
VISITOR ATTRACTIONS

MARKETS, TRENDS, DEVELOPMENTS AND FUTURES – 

AN ANNOTATED BIBLIOGRAPHY AND REFERENCES

Annotated Bibliography - Introduction

There are over 140 annotated entries in this bibliography. There are a further 90 additional references of other material relevant to the subject of visitor attraction planning and management. The sources have, in the main, been published since 1995 thus making their content particularly topical and relevant. 

The search for sources for this annotated bibliography included the journals and publications listed below. In addition, Stevens & Associates invited academics at all the main universities in the UK specialising in tourism and leisure research to notify us of their past and current work in the attractions sector. Other materials were obtained from our own library and industry contacts. We are grateful for the support of the Wales Tourist Board’s Research Unit who provided access to their library. We would also like to thank Frans Schouten at NHTV Breda in the Netherlands and the information staff at IAAPA (USA) and ILAM (UK) who responded so positively to our requests for assistance.

  Sources:

The search for material has concentrated upon the period 1995-1999. There are a number of references included in this bibliography from the late 1980s and early 1990s because of their particular relevance and importance to this subject area.

The bibliography includes books and texts on the subject of visitor attractions as well as individual reports and studies examining market trends, such as those produced by commercial research companies, including MINTEL, and KEY NOTE. University research (published works and unpublished research) has been included. Journals and periodicals have been used extensively in compiling this bibliography including the following: 

Annals of Tourism Research; Attractions Management; Funworld; International Journal for Heritage Studies; Insights; International Journal for Hospitality Management; Interpretation; Journal of Travel Research; Journal of Leisure Research; Leisure Manager; Leisure Management; Leisure Sciences; Leisure Studies; Leisure, Recreation and Tourism Abstracts; Managing Leisure: An International Journal; Tourism Industry; Tourism Management; Tourism Recreation Research: Tourism Review.

In addition, the published research materials from the four national tourist boards (see below) and the British Tourist Authority have also been included where they are relevant. The four national tourist boards are: English Tourist Board, Northern Ireland Tourist Board, Scottish Tourist Board, Wales Tourist Board. These organisations are also responsible for the annual publication of the following data sources and compendia of statistics associated with the attractions sector:

· Visits to Attractions 

· Sightseeing in the UK

· English Heritage Monitor

· Attractions Observer – Scotland ( with the Glasgow Caledonian University)

· Attractions in Wales

The Bibliography

001
Altman, Y. (1995) A Theme Park in a Cultural Straitjacket: The Case of Disneyland, Paris. Managing Leisure: An International Journal  Vol.1. No.1. Chapman Hall, London (see also by the same author, Euro-Disney: The Mighty Mouse in a Culture Trap in City University Business News. London, 1994)

Problems at Disneyland, Paris attracted much publicity in the early 1990s. This paper examines the cultural ingredients of the development and of the visitor experience and suggests that they are fundamental to understanding the business problems. Taking a consumer perspective and making comparisons with other major leisure institutions, the analysis demonstrates the importance of societal and cultural issues to international business planning in leisure.

002 
Anian Leisure. (1989) Visitor Attractions in the West Country. West Country Tourist Board, Exeter

This is a comprehensive review of the attractions sector in the West Country Region. The report examines trends and developments over the past ten years and explores a range of scenarios for future development strategies. The study includes a range of performance indices and benchmarking criteria hitherto not previously used in assessing the sector. The strategy was adopted by the WCTB and incorporated into its five year development plan 1989-1994.

003
Association of Scottish Visitor Attractions/Scottish Tourist Board. (1998) Yield Management for Heritage Attractions. STB, Edinburgh

This paper examines yield management with heritage attractions in Scotland, and in particular to the projects managed by Historic Scotland and the National Trust for Scotland. Yield management offers heritage attractions an opportunity for focused activities for improving revenue. It provides a decision support system for the operations manager to make decisions about selling the right experience to the right visitor at the right time for the right price in order to maximise revenue or yield. The theory of yield management can be successfully applied to the attractions sector.

004 
Axelrod, K. and Brumberg, B. (1997) Watch It Made in the U.S.A.  John Muir Publications. New Mexico

This book was published in response to the growth in market demand for factory and corporate visitor attractions in North America. It is essentially a directory of companies offering a visitor experience and includes details of 300 factory-based visitor attractions throughout the USA. The authors predict further growth in this sector in the next five years and illustrate the new generation of corporate attractions with reference to the new Kellogg’s and Hersey’s attractions.

005 
Ball, R. and Stobart, J. (1997) Promoting the Industrial Heritage Dimension in Midland’s Tourism, Centre for Travel and Tourism, University of Durham. (see also by Ball, R. (1992) Tourism Development at the Margins: Pits, Pots, and Potential in the Potteries. Tourism in Europe: The 1992 Conference at the Centre for Travel and Tourism)

This paper is based on preliminary research examining approaches to tourism development and strategies in the West Midlands. It includes a discussion of the role of industry attractions and the relationship between modern factory tourism and industrial heritage attractions.

006
Bath, B. (1996) Centres Fit for Visitors. Interpretation, July. Centre for Environmental Interpretation, Manchester

The aim of visitor centre planning should be to design facilities that will allow an enjoyable and comfortable visit for the great majority of visitors throughout the year. This article examines the concept of the design day and uses a wide range of data from English Heritage properties to examine the relationships between visitor numbers and flows and the requirements for facility provision and space. This is a practical guide to the preparation of detailed designs for visitor attractions.

007
Benchmark Research Ltd. (1995) The Changing Face of Leisure. London (See also Soane, J. (1995) At Your Leisure. Leisure Management Vol. 15 No. 10., for a summary of this research)

This research is based on a survey of 300 leading leisure operators in the UK. The majority are forecasting continued growth in the market with the larger operators significantly more optimistic than the smaller operations. The key issues and concerns expressed were: increased competition from within the sector and from other sectors; overall reduction in household disposable incomes; and the increase of in-home entertainment. The majority stressed the need to increase customer care as a major response strategy, together with continued product investment and marketing. Over three-quarters have difficulties in recruiting the right staff.

008
Bramwell, B. and Speakman, L. (1992) Sheffield Works: An Evaluation of a Factory Tourism Scheme. Sheffield City Polytechnic, Centre for Tourism, Occasional Paper

This report examines the growth of factory tourism. The benefits of factory tourism for the operator are well known and are primarily driven by the potential for either on-site retailing or corporate marketing. Increasingly, factory based attractions are regarded as profitable cost-centres in their own right. Visitors are motivated by the desire to see their goods manufactured and by the prospect of added value. The BTA/ETB ‘See Industry at Work’ initiative in 1988 was an important platform for growth of these attractions. A project was started in Sheffield to develop this theme. The response was a series of initiatives and tours that attracted older couples without children. These were mostly professionals and retired people.

009
Browne, S. and Stevens, T. (1996) The Role of Heritage Attractions in Sustainable Tourism Strategies: The Experience of Ireland.Visions in Leisure and Business: An International Journal of Personal Services, Programming and Administration. Bowling Green, Appalachian Associates

Heritage attractions formed a fundamental component in the Bord Failte development strategy for doubling tourism numbers and revenues in the Operational Programme from 1989-1994. The strategy was successful and this article reflects on the key factors that ensured this overall success. These key features included the need for a well-researched strategy for the heritage sector, the understanding of market demands and trends, and the use of targeted funding to secure appropriate product development. 

010
British Tourist Authority (1998) The Impact of the Millennium Experience. London

This is a combination of specifically commissioned research and attitudinal assessments from leading individuals in the tourism industry. The aim of the study is to evaluate the potential impact of the Millennium Experience (The Millennium Dome) on UK tourism in 2000. There is a projected total of 12m visits to the Dome of which 3m will be overseas visitors bringing between £300-£1,000m to the economy. Main concerns of the report are the redistributive impacts of the Dome. It considers that the main impacts will be felt in the SE and day trips to attractions in and around London will suffer a downturn in business. There is concern in Wales that there will be a downturn in business from the SE, especially in terms of day visits and short breaks. It is forecast that educational visits and coach groups from South Wales will visit the Dome in place of visits to attractions in Wales in 2000. Of the 6.6m day visitors to the Dome, 3.6m will originate from the London area with 3.0m from the rest of the UK. The report reflects on the political imperative to make the Millennium Experience a success.

011
Byrne, P. and Ravenscroft, N. (1989) The Land Report: Diversification and Alternative Land Use for the Landowner and the Farmer. Humberts with the University of Reading

This report examines the process of diversification at both the farming enterprise level and at the estate level of resource allocation and asset management. The report considers the concept of diversification, the nature of pressures to diversify, the current and future climate for diversification, and the ways diversification has taken place. These case studies include the development of visitor attractions on farms and estates throughout the UK.

012
Cardiff County Council, (1999). Cardiff Visitor Survey. Tourism Unit. Cardiff

This survey involved interviews with 1,000 visitors to the City centre and to Cardiff Bay in the Summer 1998. The main findings relating to the attraction sector were: the need for more attractions in both parts of Cardiff; the relative importance of the national Museum to day visitors, with the Castle being more important to tourists; the importance of shopping for day visitors; and the importance of the VFR markets - these being responsible for over 35% of all staying tourists. The survey reveals a different market for the city centre compared to the Bay.

013
Calvert, S. (1998) Bond St, Butlin’s or Bust – The Future of Factory Outlet Villages. Insights. English Tourist Board, London

There are an estimated 1,500 factory tours in the UK, some with associated shopping. The development of the dedicated mall-style shopping provides attractive environments for a full day visit. Factory outlets are characterised by 20 plus different shops (often brand names), easy accessibility and large car parks. They require 2.5m residents within a 90 minute drive time. There are an estimated 21 such developments which have taken place in the UK since 1987. The markets suggest there is scope for eight to ten more. They aim to capture the domestic and the tourist market. The tourist markets, especially the overseas markets, are attracted by UK brand names. Closest examples to S Wales are: Swindon, Street and Salisbury together with Bridgend and Ebbw Vale. The article reflects on the growth of the large-scale shopping mall (closest being Cribbs Causeway, Aztec West, Trafford Centre, and Dudley).

014
Centre for Environment and Land Tenure Studies, University of Reading (1995) Visiting Historic Houses: A Summary of the 1995 Season. CELTS Research Series No. 95/3

This article looks at visitor trend data against entrance pricing and retail and catering spend. Retail and catering contribute on average 50% per head. Despite a fall in the numbers attending historic houses in 1995 as against 1994, opportunities for growth are considered to be good as long as historic houses and gardens are managed efficiently. There is a suggestion that the number of day trips might be in decline as well as domestic tourism. However, the ageing profile of the population at large and increasing overseas tourism will sustain a market for historic houses and gardens. There is potential to market to people on short breaks. Market research will inform operators of who their customers are and of the pricing levels that will be acceptable to them.

015
Cramer, J. (1995), Best Sellers. Leisure Management Vol.15 No.12. 

This article examines the rise of factory shopping in the UK. It suggests that there is potential for between 20 to 30 factory outlets in the UK including the eight already in existence in 1995. The UK outlets differ from those in the USA because they have developed as day trip destinations offering themed catering, entertainment and leisure. Prime examples cited are Clark’s Village with 2.5m visitors per annum and Freeport Village, Lancashire. Location and demographics are critical to overall success. Outlets require 2.5m residents within a 90 minute drive. Outlets in UK are now attracting overseas tourists especially to those outlets offering ‘British’ goods.

016
Confederation of British Industry (1998) Attracting Attention: Visitor Attractions in the Millennium. London

This report from the CBI’s Tourism Action Group shows that those operating smaller attractions face even greater challenges into the Millennium than they have over the past 10 years. The attractions sector is experiencing modest growth but this is taking place against a background of long-term changes in the attractions market. In particular: the domestic market is now largely comprised of day trips or short breaks; the importance of day visitors means that attractions are now competing directly for consumer leisure spend; the advent of large lottery funded projects is likely to place existing private attractions at a competitive disadvantage. There is a need for attractions to improve their customer focus and to improve their management and marketing skills.

017
Cooper, C. and Latham, J. (1996) Foreign Affairs. Leisure Management Vol. 16 No. 2

This article stresses the growing maturity of tourism and of the tourist markets. It identifies two strong trends in the changing pattern of UK domestic tourist behaviour: (1) the growth of the urban focus for leisure trips and (2) the dominance of the short break leisure markets. It notes a growth of 700 new attractions in the period 1988-1994. 

018
Countryside Commission et al. (1996) UK Leisure Day Visits Survey. HMSO, London

This survey identifies the facts that there are over 1.2bn leisure day visits in the UK made by UK residents every year. Only a proportion of these are for tourism purposes (those defined as being of more than 3 hours duration and not regular). Only about 2% of all visits are to visitor attractions. In Wales it is estimated that there are some 46m tourism day trips per annum.

019
Davidson, R. (1992) Tourism in Europe. Pitman Publishing, London

This text examines tourism trends and developments in Europe. It includes a review of the development of theme parks in Europe using case studies of Europa Park, Euro-Disney and others to examine the scale of the market. It also explores the distinguishing factors that differentiate European parks from their American counterparts. The author concludes that theme parks in Europe need to have a clear indigenous base for their theming of landscapes and rides.

020
Delaney, J. (1999) Small Talk – A Review of the CBI’s Report Attracting Attention. Attractions Management, Vol. 4. No. 3., March

There is an unprecedented level of competition for the attractions sector to contend with and the notion of a family day out is being redefined. There is a need for new product investment but for the majority of the private sector operators these funds are not available. The competition from the heavily capitalised Lottery projects is particularly worrying. The author demonstrates that marketing and innovation in the ways attractions can be marketed offers potential to meet these challenges. Case studies are provided which show how, with the help of market research, low budget improvements were made to customer experiences and how marketing activity increased attendance. There is a need for assistance to marketing teams and consortia within the sector.

021
Deloitte & Touche. (1999) Budget ’99. March. London

This commentary on the implications of the March 1999 Budget identifies the following aspects which will have an impact on the attractions sector. They are (1) a further reduction of public spending increasing the pressures on all public sector bodies to seek ‘best value’ solutions and focus upon their core service delivery requirements; (2) the withdraw of mortgage interest relief thus squeezing household incomes; (3) help for green transport and further fiscal penalties for the use of the private car; and (4) encouragement for the private use of computers.

022
Deloitte & Touche Consulting Group (1997) A Survey of Continental European Visitor Attractions. Deloitte Touche Tohmatsu International

The results of a survey of attractions in Europe are presented (69 attractions in Central and Eastern Europe and 76 in Western Europe). Results presented include year of opening, ownership, visitor attendances, visitor mix, length of season, entrance charges, length of stay and other variables. Interesting contrasts between mainland European and UK attractions are presented. In particular the relatively high dependency upon domestic markets amongst attractions in the UK was noted. Moreover pleasure attractions (including theme parks) which attract high numbers of visitors, are relatively underrepresented in the UK whereas wildlife attractions, which are considered by the authors to becoming less popular attractions, are relatively well represented in the UK. The authors conclude that certain trends will influence the development of the attractions sector in forthcoming years. These include reduced funding, technology, competition, demographic changes, emerging travel markets in Central and Eastern Europe and emerging short break markets also in this area of Europe. 

023
Deloitte & Touche Consulting Group (1997) UK Visitor Attractions. Deloitte Touche Tohmatsu International (See also: Bland, N. (1998) Private Investigation. Attractions Management, September)

Similar in content to the report above, this publication also presents information gleaned from individual attractions about their concerns for their businesses. Particular problems and challenges identified by operators include: increasing pressures created by the advances in information technology; increasing customer expectations of standards of facilities; the growth in new leisure opportunities including family entertainment centres; the introduction of Sunday trading and the rise in popularity of car boot sales; falling public subsidies of facilities; the value of the pound and the growth of stay-at-home entertainment.

024
Department for Culture, Media and Sport (1998) A New Cultural Framework. HMSO, London

This is a statement of Government policy and implementation following a thorough review of the DCMS spending in July 1998 and the associated consultation exercise entitled: A New Approach to Investment in Culture. The approach sets out a new role for the DCMS and the four key themes for policy development. Raising standards and the support of education and access are important strands of this new approach. Of particular relevance to the attractions sector is the introduction of free admission to national museums and galleries for children. This policy is being adopted throughout Britain, including Wales. In addition, the new approach creates a strategic role for the ETB and places greater responsibility upon the Regions to develop and promote tourism in England.

025
Department for Culture, Media and Sport. (1999) Tomorrow’s Tourism – A Growth Industry for the New Millennium. HMSO, London

This is the Government’s new strategy for tourism. It recognises the economic importance of tourism and sets out a programme of action to ensure the continued growth of the industry over the next 5 years. There are 15 action points that are primarily focused on the development of tourism in England. The strategy includes a specific section entitled “Improving the Quality of Tourist Attractions”. This recognises the existence of flagship attractions that form the sole motivation for a day trip and the fact that the majority of attractions are small scale. The key actions for the sector are: improved signage, accessibility for all, extension of the concept of benchmarking, and the provision of training courses.

026
Donaldson, B. (1994) Providing Accessible Visitor Attractions. English Tourist Board, London

This is a guide about designing access that allows more people to enjoy visitor attractions. It is a practical handbook to help attraction operators expand their markets by reaching new customers and enable all visitors to get more out of their visit. The handbook explains how to realistically appraise the market, understand the needs of the disabled visitor, examine best practice in design, and undertake an assessment evaluation of their operation. The recommendations within this report meet the statutory requirements and are practical and reasoned.

027
Dutch Social and Cultural Planning Commission (1998) Social and Cultural Review. DS&CP, Den Haag

This bi-annual report accounts that there is a major shift in the way leisure time is being used in the Netherlands over the past few years. There is an increase in participation in leisure activities but no increase in available leisure time. For those in work there is a decrease in the amount of leisure time available to them. People are now using leisure time to the full and doing things quickly... “assembling a bricolage of activities to undertake in a short space of time....”. There is increased competition between providers and audience attention spans and tolerance levels are being reduced. At the same time there is increasing demand for quality of service and of experience. Mobility has also grown so we are doing more things in less time in a wider geographic area.

028
Dutch Social and Cultural Planning Commission (1998) The Shared Heritage. DS&CP, Den Haag

Research in the Netherlands shows increased demand for heritage and cultural attractions and activities. In 1995 at least 30% of the population visited a museum and 43% visited a national monument. In the main this was much the same audience. The growth in the number of attractions has stimulated this demand. Increasingly museums and heritage sites are being regarded as leisure attractions and managed accordingly. There is particular growth in the over 40s markets. The research does identify a watershed in terms of activity as being the year 1955. Those born after 1955 are less inclined to visit museums. 

029
DTZ and the Estates Gazette (1997) Factory Outlets: UK Report. Estates Gazette

This is a review of the development of factory shopping outlets in the UK and their markets. The study indicates continued growth with the market capable of supporting between 20 to 30 such developments in total. There are approximately 20 existing outlets identified in the study.

030
Edwards, J. A. and Coit, J. C. (1996) Mines and Quarries: Industrial Heritage Tourism. Annals of Tourism Research. Vol. 23 No. 2. Elsevier Science Publications

This article explores the tourism potential of industrial heritage sites in general and more specifically those in mining areas. Such attractions make an important contribution to heritage tourism in general. The article discusses a typographical framework of industrial heritage and offers a vision of the different considerations associated with the development of industrial heritage attractions. This is done using case studies from Wales and from Spain.

031
English Heritage (1998) Tourism Fact Pack 1988/1999. English Heritage, London

This publication examines the role played by EH in tourism in England. In particular, it focuses upon the contribution made by the properties managed by EH in attracting visitors. The prime target groups in the domestic markets are: ABC1 groups, especially adults aged 30-44 with children and 35-64 without children, and UK tourists when in Britain. In terms of the overseas tourist markets, the targets are USA 35 to 54 years. Independent travellers from the Benelux countries, Japanese visitors, and Scandinavians in northern Britain. The book examines the contribution made by the support services including catering, retailing, and events.

032
English Tourist Board (1998) Attitudes to Domestic and Abroad Holidays
Trends in the holiday-taking characteristics of British residents are reviewed. Using qualitative and quantitative research, eight types of holidaymakers are identified along with their holiday taking habits. The tendency for each of these groups to holiday in Britain is presented. The report concludes that the Board’s strategy should aim to encourage people to take additional holidays in Britain. Several marketing priorities were also defined.

033
European Commission (1997) Yield Management in Small and Medium Sized Enterprises in the Tourism Industry. Prepared by Andersen Consulting for the European Commission DG XXXIII (see both the Executive Summary and the General Report both published separately)

An extensive study assessing the state of yield management among SMEs in the tourism industry. The report examines the technology of yield management and gives guidelines for possible actions at the European, national and regional levels. The Study reveals that yield management is not well understood among SMEs but scope exists for the application of yield management in all sectors of the industry including the attraction sector. The study examines the current application of this management concept to amusement parks and tourist attractions and to museums and historic properties. It examines the preconditions for yield management and the actual use of the technique using specific examples. This is followed by a country-by-country (EEC member states) review of each sector. In the case of the UK the report concludes that the majority of attractions are too small to apply computerised systems to achieve better yields and that its use is very limited.

034
Fyall, A. and Garrod, B. (1998) Heritage Tourism: at what price? Managing Leisure, Vol. 3, No. 4 (see also Heritage Tourism, Pricing and the Environment: A Delphic Study. with Briefing Notes for a Round Table Discussion. University of the West of England, Bristol, April 1998)

The paper argues that getting the price right is a crucial precondition for sustainable tourism development. Common concerns were expressed by owners and managers of historic properties in response to a postal survey. Overcrowding, and its impact upon the integrity of the heritage, was identified as one of the most severe problems facing the sector. Reasons are given for the reticence of some managers, especially in small attractions (with fewer than 20,000 visitors) to charge increased admission fees. In particular, the preoccupation with visitor numbers and the fear of attractions being labelled as expensive are cited. Whilst 'token pricing' is still prevalent in the heritage sector, it is slowly giving way to commercial awareness and revenue targeting. The paper argues for more training of managers in management and pricing. It also argues strongly for market research and surveys to inform site management of the needs and expectations of their users.

035
Gratton, C. (1995) Time Out. Leisure Management. Vol.15. No.10.

This article examines two studies of leisure behaviour in the UK: (a) Mintel’s Leisure Time (1995) and (b) The General Household Survey (1993). The common findings are: the average adult leisure time per week is 42 hours; those with children have 25 hours per week; those without children 48 hours per week; females have less free time than males; 60% of adults spend time on sport each week, especially men and ABC1 groups.

036
Greer, S. (1997) Take a Seat. Leisure Management, Vol.17 No. 11., November (This article is a summary of a major study by RSL Sponsorship (1997) Leisure Monitor: Adults and Youth, London)
This article reports on recent research into leisure choices by the old and the young. It records the dramatic rise of the dominance of in-home entertainment, especially amongst the under 18 year olds. Eating out and pub going is increasingly dominating out-of-home activities, especially following the relaxing of the licensing laws. 40% of 18 to 24 year olds regularly visit a cinema compared to just 5% of the over 65’s. Keeping fit and swimming along with walking are the primary active pursuits. Visiting attractions did not feature as a significant aspect of the use of leisure time. 

037
Gibson, C. and Hardman, D. (1998) Regenerating Urban Heritage for Tourism. Managing Leisure Vol. 3., No. 1.

In this paper the authors describe the process and outcomes of successful programmes of urban regeneration using three case studies: Castlefields, Manchester; Gloucester Docks and Granville Island, Vancouver. Findings show that areas which have encouraged income through retail and office rental face a more secure future than those relying exclusively on leisure and tourism. Recommendations are presented based on these case studies and other successful schemes elsewhere. In particular, the authors argue that long-term sustainability is best ensured by co-operative systems of working by all organisations involved and by taking a long-term approach to maintenance and management.

038
Hall, R. (1998) Where is Everybody Today? Australian Leisure Management No. 8 April/May

This article argues that attractions fail as a result of inadequate research and business planning. It demonstrates that at an early stage it is in the interests of the proposer of a project to project high levels of visitation – especially when the project is being considered for capital grant aid. There is a lack of sophistication in the forecasting of demand in the attractions sector with too much reliance being placed upon either (a) the fair share method of ascribing market share or (b) the infinite visits approach. Both are used extensively in Britain to assess demand and both are flawed. Operators and their consultants need to become more sophisticated in their assessment of the potential for an attraction. 

039
Hanna, M. (1995) Good Attendances. Attractions Management, October

This article reflects on the importance of churches and cathedrals as attractions. An estimated 21m visits are made to major religious sites in the UK each year and a further (estimated) 12m visits to parish churches. These ‘attractions’ do well when the weather is poor. There is evidence to show that these religious sites are improving their management capabilities and generating income from visitors, especially through merchandising.

040
Hanna, M. (1998) Spirit of the Age. Attractions Management, September

This article reflects on the findings of English Heritage Monitor (1997). It concludes that heritage attractions that invested in events and in marketing were most likely to increase their annual visitor attendance figures. The positive impact of tie-in with TV and films is also recognised as providing uplift in numbers. Of those operations showing a year-on-year growth in numbers the following factors are cited as the reasons for this growth: marketing 48%, events 18%, product development 12%, and longer opening hours 12%. For those attractions reporting a decline in numbers the following factors are cited: poor weather 31%, increased admission charges 9%, and the strength of the pound 8%. 

041
Hanna, M. (1998) Peak Times. Attractions Management, October

This article is based on the results of Sightseeing in the UK 1997 but offers additional commentary and analysis. The author argues that the strong pound is a major constraint upon attractions realising their full potential. In 1997 disposable incomes increased by 4% but attraction visits only increased by 1%. The article shows that in 1997 there were some 6,074 attractions in the UK visited by 409m people. Between 1992 and 1997 some 508 new attractions were opened. Attractions experiencing growth did so as a result of improved marketing and product development. The weather and shorter opening hours were reasons cited for a decrease in attraction business. The coach and group markets are identified as being important, contributing some 9% of total business on average (20% to workplaces; 13% to historic properties). Overseas visitors are more likely to visit historic properties than country parks: historic 35%; museums 22%; country parks 4% and leisure parks 2%.

042
Hanson,T. et al. (1998) The Economic Evaluation of Cultural and Heritage Projects. Tourism, Culture and Communications Vol.1. 

There are contrasting approaches to the evaluations of cultural and heritage attractions from an economic perspective. This article examines differing methodologies. In doing so the authors examine the different factors affecting demand for such facilities. They stress the increasing need for heritage attractions to derive income from user charges and the reduction in public subsidy. They suggest that attractions will need at least 70,000 visitors per annum to survive. The role of attractions contributing to wider socio-political objectives is only relevant in the context of securing EU funding or similar.

043
Hayward, M. (1998) The People’s Choice Leisure Management Vol. 10., No. 13., November

The rapid changes taking place in consumers’ lives are examined in this article. The key trends are as follows: (1) consumers are looking to brands to fill the gaps left as they lose trust in traditional organisations and institutions – the ‘trust vacuum’; (2) consumers are not acting their age, sex, or class any more. As a result there needs to be a new approach to market segmentation; (3) Time is being squeezed. Consumers do not have enough time or money. In short, there are more taxing lifestyles, longer working hours and increasing choice.

0.44
Hedzik, K. (1996) Marketing for an Ageing Population. Funworld. November, IAAPA

Travel is now one of the top leisure activities for the mature market. This market travels more frequently and stays longer. Assisted living devices will keep them mobile for longer. The market is being expanded by the addition of 50-year-olds. This particular segment of the market will, over the next five to ten years be expecting to build upon experiences of the 1960s and 1970s. For example, their entertainment requirements will be founded upon these eras of popular music. The mature markets are becoming more active and adventurous. Product offers now can range from the safe to the extreme and from heritage to theme parks. Attractions must design with age in mind.

045
The Henley Centre (1996) Entertainment. Leisure Futures  Vol 4 1996

The boundaries between different leisure sectors have become blurred (eg. entertainment in restaurants). Therefore, the traditional distinctions between eating out, retail and entertainment have become less meaningful. "Retailing has become an out-of-town adventure destination rather than just shopping" (Tony Marshall, Rank). The leisure/retail combination keeps consumers in the retail environment for longer, thus increasing their spend. 

046
The Henley Centre (1997) The Future of the Holiday. Consumer and Leisure Futures, Spring 1997

Increased expectations and demand for high quality tourism products have arisen out of increasing disposable income but increasing pressures upon time amongst working people. The grey market is an exception to this (aged 55 to 75) which makes them an extremely valuable market for leisure operators. The appeal of domestic destinations for the main holiday will continue to decline. Factors affecting in-bound tourism include cultural factors (Americans finding their roots; Germans having more holidays than Americans); rise in sterling exchange rate; fashion; major events (eg. Euro 96), Channel Tunnel. The UK, and London in particular, is seen throughout both the US and Europe as experiencing a cultural renaissance based around music, art, food and fashion. 

047
The Henley Centre (1997) The Evolution of Leisure. Consumer and Leisure Futures , Winter 1997/98

The Henley Centre predicts that leisure will be determined by social changes and not by changes in the supply side of leisure developments. Significant factors are identified as changing technology including mobile phones, pagers, number and length of car journeys. Leisure time is becoming more hectic. Declining household size and increasing female employment rates means that there are fewer people to share household chores. People in work are working harder (the average working Briton works for 44 hours a week – more than any other nation in Europe). At the same time there is increasing insecurity arising out of the decline of the welfare state. Both of these factors are leading to 'survivor's syndrome' (fear of redundancy, increasing working hours) and leading to negative effects on family life. The average leisure time per head has fallen by 5% in the last five years to 60 hours per week. The time squeeze is most acutely felt amongst women, parents and those working full time. Value for time will be as important as value for money in determining leisure patterns of high income groups. 'Time deepening' explains the popularity of leisure, shopping and entertainment centres, which offer the opportunity to multi-task in one location. 

The Henley Centre believes there are limits to the share of leisure time that can be taken in the home. For example, HC's Media Futures 97 programme found that people surfing the net were spending less time sleeping and watching TV while out-of-home activities were relatively unaffected. Although increases in in-home leisure time will be gradual and small, in-home expenditure will increase by 104% over the next five years.

048
IAAPA. (1992) The Future of the Attractions Industry: A report of a Conference of 15 Invited Specialists . held at Williamsburg, Virginia, July 30-31 1992 available from IAAPA, Alexandria

This report identifies 11 major social trends affecting the attractions industry. These include: Down ageing, cashing out, cocooning, and the vigilante consume. The major problems facing the sector are identified as being: escalating costs and static attendance, decline of the traditional small park, availability of capital, government regulations and issues (extending the school year, employer health care, tax matters). The following are seen as emerging trends by the industry in response to these issues: water attractions, major leisure complexes, family entertainment centres, merging entertainment with education, high-tech developments. 

049
IAAPA. (1996) Amusement Industry Abstract. Alexandria (see also surveys in 1992 and 1994 from the same source)

This is a review of the operational characteristics of the facilities operated by IAAPA members throughout the World. The information is presented in tabular format covering categories of attractions determined by their scale of operation (up to 275,000 visitors per annum, 275,000 to 975,000, and over 975,000). The study examines opening periods, staffing ratios, income from different sources, and profit ratios. This information forms the basis of benchmarking within the industry. It is complemented by information relating to capital investment programmes and a summary of food guests survey and a specific review of the business of operating zoos and aquaria.

050
IAAPA. (1997) Amusement Facility Operations Survey 1997. Alexandria

This is the eighth survey by IAAPA on this subject and examined European operations. Three categories of parks were included: theme parks, cultural or natural attractions, and family entertainment centres. The theme parks averaged 1.2m visits per annum, had an average of 510 employees, average spend per head of $16.96 and an operating margin of 18.7%. The cultural attractions had a mean attendance of 512k, 143 employees at peak season, and an average spend per head of $9.23. The information about FECs is less complete but shows an average attendance of 170k per annum and 25 employees at peak times.

051
IAAPA. (1998) Merchandising Survey  1997. Alexandria

This provides the main results of the IAAPA members' survey regarding retailing activities at attractions. The survey identifies three types of retail outlets: walk-in, walk-up and mobiles. The main sales in the sample are clothing @ 18%, souvenir toys @ 18%, and confectionery @ 10%. Over three-quarters of all operators place their food and beverage operations with a concessionaire. All undertake their own merchandising and retailing, however, 50% grant concessions for speciality retailing. The majority of respondents for this survey were US attractions. There were some larger theme parks in Europe included in the survey.

052
Johnson, S. (1995) Thrills on Test: Research Comparing Traditional Rides with Simulators at Visitor Attractions. Touche Ross for TiLE, June

This research demonstrates the need for careful planning in the introduction of new investments in attractions. The research shows the relationship between markets and the expectation of a visit to a particular attraction. It concludes that there is a place for both types of ‘rides’ depending upon the job to be done. Both types of ‘rides’ have a strong appeal for teenagers and young adults who ride together and without their parents.

053
Johnson, S. and Glazebrook, D. (1998) Corporate Brand Lands. Attractions Management

An increasing number of multinationals are entering the visitor attractions market with a new generation of ‘brand lands’. The authors examine the benefits to the corporates and discuss case studies from the UK (including Wedgwood, Cadbury World, and Niketown). They conclude that these corporate attractions will be a major area of product development over the next ten years.

054
Key Note (1998) Tourist Attractions. September, London

Key Note estimates that the number of visits to attractions will grow by 10.1% between 1998 and 2002 (2.5% per annum) to reach 438m. At present they estimate there to be 394 visits per annum in the UK in 1997. The total expenditure at attractions in 1997 was £1.4bn, indicating an average spend per attraction visit of £3.55. Attractions are losing their share of leisure time due to the growth in the number of heritage attractions, shorter stay holidays, other forms of leisure and entertainment, and the continued growth of overseas holidays. In 1997 there were some 2,316 attractions with over 10,000 visitors per annum; 30% of these are owned by local or central government.

055
Key Note (1998) Horticultural Retailing. Key Note Market Report, London

Following a definition of the components that comprise this market, there is detailed analysis of the market size for garden products and of the different sectors. This includes a review of the industry background and the major players, the buying behaviour of consumers, and retail forecasts in this industry for 1998-2011.

056
King Sturge (1999) The South Wales Report – 1999, Cardiff

This is an overview of the property investment and development market in South Wales for the past twelve months. King Sturge produces this annual review every February. This significance of this year’s edition is the emphasis upon leisure in Cardiff, Newport and Swansea. The report suggests that the nervousness evident in some parts of the leisure markets at the end of 1998 was due to consolidation and readjustment. Overall there are a number of high profile schemes across South Wales, most of them urban based. A noted phenomenon is the growth of multiplexes and the fact that increased frequency of use has led to the fact that market catchments have been driven down from the 200,000 within 20 minutes traditionally considered to be vital for viability.

057
Kinsey, S. (1995) Location-Based Entertainment: State of the Industry in TILE Conference Proceedings, June, Maastricht

This paper discusses a new generation of integrated entertainment and leisure destinations sited at key strategic locations and, increasingly, at the heart of urban regeneration schemes. The development of the concept is being led by the large-scale entertainment organisations including Sony, Edison, and Warner. These centres will combine the best of new technologies with a range of entertainment and catering facilities.

058
Kunzman, K. (1996) Euro-megalopolis or Themepark Europe? Scenarios for European Spatial Development. International Planning Studies, Vol. 1., No. 2., Oxford

This paper examines some spatial development trends in Europe at the turn of the Millennium. It discusses factors that influence large-scale development and the establishment, in particular, of the new generation of large-scale resort destinations. It examines a range of scenarios for future development and the implications for social planning. The author argues that, in many ways, the regeneration of cities will allow them to operate as the large integrated resort is intended. Thus the cities of the future will also be the theme parks of the future.

059
Lawson, R. et al. (1995) Tourist Awareness of Prices for Attractions. Journal of Travel Research, Vol. 34., No. 1.

This research shows that tourists are generally unaware of the actual prices of admission to attractions within their holiday destination. They are only confronted by the cost of entry upon arrival at the attraction. Most attraction promotional literature does not carry the specific details of current admission charges.

060
Light, D. and Prentice, P. (1994) Market-based Product Development in Heritage Tourism. Tourism Management, Vol. 15., No. 1. Butterworth-Heinemann, London

This papers uses data gathered at a number of heritage sites in Wales to consider regional and sub-regional variations in demand for heritage tourism. It is possible to identify distinct regional markets within Wales for some aspects of demand. The implications of these regional and sub-regional variations in demand for product development are real and significant. They are examined in this article.

061
Local Government Association (1998) Enriching People’s Lives: An Advocacy Paper for Leisure and Tourism, London

This paper demonstrates the relevance of local government leisure, tourism, and cultural services to the broad policy areas to which both central and local government are giving priority. These include public health, community safety, social exclusion, environmental sustainability, regeneration and life-long learning. The report uses a selection of good practice case studies to illustrate these linkages. These include attractions and specifically Swansea’s museums service.

062
Lynch, P. (1999) Pride of Bilbao: Creating New Locations with Attractions Leisure Manager. ILAM, November

This article examines the impact of flagship attractions in creating new tourism destinations. It takes as its case study the development of the new Guggenheim Museum in Bilbao in Spain. It concludes that the Museum has been fundamental in the regeneration of the City and in changing attitudes in the Region.

063
Market Assessment Publications (1995) Tourist Attractions, London

This research examines the markets for tourist attractions, including a detailed review of consumer profiles. The research primarily focuses upon households with children on the basis that 32% of all reported visits to attractions involve children (according to the BTA). The findings reveal that 92% of all households with children (753 sampled) visit attractions at some time. When considering a visit the following appear as the most important factors: admission costs, suitability for children, range of activities, and location. The least important factors are: public transport, use of special offer vouchers, and food provision. The importance of cost is a factor of value-for-money and is relevant to all socio-economic groups in the survey 

064
Market Power (1997) Catering Forecasts. London

Growth in eating out is predicted to grow by 15% over the next two years. In 1996 the UK markets spent £19.6bn on eating out, this had grown by £380m by 1997. Eating out will become an important feature of all major destinations and attractions in the UK. Already key players in the attractions sector (e.g. Vardon) are collaborating with a major food provider to enhance their food and eating out product offer.

065
Markwell, S., Bennett, M. and Ravenscroft, N. (1997) The Changing Market for Heritage Tourism: A Case Study of the Historic Houses of England. International Journal of Heritage Studies. Vol. 3., No. 2. Intellect Ltd.

This paper recognises the broad appeal to both governments and visitors of heritage tourism and discusses the key trends and indices associated with this segment of the market. The Study focuses upon the performances of a number of historic houses in England. While supporting the established orthodoxy, that admission numbers are largely insensitive to increases in prices, there are a number of wider structural changes to the market that may undermine long term stability. House owners can no longer assume that annual increases in admission charges will increase net income. Yet they do not possess the skills in either market research or in attraction management and presentation to confront and manage change. Opportunities exist in the use of IT. Operators need to become more innovative in their policies on marketing, pricing, and interpretation. There is a growing imperative to understand the dynamics of their existing and potential markets.

066
Martin, B. and Mason, S. (1994) Current Trends in Leisure: Taking Account of Time. Leisure Studies. Vol. 13., E. & F. N. Spon, London

This article examines the issues associated with the definition and assessment of leisure time. Time is fundamental to the concept of leisure. There is no common or agreed measure of estimating annual leisure time used in research. This discussion is followed by analysis of trends in work and leisure time in the UK. It concludes that over the past 10 years there have been only small changes in the average amount of leisure time for workers in the UK. The average leisure hours rose by 3% compared to 8% in the previous decade. As a result, there has only been a slow rise in the amount of leisure time in the UK (0.5% per year).

067
Martin, B. and Mason, S. (1998) Transforming the Future Quality of Life: Rethinking Free Time and Work. Leisure Consultants, Sudbury

This is a major review of the definitions of free time and the traditional ways society has measured available leisure time. The study examines the changing nature of demand and use of leisure in the UK and suggests that leisure time is being squeezed for the majority of people with available money. In other words, there is a money rich: time scarce consumer market. At the same time we are witnessing growth in the active, younger, retired population who have the time but more limited resources to use for their leisure. Overall the study points to the diversity and range of factors affecting demand for leisure and concludes that we need to examine policy options to prioritise free time and to consider ways of redistributing its accessibility across a wider range of society. The study contains many tables that examine the wide range of variables affecting leisure time and its use. This is the culmination of over twenty years' research examining these trends.

068
Martin, B. and Mason, S. (1997) Baby Boom. Leisure Management. Vol. 17 No. 1

There is unlikely to be the same level of growth in leisure spending in the next ten years as we have seen in the late 1980’s and late 1990’s. Disposable income growth rates will be modest. Public sector investments will be into main services. Consumers will become more wary as to how they spend their disposable income. Three main trends are identified: (1) the strong role of marketing to create fashionable themes and impulse purchases; (2) the growth and opening of lottery funded projects with traditionally free attractions having to generate more income; and (3) the growth of in-home entertainment. 

069
Martin, B. and Mason, S. (1998) Free Time. Leisure Management. Vol. 18., No. 6. 

(This is a summary of Transforming the Future by the same authors – see earlier)

070
Martin, B. and Mason, S. (1993) The Future of Attractions: Meeting the Needs of the New Consumers. Tourism Management, February

This article was written during the recession of the early 1990’s but looks forward to a period of renewed economic growth and changing consumer lifestyles. It concludes that attractions will have to cater for visitors who are more demanding, more discriminating, more active and more purposeful in their choice of a place to visit. There will be a shift in emphasis from passive enjoyment and fun to active learning. Quality and genuineness of the visitor experience will be crucial to future success in an increasingly competitive market.

071
Masberg, B. and Silverman, L. (1996) Visitor Experiences and Heritage Sites. Journal of Travel Research Vol. 34., No. 4.

The article demonstrates that heritage site managers have a lack of understanding of visitors to their properties. Visitors tend to be considered as a homogeneous market rather than as a series of different segments. As a result, marketing and presentations tend to be superficial and attempt to be relevant to all visitors. The article calls for a more sophisticated and targeted approach to meeting the needs of different segments.

072
Mellor, A. (1999) International Profile – Oakwood: From Farming to Fun. Funworld, January

This article plots the 11 years of growth at Oakwood and identifies the proximity to a major tourism destination as being the key to balance the relatively small population of 3m within a two hour drive. The strength of the product and its branding are identified as key factors leading to success. Others include a focused marketing strategy, clear investment decisions to meet the demands of the market and the development of the repeat business from the day visitor markets. The ‘tag’ “Coaster Country” was introduced in 1997 and is now a main element of branding. The importance of live entertainment and quality catering are also stressed by the owners as fundamental parts of the Oakwood product offer. (see also Wheatley, J. (1998) Marketing, Funworld, May;  Minton, E. (1999) Entertainment, Funworld, January; and, Wade, G. (1992) Merchandising, Funworld, May),

073
Middleton, V. T. C. (1998) New Visions for Museums in the Twenty First Century. Association of Independent Museums

This is a comprehensive review of the current status of museums and especially independent museums in Britain. It reviews and updates the 1990 New Visions Report also by the AIM. The study examines the context of change from the demand and supply perspectives. A particularly detailed analysis of the characteristics of museums in the UK is undertaken. The study explores the structural trends in society that are affecting the demand for museums. It identifies the main sources of competition up to and beyond the Millennium and sets out opportunities for the museum sector.

074
Middleton, V. T. C. (1999) The New Resorts for the 21st Century? Insights, Jan 1999, ETB

This article proposes changing the definition and perception of 'visitor attractions' to include 'Urban Entertainment Centres'. The potential of these centres to "eat into" existing markets for traditional visitor attractions is clearly stated. These new destinations operate to advanced commercial principles to create stimulating and entertaining destinations. The same cannot be said for many traditional attractions, many of which are resource-orientated rather than customer or profit orientated. "For every knowledgeable enthusiast of heritage visits there are at least two or three whose primary concern is an enjoyable, value for money day out, which (these new entertainment centres) can satisfy in a growing number of ways".

075
Minton, E. (1997) Going to Extremes. Funworld. June, IAAPA

The growth of interest in extreme sports is now affecting the design of rides and entertainment within visitor attractions. Increasing evidence to show that the markets are looking for something that tests their skills, is challenging (but safe), different and which reflects, generally, their increasingly healthy lifestyle. New technologies and equipment is allowing these experiences to be created within parks. (NB. This type of centre is actually not far away from the concept developed at the Llangorse Indoor Climbing Centre). Examples of these new developments include: Funset in Wisconsin and the Schitterban Resort in Texas.

076
Minton, E. (1997) A Natural Attraction. Funworld, January

This article examines visitor trends at natural showcaves in the USA and discusses the work of the National Cave Association on behalf of its 87 members. The article reflects on the fact that demand for caves has remained static for a number of years and that, generally, the caves in the USA maintain their market appeal. The weather is a determinant of any downturn in business with poor summer weather causing recent declines. This is an irony as the climatic conditions underground is constant. The diversification of some operations has not been totally successful. Caves which have nature reserves, or enjoy natural heritage status, appear to perform better than those which are more commercial.

077
Minton, E. (1998) Food Service. Funworld, January 

This article examines the growth of alternative healthy foods as part of the product offer at attractions. Although traditional amusement foods still reign, there is evidence that the consumers are searching for healthier and more wholesome food offers. The author quotes from a major research study by Research Unlimited undertaken in 1996, which confirms these trends. Bottled water and ethnic foods are increasingly in high demand in attractions.

078
Minton, E. (1998) Big Neighbours. Funworld, August

Small attractions have to try harder when they operate within the shadow of a major destination attraction. This article analyses a number of attractions that have successfully competed in this environment. It concludes that the factors of success are: being different, developing a strong image and profile, collaboration to offer a complementary product, and ‘riding on coat tails’.

079
Mintel (1996) Leisure Shopping . Mintel Leisure Intelligence, September, London

A comprehensive review drawn from original research and secondary sources, examining trends in leisure shopping.

080
Mintel (1996) Factory Outlet Villages. Mintel Retail Intelligence, July, London

This is a review of existing factory outlet villages and their historical development. This is followed by an analysis of their trading performance, their composition, and an overview of the current and future markets. Further growth in the number of outlets is projected over the next five years. The study suggests that the UK can support a total of 25 to 30 of such developments.

081
Mintel (1998) Days Out. Mintel, May, London

This research examines the pattern of day trips made from home rather than those made whilst on holiday. It identifies the most significant sources of information as being: word of mouth/friends and relatives; newspapers and event listings; and returning to places that have previously been visited. The study identifies a significant market that is ‘floating’ and searching for destinations when on a leisure day trip (16%). In terms of the actual influences in terms of where to visit, the following factors play an important role: price, recommendation, availability of car parking, and the ability to have food. The study compared the findings from a 1995 survey into the same subject. Although differences did exist between the three years none were particularly significant. There is evidence to suggest, however, that the adult market is becoming more discerning in their selection process.

082
Morris, A., McCrone, D. and Kelly, R. (1995) The Heritage Consumers in Fladmark, JM (ed) Sharing the Earth. Donhead, 1995

This paper presents the importance of heritage attractions as a fundamental part of increased cultural awareness and identity in Scotland. Heritage is a reflection of nationalism in its widest sense. Consuming heritage is not just a casual leisure activity. It arouses passion and zealotry. Based on a sample of 230,000 NTS members, the survey revealed a strong relationship between membership and the feeling of being 'Scottish' (despite strong 'conservative' political affiliation/voting patterns). Heritage was an important word in the vocabulary of members of the NTS.

083
Mortell, M. (1998) Visitor Attractions – Catalysts for Development. in The Proceedings of the 1998 Visitor Attractions Conference, TDI, Dublin

This paper is the keynote speech by the Chairman of Bord Failte. It examines the importance of a development strategy and of an all-Ireland approach to marketing. The 1989-1994 Operational Programme for Tourism focused upon the development of heritage attractions and this was extended into the 1994-1999 programme. The result has been the strategic enhancement of the overall attraction product and of the redistribution of tourists around the regions of Ireland. The attractions development programme is regarded has being a fundamental catalyst to regional development and to the overall doubling of revenue from tourism during the period of the two programmes.

084
Munsters, M. (1996) The Strategic Development of Heritage Tourism: The Dutch Approach. Managing Leisure, Vol.1, No. 3.

This paper reviews the approach made by the Netherlands in developing its cultural tourism base over the past fifteen years. The growth in cultural tourism is likely to continue owing to demographic and social changes. The cultural product needs to develop in an integrated way to achieve maximum benefit from this growth. Themed routes and packages are a particularly effective way of achieving this. The paper presents the direct financial benefits that arise from paid visits to particular events and monuments. The management and preservation of these sites is assisted from this source of funding. For those monuments without direct financial contributions from tourism but which enrich the environment, other means of funding must be found. The author argues for public funding.

085
National Economic Development Council (1991) The Planning System and Large-scale Tourism and Leisure Developments. London

This report examines 18 case studies and a number of decisions called in by the Secretary of State for the Environment covering every kind of major leisure development that the British planning system has coped with in the past twenty years. This includes the development of large-scale visitor attractions. A number of key issues emerge including environmental and economic impact. Achieving an appropriate balance between the two issues is an important consideration. The report examines the implications of the Planning and Compensation Act 1991 and makes a series of recommendations with regards policy planning guidance.

086
Nolan, T. (1999) Media Magnets. Leisure Management. Vol. 20., No. 3., February

This author forecasts the growth of large-scale regional entertainment facilities where big media conglomerates will develop hybrid leisure concepts. There will be an increasing linkage developed between the media and theme park type operations as companies seek to extend their brand portfolio. Although traditionally these developments have sought out-of-town locations, there is growing interest in city centre locations.

087
Otto, J. and Ritchie, J. B. (1996) The Service Experience in Tourism. Tourism Management Vol. 17., No. 3., Pergamon, London

This article discusses the results of a complex research programme that examined the consumers’ service experience in three different tourism environments: airlines, hotels, and attractions. The paper concludes that simple satisfaction surveys do little to help operators understand the markets. There is a need for more sophisticated market research to begin the segmentation of the markets.

088
Owen, R. E. (1997) Survey of Visitors to National Trust Properties in Wales. 1997. National Trust

The results of a self-completion questionnaire at 14 National Trust Properties in Wales are presented. Information is presented for each property on a number of variables including: gender, age, origin and occupation of visitor; mode of transport used to reach the attraction; accommodation type; main reasons for visiting the property; how visitors learnt about the property; duration of visit; places and facilities visited; satisfaction with visit and likelihood of repeat visit.

089
Peczi, J.(1995) Assessing the Future and Meeting its Demands in Tile Conference Proceedings.  June, Maastricht

Emerging technologies and their effective use is critical for the future of the attractions sector. There is an ever-increasing need to understand the markets for a project and to develop customer loyalty. Technology can help. Personalised services and quality of presentation will characterise successful attractions in the future.

090
Prentice, R. C. (1989) Visitors to Heritage Sites: A Market Segmentation by Visitor Characteristics in Herbert, D. et al Heritage Sites: Strategies for Marketing and Development. Avebury Books

Although various surveys show little consistency in the way in which similar sites are used by visitors, there are certain common patterns in visitation. Heritage sites are visited predominantly by people in high socio-economic groupings, although in summer the number of skilled manual visitors increases. The proportion of holiday to day trip visitors depends upon whether the site is located in a holiday area. Cadw properties, however, attract relatively high numbers of staying tourists. Few visitors to heritage properties have a special interest, the majority of visits being general and recreational.

091
Prentice, R. C. (1993) Tourism and Heritage Attractions. Routledge, London

This book examines consumer demand for heritage attractions and the decision-making process amongst visitors to heritage sites. The chapters also cover the role of retailing, the marketing and promotion of heritage attractions, tourist assessment of the product and the impacts of heritage attractions on their local economies. Case study material is drawn from Wales, Scotland and the Isle of Man. Visits to heritage attractions are twice as likely to involve long stay tourists as they are short stay and domestic day visitors. The book concludes that the market is as diverse as the heritage product. Operators need to become more sophisticated in the ways they manage and market their attractions.

092
Ravenscroft, N. (1992) Recreation Planning and Development. Macmillan, London

This is a comprehensive review of the development plan process and its relationship with the planning and development of recreational and tourism facilities. The book examines the origins and evolution of recreation provision in the UK. It then places recreation into the wider context of the property market and in terms of planning and demand for land. The roles and responsibilities of the public and private sectors are reviewed before a detailed discussion of the environmental assessment and evaluation of recreation projects is examined. The book concludes with a series of case studies that includes Thorpe Park, together with Royalty and Empire at Windsor. There is an extensive bibliography appended to this book.

093
Robinett, J. (1999) Just Add Guests, Attractions Management, Vol. 4., No. 3., March

Instant attractions are a new form of product development to provide solutions for time-pressed consumers. The author identifies the new trend to provide instant attractions providing one-stop shop entertainment. Examples quoted are Disney’s Bug House which is a themed area associated with a cinema showing 'A Bug’s Life'. In London during the run of 'Titanic' visitors were able to visit a temporary themed exhibition and entertainment centre in the Wembley arena organised by Fox’s Official Movie Tour. These media-related, temporary, and inclusive attractions are likely to be a major growth phenomenon over the next ten years. They are rooted in the ‘Fan Festivals’ associated with major sporting events where interactive displays are located around major stadia for the run of an event. In Atlanta this was particularly well defined with Coca Cola’s Olympic City.  

094
Robinson, K. (1994) Future for Tourist Attractions. Insights. English Tourist Board 

This paper sets out the current state of the attractions sector and the challenges affecting it in the 1990s. Variance factors are sited which affect the industry. In particular the effects of economic conditions and the strength of the pound strongly influence levels of overseas visitors and the tendency for domestic visitors to travel abroad. The impact of fashion in visiting attractions is also highlighted. For example few historic experience attractions like Jorvik and The Oxford Story, are showing sustained popularity or a return on capital. The paper then goes on to predict the impact of current changes in lifestyle on particular sectors. Success is predicted for those heritage attractions, museums and gardens which introduce innovative management practices and keep up with the application of modern interpretation techniques. 

095
Rogers, A. (1995) Pricing Practices in Tourist Attractions: An Investigation into How Pricing Decisions are Made In the UK. Tourism Management. Vol. 16., No. 3.

This article reports findings from a survey on pricing practices in tourist attractions carried out in the UK in 1991 to 1992. It focuses upon decision-makers, the procedural processes, the assumptions made, and price dynamics. It identifies the uncertainty underpinning the information base. The report indicates that the sector is over cautious and conservative in its approach. There is room for more experimentation with prices and admissions policies to reap better yields.

096
Rogers, B. (1999) Dream Time. Attractions Management. Vol. 4., No. 2., February

The author argues that modern consumers are hungry for experiences and not objects. Under these circumstances the well-researched replica can be better than the real thing because it allows interactions to take place with the consumer. Truth and learning are not replaced by experience engineering: they are part of its success. As we move to a decline in taxpayer funding for attractions and more ‘museums for profit’ there will have to be a shift to making the product more relevant to the needs of the market place.

097
Romano, G. (1997) Smaller Parks Will Win. Attractions Management, June

This feature reflects on the contradictions in leisure, which suggest that at a time when we will see the continued growth of large-scale mega or regional attractions there will be scope for the smaller, intimate and authentic attraction to develop niche market opportunities. People are increasingly looking to spend their leisure time closer to their homes and to use it more effectively. The traditional, smaller’, attraction can provide for this market.

098
Roth, L. (1998) The Expanding Universe of Corporate Attractions. Funworld, January

The author examines the growth of corporate attractions as a new visitor destination that incorporates an attraction, food and beverage and the essential component of factory shopping. A number of case studies are discussed (Kellogg’s Cereal City, Volkswagen’s AutoStadt, The World of Coca Cola, and the CR Smith Museum). These are a new generation of attraction that will become a feature of leisure development in the Millennium. The author considers them to be the major development threat to the traditional attraction market.

099
Salzman, M. (1999) Next ? A Vision of Our Lives. Harper Collins. See also Salzman, M. (1999) What Next? Leisure Week, January

Research suggests that consumers want to use their spare time more effectively and efficiently with easy-to-purchase, easy-to-access options available in short bursts of time. Increasingly, health and well being are featuring in all aspects of leisure activity. Consumers with families will seek one-stop entertainment centres whilst the ageing population will seek to be more adventurous but within ‘safe’ limits. The ageing population of the next ten years will be those who lived through the 1960s and 1970s. This will be reflected in their leisure demands.

100
Sasaki, K., Harada, M. and Morino, S. (1997) Economic Impacts of Theme Park Development by Input-Output Analysis. Managing Leisure: An International Journal. Vol. 2., No. 2., Chapman Hall, London

The economic impact of leisure park development is examined in Japan. It is analysed using input-output analysis. Significant impact is identified in the industrial sectors ‘construction’ and ‘electrical supplies’ before opening, and in services after opening. The structures of the inter-industry relations are discussed in the context of land-use, political support, and the quality of the experience. The study concludes that it would be of advantage to the cause of leisure development to identify more accurately and systematically the effect of leisure developments on these relationships and on the local economy.

101
Schaller, K. (1999) If You Have Time.... Funworld. IAAPA, March

This article summarises a key note paper entitled “Changing Leisure Patterns, Complex Customers, and the Future of the Industry” presented to the IAAPA Annual Convention in November 1998 by Professor G Goodbey, Professor of Leisure Studies at Penn State University. The most important aspect of change is the ageing population. This is linked to the fact that this market is wealthier, healthier, and wields more political power. Leisure has become a more important part of people’s lives. The working week is declining. All sectors have gained free time over the past ten years BUT the increase has been on weekdays, not weekends. Almost all gains have been used up by in-home entertainment. Leisure time is being squeezed and leisure providers have to become more ‘agile’. Consumers need to be treated as individuals. Tailorise and customise provision. Reduce a person’s time commitment. It is the way consumers believe that their time is spent that is important. 

102
Schober (1998) The DIY and Garden Industry Retail Survey. Schober Direct Marketing, London

This is a business-by-business review of the financial status of companies involved in this sector. It includes garden centres and similar operations. It indicates that small, independent, garden centres in Wales can have an annual turnover of between £0.5 - £1m. There are over 200 garden centres in Wales of which approximately 75% are independent and privately owned. The remaining 25% are either multiples (for example, Do It All and Sainsbury's Home Base) or specialists (such as Wyevale). Based on these figures it would appear that the annual expenditure at garden centres in Wales is in excess of £200m. 

103
Schouten, F. (1995) Improving Visitor Care at Heritage Attractions Tourism Management. Vol. 16., No. 4.

Large numbers of people never visit museums because they either perceive them as having no connection with their lives or are inhibited by the way they are presented. Despite notable exceptions, many museums loathe to cater for the general public. Museums must innovate to make their displays accessible and stimulating by trying harder to understand the layperson's position. There is a need for museums to encourage active participation, provide more opportunities for social interactions, and to provide better quality facilities.

104
Scottish Tourist Board (1992) Activities Undertaken by British Holidaymakers in Scotland in 1990. Edinburgh

This presents the results of a survey of the behaviour of British holidaymakers whilst on a leisure tourism trip to Scotland. In particular it demonstrates the importance of the heritage product to tourist markets, especially the long-stay tourists. This confirms the findings of previous research in Scotland involving MEW Research – Scottish Domestic Home Holiday Study 1990 Scottish Tourist Board, Edinburgh.

105
Scottish Tourist Board (1994) Visitor Attractions: The Key to their Success – A Development Guide. Edinburgh

This is a good practice guide for attraction managers. It indicates that in 1993 there were 850 attractions in Scotland attracting some 31.4m visitors. The Guide examines market research concluding that the ageing population is creating major opportunities and challenges for the attraction sector. Research also indicates that the most important determinants influencing a visitor's choice of an attraction in Scotland are: price, opening hours, the availability of a tea-room, and ease of parking.. These influences vary between day visitors and tourists. For day visitors attractive surroundings, weekend opening, tea-rooms and facilities for children are more important than they are for tourists. For both groups satisfaction is strongly influenced by toilets and staff and less so by interpretation, souvenirs and children’s facilities.

106
Scottish Tourist Board (1996) Scottish Visitor Attractions Strategy. Edinburgh

This study was undertaken by consultants and examined the status and performance of the existing attraction base as well as developing a strategy for the future of the sector. The study identifies attractions that are core to the tourism industry, those that are peripheral to attracting tourists and those that are of a recreational purpose (and, therefore, primarily for the local resident population). A key factor in the determination of these categories is the concept of wealth converters. Attractions are important if they make a significant contribution to the creation of jobs and income for the Scottish economy by attracting tourists.

107
Scroxton, J. (1991) Foodservice Provision in Tourist Attractions – Motivation and Opportunities. Insights. ETB, London

The quality of tourist attractions is being judged increasingly by the quality of their services, which support the variety and originality of their main exhibits. This includes support activities such as customer care, foodservice, and retail. This article examines the opportunities for developing foodservice based upon an examination of the motivations of visitors. There is increasing evidence to show a move towards leisure-necessity dining where eating is part of the leisure experience and where value for money is the key. The importance of relating the food offer to the overall setting has been known for some time, but in the future this theme relationship has to develop further. The benefits for the operator are in terms of extended service, extended stay on-site and increased spending. 

108
Shackley, M. (1998) Visitor Management: Case Studies from World Heritage Sites. Butterworth Heinemann, London

This book is an examination of good practice in the management of visitors and heritage attractions around the world. The analysis examines management techniques, interpretation, marketing, and the use of a variety of monitoring schemes to assess impact. Many of the case studies are not of specific attractions but of historic environments such as the city of Bukhara (Uzbeckistan) and of Krakow (Poland). The chapters referring to attractions per se include: Hadrian’s Wall, Biertan and Thebes. The sections examining the designation of World Heritage Sites and the current list provide a useful background. The examples of good practice in visitor management have wider applications.

109
Shu Tien et al. (1996) Integrating Constraints and Benefits to Identify Responsive Target Markets for Museum Attractions. Journal of Travel Research. Vol. 35., No. 2. 

This article considers the results of a study of visitors to museums in Texas that demonstrates the increasingly important role for sophisticated target marketing. The research shows that visitors to these types of attraction are increasingly influenced by specific product offers and loyalty schemes rather than generalised marketing activities.

110
Solomon, P. et al. (1995) The Age of Aquariums: A Need for Focused Marketing. Journal of Travel Research Vol. 33., No. 3. 

This reports the results of a small research programme at a selection of aquaria in the USA that showed the importance of target marketing to the different market segments for this type of attraction. The research identifies flaws in the traditional approach of relying upon a single form of marketing activity that tends to be literature based.

111
Sterry, P. (1991) Heritage Centre: Myth or Magic in Proceedings of the Third Global Congress on Heritage Interpretation, Hawaii

This paper explores the role of heritage centres as visitor attractions. The paper identifies the lack of quality research to demonstrate the feasibility of centres and their overall effectiveness. The viability of the majority of these developments is questioned.  

112
Stevens, T. (1986) Tourist Attractions in Wales – The Story So Far. Wales Tourist Board

This paper presents a thorough review of the visitor attraction sector as it existed in 1986. Drawing upon published sources and a survey of 305 sites in Wales, the report presents all aspects including geographical spread, visitor trends, ownership, management style, fees and finances and employment. The problem of falling numbers of visitors to individual attractions is highlighted. Whilst management issues significantly affect the success or otherwise of attractions, there are matters of strategic concern which need to be addressed. In particular the overall growth in the attractions sector leads to increasing competition between operators. The need for effective management and marketing of attractions is highlighted.

113
Stevens, T. (1993) Theme Parks: Playgrounds or Agents of Social and Cultural Development. The Annual Review of Travel: A Collection of Award Winning Essays .The American Express Annual Review of Travel, New York

This essay explores the role and responsibility of theme park operators to consider social and cultural issues in the planning and design of their operations. The author reflects on the blurring of consumer requirements from a day visit and suggests that the traditional theme parks offer opportunities to provide some experiences that are traditionally the preserve of heritage attractions. The potential for developing societal marketing in theme parks should be explored.

114
Stevens, T. (1993) Theme Parks in Buswell, J. (ed.) Case Studies in Leisure Management Practice. Longman, London

The author examines various definitions of theme parks in both Europe and the USA. This is followed by a review of the development of the theme park product in Europe and an examination of the markets for this product. Of particular interest is the analysis of the response by developers and operators to the challenge presented by Euro-Disney in the early 1990’s. Case studies include: the Tussaud’s Group, Landmark Entertainment, and Futuroscope. The key operational issues facing parks are identified as being: seasonality, staffing, the selection of rides and their theming, and the capacity vis a vis peaking of demand.  

115
Stevens, T. (1995) The Cultural Potency of Sport: A Neglected Heritage Asset in Fladmark, JM (ed) Sharing the Earth. Donhead, 1995

This paper highlights the power of the heritage of sport to help build identity and to attract tourists. It argues the success of existing sports visitor attractions and the need for others. The importance of icon sports and sports facilities to have museums or facilities is presented.

116
Stevens, T. (1998) So What’s New ? New Challenges, New Competition, and the New Millennium in The Proceedings of the 1998 Visitor Attractions Conference. TDI, Dublin

This paper examines the emergence of a new generation of attractions and leisure developments in the UK. The impact of Lottery funded projects and the scale of their capital investment is posited as a major concern for the attractions sector, which remains under-capitalised. A new geography of attractions is identified together with a new generation of investors and developers. The overall impact is one of expanding consumer choice and increased competition for the traditional attraction sector.  

117
Stevens, T. and James, V. (1995) The Future of Europe’s Past.  Proceedings of a series of three EU COMETT Workshops

This collection of papers by over thirty international specialists explores the relationship between heritage attractions and the use of new technologies to assist their management and presentation. The three workshops (Cork, Swansea and Barcelona) brought together researchers and attraction operators to discuss and debate the issues. The study concludes that heritage attractions have been slow in utilising IT for management and marketing purposes although significant advances had been made in the use of IT for presentation purposes. 

118
Swarbrooke, J. (1993) The Future of Heritage Attractions. Insights. English Tourist Board

Written during the recession of the early 1990s, this paper poses a question concerning whether the successes of the 1980s in the heritage sector are likely to continue. Threats to the sector are presented, including increasing interest in other leisure activities; the unwillingness of some managers to keep up with customer demand; limits to finance and increasing competition from other countries which are investing heavily in their heritage. Opportunities for the sector are also detailed: increasingly professional management; improved customer care; market-led operations; more special events and above all, standards of good quality to be the goal of heritage attractions. 

119
Swarbrooke, J. (1995) The Development and Management of Visitor Attractions. Butterworth-Heinemann, London

This book examines the role and the development of attractions and provides an overview of the attractions market. It sets out the development process, looking at financing and designing attractions. The marketing and management of attractions is then examined and applied with a series of 11 case studies that includes: Cadbury World, Chessington World of Adventures, Rother Valley Country Park, and the Blackpool Sea Life Centre. The book concludes with a review of the future of attractions. It examines the implications of an enlarged Europe and the implications of EU legislation concerning the Working Hours Directive and the introduction of the Euro. The changing family and socio-political considerations such as animal welfare will all impact upon the sector. Attraction operators are urged to become more professional and sophisticated in their marketing and management of their attractions.

120
Swift, M. (1998) Trading Attractions. Leisure Week. November

In 1998 there was an unprecedented increase in the trading of leisure companies, especially those involved in theme parks in the UK. Commentary from those involved indicates a continued concern with the vagaries of the market and the lack of robust business to give corporates and their shareholders the confidence to stay with the sector. Past problems for the sector are identified as the strong pound, the World Cup and Euro '96, and poor summer weather. The future problems facing the attraction sector are seen to be: Lottery projects and increasing competitiveness in other sectors of leisure.

121
Tammi, J.W., Barnes, D. J. and Smith, R. W. (1997) Measuring Performance Through Visitors' Eyes in Australian Tourism and Hospitality Research Conference, 1997
The findings of a survey of members of the New Zealand Historic Places Trust are presented. Since word of mouth marketing has been established as important in New Zealand and since visitor satisfaction with attractions is established as vital to the visitor experience, the survey aimed to establish whether visitor expectations match their experience. Findings showed that managers expectations of historical authenticity were higher than visitor expectations; that visitors expected higher standards of facilities (toilets, access, road signs, opening hours) and that the importance of these facilities to the visitor were not matched by management's expectations. The method applied in this study is systematic and simple. It could be applicable to other areas.

122
Taylor, R. and Stevens, T. (1995) An American Adventure in Europe: An Analysis of the Performance of Euro-Disneyland (1992-1994), Managing Leisure: An International Journal.  Vol.1. No.1. Chapman Hall, London

A poor choice of location, owing to bad weather and cultural clashes, are considered by the authors to be unsatisfactory explanations for the financial problems at Euro-Disney during this initial operational period. As an alternative they explore the financial and management structures set up by its parent company, the Walt Disney Company. These, it is argued, imposed unreasonable conditions and burdens on operating profits through interest payments, lease rental payments, and royalties and fees to be paid to the parent company. It is questioned whether the recent rescue package will resolve the basic structural problems with management and finance.

123
Thach, S. and Axinn, C. (1994) Patron Assessments of Amusement Park Attributes. Journal of Travel Research. Winter

The study found that consumer’s perceptions of product features in the attraction sector is influenced by the context of the features: both the absolute and the relative importance of features in overall attractiveness and satisfaction appear contextual. Core conditions that the amusement parks must meet are cleanliness and the presence of pleasant scenery; water rides and roller coasters are also important, as is the uncrowded family atmosphere. Other features vary in importance.

124
Thacker, J. (1999) Winter of Discontent. Leisure Week. Vol. 10., No. 10., March

This article reports a dramatic decline in the number of large-scale leisure projects receiving planning permission in the third quarter of the year, compared to the third quarter. The decrease was from £3.96bn to £1.16bn. Investment in stadia and sports facilities is holding up but the shift in lottery funding to ‘New Opportunities’ is creating fewer capital schemes. The industry’s views are mixed as to whether this is reflective of an overall downturn and the start of a recessionary period. For the whole year the total investment in leisure projects is estimated at £8.46bn compared to £6.5bn in 1996. 

125
Thomas, D. (1999) The Way Ahead. Leisure Management. Vol. 19., No. 2., January

This article focuses upon the threats and opportunities for the leisure industry over the next decade. Leisure spending has increased faster than the general rise in discretionary spending and seems unaffected by the recession. However at the first signs of any economic slowdown there are clear indicators that investors take fright. The older markets offer the most significant opportunities and there is a need to fully recognise the constraints upon the female markets. The EU Working Time Directive is likely to have a significant impact in the industry.

126
Tourism Development International. (1996) 1995 Visitor Attractions Survey: Northern Ireland. TDI, January, Dublin

This presents the results of a survey of over 2,100 visitors to 29 attractions in Northern Ireland in 1995 and an audit the 118 fee-charging attractions. The main findings were as follows: almost half of the attractions had opened in the past 10 years; almost 5m visits are made to the 118 attractions; the average adult admission charge was £2.24p; the sector employs over 1500 people; and, 45% of the attractions have less than 10,000 visitors per annum. The majority of visitors are residents. However, most out of state visitors go to the heritage attractions. Word of mouth was the most important source of information. Facilities and services at attractions are most appreciated by overseas visitors. The total expenditure at attractions exceeds £14.2m, although the per capita spend at £2.90 is relatively modest.

127
Tourism Development International (1996) 1995 Visitor Attractions Survey: Republic of Ireland. TDI, January, Dublin

There were 259 fee-charging attractions in Ireland in 1995 of which 23 generate in excess of 100,000 visitors annually. The largest concentration of attractions is in the South East region. An estimated 8.6m visits took place in 1995 with 33% involving historic houses/castles. Over 2m visits were made to attractions in Dublin. The Book of Kells was the most popular fee charging attraction. The profile of overseas visitors to attractions is dominated by the European markets – 37% (3.2m) visits were made by tourists from mainland Europe. Attractions serve as a catalyst to attract tourists to destinations with 60% of respondents claiming that the attraction played an important part in their decision to visit the immediate area. The survey of visitors showed an increasing level of demand for facilities at attractions since the previous survey in 1993.

128
Tourism Development International (1998) 1997 Visitor Attractions Survey: Ireland and Northern Ireland. TDI. January, Dublin

This report is the first time the two-yearly surveys in Ireland and Northern Ireland have been brought together in one compendium. The information is based upon an audit of the 342 fee charging attractions in Ireland (an increase of 83 on the 1995 total) and the 132 attractions in Northern Ireland (an increase of 14 since 1995). In Ireland the most significant shift in demand was away from historic houses to museums and heritage centres. This reflects the expansion of this sector in recent years. Mainland Europe provides the largest market for the attractions in Ireland whilst in N. Ireland the largest market is from Britain. The survey concludes that marketing is the single most important factor affecting the overall performance of attractions.

129
Tourism Development International (1997) Model of Visitor Attraction Performance in Wales. Wales Tourist Board. November, Cardiff

This study applies the TDI model of attraction performance, originally developed for Bord Failte in Ireland, to the attractions sector in Wales. It examines actual and optimum performance of different types and categories of attractions across Wales. The model shows that attractions that perform above their optimum are those that invest heavily in marketing and that there is little impact of prices on demand for attractions. The use of regional performance targets assists in determining the expected levels of attendance, thus allowing benchmarking to take place. 

130
Tourism Research & Marketing (1994) Theme Parks: UK and International Markets. 1994, London

This is the fifth annual edition of this report and, as a far as can be ascertained, the last edition. It contains a broad overview of theme park development and investment and examines published sources for trends in the markets for theme parks throughout Europe and the USA. The report highlights the increase in attendances at UK theme parks in the period since 1993 following a period of intensive investment. The report also features the investment strategies of European parks in the light of the opening of Disney in Paris. The issue of variable rates of VAT applied to admission charges across parks in Europe is identified as an emerging concern.

131
Townsend, A. (1992) The Attractions of Urban Areas. Tourism Recreation Research. Vol. 17., No. 2.

Developed countries are said to be evolving new kinds of tourism in urban areas. This might even include the encouragement of employment growth at archaeological museums in areas of de-industrialisation. The paper analyses 183 million visits to attractions in the UK by type and by census urban-rural classification. It is found that claims for the more urban areas are exaggerated especially when compared to the long-standing features of London and the pre-industrial cities.

132
Travers, R. (1998) Benchmarking for Attractions in The Proceedings of the 1998 Visitor Attractions Conference. Tourism Development International, Dublin

Benchmarking is defined as the process of comparing performance of similar attractions. This paper is based on the application of the TDI Model of Visitor Attraction Performance in Ireland. The benchmarking exercise examined the influence of a number of variables on the overall performance of different types of attractions in various locations according to their status. The conclusions show that marketing is an important factor affecting performance. Ownership and location appear as less important factors. (NB. See also the TDI Model of Attraction Performance in Wales 1997).

133
Wales Tourist Board (1997) Wales Visitor Survey, 1996. Cardiff

The main purpose of this survey was to provide information on the profile and the behaviour of peak season visitors to Wales thus augmenting information from the national surveys (UKTS and IPS). In terms of UK holiday visitors there is a tendency to draw visitors from higher socio-economic groups. Traditional UK markets remain important and Wales has a loyal visitor base. UK tourists visited a number of attractions and participated in a variety of activities. Castles and historic sites were particularly popular. Overseas tourists tend to travel without children. 65% obtained information about Wales before they left their home. Castles and historic properties feature as the most popular attractions visited. Criticism focused on the absence of all-weather attractions and signposting. Day visitors are less likely to visit attractions than other groups. 

134
Wales Tourist Board (1999) Review of Roles and Responsibilities in Tourism in Wales – A Discussion Paper. WTB

This paper describes the roles of all organisations involved in tourism in Wales and examines in particular the roles of the tourism companies. The question is posed whether the various roles and responsibilities of these companies are in conflict with one another. The paper argues that tourism should become a statutory function. More officer time should be made available for achieving integrated quality management at tourist destinations. Tourism Associations should be encouraged to a form key link between grass roots and regional and national bodies. County tourism associations should be encouraged, having local branches and with a standard constitution. There may be a need to create a National Tourism Forum to bring all key parties together to discuss strategy, policy and marketing issues. 

135
Ward, M. (1997) Star Attractions. Funworld. July, IAAPA

Space and space attractions are undergoing a revival and are experiencing growing market interest as a result of the approaching Millennium as well as news items associated with the eclipse of the sun and comets falling to earth. As attractions based on technology, including technologies actually used in space explorations (i.e. simulators) there is a close relationship between the technology of attraction development and the space industry (i.e. Thompson Ltd.). There has been a recent expansion in new space attraction products and large-scale new investment in existing attractions. New products include NASA Space Camps, IMAX, Kids Space Place. (NB. It should be  noted that a NASA Space Camp is proposed in the Legend Court scheme).

136
West Country Tourist Board (1992) Devon Tourism – Holiday Taking Behaviour Research. WCTB, Exeter 
This report presents the results of a survey undertaken to examine the holiday taking behaviour of people requesting visitor information on Devon. This survey was undertaken in response to a fear that the demand for holidays in Devon had ‘bottomed out’. The report explains the changes in behaviour resulting from the recession and, in particular, the tendency for people to trade down to British holidays from overseas holidays; to go out less often and to spend less when they go out. The report also makes the point that the rise of consumerism in the 1980s resulted in increased demand for quality services.

137
West Country Tourist Board (1998) Visitor Attractions Quality Assurance Scheme. WCTB, Exeter

The attractions sector in the West Country responded positively to the pilot inspection scheme undertaken by the English Tourist Board. As a result the Region has now adopted this Quality Assurance Scheme. The document clearly sets out the objectives of the scheme and the criteria to be assessed.

138
Wheatley, J. (1996) Take a Walk on the Wild Side. Funworld, August

The introduction of walk-through attractions can prove to be a cost-effective way of extending an existing attraction. Such developments include mazes, exhibits, and halls of fame. The author argues that many of the classic attractions are of this genre, including Tussaud’s and the traditional maze and funhouse. As pressure increases on smaller attractions to enhance their visitor offer this type of development can prove a cost-effective investment when compared to high-tech alternatives. 

139
Wheatley, J (1997) Games Adults Play. Funworld. June, IAAPA

There will be a growth of adult orientated adult indoor entertainment centres over the next five to ten years. These centres will combine virtual reality environments, active sports, passive exhibitions, and social knowledge-based games (such as the Crystal Maze). These centres (already in place in Seattle and Toronto) will always be experimenting to find what the customer wants. Increasingly they will provide one-stop entertainment centres to facilitate busy people using their short periods of leisure time effectively.

140
Worcester, R. (1995) Changing Markets: Changing Needs in After the Millennium: Our Heritage in the 21st Century. Proceedings of the World Heritage and Museums Symposium. London

The author uses MORI research to examine consumer behaviour, knowledge, opinions, attitudes, and values in terms of the way these factors interrelate to affect demand for attractions, especially heritage attractions and museums. The high degree of certainty that exists with being able to predict demographic trends is matched by a degree of uncertainty as to the affect of fashion and social values. The certainty is focused upon an ageing population with little overall growth in the total population in Europe until 2025. Research shows the importance of heritage attractions across generations but it reflects in a pattern of activity which is broadly: visit once when a child, once when a parent and once when a grandparent. The decline of the nuclear family will continue as will the overall squeeze on available free time. There will be increasing pressure on the use of leisure time, especially from in-home entertainment. The author examines time series data of visits to attractions from 1976-1993 and concludes that demand has flattened since 1990.

141
World Tourism Organisation. (1998) Leisure Time Study: A Briefing Document. Madrid

The WTO have commissioned Horwath UK to undertake a study of leisure time trends in 18 countries, including the UK. The WTO recognises that economic trends are having a dramatic effect on leisure time. In Europe generally the issues centre upon: the dichotomy of increasing affluence for those in work but increasing pressures to have shorter time available for leisure and the need for employed persons to be spending more of their income by supplementing their state pension provisions. Governments are increasingly asking individuals to contribute to their own welfare. Increasing leisure time spent in and around the home is a real challenge to tourism day trips. In Britain, unlike the rest of Europe, the hours spent at work appear to be increasing. Employment is increasingly less secure and this affects the need of people to be seen to be contributing more to work.

142
Wootton, G. (1996) Study of the Potential Development of a Computer-based Information System for Visitor Attractions in Wales. Welsh Office Technology Transfer Project

This research was initiated to establish the market for a computer-based information system for the attractions sector in Wales and a measure of the sector’s fitness to adopt such a system. Over 463 attractions were contacted and a 28% response rate was achieved with a survey questionnaire. This was deemed to be representative. The key findings were: the large majority of operators have computers and are interested in using them for networking; at present most are used for word processing and producing publicity materials. Most operators recognised that they required training to help them realise the potential of their IT investments and they recognised a need for access to better information. The Study concluded that there was scope to develop an on-line information system for the attractions sector in Wales.
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