Glossary of Terms
	Attractors:  A natural site, a man-made facility or an area which draws visitor traffic by providing an opportunity for individuals to participate in an experience, away from home. Local attractors are often based on a resource unique to that particular local area or community. For example: a natural resource (waterfall); cultural resource (museum); historical resource (heritage site) or a local industry (whisky).

	Benchmarking:  Is all about measuring the performance of your destination or tourism product, services and practices with those who are reckoned to be the best in the business. It is an ongoing process for those who seek continuous improvement. In a global marketplace destinations in Scotland must benchmark against international best practice.

	Brand / Branding:  Is the sum of the experiences a person has with a product or destination. It embodies the organisation’s / destination’s promise to consistently deliver a specific set of features, benefits and services to the visitor and is based on core values which can be identified using VisitScotland’s ‘Brand Wheel’.

	Business of Tourism Research:  Involves detailed forensic analysis of information about different aspects of the business of tourism in the destination including:

· Product development

· Market intelligence

· Business performance

· Project / investment evaluation.

	Business Plan:  A comprehensive planning document which clearly describes the business developmental objective of an existing, or proposed, business. The plan addresses the What, Why, How and When of starting or expanding a business and demonstrates its viability / feasibility. The business plan is a critical step in developing a successful business and is required when applying for funding.

	Carrying Capacity:  The maximum number of people who can use a site without an unacceptable alteration in the physical environment; a decline in the quality of experience gained by visitors; or adverse impact on the society, economy and culture of the tourism area.


	Channel of Distribution:  Methods by which sellers reach potential buyers; travel agents, tour operators and tour wholesalers are part of this system within the tourism industry.

	Collaborative Marketing:  The sharing of marketing effort and costs for mutual benefit. Participants in a collaborative marketing initiative may include travel or hospitality product suppliers, a destination marketing organisation and travel-trade companies (i.e. tour operators or wholesalers).

	Competitive Advantage:  An advantage a destination has over its competitors due to the quality or superiority of its positioning, products or services; this advantage will persuade consumers to buy from the business, versus a competitor.

	Consumer Generated Content:  Material uploaded on to the Internet in various ways by individuals who comment upon the destination, its services and facilities in ways that may or may not be edited or controlled by the destination.

	Core Attractor:  The feature(s), facility(ies) and / or experiences which act as the primary motivators for most travel to the destination; the attractions with the most tourist visits in the destination. Core attractors can differ from season to season. A core attractor can also be the product of a grouping of assets, all relating to a specific theme (e.g. forts and battlefields) or an experience enabled by working together.

	Day Visitor:  Those people making a leisure or business trip to a destination for more than three hours duration and then returning to their own home or that of a friend / relative or accommodation located outwith the destination.

	Demand Generators:  Activities available at a destination – attractions, things to do and see – that can, on their own, generate new visits from certain market segments particularly for special interest / special activity visits and special event visitors. Demand generators include:

· A critical mass of unique and appealing attractions, events, cultures, entertainment and leisure activities;

· Quality, appealing experiences of special interest to visitors, different from those available at home;

· Scenery and natural areas for recreation, relaxation and enjoyment;

· Programming and packages to appeal to special interests; and

· A sufficient level of high impact marketing activities to highly targeted market segments.


	Demand Support Infrastructure and Services:  An activity that may not directly contribute to motivating a tourism visit, but may be of sufficient interest to motivate a market segment to include it in their agenda while at the destination. These include:

· Interesting and unique shopping, particularly for indigenous products and crafts;

· Quality dining, including unique indigenous cuisine;

· Quality accommodation of various types;

· Easy access to information, reservations and visitor services;

· Quality travel routes and signage;

· Access to a well-developed tourism product distribution network;

· Convenient, appropriate and affordable transportation to access and travel within the destination;

· Trained, professional service and hospitable staff; and

· A safe environment.

	Destination Branding:  The positioning that sets your destination apart from everyone else. However, it is more than this … it is your promise of a unique, quality visitor experience, true to your core values, that visitors cannot get anywhere else; it is about who you are, what you stand for and how people experience the destination. The community as a whole has to live up to the brand promise.

	Destination Development:  The process of managing, developing and marketing a destination in line with market trends, positioning and filling product gaps to meet market demand.

	Destination Management:  The range of activity taken by all stakeholders to ensure that the destination is managed, coordinated and developed in a way that enhances the visitors’ experiences, improves the quality of life of local people, provides opportunities for business growth and ensures the maintenance of the destination’s brand and brand values.

	Destination Management Organisation:  A specifically established body set up to undertake destination development, marketing and management. The structure of this body varies according to the needs of each destination or tourism area and the stage of tourism development in that location.

	Destination Scorecard:  A simple assessment tool that will allow key stakeholders to evaluate their destination based upon the destination model of: attractors, infrastructure and services.


	Destination:  According to the UN World Tourism Organization a destination is defined as:

“A local tourism destination is a physical space in which a visitor spends at least one overnight. It includes tourism products such as support services and attractions, and tourism resources within one day's return travel time. It has physical and administrative boundaries defining its management, and images and perceptions defining its market competitiveness. Local destinations incorporate various stakeholders often including a host community, and can nest and network to form larger destinations. 
Local destinations may be cities, towns, resorts or rural areas, or grouping of these. A combination of factors determines what may be a functional destination, including:
· Whether the area is coterminous with understandable and coherent boundaries.
· Whether it is unified by certain images and intrinsic features and qualities that can contribute to a clearly identifiable brand.
· Whether it is an area towards which local stakeholders feel a natural affinity and within which it is practicable for them to work together.” 
A tourism destination, in addition to the above definition, is understood as a geographically defined area inside which the regional or local government in cooperation with (a) tourist enterprises doing business inside the destination and (b) the regional or local community can manage the impacts of tourism. 

	Direct Marketing:  The use of marketing media that involves direct contact with individual consumers. This includes direct mail and email that is sent to targeted individuals.

	Direct Selling:  A method of securing business through direct contact with potential customers.

	Direct Spending:  Spending by visitors. This usually includes: admission fees or tickets; retail purchases (gifts and souvenirs) and food and beverage purchases.

	Familiarisation or ‘Fam’ Tours:  A complimentary or reduced-rate itinerary for tour operators, travel agents or travel writers, designed to improve knowledge about a particular destination. The purpose in the first two cases is to encourage active marketing support; in the third it is to encourage the writing and publication of positive media stories about the destination, thereby raising its public profile.

	Feasibility Study:  A preliminary study to assess the potential or an opportunity and to determine if it is financially viable. The study addresses issues including the project’s benefits, costs, effectiveness, alternatives considered, analysis of alternative selection, environmental impacts, public opinions and other factors.


	Goals:  Tourism goals are clear, concise statements that broadly outline what the community/ organisations would like to see happen to tourism in the community. Goals should provide direction for the accomplishment of more specific, immediate and related objectives.

	Infrastructure:  Includes the physical and operational elements of a destination that are not usually part of the core experience or will motivate visitor choice by helping to make a competent destination.

	International Passenger Survey (IPS):  A survey undertaken by the tourism industry in the UK to find out details of the tourism patterns of international visitors upon their departure from the UK.

	Learning Journeys:  Specifically planned visits by key stakeholders in a destination or a tourism area to a comparable, especially selected competitor location to see good practice first hand and to learn directly from those involved.

	Market Readiness:  The state of preparedness of a tourism operation or a destination as a whole in meeting the expectations of its customers; refers to the entire spectrum of things affecting customer satisfaction: i.e. quality of facilities and services, range of services provided, information services, business policies and practices that affect the customer directly or indirectly.

	Market Segment:  A group of consumers who respond in a similar way to a given set of marketing efforts. Different market segments can exist within a target market.

	Marketing Collateral:  Print materials used for marketing (i.e. brochures, tarifold stands, flyers, information sheets, destination maps, etc).

	Niche Markets:  The tailoring of products to meet the needs and wants of narrowly defined market segments. An example would be birdwatchers or golfers who are prepared to travel for that activity.

	Objectives:  Specific outcomes that can be measured using agreed criteria (see Goals above). Tourism objectives are more specific than goals and represent the ends to which community action should be directed.

	Package:  A mix of tourism services, attractions and activities that are organised into a single product and sold as such.

	Paid Media:  Media advertising that is paid for rather than obtained free as publicity or as editorial.

	Primary Research:  Collection of new data that is not available from existing sources. Doing primary research on visitors to your destination could involve doing surveys or interviews.


	Product Development:  Part of the marketing system because it is a process of planning and investing in any aspect of the visitor experience in a destination. It includes investment in attractions, facilities, amenities, events and other services or infrastructure used by tourists.

	Product-Market Match:  Matching the products and resources of an area with the markets that offer the best opportunity.

	Secondary Research:  Data and information that have already been collected or compiled by someone else.

	Stakeholder:  Those individuals, groups and parties that either affect, or who are affected by, an action of an organisation or an event that may take place. As a general rule, stakeholders include all internal (community and businesses) and external (visitors) individuals.

	STEAM:  The VisitScotland preferred model for assessing the volume and value of tourism in an area. STEAM figures are generally collected on a Local Enterprise or Local Authority area basis. It should be noted that some destinations use the Cambridge economic impact assessment model rather than the STEAM model.

	Strategic Planning:  The process by which a destination envisions its future and develops strategies, goals, objectives and action plans to achieve that future.

	Sustainable Tourism:  According to the UN World Tourism Organization, sustainable tourism is: 

”Sustainable tourism development meets the needs of the present tourists and host regions while protecting and enhancing the opportunity for the future. It is envisaged as leading to management of all resources in such a way that economic, social and aesthetic needs can be fulfilled, while maintaining cultural integrity, essential ecological processes, biological diversity and life support systems.” 
The above definition was extended in 2004, when the World Tourism Organization added further specifications to the concept of sustainable tourism. 

”Sustainability principles refer to the environmental, economic and socio-cultural aspects of tourism development, and a suitable balance must be established between these three dimensions to guarantee its long-term sustainability. 
Thus, sustainable tourism should: 
(1)  make optimal use of environmental resources that constitute a key element in tourism development, maintaining essential ecological processes and helping to conserve natural heritage and biodiversity. 
(2)  respect the socio-cultural authenticity of host communities, conserve their built and living cultural heritage and traditional values, and contribute to inter-cultural understanding and tolerance. 
(3) ensure viable, long-term economic operations, providing socio-economic benefits to all stakeholders that are fairly distributed, including stable employment and income-earning opportunities and social services to host communities, and contributing to poverty alleviation. 
Sustainable tourism development requires the informed participation of all relevant stakeholders, as well as strong political leadership to ensure wide participation and consensus building. Achieving sustainable tourism is a continuous process and it requires constant monitoring of impacts, introducing the necessary preventive and/or corrective measures whenever necessary. 

Sustainable tourism should also maintain a high level of tourist satisfaction and ensure a meaningful experience to the tourists, raising their awareness about sustainability issues and promoting sustainable tourism practices amongst them.” 

	SWOT (Strengths, Weaknesses, Opportunities and Threats) Analysis:  A technique that provides scope for an organisation / community to list all its strengths, weaknesses, opportunities and threats. This analysis should lead to identifying priority markets and opportunities / needs for growing and / or strengthening tourism in the area. Typically, strengths and weaknesses are internal attributes of the organisation / community. Opportunities and threats are external and tend to be much more difficult to control.

	Target Market:  A clearly defined group of customers (i.e. specific individuals, sharing common needs or characteristics); because a high probability exists that members of this group will purchase your product or service, you have selected them as the targets for your focused marketing activities.

	Tour Operator:  A business that designs, develops, markets and operates packaged travel and tourism products and tours. Tour operators sell through travel agents and / or directly to consumers.

	Tourism:  The activities of persons travelling to, and staying in, places outside their usual environment for leisure, business and other purposes and staying for at least 24 hours away from their home.

	Tourism Demand:  All visitors and travelers who meet the definition of tourists.

	Tourism Development Plan:  A specific document that sets out the vision, goals, strategy, action plan and targets for a destination or a tourism area.

	Tourism Suppliers:  All businesses that provide facilities and services used by tourists; includes businesses that cater solely to tourists (i.e. accommodations, car rental businesses) as well as those that cater to tourists markets in addition to resident markets (i.e. restaurants, attractions).


	Tourist:  Someone who travels for pleasure, a temporary visitor, staying for a least a day in the region and travelling for a purpose classified as either: holiday (recreation, leisure, sport and visit to family, friends or relatives); business; official mission; convention; health reasons.

	Travel Agent / Agency:  A licensed, travel-product retailer that provides travel information, reservations and other forms of assistance to consumers, companies and groups in making travel arrangements (sometimes referred to as a retailer).

	Travel Trade:  A term describing the full range of organisations that operate as intermediaries in the travel and tourism industry; these typically include tour operators, wholesalers, receptive operators and travel agents.

	Travel Writers:  Writers who specialise in writing about destinations and travel experiences for travel journals, magazines and newspapers.

	Trends:  The general direction of the market over a specific period of time.

	UK Tourism Survey:  A regular survey of UK residents that establishes their travel and tourism behaviour and spending patterns.

	Unique Selling Propositions (USPs):  The unique characteristics and experiences of a travel product or package that are used to promote and sell it.

	Vision:  A picture of a future, desired situation; a description of what tourism in the community could be like, at some point in the future – what types of products and services will be offered, what unique advantages and appeals the community will offer visitors. A vision should be realistic and achievable.

	Visioning:  The process of a community collectively preparing a vision for its destination.

	Visiting (or Staying with) Friends and Relatives (VFR / SFR):  Acronym for visiting (or staying with) friends and relatives.

	Voluntary Payback Initiatives (VPIs):  A range of techniques that allows visitors to make a voluntary financial contribution to projects aimed at enhancing the amenities, the environment and the overall quality of the destination.


Summary of Global and UK Market Trends
This information has been referenced from a number of different sources including work undertaken by Locum Destination Consulting and ERA for Scottish Enterprise, various studies, especially those by the Futures Foundation undertaken for VisitScotland (and available on www.scotexchange.net) and by the Stevens View Partnership for Highlands and Islands Enterprise.

Major Changes: Dynamic Shifts in Demand

“Tourism markets are changing rapidly and fundamentally” according to Locum. The main drivers of demand have been the increase of leisure short breaks, special interest tourism, business tourism and day trips. There has also been a significant growth in visiting friends and relatives. The traditional long holidays continue to decline. At the same time, the markets have an increasing range of choice such that the competition is greater than ever before.

Generic Trends in UK and European Markets

The major impacts of social and economic change affecting tourism in Scotland are:
(a) Demographic change, resulting in an increasingly ageing population with people living longer and being more health and active throughout their lives and into later years;

(b) Families in flux, with a growing number of divorces and single parent households combined with a greater number of households with couples without children and single occupancy;

(c) More mobility combined with greater affluence and increased spending of disposable income in leisure will continue to fuel demand for holidays, especially short-break trips, interest in new activities and visiting different places by increasingly discerning, experienced travellers seeking quality and value for money;

(d) Individualism and the search for self-development / self-fulfillment is resulting in growing demand for customised packages, the search for the authentic and the shift away from stereotypes;

(e) Busier lives and the experience economy is leading to the desire for more experiences and memorable moments alongside the need for tourism destinations to satisfy many different needs in one visit;

(f) Holiday taking is now seen as a basic essential by the majority of households; the differentiation is no longer about ‘whether you participate, but how you participate’;

(g) The search for well-being: this combines the consumers’ growing desire to live longer and be physically healthy whilst looking good and feeling good. The biophile effect of the health benefits, both psychological and physiological, of exercise in the countryside is becoming an important driver of demand;

(h) The overwhelming importance of high quality landscape, scenery, heritage and culture within which these activities and experiences can be enacted.

VisitBritain is optimistic about the prospects for domestic tourism over the next five years. VisitScotland reflects this optimism reporting that “healthy growth, both in terms of volume and value of Scottish tourism from the UK, is forecast from 2004 to 2008”. It is estimated that the volume of UK tourism trips will increase from 19.29 million in 2004 to 22.09 million in 2008. Nominal expenditure is set to increase from £4.018 million to £4.851 million over the same period … an increase in real terms of 3% per annum.

It is predicted that the majority of UK domestic tourism trips will be predicated upon a three hour journey time, irrespective of the means of transport. As a result, Scotland, North East England, North West England and Yorkshire will represent 65% of all UK trips to Scotland. In addition, there will be clusters of market activity around regional UK airports offering low cost flights to Scotland. The development of high quality transport links to these core markets is, therefore, a strategic imperative.

Key UK Domestic Trends
The key trends in UK tourism are:
· Day visits are growing and form the majority of tourism trips, but only a minority of spend. On average, staying visitors spend about five times more locally than day-trippers.

· Business tourism, both corporate and MICE (meetings, incentives, conventions and exhibitions) is growing rapidly, although there is a trend towards smaller and shorter conferences.

· Long stay (four nights +) leisure breaks are on the decline, short-breaks are on the increase.

· Leisure short-breaks are weekend-oriented and, because of that, securing mid-week occupancy is the greater concern for many accommodation providers catering to the leisure market (for those serving the business market, the problem can be the reverse).

· There has been a big switch from serviced accommodation to self-catering for long breaks.

· Serviced accommodation is the predominant accommodation for short breaks, but self-catering is also on the increase in that market.

· Visits to friends and relatives, especially by young people, are booming. 

· The population is getting older and post-family couples are a growing market, although the over 55s are responsible for only about 20% of all tourism trips in the UK.

· The population is getting steadily more middle-class and as a result ABC1s now represent the mass market.

· ‘Activity Tourism’ and ‘Eco Tourism’ are growing, but are market niches. In reality, most of the people likely to visit destinations in Scotland, like a mixture of activity, culture, good food, etc.

· Polarisation between holidays and short-breaks experiences is clearer. Holidays are dominated by families, and they increasingly want self-catering accommodation facilities. Short breaks are dominated by pre- and post-family couples - they want to stay in hotels that are comparatively large and of high quality.

Overseas Market Trends
These are more difficult to predict. Much depends on the strength of sterling, the perceived value of a UK and Scotland tourism trip and the success of budget airlines. The development of route networks and the regional airport system in Scotland is fundamentally important.

VisitScotland predicts that the prospects for international tourism up to 2008 are good both in terms of volume and value. This optimism is confirmed by VisitBritain. The number of trips is forecast to increase by an average of 4.3% per annum over the next five years and real expenditure increasing by 20% by 2008. The USA and Germany will remain key markets for Scotland with increased activity predicted from Spain and Sweden. Importantly, VisitScotland highlights the growing international competition particularly in connection with (i) the emerging countries of Eastern Europe and (ii) the new geography of tourism shaped by the phenomenon of low cost air travel.
The Environmental Imperative

A recent survey by the Travel Industry Association of America (TIA) highlighted the importance of geotourism which is defined as “tourism that sustains or enhances the geographical character of a place – its environment, heritage, aesthetics, culture and well-being of its residents”. The study found that the majority of those who spend significantly on travel care about their destinations.

The second stage of the survey asked if they would be willing to pay directly to help enhance and sustain the environment of their chosen destination with almost 60% of all respondents saying ‘yes’. The report concludes that “Best of all, the restaurants, lodges and tourism operators that most support the character of a place usually provide the richest travel experiences: this is a powerful message for destinations”. A recent survey by Responsible Travel has revealed that 88% of tourists expect tour operators to be proactive in conserving local culture and the environment.

In 2004 the then English Tourism Council investigated domestic tourists’ attitudes to sustainable tourism. The results suggest that UK residents have a positive attitude and awareness of the issues. Almost two thirds (63%) of consumers stated that a well-managed environment was important in choosing a destination in the UK and 76% thought their stay should benefit local residents. Interestingly, respondents said they would be willing to pay more for accommodation if there was a commitment to using local produce and an investment in the local area.

Increasingly corporate social responsibility
 and the concept of voluntary visitor payback initiatives / schemes (VPI)
 are featuring in the strategies for competitive DMOs. In many destinations the VPI concept is being introduced through a destination value added card and a visitor contribution scheme. The finance raised from these initiatives will be used to invest in local environmental and cultural projects.




































































































































































































































































































































































































� See:  � HYPERLINK "http://www.responsibletravel.com" ��www.responsibletravel.com�


            � HYPERLINK "http://www.tourismconcern.org.uk" ��www.tourismconcern.org.uk�


            � HYPERLINK "http://www.sustainabletravel.org" ��www.sustainabletravel.org�


            � HYPERLINK "http://www.besteducationnetwork.org" ��www.besteducationnetwork.org�





� Charging for Conservation: Visitor Payback. University of Wales, Aberystwyth 2002.
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