not in their normal routine. These are important
markets for Dorset but not always recognised as tourism.

“The visitor economy covers all aspects of the economy related directly or indirectly through
the supply chain to the provision of services to visitors and benefitting from their spending.”*

The visitor economy is a more inclusive concept than tourism, involving a wider range of
activities and embracing the total visitor experience including the ‘sense of place’. It depends
upon public bodies and voluntary groups as well as private sector businesses. The visitor
economy has an interdependent relationship with a range of sectors including transport,
retailing, catering, culture, heritage and entertainment, amongst others.

The importance of these definitions for Dorset is the recognition that the visitor economy is
large and diverse including not only hotels and traditional tourist attractions but a range of
local services and providers from transport to toilets, from the local cafe serving a visitor to
the florist supplying a wedding venue.

Tourism and the wider visitor economy can — and does - contribute significantly to local
prosperity and quality of life in Dorset, both of which are key goals for the Dorset LEP and local
stakeholders.

1.2  What is Destination Management?

Destination Management is a process of coordinating the management of all aspects of a
destination that contribute to a visitor’s experience, taking account of the needs of visitors,
local residents, businesses and the environment. It is a systematic and holistic approach to
making a visitor destination work efficiently and effectively so the benefits of tourism can be
maximised and any negative impacts minimised?. It embraces the idea of sustainability i.e.
tourism which brings economic benefit, is sensitive to the environment, is welcomed by the
community and results in satisfied visitors. Delivering a quality experience to the visitor is a
priority.

In this definition, the term ‘management’ is taken in its widest sense. Crucially, destination
management includes the planning, development and marketing of a destination as well as
how it is organised and maintained physically, financially, and operationally.

1 Principles for developing Destination Management Plans, Visit England, 2012
2 The visitor economy can also have negative impacts. Additional visitors can create unwelcome development and
management pressures for the local community. Some activities can cause local congestion.



Destination management is all about communication, involving all stakeholders in planning
and decision-making through partnership working as well as communicating with visitors to
monitor success and consulting residents to evaluate impacts. In Dorset, the different tiers of
local government and the traditional line drawn between the two unitary authorities and the
rest of the County mean that communication and co-ordination are even more critical.

1.3  Why a Destination Management Plan?

A Destination Management Plan (DMP) is a shared statement of intent to manage a
destination in the interests of the visitor economy, over a stated period of time, articulating
the agreed roles of the different stakeholders and identifying clear actions that they will take.

Tourism has to be managed in a sustainable way, to maximise the benefits for long-term
prosperity and reduce any negative impacts. The visitor economy is complicated and
fragmented. The private sector component comprises many businesses, most of them small.
Working alone they cannot manage and sustain tourism across a destination. For example,
they cannot provide or maintain the necessary infrastructure or market the whole area or
train and develop a skilled workforce without some assistance. Similarly, there are many
public agencies, and departments within them, that contribute in different ways to tourism
development and management along with a plethora of third sector parties, community
groups and individual projects. For tourism to be successful and make a constructive and
sustainable contribution to the local area, all parties need to co-ordinate activity and work to
common, agreed goals, set down in a reference document such as this DMP.

A DMP can play an important role in identifying how the full range of local authority policies
and services (in planning, transport, environmental management, leisure and recreation,
culture and the arts) can support the visitor economy on the one hand and be supported by it
on the other. By showing these links it prevents tourism being treated in a silo and shows it as
a core contributor to economic development.

This is therefore a plan for all those with an interest in the future of tourism in Dorset. This
includes:

e The private sector, responsible for running their tourism related businesses and
meeting the day-to-day needs of visitors;

e Local government departments in the County Council, Unitary, District, Town and
Parish Councils, responsible for a range of services that impact on destination
management;

e The various economic and community development projects that impact on tourism
and the destination such as the various BIDs in the County;

e The local community with an interest in tourism related opportunities and possible
impacts upon their way of life;

e Any other stakeholders who need a robust, evidence-based plan to strengthen the
case for funding and assist in identifying projects to support; and

e Politicians, who have to agree policy and allocate public sector resources.

This DMP sets the parameters for tourism development within Dorset for the next five years
(2014-2018). The Plan, however, is simply a tool in an on-going Destination Management
Planning process. It is not an end in itself but more of a flexible reference point that will need
to be reviewed and updated through the Plan period and beyond.



1.4 The development and content of this DMP for Dorset

The development of this DMP has been guided by the Dorset DMO Steering Group, comprising
key tourism stakeholders. A wide range of national and local sources of data were used to
form a picture of the visitor economy in the County. All tourism-related enterprises in Dorset
were invited to provide information on their performance and needs and to comment on
priorities for the destination®. In addition, individual meetings were held with local
authorities, tourism associations and other relevant bodies across Dorset.

The detailed findings from the research and consultation is contained in a companion volume
to this document — the Dorset DMP Evidence Base.

The sections that follow start with a summary of the main points from the evidence base. We
then look to the future, setting out an aim, vision and five strategic objectives. The remainder
of the document takes each of these objectives in turn, identifying priority action areas to be
pursued. Finally, this is summarised in a table which identifies responsibilities for
implementation.

3 The enterprise survey was conducted on-line and resulted in 377 completed responses (see Evidence
Base).



2 Tourism in Dorset

The following summary of key features and issues is drawn from the Evidence Base which is
available separately.

2.1 The impact of the visitor economy in Dorset

A recent study by Deloitte* has identified the wider impacts and close linkages that exist
between the visitor economy and other sectors of the economy. The visitor economy is
important in generating income and jobs in rural areas and in town centres where leisure uses
also play an important role in maintaining the vitality and vibrancy of High Streets. It is often a
catalyst for regenerating and improving destinations as demonstrated in cities such as
Liverpool and Glasgow but also small towns such as Margate and Hay on Wye.

The Deloitte report confirms that tourism can contribute to the wider policy agenda including
economic and social inclusion, enterprise/business formation and regeneration.

New research by VisitEngland and the Office for National Statistics has revealed that tourism has
been a major driver of jobs in England since the recession. Between September 2009 and September
2013, the number of people working in the English tourism industry rose by six per cent, equating to
153,000 jobs. In comparison, employment rose by only three per cent in other industries.’

The Dorset economy is in a relatively good state of health, as evidenced in the Dorset LEP Strategic
Economic Plan® and the Local Economic Assessment’, but the headline indicators mask some areas
of concern:

e GVA per employee is comparatively low. This varies across the area but in places it is up
to 21 percentage points below the national average. The County has a relatively low wage
economy;

o Dorset is experiencing skills gaps at all levels, exacerbated by demographic change. This
presents challenges and opportunities for the workforce and service provision;

e Unemployment rates are below the national average but there are some local areas of
relative deprivation within Bournemouth and Weymouth; and

e Thereis a need to address increasing traffic congestion in the urban areas and inadequate
connectivity (high-speed broadband and mobile phone coverage).

Tourism already plays an important part in the local economy; it can and should play an even
stronger role in meeting wider economic objectives. The most notable features of the Dorset
visitor economy are set out below.

The total expenditure associated with tourism trips to the County is an estimated £1.25 billion
per annum®. Revenue has grown by 6% over the last three years. The direct tourism GVA in
Dorset is £450m a year. Multiplier effects increase these figures significantly.

4 The Economic Contribution of the Visitor Economy: UK and the Nations, Deloitte, 2010

5 Reported in VE Newsletter, April 2014

6 Dorset LEP Strategic Economic Plan, 2014

7 Local Economic Assessment for Bournemouth, Dorset and Poole, 2011

8 Figures based on three year average figure for 2010 — 2012 taken from GBTS Analysis, 2006 — 2012, Visit England.
This gives different figures to those presented by the STEAM model.



Dorset has seen an increase in visitor spend in recent years, but this has not kept pace with
the increases seen for England as a whole.

Bournemouth is the single largest recipient of visitor spending, accounting for almost one
third (31%) of the County’s total. West Dorset comes next with almost a fifth of the total (18%)
and Poole third with 12%.

Direct GVA from tourism equates to 2.99% of the economy of Bournemouth and Poole and 4%
of the economy of rural Dorset. These figures compare with an average of 4.05% for the
South West region and 3.47% for England as a whole.

Tourism jobs may not be as high value as those in some competing sectors but the evidence
suggests that the sector creates a significant number, and proportion, of jobs and supports a
significant number of businesses within the County. 42,000 individuals are employed in
tourism in Dorset as a whole, of whom 38,000 are employees. Just under half of all tourism
employees are in full-time jobs, and the remainder work part time. Bournemouth has the
largest number of individuals employed in tourism (11,200) whilst North Dorset has the lowest
(2,100). Tourism accounts for 20% of employment in Weymouth and Portland, 18% in
Purbeck, 16% in Bournemouth, 14% in Christchurch and 12% in West Dorset — all higher than
the national average of 10%.

The relative importance of the visitor economy, as identified by the above figures, underlines
the important role it can play in contributing to the target of 40,000 new jobs set in the
Strategic Economic Plan for Dorset. However, its value as a generator of prosperity and
employment can also be seen from some other key characteristics of the sector:

e |tis aflexible and versatile sector to work in and offers a range of entry level
opportunities for school leavers, for people without formal qualifications, for those re-
entering the workforce and for part-time or temporary employees. In this way it is
more able to provide employment in the identified deprived areas than those sectors
demanding a higher educational entry level. Itis also well placed to contribute to the
rural economy;

e |t offers relatively easy access to entrepreneurship e.g. letting out rooms in one’s
home, a field for camping, opening a café or an attraction;

e There is a synergy between the visitor economy and other sectors that often goes
unnoticed. Hotels provide essential infrastructure (accommodation and meeting
space) for businesses and the local community. Conferences, exhibitions and other
business events play a vital role in economic, professional and educational
development. Tourism will have an important role to play in the proposed major
investments at Bournemouth airport and Poole Harbour;

e Tourism can also help raise the profile and promote a positive image of Dorset to the
outside world which, in turn, can attract investment and make people feel better
about the place in which they live; and

e Visitors can provide financial support for hard-strapped public services through their
payment for car parks, public transport, cultural facilities, local events etc.

Tourism can therefore play a very important part in the local economy and help local
authorities meet a range of economic and well-being objectives.



2.2  The visitor market

In 2012 Dorset attracted just under 15 million visitor trips, made up of around 3 million
domestic staying visitors, 0.4m overseas visitors and 11m day visitors. It is the 9th most visited
County in England in terms of domestic staying visitors. Devon and Cornwall are in 2" and 4%
place respectively. Dorset is just behind Devon but ahead of Cornwall in terms of overseas
visits. It has a higher proportion of holiday trips than England as a whole, but relatively fewer
business and VFR trips.

Over the last six years, although expenditure has risen, Dorset has seen a 3.6% drop in the
number of staying visits. This is at a time when numbers across England as a whole have
grown by 1.6%, pointing to a drop in Dorset’s market share. However, Dorset is not alone —
the other South West counties have also experienced falls over the same time period. This is
largely due to a fall in domestic visitors; overseas visitors have risen over this period.

Just over three quarters of the County’s visitors are day visitors, with the remainder being
staying visitors. Although day trips are the mainstay of Dorset’s visitor market, as elsewhere,
the County has a higher proportion of staying visitors than other South West counties. It is
more difficult to chart the trends in the day trip market due to the absence of comparable day
visit data over time. However, data drawn from the Cambridge economic tourism model
suggests that day visitors to Dorset have increased over the last five years.

Bournemouth is the most visited part of Dorset, with an estimated 3.46m visits per annum in
2012, including day and staying visitors. This is followed by West Dorset (2.87m), Poole
(2.08m) and Purbeck (2.01m). If domestic staying visits are considered alone, Weymouth &
Portland rises to third place.

The following characteristics of visitors® to Dorset are important in considering future
priorities and approach:

e South East England is the single largest market for Dorset (29% of visitors), followed
by the South West (28%). London accounts for 8% of all visitors;

e Just over half of Dorset visitors (51%) are in a group of two adults with no children.
Families with children make up 28% of the County’s visitors. The County attracts a
high proportion of mature visitors; more than two thirds of Dorset’s visitors (68%) are
aged 45 years or older. Fewer than one-in- ten (9%) visitors are under 35 years old;

e The seaside, beaches and coast are the most-commonly cited primary motivation for
visitors to come to Dorset. ‘Scenery, countryside and natural history’ is a general
motivation to visit the area;

e Previous visits are the most influential source in motivating visitors to come to the
area followed by information from friends or relatives and the internet. Official
sources of information (e.g. destination websites and guides) appear to play a
relatively modest role in terms of providing pre-trip information to prospective
visitors;

e When planning trips to Dorset, the majority know where they want to go and look for
information on those specific places. However, nearly a fifth of Dorset visitors are
likely to look for information on Dorset more generally to get ideas about places to

9 Mainly taken from the Dorset Visitor Survey 2009, supplemented by the Off-Peak Visitor Survey 2011.



visit/to stay. In planning future trips, visitors indicate that they are more likely to
include the word ‘Dorset’ in their internet searches than specific destinations in the
County;

e Travel to and around the County is dominated by car use but recent years have seen a
shift towards increased use of other transport modes;

e Walking on the coast or in the countryside is the most frequent activity undertaken by
visitors to Dorset, followed by exploring towns and villages; and

e The pattern of visits by domestic, overseas and day visitors is more seasonal in Dorset
than it is for England as whole.

2.3  The tourism product

Dorset includes some of the most attractive and ‘tranquil’ rural and coastal product in the
country with one of the country’s premier resort destinations.

The County is reasonably accessible by road and rail from London and the South East,
although the road and public transport network within Dorset, notably to the north and east,
has severe limitations. This impacts on the potential for greater integration between the
markets of the SE Dorset conurbation and the rural north and west of the County. The
gateways provided by Bournemouth airport and the cruise ports at Poole and Portland offer
special opportunities for tourism.

Bournemouth is a high quality family resort with a large stock of accommodation and the
international conference centre. Poole and Weymouth are centres of national/international
importance for all things to do with maritime tourism and recognised as such within the
special interest markets.

Dorset has some exceptional rural and coastal landscape including the Jurassic Coast World
Heritage Site and the wider AONB. This is complemented by a number of coastal and rural
market towns and attractive villages providing a range of services as well as heritage interest.

There are nearly 7,500 serviced rooms in 120 establishments of 20+ rooms located around the
County and around 10,000 additional serviced rooms in around 1,100 smaller establishments
(<20 rooms). This is a relatively large volume of accommodation but it is concentrated in
Bournemouth (56% of the larger establishments and 29% of all rooms). There is also a
shortage of high quality and branded accommodation which is a constraint in a number of
valuable markets. The range and type of accommodation is a factor in the performance of
local hotels, with room occupancy significantly below the England average.

In the self-catering sector, there are over 1,500 holiday dwellings and 137 camping/ caravan
sites with 15,000 bedspaces in the former and 110,000 in the latter. Generally, the self-
catering sector (holiday dwellings and caravan sites) is seen as being of excellent quality
overall with a number of high quality sites.

The County has some notable attractions including important heritage sites, a large number of
museums, family attractions and outdoor recreation sites. Most are located in West Dorset,
Purbeck and Poole. There is a perception that there is a shortage of wet-weather attractions
and the majority are rural based; Bournemouth, for example, has relatively few attractions.
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Dorset is a cultural hot-spot, with some major venues, a large number of events and festivals
(sporting, artistic, food, heritage etc.), historic literary connections, resident artists and
craftspeople and has been the location for a large number of international films.
Notwithstanding the large number and variety of events, there is a view that events and
festivals could play a bigger role in drawing in more visitors if better coordinated and
promoted.

The County has a growing reputation for its food offer, including local producers, markets,
retail outlets, personalities, festivals, and some excellent restaurants.

In addition to the above evidence about the product on the ground, it is also important to
consider how this relates to the images and experiences of Dorset by existing and potential
visitors.

Given the paucity of research into the perceptions of Dorset amongst visitors, it is difficult to
assess the relative strength of the Dorset tourism brand. Anecdotally, the County has a relatively
positive image as an attractive, ‘well-heeled’ area (the ‘Provence of England’) but a relatively low
profile as a holiday destination in comparison with Cornwall or Devon. Awareness of Bournemouth
is probably higher than that for the County as a whole. This is borne out by coverage in
guidebooks.

The County brand appears to be stronger than any single Dorset destination. A Google analysis
reveals more searches are conducted using the term Dorset than are conducted using any one of
the destination names.

In customer satisfaction terms, it is helpful to refer to Visit England research that identified those
factors that made the ‘best performers’ stand out. These were; unspoilt countryside, safety and
security, quality of accommodation, clean and tidy environment, welcoming and friendly people
and quality of food and drink. Many would feel that Dorset performs well against most of these
points but against an average score of 93 for England and 97 for the South West, Dorset as a whole
scores 92, Weymouth scores 95, Bournemouth scores 92 and the rest of Dorset scores 95°,

Key findings from Dorset’s tourism businesses

The survey of enterprises conducted to inform this DMP (see Evidence base) raised a number of issues
which are reflected in the DMP:

e Enterprises have seen mixed fortunes over the last three years with an almost equal split between

those seeing increased, decreased or static business. However, just under half expect to see growth
in the next three years and less than 5% expect decline;

e Nearly three quarters of enterprises see an uplift in income/turnover as essential or necessary;

e The need for more business is focussed on off-peak periods but there is also significant capacity
during the summer peak;

e Economic uncertainty and lack of capital are identified as the main barriers to future growth but
almost half the respondents had plans to develop or expand their business;

e Just over 40% of respondents undertake no training but over one third of respondents would
welcome it. Marketing, customer care and product knowledge were the most popular subjects for
training;

e Visiting the coast, the countryside, the towns and villages and food & drink were seen as the most
important reasons for their customers to visit;

10 Understanding Visitor Satisfaction 2012-13, Visit England
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e Providing basic visitor services (e.g. car parking / toilets) was identified as the most critical issue
when considering the gap between importance and performance. Marketing, market research and
information services were also high priorities;

e Enterprises relied largely on their own marketing but nearly three quarters of respondents felt
destination marketing by others was very or quite important;

e Promotion of the area using the County brand receives more support than using individual town
names or themes; and

e There was no clear consensus on the best management approach but the idea of local authorities
working together was marginally the most popular option.

2.4  Destination management, organisation and marketing

Visit England’s priority is to have robust destination management and marketing plans in
place, developed and implemented at local level by the appropriate stakeholders. Following
the demise of previous DMOs for the old County, there is now no formal structure for
destination management across Dorset at a whole.

DCC no longer has a tourism function but is involved in destination management through its
commitments to the countryside (AONB, Jurassic Coast etc.) and rights-of-ways, transport,
culture, libraries and education.

There is a varied commitment towards tourism per se from the eight unitary and district
authorities. Bournemouth, Poole and West Dorset commit significant resources to the sector.
West Dorset and Weymouth & Portland work together in a shared services partnership,
providing one tourism team which covers both areas. Purbeck has a tourism officer who
supports the wider Visit Dorset initiative. East Dorset, Christchurch and North Dorset have no
formal tourism function. There is, however, currently a strong partnership between the rural
Dorset authorities, under the branding of Visit Dorset, carrying out Dorset-wide promotional
activity and development of the visit-dorset website. This is led by the West Dorset &
Weymouth and Portland tourism team on behalf of the Visit Dorset partners.

All the authorities play an important role in destination management, through a range of
departments, although it is not always acknowledged as a tourism related service. They
manage and invest in town centres, the countryside, beaches, the provision of cultural
facilities, events and attractions, transport, information and promotion of their area. All the
local authorities are under severe pressure to cut budgets and tourism, as a non-statutory
function, is under particular pressure.

There is no formal organisation for the tourism private sector at present at County level
although there are various business associations including the Dorset Chamber of Commerce
and a number of local Chambers and local tourism/hospitality associations. There is a strong
tourism education and training sector within the University and local colleges.

While there is a new-found appetite for a county-wide approach to destination management,
including the two unitary authorities, there is some concern about the danger of creating an
unsustainable superstructure and uncertainty about the appropriate form and function of any
new body. There is no ready-made model for the situation in Dorset but there is a perceived
need for strategic direction and greater commitment from stakeholders to destination
management, particularly the promotion of Dorset as a complementary brand.

12




2.5 Policy context

National development policy focusses on encouraging economic growth, building sustainable
communities, valuing the environment and respecting local aspirations. The role of tourism in
contributing to each of these priorities does not appear to be clearly articulated or
understood.

The Strategic Framework for Tourism in England 2010-2020 recognises the sector’s potential
and projects 5% pa growth. Emphasis is placed on the importance of better marketing and
being able to deliver the promise in destinations which requires a coordinated and sustainable
approach by the tourism industry, ideally through an effective destination management plan.
Seaside resorts, rural tourism and business tourism are priority action areas that are
particularly pertinent to Dorset.

Overarching policy themes and priorities within Dorset, including those of the LEP, are similar
to the national agenda. Key priorities, many of which can be well addressed by tourism,
include:
e The creation of a balanced, strong economy through sustainable development of
priority sectors (although tourism is not yet identified amongst them);
e Increasing employment opportunities, skills and training as significant pockets of
people with low aspirations and skill levels persist;
e Town centre regeneration providing new purpose to help address the decline of High
Street retailing;
e |Improving connectivity; and
e |Improving and protecting the environment, supporting local communities,
encouraging cultural development and promoting a healthy living agenda to improve
quality of life.

There is no current tourism or visitor economy strategy for Dorset. The previous regional
tourism strategy promoted the concept of ‘customer experience clusters’ and a subsequent
DMP prepared for the old Dorset DMO, Destination Dorset (DD), in 2008 focused on dispersal
and attracting higher value visitors. DD developed five strategic aims that reflected this
previous work.

Local policy appears supportive of tourism’s outcomes but only Bournemouth, Poole and
Purbeck currently have a formal tourism policy. Tourism is, however, a key feature in the
strategic documents for the AONB, the Jurassic Coast and the emerging Culture and Tourism
Network.

Bournemouth, in its 2010 Tourism Strategy, sets out a 10 year vision to be ‘Acknowledged as
the UK’s premier resort for leisure, business and educational tourism’ based on effective
management, dynamic marketing and continuous development. The overall aim of Poole’s
Tourism Strategy (2006-2015) is to maximise the positive contribution that tourism can make
to the image, the environment and to the economic well-being of Poole. These two authorities
also have a joint policy and strategic priorities that include targeted marketing and
development initiatives, quality of delivery from planning through to the actual visit and
ensuring a green and balanced industry. Underpinning these are commitments to partnership
working and intelligence gathering.
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The other local authorities have various documents relating to tourism in one way or another.
With the exception of North Dorset, all have supportive statements in their broader economic
development policy.

2.6  Future challenges and trends

Future patterns of tourism in Dorset will be partly determined by what happens on the ground
but also influenced by external factors outside local control.

The well-known drivers of change closely linked to tourism include:
e The economic situation nationally;
e The changing population structure and lifestyles;
e Growing environmental concern;
e The rise of digital communications; and
e Competition from other destinations.

No-one can say with certainty what the on-going cumulative impact of these changes will be.
Some of the drivers and policies may cancel each other out but the general message is that:
e Private sector investment and public sector support is likely to remain constrained in
the short to medium term;
e Tourism growth is not guaranteed and may have to come from capturing market share
from elsewhere; and
e The market is generally more sophisticated and less loyal.

Success will depend upon:
e Understanding different and changing market needs;

e Raising sights to match and exceed what the competition is offering;
e Not taking for granted that consumers know what Dorset has to offer;
e Providing compelling reasons and triggers to visit; and

e Raising the profile of the County.

The most likely outlook for the UK in the next five years is that, overall, tourism demand is
likely to be sustained at around or just above the same level but the better managed
destinations should see significant growth. Dorset needs to be one of them.

2.7  Strengths and weaknesses

Key points arising from the assessment of the current situation are summarised in the form of
a SWOT analysis.

In brief, the main strengths of Dorset as a visitor destination are its access to a large market,
the excellent natural resources of the coast and rural hinterland, the towns and resorts, the
local arts, culture and food offer and the range of attractions and activities. The County has a
relatively low profile as a destination but the main weakness is the lack of appreciation of, and
commitment to exploit, the potential that exists.

14



Fig 2.1: SWOT analysis

STRENGTHS

WEAKNESSES

Access for large catchment population
Bournemouth, a major family resort
Unique water sports environment
Attractive small towns and villages
Designated coast line and rural areas
England's only natural World Heritage Site
High quality beaches

Network of walking routes/trails including
coast path

Cultural heritage: music, visual arts and
crafts, literature, film, entertainment
Number and range of events

Range of attractions and museums
Range of accommodation

High quality self-catering

BIC and other venues

Local food and drink

Independent shopping

Strong financial commitment from some
local authorities to tourism

Local destination websites

Mild climate vs UK average

Local tourism educational institutions,
including National Coastal Tourism
Academy

Lack of co-ordination and collaboration
amongst stakeholders; no strong voice
Marketing of, and PR for, the County
limited by boundaries and resources
Dependence on repeat, older visitors
Lack of resources/commitment to tourism
in some districts

Low profile of the County/ lack of brand
awareness in comparison to Devon and
Cornwall

Lack of indoor attractions, particularly for
adults

Inconsistent quality, notably in serviced
accommodation sector

Poor east—west and internal
communications

Poor signage

Road structure/congestion

Limited public transport system

Lack of coordination on information,
infrastructure, events etc.

OPPORTUNITIES

THREATS

Growing recognition of Dorset brand that
can also supplement the promotion of
individual destinations

Ongoing national revival in coastal
tourism

Growing interest in outdoor activity,
particularly water sports, walking, cycling
and other events

Appetite for closer collaboration
Bournemouth airport and ports

Growth in cruise market

Growing awareness and confidence in the
current cultural offer

Interest in local products and food

Ongoing lack of understanding of potential
economic benefits of tourism

Cutbacks in public and external funding
Macro-economic circumstances

Not adjusting to changing markets and
their related demands

Ongoing lack of co-ordination between
stakeholders

Increased competition, particularly in short
break and business tourism destinations
Lack of take up of skills training

Pressures on the natural environment
Weak communication and awareness of
vision, plan and targets
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3 The strategic approach

Having reviewed the evidence, this chapter summarises the main issues before proposing an
overall approach to developing Dorset’s visitor economy for the next five years.

3.1 Tourism and the local economy

The visitor economy is important in Dorset. It already supports many jobs and businesses
although there are relatively few explicit references to it in local policy and it does not feature
as a major priority for development.

This key sector in Dorset should be sustained and supported in its development and its
potential contribution to the objective of a more sustainable and diversified economy with a
range of employment opportunities. It is essential that the value and importance of tourism is
highlighted at every opportunity.

Looking to the future, Dorset faces a number of pressing challenges if it wants to grow its
visitor economy although it shares these with many other destinations.

3.2 Challenges

The main external and internal challenges are:

e Increasing competition from destinations across the UK and internationally;

e Some recent decline in Dorset’s market share, which needs to be reversed;

e A need by many businesses to strengthen their performance year round, to achieve
profitability and a platform for growth;

e Constraints on public and private sector resources, reducing investment in product
and infrastructure improvement and maintenance of key assets and visitor services;

e A need to keep up with rapid technological changes affecting communication with
visitor markets; and

e Increasing visitor expectations.

Faced with these challenges there is a clear need for a stronger direction for tourism in Dorset,
with a shared vision and co-ordination between the public and private sectors. In Dorset, the
challenge is not just to maintain resources but to try and increase them or at least re-target
them to support a new County-wide initiative. This will require a collaborative approach to the
DMP and its resourcing if the inherent potential — that virtually all stakeholders can see - is to
be grasped.

Tourism, properly managed, can flourish. It is a sector with scope for growth, creating local
wealth, employment and business opportunities where other sectors may not penetrate.

Public sector intervention in the sector is justified in order to provide a framework for

coordination and the maintenance of essential services that cannot be achieved by a
fragmented private sector on its own.
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3.3 The vision and aim

The Vision is presented here as an extract from a guide book in 2020.

Taken from the ‘Coarse Guide’ 2020

Dorset may not always be the same temperature as Provence but it has many other similar
characteristics; a dramatic coastline with wonderful beaches from Christchurch to Lyme Regis,
exciting resorts with everything for the family and watersports enthusiast, a stunning rural
backdrop with many attractive small historic towns and villages offering independent shops,
cultural events and some of the best food and places to eat in the country.

The overall aim of the Dorset DMP should be to:

Strengthen the marketing and management of Dorset and coordinate and supplement the
initiatives of local destinations and tourism enterprises thereby helping to sustain and grow
the visitor economy of Dorset, generating expenditure, creating jobs and business
opportunities across the County.

3.4 Key priorities and principles

The following key priorities shape the strategy behind the DMP.

Regaining and increasing market share
Dorset has experienced some decline in staying visitors over the last few years,
performing less well than England as a whole. A fundamental challenge for the actions
in this DMP is to reverse this situation and ensure that Dorset performs as well or
better than competitor destinations.

Increasing year round visitor spending and its retention in the County
Greater value for the Dorset economy can be achieved by focussing on stimulating
more spending by visitors who come here as well as generating more visits, especially
when these are most needed in the winter and spring. This is about improving quality,
spreading information, promoting events and strengthening local supply chains, as
well as supporting future investment.

Unleashing the potency of Dorset as a destination brand
Dorset is a potentially strong brand. There is no reason why it cannot take an equal
place alongside other West Country county brands. A key priority for the DMP is to
make sure that Dorset lives up to its potential, both in the way it is promoted and in
the products associated with the brand.

Effectively linking the urban, rural and coastal experience
Few destinations can match Dorset in being able to offer a rural, coastal and urban
resort experience where all three elements separately are amongst the best in the
country. Individually they work well, but together they can work even better. A key
opportunity is to strengthen awareness and links between Bournemouth and Poole,
the other seaside and market towns, the Jurassic Coast and the wider countryside.
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Conserving, fostering and promoting Dorset’s special natural and cultural assets
The protected landscapes in the World Heritage Site, the sizeable AONB and the many
heritage sites in the County are special assets in their own right and for tourism,
requiring careful management and promotion. Equally, considerable opportunities
exist to make far more of Dorset’s cultural strengths and creativity at all levels.

In meeting these priorities, the DMP should embrace the following key principles. These are
cross-cutting themes that should underpin all the proposed actions:

e Economic development. Maximising the economic benefits of tourism by generating
more revenue and creating more jobs for Dorset.

e Partnership. Working in collaboration to make the most efficient use of resources
whether it is between authorities and agencies or public, private and voluntary
sectors.

o Distinctiveness. Drawing on the indigenous resources of Dorset to create an offer that
distinguishes the County from other places and gives it an edge.

e Local benefit. Ensuring that local people and local businesses derive benefit from
tourism and see it as a positive feature of life in Dorset.

o Dispersal. Seeking to spread the benefits of tourism across the County, encouraging
the movement of visitors between coastal, rural and urban areas, avoiding sensitive
areas but looking to capitalise on the different markets.

e Sustainability. The need to ensure that tourism has a viable long term future and that
the economic, environmental and social benefits outweigh the costs.

e Quality. Striving to do things well and improving the overall experience for the visitor
as the route to success.

e Profile. Seeking every opportunity to raise the profile of Dorset as a County to invest
in as well as visit, for the benefit of tourism and the wider economy of Dorset.

This is about developing a viable, innovative and sustainable visitor economy which
complements other sectors and brings net benefits to the local population for generations to
come.

The priorities and principles form the backbone of the strategy and should be used as
benchmarks to inform priorities over the next five years.

3.5 The overall approach

Dorset is a large county with many constituent parts. Many bodies are actively engaged in
tourism management and promotion, including the unitary authorities in Bournemouth and
Poole, a number of the District Councils, the AONB and Jurassic Coast teams, the cultural,
countryside and other services within the County Council, various private sector associations
and a range of sizeable tourism businesses and small enterprises. They remain the key players
in developing the visitor economy.
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In light of this complex picture, the approach taken in this DMP is to:
e Provide an overarching vision and framework that is relevant across the County;

e Encourage and support the ongoing activities of the above stakeholders in managing
their areas;

e Concentrate on actions, including new opportunities, that can and need to be driven
forward and/or implemented at a county level, i.e. where coordination at a higher
level would be more effective and/or cost efficient;

e Create a new structure and process for coordination across the County as a whole;
and

e Raise awareness of the visitor economy and seek support for it within policies and
actions to promote the development of Dorset.

3.6 Targets

Dorset should aim to match Visit England’s headline ambition of 5% growth in value of the
visitor economy per annum for the next five years.

This is a challenging ambition and it is uncertain whether these national targets will be
achieved in England. Fundamentally, however, Dorset must aim to match, and preferably
exceed, growth rates achieved elsewhere in England outside London.

A growth in the value of tourism in Dorset of between 3 and 5% per annum would equate to a

growth of 6,700 — 11,600 jobs over the Plan period.

3.7 Strategic objectives

In order to take the strategy forward, the following five Strategic Objectives have been
identified as providing a framework for priority actions within the DMP:

1. To raise the profile of Dorset as a visitor destination

2. To capitalise on Dorset’s inherent resources; coast and countryside
3. To enhance quality and distinctiveness

4. To support tourism businesses and human resource development

5. To strengthen delivery structures and processes

3.8  Priority actions

The Action Areas (AA) under each of the Strategic Objectives are summarised here and set out
in detail in the remaining sections of this DMP. These will, together, put the visitor economy
of Dorset onto a sounder footing and lay the foundations for future success.
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Strategic Objective 1: To raise the profile of Dorset as a visitor destination

AAl1.1 Enhance the management of the Dorset brand

AAl1.2 Re-build the portfolio of county-wide market research
AAl1.3 Prepare a destination marketing plan for Dorset
AAl.4 Promote individual Dorset destinations

AA1.5 Develop a visitor information plan

AAl.6 Advocate for improved communications infrastructure

Strategic Objective 2: To capitalise on Dorset’s inherent resources - coast and countryside

AA2.1 Manage the coastline for tourism

AA2.2 Enhance access to the countryside

AA2.3 Invest in the settlements

AA2.4 Advocate for enhanced transport network

Strategic objective 3: To enhance quality and distinctiveness

AA3.1 Enhance the accommodation stock

AA3.2 Enhance the local attraction offer

AA3.3 Enhance customer service levels

AA3.4 Develop food tourism

AA3.5 Develop the cultural offer for visitors

AA3.6 Develop, grow and coordinate events

AA 3.7 Encourage the greening of tourism businesses

Strategic objective 4: To support tourism businesses and human resource development
AA4.1 Encourage new business starts

AA4.2 Improve business performance through training

AA4.3 Encourage the young and unemployed to choose tourism careers

Strategic objective 5: To strengthen delivery structures and processes

AA5.1 Create a new destination partnership (DMO) for Dorset
AA5.2 Establish local Destination Management Boards
AA5.4 Monitor progress on the DMP
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4 Raising the profile of Dorset as a visitor destination

There is a consensus that the Dorset tourism product is strong with lots to do and see but its
profile remains low. To help attract more visitors to the County, the potential market needs to
be made aware of what is on offer. Raising profile and awareness of the wider destination is a
key part of attracting people to visit and stay in the area.

Individual destinations within the County will continue to promote their areas but they will
gain considerable added value from:

Management of the Dorset brand;

Additional market research;

Coordinated Dorset-wide marketing initiatives;

Ongoing promotion of local destinations;

Coordinated information provision; and

Improved communications infrastructure.

ok wnNE

AA 1.1: Enhance the management of the Dorset brand

There is a distinction between brand values (e.g. the particular characteristics associated with
a particular brand); brand assets (e.g. logo, slogans, tag-lines and visual imagery) and the
brand architecture. The brand architecture sets out a plan of how to build or manage one
brand or multiple brands and, if multiple brands, what will be the relationship between them.

Dorset is one of the relatively few ceremonial counties (along with Cornwall, Devon and
Norfolk) that has a relatively distinct and recognised set of destination brand values. As a
result, there is clear evidence from the number and range of stakeholders, from caravan
operators to the National Trust and the host of Dorset-branded events, that the destination
brand is effective and relevant. In some cases, it has been used instead of the local destination
brand e.g. Dorset Steam Fair, Dorset Seafood Festival. 37% of respondents to the enterprise survey
agreed strongly - and a further 41% agreed - that the area is best promoted as a tourism
destination using a County brand.

The brand values are complex with a number of specific, positive attributes:
e The dramatic coast and unspoiled ‘traditional’ countryside;
e Superb beaches and water-based activities;
e Heritage towns;
e Food and drink; and
e Arts and culture.

These are the signature themes/offers/activities that set Dorset apart.
In the enterprise survey, respondents were asked to give three words or phrases that they felt

sums up the attraction of Dorset for visitors. These are recorded in the Evidence Base but
depicted here in the form of a ‘Word Cloud’.
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The Dorset brand values can be used to reinforce the promotion of local destination brands
and provide an umbrella for a range of potential thematic campaigns and individual rural
facilities that lack their own identity and would benefit from promotion at a county level.

To realise this, there is a need to:

e Talk to consumers and local stakeholders, clarify Dorset’s brand values and note any
overlap with economic development and creative industry branding initiatives;

e Evaluate the existing Visit Dorset visual identity. Although consultation uncovered
some reluctance to re-visit the design of the Dorset logo, the consumer and
stakeholder consultation mentioned above should be used as a forum in which to test
the extent to which the current logo and any other current brand assets effectively
express the Dorset brand values. Action Area 1.2 refers to market research that will
be relevant to this task);

DORSET

—
www.visit-dorset.com The official tourism website for Dorset

. Look in detail at the issue of brand architecture within which the Dorset brand will
operate. In many cases, the Dorset brand will not be used in isolation but instead
will need to work alongside other relevant County-wide or local destination brands;

. Give consideration to pursuing a ‘hybrid’ brand architecture. A hybrid approach
would see implementation where the Dorset brand is dominant and where it makes
sense such as the Visit Dorset website but it would also see other approaches
employed where it doesn’t (see below);

. Adopt an endorser brand architecture where it can be shown that a particular sub-
County destination brand should be lead. An ‘endorser’ brand architecture would
see the Dorset logo acting as an endorsement of the specific destination logo. It is
important that a brand toolkit is produced and that it includes specific sections on
how the County brand assets are to work within an endorser brand architecture.
The style guide should provide practical examples as well as technical details;

. Produce guidance for all users (destinations and individual enterprises) on the key
messages i.e. the brand values for tourism promotion in Dorset. This ‘toolkit’
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should provide tactical tools to convey these brand values including use of brand
assets such as the visual identity elements, tone of voice, imagery and colour
palettes. It should make recommendations about the type of PR stories that will
align with the brand; and

. Clarify with the LEP how, if at all, the Dorset brand is to work alongside brands
associated with inward Investment.

AA 1.2: Re-build the portfolio of county-wide market research

Good destination management and marketing requires good data. Some of this research will
be relevant to branding and to specific campaigns and some will be required for monitoring
performance.

The first task is to marshal all the market research data and documentation already available
(public and private) across Dorset??. The next step is to fill identified gaps e.g. more up-to-date
visitor profile information by commissioning new or adapting existing surveys undertaken by
partners.

It would be sensible to prioritise research that provides the data necessary to actively monitor
the impact of this DMP. (Action AA5.3 features a list of suggested strategic indicators.)

Aside from research designed to provide data for the monitoring of this DMP, an early priority is to
undertake research to support branding and target market identification. Both qualitative (e.g.
focus groups) and quantitative (surveys) research should be carried out amongst visitors and non-
visitors. As well as capturing basic demographic and trip information the research should also
gather information about people’s perceptions of the County. Any research commissioned should
also gather data that would allow segmentation of visitors and non-visitors.

As a precursor to focusing down on the target audiences for Dorset-level destination promotion
and management, the basis on which the County’s audiences and potential visitors are to be
segmented needs to be decided upon. Destinations within the ceremonial county currently
segment their visitors in different ways. As such, consideration needs to be given as to whether
segmentation can be harmonised across the destinations. Irrespective of this decision, the method
of segmentation at the County level needs to be decided upon and fed into the research briefs.
When considering possible segmentation methods, VisitEngland’s commitment segmentation
method!? should be investigated.

AA 1.3: Prepare a destination marketing plan for Dorset

Stakeholders need to agree county-wide marketing priorities and a programme of action that
complements what stakeholders are doing at destination level, and which can be resourced.
Relevant tasks are likely to include:

Agree target markets for county marketing activities. This should build on existing
knowledge and the new research needs outlined above in AA 1.2. The current lack of up to
date market research makes the identification of the County’s target markets difficult but,

11 1t may be appropriate to use a package like T-stats to marshal all research information. See http://www.t-
stats.co.uk/

12 See
http://www.visitengland.org/Images/Marketing%20plan%20VE%20FINAL%20FRAMEWORK%20VERSION_tcm30-
26776 tcm30-26835.doc
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from our consultations, the following are likely to feature amongst the County’s primary
target markets:

e Short and extended breaks especially out of London and the South East focusing on
events, heritage, culture and outdoor activity etc. for different age groups across the
County;

e Family seaside holidays by the coast in hotels and self-catering accommodation;

e Business and conference tourism in Bournemouth and elsewhere;

e language students;

e Day visits by Dorset and regional residents; and

e VR, local residents and social tourism.

Other, specific (niche) markets are likely to include:
e Walking and cycling visitors;
e Cruise/ferry transit passengers;
e Overseas markets with direct links to Bournemouth and other local airports;
e Visiting boats travelling along the coast and across the channel;
e Visitors for cultural events and entertainment (including younger age groups and the
night-time economy);
e Visitors interested in the film heritage; and
e Visitors to Stonehenge.

Develop an online marketing strategy. The Visit Dorset website provides an excellent starting
point but there are now opportunities for enhancement associated with the new Dorset-wide
approach. Clearly, the main issue is that the site now needs to promote more product across
the whole of Dorset. The content (accommodation, attractions, events etc.) needs to be
expanded accordingly. This will also involve closer linkage with the Bournemouth and Poole
websites and those of other relevant partners e.g. Jurassic Coast and relevant cultural
websites®. It also requires the VisitDorset website architecture to allow automatic feeding
from individual destination websites. Frequently-changing content, such as events, should
continue to be a particular focus.

Recent research has shown that only a small minority of people visit destination websites
prior to booking their holiday. That means that the vast majority of visitors to destination sites
have generally made the decision to visit and are coming to a destination website for
accommodation and/or trip planning. As a consequence, and in order that the website fulfils a
promotional as well as visitor information role, it is important that Dorset gets content in front
of people as and when they are making the decision on where to go. This process, sometimes
called ‘seeding content’, should have priority in online tourism marketing. Two basic strategies
that should be adopted to maximise seeding are:

e Provide operators with widgets and modules that enable them to display content
from the Visit Dorset website on their own websites, social media accounts and email
templates e.g. events listings!*; and

e Ensure liaison with bloggers (tourism, cultural and others) continues to be part of
media relation plans, encouraging people to tag and share images of the county for all
media.

13 |nitial discussions have suggested a possible approach using the Poole and Bournemouth visitor websites as
the relevant destination landing pages but this is subject to further discussion.

14 The widgets should allow businesses to localise the information - for instance a B&B should be able to insert a
widget which displays visitor attractions within 25 miles of their own location.
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Other website related priorities include:

e Promotion of the new mobile version of the Visit Dorset website and app;

e Provision of timely information on events pages. These pages are critical and need
regular editing to include all forthcoming events. The function for filtering events by
location and date is particularly important;

e Maximise page loading speed of the website(s)*;

e (Capitalise on the visual imagery of Dorset;

e Optimise content for search engines including keyword research and boosting the
amount of content on pages devoted to specific destinations®®; and

e Clarify booking functionality. It will be necessary to decide on the site’s online booking
policy and if it is to be offered via the site then seek to increase the number of
providers offering booking via the site (via polling of 3™ party booking engines rather
than directly on the site — which could contravene State Aid rules)’;

Attention must continue to be paid to acquiring customer details®®. Targeted campaigns aimed
at this database will be important.

Social Media. The County is already actively engaged in social media with presences on
Facebook, Twitter and YouTube. This activity should be maintained with consideration given
to the following enhancements:

e Mount a specific communications campaign to encourage tourism businesses to ‘like’
the Visit Dorset Facebook Page AND ensure that they opt to ‘Get Notifications’. That
way any posts have a greater chance of showing up in the businesses’ Timeline;

e Maintain the strong photo-led policy on Facebook, using imagery aligned with
Dorset’s brand values. Research suggests that engagement with visual posts is much
higher than other types of post;

e Use Facebook’s analytics functionality (Facebook Insights) to measure and report on
metrics other than ‘likes’;

e Continue to monitor tweets that mention Dorset and Dorset destinations with a view
to re-tweeting and responding to relevant tweets'’; and

e Develop the yearly content plan for social media channels which flags up key hooks
e.g. anniversaries, national events upon which content can be generated. Content
plans should be circulated to all local destinations and cultural providers so that they
can contribute content.

15 Research shows that a website which loads slowly frustrates users. There are also indications from Google that
page speed, particularly on mobile sites, is being used to rank web pages’ positions on search results.

16 West Dorset has funded an SEO improvement plan for 2014/15 which has included extensive keyword research
and optimisation, meta title and data optimisation and internal linking. The team has recently completed a detailed
SEO action plan which has involved a new approach to the writing of content pages and use of images to increase
site traffic.

17 Consideration also needs to be given to the application of any ‘accredited only’ policy in the light of recent State
Aid pronouncements.

18 There is an e-news sign up facility on the VisitDorset website. In addition to this all emails collected from
marketing campaigns by all partners are fed into our consumer email database on a monthly basis. E-newsletters
are regularly sent to 50k+ subscribers (including competitions/events/paid for trade advertising).

19 The VisitDorset team has a ‘Dorset’ feed on hootsuite which pulls through any tweets containing the word Dorset
allowing them to respond and retweet as appropriate. They also have an annual website content plan which
highlights all key hooks/events to be used as a basis for social media activity.
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Prepare a media relations strategy linked where appropriate to the selected campaigns. Tasks
will include:

e Coordinate tourism PR activity for and across Dorset, perhaps in conjunction with
neighbouring destinations, with a system for stakeholders to deliver news stories to
the appointed person for dissemination to the media, including Visit England;

e Facilitate fam. trips for journalists, guide book publishers, tour and group travel
operators and related agencies including cruise agents, working with VisitEngland and
others;

e Collect high quality images and video with a system for image management and
distribution. The brand toolkit should provide guidance on the types and subjects of
images to be sourced/ commissioned®’; and

o Seek celebrity endorsements.

Identify and agree relevant thematic campaigns. These could vary from simple information
on the Visit Dorset website to special themed packages and itineraries promoted through a
range of media. This should involve bringing the private sector and different agencies together
to develop the campaigns.

There are opportunities to bring together stakeholders to work on new and existing campaigns such

as:

e Visit Britain and its ‘Film is Great Campaign’?’;

e Visit Dorset’s partnership with VisitEngland?2.

° Dorset LEP and BIC on business tourism;

. Dorset attractions on family breaks, perhaps involving a ‘Dorset Pass’;

° Dorset Residents’ Week;

e  The Jurassic Coast and AONB teams on walking and cycling;

° Creative England, Creative Dorset, Dorset Loves Arts on cultural themes, events and activities
at different venues;

. District Councils and Visit England on film tourism;

. Dorset language schools on educational tourism;

. Dorset ports and Destination SW to promote cruise calls and Dorset based excursions; and

. Dorset marinas and the boater market.

Promoters should be encouraged to develop unusual or eye-catching new product offers
relating relevant themes to the target markets.

Networking events and familiarisation trips are useful tools for identifying opportunities and
establishing links for packaging and campaigns. A tourism handbook or directory should be
made available online, listing all local tourism providers and what they can offer.

Review the range of in-destination printed material. Research suggests that printed
information is still valued and used by visitors whilst in a destination but only a small minority
use it when deciding where to go on a holiday?. Local evidence has also identified a lack of

20 \mages of England’ is a new picture library showcasing of the best of England’s diverse offering. The vast
majority of images can be used for any purpose for free and more on-brand images will be added to grow the
collection over time. Destinations and national partners have the opportunity to create their own branded portal
within the library to support their marketing and PR campaigns.

21 http://www.visitbritain.org/aboutus/recentactivity/filmisgreatbritain.aspx

22 VisitDorset is now in year 3 of the RGF funded thematic campaigns with VisitEngland. This has been a very
successful working partnership.

23 Visit England research into the booking habits of holiday-takers in Great Britain show that two-thirds already
know where they want to go in England as they start to plan their trip (with almost all having been to this
destination before). For more on the booking habits of British holiday-takers see
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clear comprehensive information about product and potential itineraries for visitors, notably
visiting cruise passengers. (Much of the print is parochial.)

Given the range of print produced by local destinations at present and the imminent cut-
backs, there is a strong case for a more coordinated and rational approach across the County;
this could include one all-inclusive piece of in-destination print. This would enable more
careful evaluation against clear objectives and regular monitoring.

AA 1.4: Promote individual Dorset destinations

Local destinations should continue to promote their own brands alongside the Dorset brand
and prepare their own marketing plans working with local stakeholders. This should involve
the following tasks, as appropriate, if not already done:
e Development of a brand (if not already done);

e Definition of appropriate target markets;

e Development of media relations and online marketing strategies;

e Development of local campaigns including a local residents and VFR campaign;

e Packaging of weekend breaks including local leisure activities (cultural and sports

events, heritage etc.), retailing and accommodation; and

e Consideration of appropriate print items.

This requires collaboration and coordination through the District Council, local Chamber, Town
Centre Manager, BID or other local organisation.

AA 1.5: Develop a visitor information plan

Information delivery plays an important role in moving visitors around the destination and
making sure they are aware of everything that is on offer.

Formal, traditional media such as TICs and print provided by local authorities, local
communities and other agencies are coming under review as funding becomes more difficult.
Meanwhile, other (mobile) media are becoming more prevalent and destinations are finding
other ways of providing personal contact services.

A visitor information plan for Dorset is needed. This should be undertaken collaboratively and
integrated across Dorset, to effect both a more comprehensive and cost effective service. This
might include information dissemination through:

e Mobile media and related websites;

e |n-destination print information;

e A rationalized network of TICs with manned Tourist Information Points (TIPs) in
attractions/shops/libraries delivering information digitally to operators including
events;

e Well trained tourism business staff and local ambassadors (building on the
Bournemouth Ambassador scheme); and

e Signposting and information panels.

http://www.visitengland.org/Images/Booking%20Processes%20Research_Final%20for%20website_tcm30-
38819.pdf
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For example, Visit England has a new project ‘Vocal Locals’ which focuses on developing the in-
destination experience; specifically the provision of responsive, real-time visitor information to
increasingly mobile consumers. VE wishes to work with destinations willing to evolve and modernise
their information provision by nominating their TIC(s) to deliver a real time customer focused
service. Using bespoke Twitter accounts, participants will be given guidance on growing a network
of followers that is inclusive of local businesses and residents as well as visitors encouraging
destination advocacy.

AA 1.6: Advocate for improved communications infrastructure

Mobile phone coverage across the ceremonial county varies considerably. There are good levels of
coverage in the major resorts of Bournemouth and Poole (both have 98% 2G coverage and 91% 3G
coverage) but coverage across the rest of the County is poor. For instance, Dorset County is ranked
152th out of 200 local authorities in terms of 2G coverage (68%) and 150th for 3G coverage
(17%).24

Broadband take up across the ceremonial county is slightly higher than the UK average of
72%%5. In Dorset County, 76% of all postal addresses have broadband, including 7% who have
superfast. This puts the area 50" out of 200 local authority areas in the UK. In Poole take up is
marginally higher (77%, of which 26% is superfast) whilst Bournemouth'’s take up levels are just
slightly lower (75% with 27% of this superfast).

Broadband and mobile telephone communications are in the process of being upgraded across the
County. This infrastructure is vital for tourism businesses to market themselves effectively. There is
a need to maintain pressure for expediting these improvements. This is best done through joint
advocacy work with other business sectors across the County.

24 http://maps.ofcom.org.uk/mobile-services/
25 The number of broadband connections as a percentage of the total postal addresses in the region (includes
superfast broadband connections). http://maps.ofcom.org.uk/broadband/
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5 Capitalising on Dorset’s inherent resources - coast and countryside

The Dorset tourism offer is based on a superb natural rural and coastal product supported by
attractive heritage towns. Promoting, valuing and managing these natural resources underpins
the whole DMP and careful attention, based on robust research, must be paid to any activity
that may impact on this resource on the land and at sea.

Whilst raising awareness of what the area has to offer is important, if the experience doesn’t
meet expectations then visitors will be disappointed and unlikely to return. The primary
requirement, therefore, is to maintain this product as an attractive and safe place to visit with
appropriate facilities and the right transport infrastructure to facilitate access both to the
County and within it, whilst ensuring there is no detrimental impact on the natural
environment. The priorities are to:

1. Protect and manage the coastline for tourism;

2. Enhance access to the countryside;

3. Investin the quality of the urban areas; and

4. Develop the transport and other tourism infrastructure.

Many of these actions are ongoing. The tourism sector must lend its weight to the wider
advocacy of these actions.

AA 2.1: Manage the coastline for tourism

The coast of Dorset is its crowning glory. This is not just the Jurassic Coast but also the
seafront from Mudeford to Sandbanks which offers some of the best resort beaches and
facilities for traditional family holidays in the country. The conservation, maintenance and
sustainable management of the entire coast for tourism are the overriding aims for this Action
Area.

There are a number of priorities related to these aims that are common to the whole coast:
e The need to improve/maintain bathing water quality;
e Coastal and marine protection;
e (liff safety and emergency planning (a ‘Dorset Coastal Landfall Protocol’);
e Beach cleaning;
e Water safety, lifeguards, rescue etc.;
e Access by foot, car and public transport to create an integrated network;
e Access by boat;
e Activity zoning / management at focal points;
e Codes of conduct;
e Environmental information and interpretation;
e Toilet provision, changing facilities;
e Catering and other concessions;
e Provision for the disabled;
e Promotion; and
e Monitoring usage.

Various specific development issues and opportunities have been identified, including:
e Cruise port and marina developments;
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e The current proposals for protection of Swanage harbour and creation of a yacht
haven, a potentially important link in the south coast network between the Isle of
Wight and Weymouth; and

e (Coastal water taxis.

Specific action is required to develop an overarching coastal tourism strategy and action plan
that sets out the common management and development issues, focussing on where
collaboration would be beneficial.

AA 2.2: Enhance access to the countryside

Dorset’s countryside is also a major strength. It attracts large numbers of visitors and residents
and on-going maintenance and enhancement is critical not only for the iconic sites but for all
natural areas of the County. This is particularly important in the ambition to encourage visitors to
explore areas away from those parts of the coast that are sensitive to visitor pressure i.e.
encouraging more use of the rural hinterland.

The development of the trails network (and public transport options — see below) and
enhanced areas of countryside access are key to this objective?®. As with residents, visitors are
looking for a clear network of attractive, well-maintained, signed, safe routes to and within
attractive areas of countryside including local routes out from, around, and between
settlements and the opportunity to access the longer distance regional trails. This should be
supported by appropriate information and good interpretation of the physical and cultural
context, including guided trips, that adds value to the visitor who is unfamiliar with the area.

This Action Area is all about advocacy support for the on-going work of the AONB
Management team and the County Council rights-of-way team and other initiatives that seek
to enhance the quality of the natural environment, improve areas of countryside access,
extend the network of recreational trails (walking, cycling and riding) for visitors as well as
residents and provide associated information and interpretation.

There is an opportunity to work closely with the Dorset LEP rural sub-group on this Action
Area.

AA 2.3: Invest in the settlements

Most of the towns in Dorset are significant visitor destinations. They have heritage, attractive
architecture, visitor accommodation and attractions, independent shops, markets and eating
out places. However, they are not immune to the current pressures on the High Street. For
most settlements, if not all, tourism has a significant role to play as towns seek to draw in
additional footfall from beyond their normal catchment area to support their retail and other
functions.

A new focus on tourism within regeneration initiatives would be beneficial for local businesses
and visitors. This new focus does not mean a new, added responsibility; it is simply a
broadening of existing town centre initiatives. For example, more visitors would be attracted
by:
e Enhancing accessibility with better public transport facilities, easier parking and
reduced congestion;

26 Many of these trails cross district and the County boundaries.
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e Enhancing the public realm; street cleaning, decoration, capitalising on heritage
buildings, parks and open spaces, water features etc.;

e |Improving security by managing the night-time economy and reducing crime;

e Supporting independent, specialist retailers including local markets;

e Encouraging private property maintenance and decoration;

e Offering a calendar of events and street activities;

e Reviewing signage and information around the town centre to ensure that visitors are
made welcome and can easily find their way around;

e Encouraging the development of visitor accommodation including B&B, pub rooms,
self-catering, caravan sites and attractions where appropriate;

e Providing convenient access to toilets, including private/community provision;

e Supporting local cultural programmes and facilities, festivals, museums, theatres,
galleries, cinema, stadia;

e Supporting local entertainment; restaurants and bars, clubs, commercial leisure;

e Interpreting the local story e.g. guided walks and access to other information?’; and

e Walking and cycling trails within and around the settlement.

In order to draw in more visitors, greater emphasis should be placed on targeted marketing
i.e. extending initiatives to a wider audience, geographically and thematically, including more
packaging of the leisure offer (local accommodation and attractions such as heritage sites,
cultural events, galleries, leisure parks, gardens, boat trips etc). This extends the appeal by
offering something else to do, extending the visit or offering an alternative activity to
shopping e.g. for a partner. The overall goal should be to find a special niche and/or distinctive
feature(s) for each settlement.

The Portas Review?® pointed out the need to ‘re-imagine’ high streets as destinations for socialising,
culture, health, wellbeing, creativity and learning, not just selling goods but also bringing together
eating out, leisure and culture. The mix in High Streets should include shops but also housing, offices,
sport, cultural enterprises and meeting places. The review states that High Streets “should be vibrant
places that people choose to visit. They should be destinations.” Every town should have a clear
vision of where it wants to get to with coordinated planning and management. This should include
marketing to those outside the normal catchment area i.e. tourism.

There are town centre development projects and related initiatives — some co-ordinated by
BIDs - in a number of Dorset towns including Bournemouth, Poole, Christchurch, Wimborne,
Weymouth, Dorchester and others. BIDs have very similar aims and objectives to those
expressed in the Portas Review and the resources they command enable targeted
implementation, albeit in relatively confined areas.

This Action Area is all about advocacy for the ongoing regeneration of Dorset’s town centres,
striving for quality in all schemes, but seeking tourism input into these plans and initiatives®.

More specifically, Town and Community Councils should be encouraged to undertake local
audits, surveys and consultations to identify areas, cultural and other facilities, services and
themes of interest to visitors and to draw up plans for improvement (public realm, local
circular walks, information, interpretation and promotion). In the smaller settlements, there is
often the need for assistance in getting started; setting goals, deciding priorities, stimulating

27 Local Heritage groups should be encouraged to undertake an audit and identify gaps in interpretation.
28 The Portas Review: An independent review into the future of our high streets, Mary Portas, 2011

29 Quality should be the watchword using benchmarks such as the criteria necessary for Purple or Green Flag
status.
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ideas, looking for sources of funding etc. This should be done in the context of a wider
community regeneration project but with a tourism focus, based on some or all of the criteria
referred to above, as appropriate.

AA 2.4: Advocate for improved transport network

Most visitors arrive by car in Dorset but a significant proportion uses public transport and
many of those that arrive by car may wish to use public transport to travel around while in the
County. For these visitors, a good local public transport service is critical to their overall
experience. It is also important for environmental reasons, reducing emissions and the
pressure of cars on local roads and communities. It can also help the policy of dispersal away
from the coast.

Most public transport improvements will benefit visitors as well as residents but, for visitors,
there is a particular need to:
e Enhance road and rail links to the north and west of the County;
e Enhance bus services in rural areas and rural/urban links;
e Improve bus and rail infrastructure, including bus shelters, rail stations and
interchange facilities with associated information/ timetables;
e Improve car parking provision in the main settlements;
e Manage congestion at peak season, at particular bottlenecks and honeypot sites;
e Review policies on white-on-brown signs;
e Promote public transport to visitors both pre-arrival and once they are in destination;
e Promote walking and cycling opportunities linked to public transport; and
e Develop a ‘green guide’ to Dorset (in print and on the web) which highlights and
promotes access by cycling, walking and public transport to local attractions as part of
the ‘Active Travel’ initiative.

Tourism is a minority market on the public transport network in Dorset but visitors do provide
valuable additional revenues and can help sustain local services.

This Action Area involves advocacy work on behalf of the tourism sector, making sure that
tourism requirements are given due consideration in the preparation of local transport plans
and community schemes.

However, arguments for improved public transport are more effective if made in conjunction

with other industrial sectors, most of whom are supportive of such actions. The tourism sector
must add its weight to the common cause.
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6 Enhancing quality and distinctiveness

In a competitive market place, every destination is striving to stand out. The inherent
attractions (Section 2) are key but, even more important, the quality of the experience is what
will encourage visitors to return and act as ambassadors for the area.

Distinctiveness and quality can be addressed at all stages of the visitor journey. The key areas
and opportunities are to:
1. Encourage the right mix and quality of visitor accommodation to allow the staying
market to grow;
2. Support the upgrading of existing visitor attractions and activities and development of
appropriate new enterprises;
Enhance customer service levels;
Develop the food offer for visitors;
Develop the cultural offer for visitors; and
Develop, grow and coordinate events as promotional triggers.

o v kW

AA 3.1: Enhance the accommodation stock

In order to grow the staying visitor market, there is a need to support the development of new
and better quality accommodation - where there is identified demand — and qualitative
improvement of the existing accommodation stock. The quality bar needs to be raised in
Dorset. While accreditation schemes provide good aspirational targets that should be
commended, such badges do not have the same recognition as user generated content and
should not be used as a criterion for support.

Priority should be given to:

e High quality hotel developments with ancillary leisure amenities to encourage more
business, overseas, short break and locally generated tourism;

e Refurbishment/redevelopment of outdated hotels, mainly in the coastal resorts;

e Additional rooms attached to pubs and restaurants and B&Bs in private homes e.g.
boutique hotels in rural and urban areas;

e The development of high quality self-catering accommodation complexes;

e |nnovative proposals that enable the environmental enhancement of existing caravan
sites;

e Additional sites for touring vans and motor homes and other new forms of small scale
self-catering development such as ‘glamping’ to satisfy the demand for such facilities;
and

e Schemes that espouse quality and distinctiveness in design and environmental
sustainability.

This Action Area involves advocacy support for appropriate planning applications, for changes
in planning policy where necessary and for general upgrading and refurbishment of the
accommodation stock.

AA 3.2: Enhance the local attraction offer

Dorset has a small number of large attractions (provided by the private sector) and a large

number of small ones (provided largely by the public and voluntary sectors). Most are
seasonal. New attractions are hard to fund and establish in the current climate but, where
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appropriate, should be encouraged to provide more wet-weather options for family groups —
and help raise the profile of the County.

Arts based attractions are generally wet-weather facilities and many are open throughout the
year. There are notable opportunities in Dorset, including the proposed Sherborne House
Gallery.

Even more important is the need to constantly improve the quality of existing attractions in
order to compete more effectively and provide the best quality experience. Development that
enhances the quality of the offer should be supported.

This Action Area involves support for appropriate planning applications for attractions,
particularly wet-weather facilities and those prepared to open out of season, and advocacy for
changes in planning policy where necessary.

AA 3.3: Enhance customer service levels

There is a need for those who come into contact with visitors - not just those in tourism
facilities - to consider their approach to customer care and welcome. A priority is to raise
product awareness of what exists both within and around Dorset so that everyone concerned
can act as an informed and enthusiastic ambassador for the area.

Employers can and do deliver customer service training in-house but short, external customer
service training programmes should be promoted locally e.g. Welcome Host Gold, Welcome
International. The Bournemouth Ambassadors programme could be adapted and extended to
cover Dorset. Partners should help clarify demand for such training and the specific needs of
employers, and link with an appropriate provider to deliver suitable programmes.

Supplementary initiatives in this Action Area could involve preparation of a tourism handbook
for Dorset and networking meetings to raise awareness of what Dorset has to offer.

AA 3.4: Develop food tourism

Food is at the heart of the visitor experience and Dorset is well placed to compete well in this
rapidly growing market. Food and drink need to be brought to the fore in Dorset’s tourism
offer. Existing sector groups within the County need to collaborate to help raise the profile of
Dorset from a place where local food is great to a place to visit for its great food i.e.
integrating good food across the spectrum from gourmet establishments to local cafes and
self-catering welcome packs.

Within this Action Area, various groups of initiatives have been identified including:

e The marshalling of information for businesses and visitors on products and outlets;

e The establishment of local networks, geographic or thematic, to facilitate better
networking and product familiarisation;

e B2B promotion to encourage use of local produce in the hospitality and attractions
sectors, working with local distributors (‘Meet the Producer’ events etc);

e B2C promotion of local food; producer-outlets, restaurants, shops, markets, festivals,
teaching courses, recipes - including a County food trail or map;

e Developing generic promotional material for the County’s food offer and encourage
‘marque’ members/brand partners/supporters to disseminate it;
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e PR toraise profile of the County’s food offer (AA 1.3), working with local brands and
celebrities, including better coordination of higher profile events/festivals (AA 3.6) and
award schemes;

e Development of a brand marque, linked to the County branding initiative, as a means
of distinguishing food and drink from the County, available to producers that can
demonstrate the provenance of their product;

e Building collaboration between the County’s food festivals in order to maximise their
impact and support their collective potential as a flagship for food tourism in Dorset.
Shared planning will increase the impact of the festivals, and may reduce some costs;

e Creating a portfolio of professional images of partner producers, produce and outlets,
making them widely available and encouraging their use by businesses; and

e Introducing one new themed promotion for annual delivery e.g. a particular week
focussed around one basic product e.g. local game.

The specific action in this area is to develop a clear food tourism strategy, in conjunction with
the Dorset Food and Drink Project, the LEP’s Food & Drink Group and the Bournemouth
University Food & Drink Research Group, with the aim of packaging the different elements
into an offer for visitors and tested through a series of new marketing initiatives.
Accommodation providers, restaurants, food and drink producers and landscape, attractions
and event organisers and heritage and cultural agencies should all be involved, cross-
promoting the food offer in all sectors.

AA 3.5: Develop the cultural offer for visitors

Culture is here defined in the broadest sense i.e. both contemporary and heritage including
the arts, crafts, family history, festivals and events, galleries, gardens, historic buildings and
landscape, literature, maritime history, museums, music, parks and traditional events etc.

Research®°shows that, as well as beautiful beaches and landscape, Dorset has the added offer
of a strong heritage and cultural sector, but with the potential to raise its profile and increase
the numbers of culturally interested visitors!. The research also showed there is a potential
audience that does not come to Dorset in high numbers, but which could be attracted through
a high quality arts offer and the right marketing.

Dorset has a wide range of cultural activity, contemporary and historical, linked closely to the
landscape. This ranges from large shows to local community events across the County. The key
issue is accessibility in all senses, but particularly in terms of marshalling information and
promoting the different products in a creative way to the visitor as well as the resident. Many
attraction and event promoters are not able to capitalise on the potential of the diverse visitor
(and resident) market in the County as accessibility between rural and urban areas is not
always easy.

Dorset benefits from a pro-active cultural network of organisations coordinated through the
County Council. These groups have collaborated in the past through various external funding
projects but the ambition now is to develop and promote cultural tourism under the umbrella
of the Culture and Tourism Network (CTN).

A culture and tourism action plan is in development under the auspices of the CTN involving:

30Arkenford market modelling and research, 2008.
31 The arts have a role in the interpretation/enjoyment of the coast and countryside e.g. Harmonic Fields an
ensemble of 500 instruments, played by the wind on Portland during Inside Out Dorset 2012.
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e Evidence gathering on the relevant market segments and their needs and the impact
of culture and tourism in Dorset;

e Auditing and coordinating the cultural offer, both commercial and not-for-profit;

e Raising the profile of Dorset as a cultural destination®? amongst potential visitors —
and local residents;

e  Promoting access to Dorset culture through various marketing media including the
development of events and festivals and arts trails of well-known features and ‘hidden
gems’;

e Seeking greater familiarisation and collaborative initiatives between the culture,
tourism (events and food/drink) sectors and other heritage and landscape
stakeholders;

e Working with the accommodation sector, venues (public and private) and event
organisers on better packaging of the offer via a range of campaigns; and

e Supporting the ongoing development of the product; venues, events and related
cultural activity including visitor/customer service i.e. improving visitor satisfaction.

There is a long term ambition for Dorset to have a fit for purpose visual arts venue that acts as a
focus for heritage and contemporary art - showing the work of notable artists from archives and
collections associated with Dorset alongside contemporary practice. The space should be suitable to
host national touring shows that raise the profile of Dorset and act as a major visitor attraction. A
nationally recognised gallery attracts audiences from far and wide (Tate St Ives, Turner
Contemporary in Margate), which in turn supports a number of local private galleries and artists
within the region. Creating critical platforms such as quality exhibitions and events is key to
progression for artists and developing the reputation and profile for the work created in and about
Dorset. The Sherborne House project and the County Museum Gallery extension are key projects.

This Action Area involves the integration of the cultural sector into the overall development of
tourism in Dorset. It involves support for the network of those involved in culture and tourism
(including the CTN, Bournemouth University, local authorities, AONB, Jurassic Coast), the
ongoing development of the culture and tourism action plan and advocacy for the
development of the cultural sector to meet tourism as well as cultural objectives. This Action
Area needs to be considered in conjunction with the food tourism and events Action Areas.

AA 3.6: Develop, grow and coordinate events as promotional triggers

Events supplement the draw of the area’s permanent attractions but they are also key
promotional tools for a destination. They represent an opportunity to target and attract
additional visitors and related expenditure with a distinctive local offer. An increasing number
of destinations are staging events and festivals and some are now defined by association e.g.
the Beer Festival in Munich and, closer to home, the Bournemouth Air Festival.

Although benefits are hard to measure, successful events can:

e Provide something new and/or special to do in the destination, attracting visitors who
may not otherwise have chosen to visit the area. Once in the area, there is a good
chance to convince them to return;

e Attract day and staying visitors and expenditure at different times of the year, helping
to manage visitor flows and making the destination an all year attraction;

e Help change perceptions e.g. White Air on the Isle of Wight is specifically designed to
portray a youthful image for destinations traditionally associated with older visitors;

32 For example, Dorset should be seen as the centre of excellence for artists and landscape research.
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Showcase an area’s cultural heritage and provide opportunities for artists and
performers to display their talents;

Enhance the image and raise the profile of an area as a place to visit, invest, live and
work in;

Generate civic pride and pleasure and encourage community involvement. There can
be significant social benefits; and

Create employment and encourage new skills in a range of related services down the
local supply chain.

The development and organisation of events is the responsibility of local destination
managers (local authorities, BIDs and other public agencies), individual operators and the
voluntary sector. There are a lot of good, small events in the County and a few large ones,
including a number of Dorset branded events e.g. Dorset Art Weeks, Inside Out Dorset, Dorset
Food Week, Dorset Seafood Festival, Rallye of Dorset, Great Dorset Steam Fair. There is room
for more but the priority should be to encourage/support existing events to develop in scale
and quality.

At a strategici.e. Dorset level, there is a need to prepare a detailed events strategy,
coordinate events and marshal information to maximise their potential impact. The priorities

are:

To gather comprehensive information on all events in Dorset for presentation on the
Visit Dorset website, coordinated with local destination and other websites;
To coordinate the calendar of events, seeking to avoid clashes and fill gaps®3;
To facilitate collaboration between event organisers and accommodation providers to
create attractive stayover packages e.g. come to a festival but stay and do other
(related) things;
To consider the opportunities for enhanced, collaborative marketing of ‘Dorset
branded’ events;
To disseminate a local weekly ‘Whats On’ newsletter to the industry, giving operators
an up-to-date listing of events tailored to their location;
Support investment in new and enhanced events with potential for growth (and
demonstrating collaboration with other sectors to create packages where possible); a
calendar of sustainable events throughout the year including:

o Maritime, walking, cycling and other outdoor events that capitalise on the

attractive coast and landscape;
o Cultural events including food and local produce, music, the visual and
performance arts;

o Special events tailored for international cruise passengers; and

o Off peak events.
Support investment in event venues around the County, subject to appraisal;
To develop mechanisms for sharing expertise through mentoring, volunteer support
and facilities amongst local event organisers in the County i.e. audit local resources
and expertise that can be shared; and
Monitor the impact of events.

AA 3.7: Encourage the greening of tourism businesses

There are many reasons why it makes sense to encourage more tourism businesses in Dorset
to be more actively involved in environmental management within their own operations and

33Last year the Air Show and the Dorset Steam fair overlapped

37



to support conservation activities in the local area. A key advantage to them is the potential
cost savings involved. It also fits well with a strategy that underlines the special
environmental assets and qualities of the county and that seeks to encourage appreciation of
them by visitors. Currently, the number of tourism businesses in Dorset that are recognised
for their environmental credentials is quite low and this should be expanded. The Jurassic
Coast Business Partners Scheme is already active in this field. Further opportunities may exist
through initiatives related to the AONB and to local business networks, including more
engagement with the national Green Tourism scheme.
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7 Supporting tourism businesses and human resource development

The development of the visitor economy depends on growing the number of successful
businesses. Successful businesses are sustained by skilled human resources. The key areas and
opportunities are to:

1. Encourage new business starts;

2. Support the performance of local businesses through the development of skills; and

3. Encourage the young and unemployed to consider tourism careers.

AA 4.1: Encourage new business starts

More people could be encouraged to become actively involved in tourism. For some this
might be a lifestyle choice but for others it could be a new business or career opportunity e.g.
establishing a B&B or creating a business out of an activity interest. Support and advice
should be provided to help people pursue these ambitions. Related initiatives should include:
e Development workshops for aspiring — and existing - local B&Bs, pub accommodation
and other facilities focusing on good practice in the development and operation of
visitor accommodation;
e Marshalling information on available business support assistance;
e Training needs appraisals for businesses and signposting to suppliers;
e Promotion of national quality assurance schemes; and
e Providing networking and product familiarisation opportunities.

AA 4.2: Improve business performance through training

There is a need to encourage both staff and management of tourism related facilities to
constantly enhance skills in order to compete more effectively, improve performance, enable
growth and thereby help create new jobs.

DCCl is now responsible for the Dorset Growth Hub, funded through the Regional Growth
Fund. This involves advising and delivering training on a range of themes, including work with
Bournemouth University**. The LEP is preparing a skills plan. There is scope to develop sector
specific training for tourism, tailored to requirements. Similarly, the University is keen to
expand the general training programme offered by the National Coastal Tourism Academy,
subject to further external funding. This could include the whole of Dorset e.g. the
Bournemouth Ambassador programme could be adapted for the rest of the County. Local
businesses need to be made aware of the opportunities presented by the Academy.

There is no shortage of training available through local institutions and agencies and there are
external national programmes to support delivery but take-up is poor. The primary aim is to
raise awareness of tourism management and staff skills training opportunities and how to
access them. The main constraint is communication with, and persuasion of, operators to take
up the challenge. Over a third of respondents (36%) to the enterprise survey would welcome
training opportunities for management and staff while 41% did not use any form of training. 19%
would be definitely interested in accessing business advice or training opportunities for their staff
and a further 35% might be interested. Marketing, customer care and product knowledge were the
most sought-after subjects.

34 They are also delivering the Growth Accelerator programme (subsidised coaching).

39



The first task is to identify local training needs more specifically across the County, making use
of the research undertaken by the National Coastal Tourism Academy. The second task is to
initiate a major awareness campaign, coordinated by the relevant parties, to encourage
operators to undertake management development and boost demand for staff training
amongst operators.

AA 4.3: Encourage the young and unemployed to choose tourism careers

There is a need to improve the image of the industry as an employer and to ensure that young
people participating in 14-19 education have access to tourism-related career programmes,
particularly hospitality courses. It will be important to continue to build upon other activities
that provide information on, and encourage enthusiasm for, tourism careers.

There is an important role here for the industry itself - and the education sector - to promote
career opportunities in schools by talking to students, focusing on the breadth of what they
would learn and how they could apply it, organising open days in educational institutions and
giving them the chance to get first-hand experience through work experience, placements and
apprenticeships. This is an initiative that should be explored with the industry, education
establishments and other interested parties®. The new Trailblazers apprenticeship scheme is a
particularly pertinent example; the Minister has expressed keenness for the tourism sector to
get involved with this programme and tourism has not really embraced apprenticeship in the
same way as other sectors.

Working with the unemployed

Tourism South East, in collaboration with Job Centre Plus and Isle of Wight College,
delivered a pilot project in 2012, delivering Customer Service training for people who are
unemployed and looking to work in the tourism industry. The aim of the pilot was to give
candidates two days training, focusing on a particular part of the industry, with those
attending receiving a Welcome to the Isle of Wight (Welcome Host Gold) certificate and City
and Guilds Level 2 Customer Service Award. Candidates attended for 5 days in total, and
also received a First Aid at Work certificate.

The Needles Park interviewed all 6 of the course attendees and was so impressed with the
high calibre of interviewee that the Needles Park offered seasonal work to all 6 candidates.

35 This includes People First, Jobcentre Plus, National Apprenticeship Service and local agencies that assist people
who are not in employment to realise their opportunities for employment.
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8 Strengthening delivery structures and processes

A successful tourism destination is one where local stakeholders come together to help deliver
a consistently good experience for the visitor and communicate this effectively to the market.
This can be difficult to organise given the number and diversity of parties that are involved:

e The private sector is responsible for the development, management and marketing of
individual facilities and services;

e Local tourism officers/organisations are responsible for destination marketing and
other activities®; some with extensive areas of activity;

e The local authorities are responsible for wider physical destination development and
management on the ground, including transport, the countryside, rights-of-way, broad
economic development as well as coordinating and focussing the effort of the
independent arts and culture sector;

e The LEP has responsibility for economic development and employment;

e The education sector is responsible for delivering training and developing skills;

e The voluntary sector contributes resources to the running of many local facilities,
services and events;

e Other agencies such as the AONB and Jurassic Coast teams are also heavily involved in
tourism within the County.

Destination management is about harnessing the energies, resources and expertise of all
stakeholders and getting them to commit to an agreed Plan and pull in the same direction.
Without this in place, progress is likely to be slow and disjointed.

Although many of the Action Areas referred to in the DMP will be implemented by individual
organisations, there are a number of Areas that could be more effectively coordinated and/or
delivered at county level*” e.g.:

e Developing further the Dorset brand;

e Market research;

e Dorset-wide marketing campaigns;

e Coordinating the calendar of events;

e Preparing a visitor information strategy;

e Developing cross-boundary product e.g. trails, seafront;

e Training, business development and promotion of tourism careers;

e Advocacy on key issues such as better transport infrastructure, major new tourism

developments;

e Providing a voice for tourism during crises such as FMD or cliff tragedies etc;

e Networking and knowledge transfer within the County; and

e County-wide funding bids.

A number of related initiatives are already being managed at County level:
e The arts and cultural activities;
e Countryside access activities;
e Transport; and

36 Some have formal, active management boards like Bournemouth and Poole, others have in-house tourism
departments while others have limited or no tourism resources.

37 This is evident from those partners who formed previous Dorset-wide groups and the current cooperation
amongst rural Dorset local authorities but the current enthusiasm of both Poole and Bournemouth —and the broad
commitment of the new LEP - adds considerably more logic and weight to the concept.
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e The promotion of local food and drink.
To facilitate and/or deliver the DMP, there is a need to:
1. Establish an appropriate partnership organisation or structure at County level;

2. Establish local destination management boards; and
3. Monitor progress on the DMP.

AA5.1: Create a new destination partnership (DMO) for Dorset

Aim and structure of the organisation

This organisation will oversee the implementation of the DMP, setting priorities, planning
activity and co-ordinating specific actions at County level.

There is no formally prescribed model for such an organisation. Different arrangements are
being made in different areas and each local situation requires a tailored solution. However,
the professional view is that the private sector, the local authorities and other relevant
stakeholders should come together in some collaborative forum.

Elsewhere, different counties have used different models:

1. Maintain a team within the County Council or LEP and deliver directly e.g. Cotswold Tourism,
Visit Essex or commission third parties to deliver specific services e.g. Hampshire.

2. Contract another party to manage and deliver all county-wide tourism services. This could be an
external agency like TSE, the Chamber of Commerce or an internal body such as one of the
District Council tourism teams taking on the wider role®.

3. Hive off local authority tourism to an arms-length PPP company e.g. VisitWiltshire, Experience
Oxfordshire or a social enterprise e.g. Visit Surrey. This model has worked best where the
tourism sector is of sufficient scale to attract major private sector contributions e.g. Kent, Bath,
York but even the best PPP models rely on significant funds from the public sector. The social
enterprise model was established in the hope that it would attract more funding but this has not
happened.

Partners and consultees are keen to see more coordinated action at County level i.e. some
form of second tier DMO involving both urban and rural areas but are not prepared to
establish ‘another layer’ or more specifically, fund additional staff with associated costs as
budget constraints are impacting on both local authorities and private operators. Consultees
would rather see all Partners working together more effectively.

It is therefore recommended that the new informal public-private partnership set up by the
LEP is formally recognised as the DMO for Dorset and known as the Dorset Tourism
Partnership (DTP). DTP will ‘own’ this DMP and oversee its delivery.

DTP should have strong private sector representation and/or leadership. It should comprise
members/partners drawn from:

e The LEP;
e Trade sectors (serviced accommodation, self-catering, attractions, activities, events
etc.);

38 Visit Norfolk is now run by a private company. Visit East Anglia won the contract to manage the development of
Norfolk tourism from November 2012, following a tendering process overseen by New Anglia LEP and Norfolk
County Council. The agreement runs until early 2015 and is also supported by local district councils, the Broads
Authority, and private sector partnerships including Visit Norwich and the Greater Yarmouth Tourism Authority.
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e Thematic sectors (culture, arts, heritage, food, ports, transport, countryside, coast,
education etc.); and
e Geographical areas:
o Local authorities; and/or
o Public/private sector DMOs; and
o Local tourism associations/fora. NB: If a county-wide Tourism Association is
formed, it could take on this representative role.

The different parties are shown in the organogram below.

A Dorset Tourism Association
The private sector may find it useful to form a Dorset County Tourism Association which
could represent the views of the private sector as a whole and:

e Provide a networking opportunity for members;
Support activities of common interest including Action Areas from the DMP;
Collaborate on shared opportunities and best practice;
Provide a formal conduit between the private sector and public sector stakeholders;
Deliver content to those involved in destination marketing; and
Contribute to destination marketing corporately and in conjunction with the DTP.

Other functions may evolve over time, subject to identified needs and resources e.g.:
e Defining training priorities and promoting tourism careers in schools; and
e Creation of niche marketing campaigns and research activities.

This could be a new body formed by, and linking, the existing local associations. Any such
group should be represented on the DTP.

Fig 5.1: Dorset Tourism Partnership

Dorset Tourism Partnership

E .
xec_utlve Co-opted
Officer

Partners

Trade Thematic Local
Sectors Sectors Authorities

Relevant representatives should be identified but subject to election should there be more
than one candidate. Additional members can be co-opted as appropriate e.g. Dorset Chamber.

The structure, constitution, membership and priorities of DTP should be down to constituent
members to decide but it might show the following characteristics:
e Astrong, independent Chair to play the advocacy role and get stakeholder buy-in;
e Nominated partners or working groups with responsibility for different themes and
the relevant action areas e.g. marketing, training, transport, events etc;
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e Quarterly meetings and at other times as required, although it is anticipated that
there will be a regular informal dialogue between members. The strategic objectives
of this DMP Delivery Plan should be standing agenda items; and

e Appropriate communication protocols for reporting to external interested parties and
the wider community.

The Partnership should be at the service of its individual members, not a consumer facing
organisation.

It is recommended that the existing ToR be reviewed to reflect this new role. The model must
be flexible and adapt as experience and local circumstances dictates.

Delivery/funding of Action Areas

Delivery of Action Areas will be the responsibility of Partners, individually or in collaboration.
In some cases, this is a continuation of existing stakeholder responsibilities and where DTP will
have a supporting/coordinating/advocacy brief. These Action Areas include:

e Promotion of local destinations;

e |Improve communications infrastructure;

e Manage the coastline for tourism;

e Enhance access to the countryside;

e Investin the settlements;

e Enhance the transport network;

e Enhance the accommodation stock;

e Enhance the local attraction offer; and

e Establish local destination management boards.

Other Action Areas will be managed by a nominated Partner or Working Group involving a
combination of relevant stakeholders across the County, with external project funding and/or
specific contributions by those who seek to be involved. Such Action Areas include:

e  Further development of the Dorset brand;

e Additional market research;

e Dorset-wide marketing initiatives, media relations, website development;

e Develop a tourist information strategy;

e Enhance customer service levels;

e Develop food tourism;

e Develop the cultural offer for visitors;

e Develop, grow and coordinate events as promotional triggers;

e |Improve business performance;

e Encourage new business starts;

e Encourage the young and unemployed to consider tourism careers; and

e Monitor progress on the DMP.

Ideally, the DMO would have an executive officer to coordinate activity and it is
recommended that the LEP consider funding this executive post for a probationary period. (It
may be possible to have this post sponsored by a commercial partner.) However, in the
absence of any external support, project coordination will have to be delegated to relevant
partners as stated above.
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The key unknown is the extent of any external project funding (LEP, European, RDP, national,
RGF etc.) and what additional resources this will lever out from existing or new partners. DTP,
with the support of its partners, will need to be pro-active in identifying and bidding for such

external funding.

AA5.2: Establish Local Destination Management Boards

The District and Unitary authorities in Dorset take different approaches to tourism but each
authority is involved in activities which involve or have a bearing on the visitor economy e.g.:

e Regeneration/economic development, often through BIDs;

e Countryside access;

e Transport, highways, parking, signposting;

e Publicrealm including environmental enhancement/management, toilets;

e Planning and licensing;

e Leisure, arts, cultural services;

e Communications/marketing;

e Beach and coast management; and

e Harbour management.

Tourism can help support these activities (regeneration, countryside access, parking, leisure
facilities) and the development of tourism and the local economy relies on some these
services (planning, transport, marketing). It is recommended that each authority recognises
and capitalises on these opportunities by at least placing tourism on respective agenda.

Ideally, each authority would establish an internal Destination Management Board or similar
group comprising senior representatives from those departments involved in cross-cutting
tourism activities®. Each authority should be encouraged to review the role of tourism in their
area, prepare their own plan of action, be represented on the DTP, get involved in the
individual initiatives as appropriate and allocate responsibility for visitor economy issues to a
department through their Destination Management Board if there is no formal tourism
officer.

AA5.3: Monitor progress on the DMP

An important part of destination management is ensuring that action is based on sound
evidence and a thorough understanding of progress achieved.

Monitoring the success of the strategy should take place against a set of performance
indicators. An overall target for tourism growth has been set in the strategy but beneath this,
it is helpful to set some more specific targets. The table below shows a range of possible
indicators which can be introduced subject to resources, amended and added to over time.
The quantitative measures need to be supplemented by qualitative commentary for a more
rounded overview.

39 Such a Board may well exist for other purposes.
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