
   

Cornwall Destination Management Organisation 
DESTINATION AUDITDESTINATION AUDITDESTINATION AUDITDESTINATION AUDIT 

 

Draft Audit 
January 2007 



   

 
 
 
 

A502 

ROGER TYM & PARTNERS 
  
11-15 Dix’s Field 
Exeter 
EX1 1QA 
  
t       01392 210868 
f       01392 210869 
e      southwest@tymconsult.com 
w      www.tymconsult.com 
 
 

 
Enterprise House  
2-4 Balloo Avenue 
BANGOR BT19 7QT 
Northern Ireland 
 
 
 
 
 
 

This document is formatted for doubleThis document is formatted for doubleThis document is formatted for doubleThis document is formatted for double----sided printingsided printingsided printingsided printing. 
 
 
 
 



   

CONTENTSCONTENTSCONTENTSCONTENTS    

1111 INTRODUCTIONINTRODUCTIONINTRODUCTIONINTRODUCTION........................................................................................................................................................................................................................................................................................................................................................................................................................................ 1111 
Destination Audit ...............................................................................................................1 
Socio-economic Context ...................................................................................................2 
Economic Development Priorities .....................................................................................3 

2222 POLICY CONTEXTPOLICY CONTEXTPOLICY CONTEXTPOLICY CONTEXT ........................................................................................................................................................................................................................................................................................................................................................................................................................ 5555 
Introduction........................................................................................................................5 
National .............................................................................................................................5 
Regional ............................................................................................................................5 
Cornwall.............................................................................................................................6 
District Level......................................................................................................................9 
Sustainable Development ...............................................................................................12 
Integrated Quality Management......................................................................................13 
Summary .........................................................................................................................13 

3333 VOLUME AND VALUE OF VOLUME AND VALUE OF VOLUME AND VALUE OF VOLUME AND VALUE OF TOURISMTOURISMTOURISMTOURISM ................................................................................................................................................................................................................................................................................................ 15151515 
Introduction......................................................................................................................15 
Current Volume and Value..............................................................................................15 
Within Cornwall ...............................................................................................................17 
Summary .........................................................................................................................18 

4444 TOURISM PROFILETOURISM PROFILETOURISM PROFILETOURISM PROFILE ........................................................................................................................................................................................................................................................................................................................................................................................................ 21212121 
Introduction......................................................................................................................21 
Visitor Characteristics .....................................................................................................21 
Visit Characteristics.........................................................................................................21 
Perceptions .....................................................................................................................22 
Trends .............................................................................................................................23 
Forecasts.........................................................................................................................24 
Summary .........................................................................................................................24 

5555 COMMERCIAL TOURISM FCOMMERCIAL TOURISM FCOMMERCIAL TOURISM FCOMMERCIAL TOURISM FACILITIESACILITIESACILITIESACILITIES ........................................................................................................................................................................................................................................................................................ 27272727 
Introduction......................................................................................................................27 
Accommodation...............................................................................................................27 
Attractions........................................................................................................................29 
Quality and Price .............................................................................................................31 
Investment and Ongoing Expenditure.............................................................................31 
Summary .........................................................................................................................32 

6666 PUBLIC REALM AND ACCPUBLIC REALM AND ACCPUBLIC REALM AND ACCPUBLIC REALM AND ACCESSESSESSESS .................................................................................................................................................................................................................................................................................................................................... 35353535 
Introduction......................................................................................................................35 
Built Environment ............................................................................................................35 
Coast and Countryside....................................................................................................35 
Transport .........................................................................................................................38 
Visitor Facilities ...............................................................................................................40 
Summary .........................................................................................................................40 

7777 EVENTSEVENTSEVENTSEVENTS ................................................................................................................................................................................................................................................................................................................................................................................................................................................................................ 43434343 
Introduction......................................................................................................................43 
Events in Cornwall...........................................................................................................43 
New Events .....................................................................................................................43 
Events Development .......................................................................................................43 

8888 TOURISM MANAGEMENTTOURISM MANAGEMENTTOURISM MANAGEMENTTOURISM MANAGEMENT ................................................................................................................................................................................................................................................................................................................................................................ 45454545 
Introduction......................................................................................................................45 
South West Tourism........................................................................................................47 



   

Local Authorities..............................................................................................................48 
Public Sector Tourism .....................................................................................................50 
Other Public Sector Bodies .............................................................................................51 
Service, Information and Training Projects and Organisations ......................................52 
Private Sector..................................................................................................................53 
Further Analysis ..............................................................................................................54 
Business Assessment of Tourism Services....................................................................57 
Cornwall Destination Management Organisation ...........................................................58 
Future ..............................................................................................................................59 
Summary .........................................................................................................................59 

9999 ANALANALANALANALYSISYSISYSISYSIS .................................................................................................................................................................................................................................................................................................................................................................................................................................................................... 61616161 
Introduction......................................................................................................................61 
Strategic Priorities ...........................................................................................................61 
SWOT Analysis ...............................................................................................................61 
Destination Management ................................................................................................62 
 



   



Cornwall Destination Audit 
Draft 

 
Roger Tym & Partners with TTC International   
January 2007 

1 

1111 INTRODUCTIONINTRODUCTIONINTRODUCTIONINTRODUCTION    

Destination AuditDestination AuditDestination AuditDestination Audit    

1.1 The Regional Tourism Strategy Towards 2015 specifies the need for sub-regional 
destination management arrangements for tourism (one of three key regional 
priorities).  These new arrangements involve the creation of sub-regional Destination 
Management Organisations/Partnerships (DMO/Ps) which will instigate and continue a 
Destination Management Planning process. 

1.2 The difference between Destination Management Planning and the more traditional 
tourism strategies is that the Destination Management Planning is more evidence 
based and part of a continuing process.   The process involves private and public 
sector organisations across the range of tourism services. 

1.3 This approach is part of UK government policy being adopted across England.  South 
West Tourism has plans for nine DMO/Ps in the region, with one for Cornwall.  The 
DMO/Ps will deliver the Regional Tourism Strategy collectively. 

1.4 The Cornwall DMO was formed in 2005, to give strategic guidance to the industry.  
Until the end of 2006 the Districts will still market their part of Cornwall and most will 
then relinquish that role.  They will continue to fulfill their management of the public 
product. 

1.5 Each DMO in the SW will produce a Destination Management Plan.  These will strive 
for competitive advantage and key principles will include: 

• Sustainable development of tourism (current and future economic, social and 
environmental impacts) which is expressed by the VICE1 model used in the UK 

• Integrated Quality Management, which involves: 

o Mechanisms for partnership working 
o Delivery of quality at all stages of the visitor experience 
o Commitment to monitoring and improvement  

1.6 This Destination Audit Cornwall is the evidence part of this wider Destination 
Management process and will map out the current situation and opportunities for the 
future.  The Audit covers: 

• The policy context 

• The volume and value of tourism 

• The profile of visits and visitors 

• The commercial tourism facilities (i.e. accommodation and attractions) 

• The natural and built environment in Cornwall, including the transport infrastructure 

• Events in Cornwall 

1.7 These are then considered through an analysis of the issues and initial development of 
some of the options that might form part of a subsequent, separate Destination 
Management Plan. 

                                                      
1
 Visitor, Industry, Community, Environment 
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SocioSocioSocioSocio----economic Contexteconomic Contexteconomic Contexteconomic Context2222    

1.8 Cornwall has a number of fundamental economic weaknesses, focused on business 
under-performance and human capital limitations.  Tourism is part of these 
weaknesses as well as part of the response. 

The Business BaseThe Business BaseThe Business BaseThe Business Base    

1.9 Despite some improvements, Cornwall continues to have low levels of productivity, a 
preponderance of businesses and employment in declining/low growth and low value 
added sectors, and a low number of medium sized and high growth companies. This is 
compounded by a shortfall in the supply of good quality full-time work in high paid 
sectors. The business base is experiencing a continuing adjustment of primary 
industries, and there remain challenges in increasing profitability and wages in the 
tourism industry and securing economic growth from ICT take up and use. 

1.10 To ensure the gap does not widen with the national economy the key challenge is no 
longer the number of businesses and jobs, but the types of businesses and the quality 
of the jobs, with a need to focus on knowledge based growth sectors and higher skilled 
and higher paid employment.  

PeoplePeoplePeoplePeople    

1.11 Although the labour market in Cornwall has improved considerably (historically low 
unemployment, economic activity on par with the national average and relatively good 
basis skills), increasing participation rates and higher average earnings elsewhere has 
meant that there has only been a marginal improvement in the relative position. 
Despite an improvement in educational attainment there has not been a step change in 
the qualifications and skills of the workforce. A large proportion of workers with no or 
few qualifications are in key sectors which are predicted to grow, such as tourism and 
retail. 

1.12 A significant proportion of working aged adults not in employment are on Incapacity 
Benefit. Rates of worklessness are particularly high in the west of Cornwall.  

1.13 There are significant mismatches between the demands and requirements of 
employers and the supply of skills, with particular skills gaps in manufacturing and 
tourism. A lack of skills is highlighted as the most important factor in recruitment 
problems and an increasing number of employers are reporting hard to fill vacancies, 
even for semi-skilled and elementary positions. There are also considerable skills gaps 
reported by employers within their existing workforce. This results in a vicious circle of 
low margins, insufficient workforce training, poor workforce skills and ultimately skills 
shortages and recruitment difficulties which undermines productivity and growth.  

1.14 The number of jobs is forecast to grow with a continued long term shift away from 
skilled trades, semi-skilled and elementary occupations. There will be a need to up-skill 
those already in employment.  

PlacePlacePlacePlace    

1.15 The Cornish towns account for two thirds of Cornwall and the Isles of Scilly’s GVA and 
employment. The major centres have a key role to play in accommodating new jobs 
and housing, although this will increase pressure on other infrastructure.  Economic 
growth may be constrained without additional investment in the infrastructure.  The 
importance of the environment to Cornwall means that the impact of new development 
is important. 

1.16 There is a need to improve connectivity.  Newquay Airport is an important asset, and 
further growth in passenger services and numbers will benefit the wider economy. At 

                                                      
2
 Draft Convergence Operational Programme, 2006 
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the same time the arterial road network and rail line remain important and will require 
further investment. 

Economic DevelopmentEconomic DevelopmentEconomic DevelopmentEconomic Development Priorities Priorities Priorities Priorities    

1.17 The overall economic development priorities for Cornwall are3: 

• To establish Cornwall as a knowledge economy and society 

• To ensure environmental sustainability – safeguard the quality and integrity of the 
environment 

• To bridge economic and social divides and improve the well being of people –
through developing understanding and skills to tackle social and economic divides 
and inequalities 

• To establish Cornwall as a place for wealth creators and entrepreneurs and to 
improve economic value across all sectors  

1.18 Tourism is a significant part of Cornwall’s economy and has a considerable role in 
delivering these priorities.  This Audit is part of a process to consider the issues facing 
tourism in the County in this context.  

 

 

    

                                                      
3
 Strategy and Action, 2006, Cornwall and Isles of Scilly Economic Forum.  These priorities link to the Regional 
Economic Strategy and the European competitiveness and sustainability agendas 
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2222 POLICY CONTEXTPOLICY CONTEXTPOLICY CONTEXTPOLICY CONTEXT    

IntroductionIntroductionIntroductionIntroduction    

2.1 The strategic context for tourism in Cornwall is wide ranging. As well as having its own 
strategic context, tourism is also incorporated within economic, regeneration, 
sustainable development and community strategies. This sphere of influence is related 
to the importance of tourism to the economy of the South West.  

National National National National     

TourismTourismTourismTourism    

2.2 Two national strategies outline the development of tourism in England; Tomorrow’s 
Tourism (1999) and the subsequent Tomorrow’s Tourism Today (2004) which details 
the role of the Department of Culture, Media and Sport (DCMS).  

2.3 At this national level there is a drive to encourage a co-ordinated approach to tourism 
policy both between departments and within regions. Four key drivers are focused 
upon: 

• Marketing and e-tourism 

• Quality products 

• Skills of tourism employees 

• Data for decision making 

2.4 At a national level VisitBritain4 (created in 2003) has responsibility for increasing the 
value of tourism through creating destination brands and marketing campaigns to 
encourage overseas visitors and increase the domestic market.  

RegionalRegionalRegionalRegional    

TTTTourismourismourismourism    

2.5 Towards 2015 recognises the importance of tourism’s 10% GDP contribution to the 
South West economy. However, it also highlights the longer term sustainability issues 
that must be considered and subsequently puts ‘sustainability at the heart’ of the 
regional tourism strategy and ‘prioritises quality over quantity.’  

2.6 A new approach to destination marketing is detailed which focuses upon the promotion 
of tourism based around ‘experiences’ which differs from the traditional approach of 
area based marketing.  

2.7 The three strategic aims of Towards 2015 are: 

i) Driving up quality 

ii) Delivering sustainable tourism 

iii) Effective destination management  

EconomicEconomicEconomicEconomic    

2.8 The Strategy, developed as a shared vision by a wide range of organisations and 
agencies, seeks to promote and achieve a growing economy whilst contributing to a 
‘wider social and environmental prosperity.’ The environment is identified as a key 
economic driver within the region. There are three strategic objectives:  

                                                      
4
 VisitBritain (legal name: British Tourist Authority) was developed through the amalgamation of the English 
Tourism Council and the British Tourist Authority 
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i) Successful and competitive businesses 

i) Strong and inclusive communities 

ii) An effective and confident region 

2.9 These will be delivered through eleven headline economic priorities. Due to the diverse 
nature of businesses working within the tourism industry there are many aspects of the 
strategy that are of relevance, in particular: 

• Successful and competitive businesses 

� Delivery skills for the economy: focuses upon an efficient and adaptable 
labour market and the development of training for the workforce 

� Promote innovation: maximise take up and exploitation of ICT 

• An effective and confident region 

� Promote and enhance what is best about the region: improvement of the 
image of the region, develop the region as a leader in sustainable 
development, promote regional attractions and events 

Planning PolicyPlanning PolicyPlanning PolicyPlanning Policy    

2.10 The South West Regional Spatial Strategy (RSS - providing a broad development 
strategy for the future of the region and setting a framework for local planning 
documents) plays a role for tourism in terms of providing the wider planning context. 
The RSS details nine recognised tourist destinations in the region (of which Cornwall is 
one) with Newquay is one of five main holiday resorts. Other international and national 
tourist attractions that are highlighted and of relevance to Cornwall are: Cornwall’s 
beaches, Areas of Outstanding Natural Beauty, country houses, small towns and 
villages, Eden and Tate St Ives. 

2.11 Other issues highlighted include: 

• A high proportion of the region’s tourism product is generated by small scale 
tourism attractions and businesses 

• The need to overcome low wages and seasonality 

• The improvement of quality of the overall offer through investment in existing 
attractions and destinations (rather than in new ones – although this is not 
precluded) 

• Maintenance of quality and diversity of visitor accommodation: planning pressures 
to lose high quality accommodation stock to other uses should be balanced with 
the maintenance of an adequate supply of appropriate accommodation types 

CornwallCornwallCornwallCornwall    

TourismTourismTourismTourism    

Cornwall Tourism Strategy, A 3D Vision – Delivering Distinctive Difference, 2000 

2.12 Tourism is recognised as an important industry, being responsible for 24% of the 
County’s GDP (compared with 10% at a regional level). Tourism is seen to promote 
entrepreneurship, create many small and micro enterprises and employ a large 
number of people (labour intensive industry). However, it also creates issues of 
sustainability, seasonality, low investment levels and low rates of pay, and poor career 
prospects indicating the necessity for continued change within the industry. This 
strategy seeks to support changes in the industry to address these issues and to 
contribute towards economic targets whilst being sensitive to the needs of those who 
are disadvantaged and to the fragility of the environment. 
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The Way Forward  

2.13 The Way Forward (2004) updates the county-wide strategic context for tourism. It 
covers the challenges faced by the industry, the future under the new Destination 
Management Organisation and issues of sustainability. Key issues and opportunities 
addressed are: 

• Workforce development: including improvements in customer services, training for 
staff, investigating the possibility of a tourism related degree at CUC  

• Improve quality 

• Develop a year round market 

• Improved infrastructure: strategic importance of Newquay airport, infrastructure 
works to the rail and road network and a developing cruise ship market 

• Developing the product: including mining and heritage related facilities, South West 
Coastal Path National Trail 

• Sustainable tourism: through implementation of the VICE model5: to develop a 
tourism industry which offers a quality experience to visitors, protects and 
enhances the environment and benefits hosts communities 

Cornwall Destination Management Organisation: Draft Action Plan, 2006    

2.14 The vision for the County is: 

2.15 ‘Cornwall will be a successful, high quality, year round destination for visitors, whose 
expectation of sustainable enjoyment of the area’s unique combination of environment, 
heritage and culture will be constantly surpassed, to the long term economic benefit of 
its community.’  

2.16 Key objectives for the CDMO and other stakeholders include: 

• Provide a profitable year round business including permanent, skilled employment 
with career development 

• Improve visitor spend per head 

• Implement effective use of ICT to improve efficiency and information provision 

• Encourage widespread quality and standards 

• Training: skills audit and three year plan 

• Develop the public product (e.g. signage, beaches, car parks, toilets etc.) 

• Support business development 

• Minimise the negative impacts of tourism on the environment 

• Develop a professional destination management through public and private 
partnership 

Promoting Cornwall to the World: Cornwall Tourism Marketing Strategy, 2006-2010 
(draft) 

2.17 The overarching aim of this Marketing Strategy is to promote Cornwall as a destination 
to maximise the economic benefits that visitors bring for Cornish residents, whilst 
reducing the impact on the environment and seeking to achieve sustainable quality. 
True sustainability, economic benefit and customer satisfaction are the three strategic 
drivers. 

                                                      
5
 VICE: stands for Visitors, Industry, Community and Environment 
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2.18 UK residents are a key market Cornwall and the majority visit the County as part of an 
extra holiday. Markets with growth potential are identified as pre-family holidays; post-
family holidays; breaks of 1-6 nights; group holidays; overseas visitors; visits to family 
and friends and increased day visits from residents.  

2.19 Implementation of the Plan will be through the promotion of Cornwall as a single 
destination which is multi-faceted (single guide); targeted overseas campaigns; 
electronic media; and a branded promotion of what Cornwall has to offer. 

EconomicEconomicEconomicEconomic    

Strategy in Action: The Economic Development Strategy for Cornwall 2007-2021 

2.20 Strategy and Action fits within the above economic strategies and also reflects the 
European Union’s competitiveness agenda (Lisbon) and sustainability agenda 
(Gothenburg). The strategy focuses on three agendas: improving competitiveness, 
developing people and enhancing place and connectivity. 

2.21 The key objectives are cross sector and could impact upon productivity and profit for 
tourism businesses, however, few are specifically directed towards tourism 
development. Those that are of particular relevance are: 

• The provision of business support 

• Encourage sector development (specifically in relation to tourism): a new approach 
to quality and the use of ICT in the visitor economy, improve profitability and 
productivity of the tourism businesses through quality programmes for training, 
investment and advice, and major ICT investment for visitor information, marketing 
and booking systems  

• Improve workforce development: increase uptake of workplace learning, staff 
development and professional training 

• Provide and improve transport infrastructure: this is considered important to 
safeguard and develop the visitor economy. It includes the need to reduce 
congestion and increase transport efficiency in order to develop new markets and 
extend the visitor season. Strategic connections are key including air travel and the 
rail network whilst local development such as park and ride schemes, cycle and 
walking routes will also be of benefit to visitors 

• Build on a distinctive Cornwall:  

iii) Establishing Cornwall as Europe’s first Region of Culture 

iv) Maximise Cornish World Mining Heritage status opportunities 

v) Maximise creative and cultural industries by ensuring the right infrastructure is 
in place 

vi) Add value to culture through use of the Cornish language  

vii) Investment and development of the sporting and leisure industry 

viii) Develope and promote Cornwall as a centre of excellence for the environment 
and environmental knowledge  

ix) Use green infrastructure to help provide tangible benefits through retaining 
healthy, productive residents and visitors 

x) Utilise the distinctiveness and strong brand to market a high quality visitor 
product, attract visitors outside of peak season, focus on consumer segments 
such as quality business tourism and high spending visitors, investment in the 
public product (improved signage, toilets, paths, cycle routes, beaches, town 
centres, harbours, promenades and other public spaces) 
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CommunityCommunityCommunityCommunity    

Cornwall Community Strategy: Making a Difference, 2003 

2.22 Three themes provide the direction for both the County and the district community 
strategies: Individual Well-being; Strong Communities and a Quality Living 
Environment – all within the context of sustainable development. Particular issues that 
relate to the tourism industry are: 

• Improve wage levels 

• Support growth of local businesses 

• Increase quality and take up of training 

• Harness benefit from creative industries and local distinctiveness 

• Improve environmental sustainability of key sectors including tourism: beach and 
bathing water cleanliness, effective and energy efficient transport system, enhance 
biodiversity and wildlife sites 

OtherOtherOtherOther    

2.23 Local Area Agreements6 (LAA) are based around four themes: children and young 
people; safer and stronger communities; healthier communities and older people; and  
economic development and enterprise. In addition, local areas can develop ‘stretch 
targets’ which focus on key areas of activity of local concern. These stretch targets 
receive ‘reward funding from government, enabling a greater improvement in 
performance than could otherwise have been achieved.’ 

2.24 Cornwall’s LAA targets that relate to tourism are: 

• Increase the level of visitor engagement to encourage more socially, economically 
and environmentally sustainable visitor behaviour.  This will be undertaken through 
a visitor charter  

• Develop a collaborative partnership research programme to investigate the social 
and environmental impact of tourism across the County, and use the findings to 
contribute to the long term sustainable future of the tourism industry 

• Deliver at least two partnership projects per year via existing and emerging 
partnerships 

• Stretch targets: 

� Improve the sustainability of tourism through the improvement in sustainable 
practice by 10% by businesses across a range of measurable areas and an 
increase the number of businesses securing green accreditation (120 
businesses receiving guidance and 108 accredited) 

� To support cleaner, greener and safer public open spaces: including an 
increase in the number of sites with Green Flag or Green Pennant status  

2.25 The draft funding to deliver these objectives is from a variety of public, private and 
charitable organisations, with a total budget of about £140,000 per year. 

DistrictDistrictDistrictDistrict Level Level Level Level    

2.26 Due to recent changes within the district support structures for tourism there is only 
one current tourism strategy (Penwith) although others are currently being reviewed. 
The tourism strategic context at a district level has therefore been drawn from this 

                                                      
6
 Cornwall Local Area Agreement (2006): an agreement between Central Government, Cornwall County 
Council and the Local Strategic Partnership which details priorities for the local area 
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tourism strategy and the five remaining community strategies which in turn link with the 
Cornwall Community Strategy. A general overview is provided below. 

Penwith DisPenwith DisPenwith DisPenwith District Counciltrict Counciltrict Counciltrict Council    

2.27 The Penwith Tourism Strategy details the current tourism situation with a vision for the 
future until 2015. It recognises the importance of addressing the sustainability of the 
tourism sector and the need for long term planning to address tourism issues e.g. how 
to manage the unique environment and cultural assets that attract visitors and how to 
develop a year round tourism product.  These issues are seen as vital to secure the 
‘viability and future prosperity’ of the sector. 

2.28 Policy objectives include the establishment of a Penwith Tourism Action Group, 
working in partnership with all agencies, organisations and individuals to reinforce the 
VICE approach to tourism: 

• Welcome visitors and provide a high quality experience in line with the needs of 
local communities and the environment  

• Be a year round destination with 70% of  tourism businesses open for 10 months 
per year, 

• Encourage community engagement to help the tourism industry understand local 
opinions, to manage tourism to control its impact (including operation of a Visitor 
Payback Scheme) 

• Support visitor awareness of public transport services 

• Establish an effective programme of research to inform tourism management and 
development decisions 

• Support quality (through national compulsory registration) 

• Training and marketing 

• Investigate a green tourism business scheme  

• Support the development of good quality accommodation and buildings for tourism 
and visitor uses and resist the loss of existing serviced accommodation. 

Caradon District CouncilCaradon District CouncilCaradon District CouncilCaradon District Council    

2.29 The South East Cornwall Tourism Strategy 2001-06 is now out of date due to changes 
in the structure of tourism delivery. The Council is implementing its current work 
around the Cornwall Action Plan. The Caradon Community Strategy is currently being 
developed. 

Carrick District CouncilCarrick District CouncilCarrick District CouncilCarrick District Council    

2.30 The Community Strategy refers to tourism in relation to the following: 

• Communities and the environment: a successful rural economy in an attractive 
rural landscape; an internationally recognised environment, attractive to visitors 
and investors; fewer journeys by private car 

• Connected communities: a network of rural transport that is integrated, flexible and 
accessible to all residents 

• Business excellence: successful small businesses; a major retail and service 
centre for Cornwall combined with good local retail and service provision in towns 
and villages; high standards of customer care, attractive town and village centres, 
commercial areas projecting  a quality image 

• Educational excellence and life long learning: skills gaps in the workforce filled 
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• Cultural vitality, creativity and fun: conservation of the industrial, natural and 
cultural heritage with greater opportunity for residents and visitors to learn and 
experience it 

North Cornwall District CouncilNorth Cornwall District CouncilNorth Cornwall District CouncilNorth Cornwall District Council    

2.31 The Community Strategy follows the three themes of individual wellbeing, strong 
communities and a quality living environment. Relevant areas in relation to tourism 
include:  

• Strong communities: a strong and sustainable local economy (tourism is 
recognised as a key industry) and increased levels of skills in the workforce 

• Quality living environment: importance of the environment is identified in 
underpinning the economy and community activity. Balance is needed between 
conserving this environment and addressing community and economic needs 
(including through Green Tourism) 

Restormel Borough CouncilRestormel Borough CouncilRestormel Borough CouncilRestormel Borough Council    

2.32 Restormel no longer supports a tourism section. The Community Strategy follows the 
three main themes of individual wellbeing, strong communities and a quality living 
environment. Those of relevance to the tourism industry are as follows: 

• Sustainable economic growth: action to ensure sustainable regeneration of key 
town centres, maximising grants for local economic development and business 
support 

• Effective management of the natural environment: action to ensure the protection 
and enhancement of landscapes 

• Recognising our culture: action to support the cultural strategy for the Borough and 
to review of leisure facilities and services,  

• Effective transport: action to support enhanced public transport links and 
encourage greater take up 

Kerrier District CouncilKerrier District CouncilKerrier District CouncilKerrier District Council    

2.33 The Kerrier Community Strategy details the following planned actions and targets 
relating to tourism.  

• Strong communities theme: 

� To provide a suitable infrastructure for business to set up and prosper 

� To provide high quality tourism to maximise the economic benefits for the 
community; promote quality assurance schemes, promote West Cornwall as a 
tourism destination and improve the quality of tourism information 

• Quality living environment theme: 

• Public transport: railway and station network, alternative means of transport, 
investment in the transport infrastructure and other communication networks to 
combat regional remoteness 

• Supporting the redevelopment of historic towns and villages 

• Supporting the conservation and enhancement of industrial archaeology and other 
heritage sites 
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Sustainable DevelopmentSustainable DevelopmentSustainable DevelopmentSustainable Development    

2.34 The four objectives for pursuing sustainable development were set out by the UK 
government in May 1999: 

i) Social progress that recognises the needs of everyone 

ii) Effective protection of the environment 

iii) Prudent use of resources 

iv) The maintenance of high and stable levels of economic development 

2.35 The Regional Sustainable Development Framework7 sets out the key South West 
sustainability issues: 

• Protecting our natural environment whilst meeting the development needs of a 
thriving economy, and achieving an inclusive society 

• Dealing with the changing demographics of the region, such as the ageing 
population and the regional disparities 

• Addressing rural inequalities such as access to services 

• Alleviating the impact of seasonal tourism on parts of the region, including traffic 
congestion in the summer and unemployment in the winter 

• Improving transportation options within the region 

• Responding to the opportunities of e-commerce, e-learning and e-government 

• Managing the countryside against a background of change to the rural economy 

• Responding to the needs of urban communities 

2.36 These issues are echoed in the Sustainable Communities Strategy8 which identifies 
the need for economic growth and development in the South West within a wider 
sustainable framework. For example: there is recognition of the need to make 
substantial investment in road infrastructure whilst also addressing public transport 
issues to reduce travel; focusing development on Principal Urban Areas whilst 
recognising the need to create attractive built environments; and increasing the 
knowledge base of businesses and the skills of the population.  

2.37 South West Tourism has used these principles to develop a set of sustainable tourism 
development criteria based on visitor satisfaction, industry value, community impact 
and environmental impact (VICE): 

• Visitor satisfactionVisitor satisfactionVisitor satisfactionVisitor satisfaction includes indicators such as seasonal availability, accessibility, 
quality and visitor focused sustainability initiatives (local produce promotion etc.) 

• Industry valueIndustry valueIndustry valueIndustry value includes reducing seasonality and economic leakage and 
considering growth potential 

• Community imCommunity imCommunity imCommunity impactpactpactpact includes seasonality, cultural contribution, quality and value of 
employment, career development potential, regeneration, local produce, public 
transport and partnership 

• Environmental impactEnvironmental impactEnvironmental impactEnvironmental impact includes pollution and climate change, physical impact, use 
of resources, renewable energy, environmental awareness promotion, traffic miles, 
payback and development contributions and environmental goods and services 

                                                      
7
 A Sustainable Future for the South West, Sustainability South West, 2001 

8
 The Way Ahead: Delivering Sustainable Communities in the South West 
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Integrated Quality ManagementIntegrated Quality ManagementIntegrated Quality ManagementIntegrated Quality Management        

2.38 Integrated quality management (IQM) is a European-led initiative aimed at 
encouraging the development and implementation of a sustainable and quality oriented 
approach to tourism.  This is focused on customer perceptions of the quality of service 
and considers all aspects of the visitor experience, from initial planning through travel, 
destination information, accommodation to the 'after sales' care and communication. 

2.39 The principles of integrated quality management take into account the whole of a 
destination's tourism system including community involvement. 

2.40 The European Commission recommends that tourism destinations aiming to develop 
and implement a quality approach to tourism should adopt and adhere to 15 core IQM 
principles to meet social, cultural and environmental needs whilst improving the 
competitiveness of the area as a tourism destination.  

i) Integration – quality should be integrated into all the tourism functions  

ii) Authenticity – emphasis on genuine experiences  

iii) Distinctiveness – capitalise on distinctive features of a destination 

iv) Market realism - based on a realistic assessment of the competitive market 
strengths  

v) Sustainability – the importance of  unspoiled environments and managing the 
impacts of tourism 

vi) Consumer orientation - understanding visitor needs and establishing whether they 
are met 

vii) Inclusiveness - provision for all visitors, including those with special needs 

viii) Attention to detail - be creative, but also pay attention to finishing touches  

ix) Rationalisation - a small number of good initiatives are better than many poor 
ones.  Activities that are under resourced and of poor quality should cease, or be 
combined into stronger more sustainable product 

x) Partnership - quality cannot be delivered as a solo project, need to include industry 
and community partners  

xi) Interdependence - quality tourism includes other activities such as local food, craft 
industries, transport and local services 

xii) Time - recognising steady year on year progress  

xiii) Commitment - personal enthusiasm and commitment to achieving quality is 
essential 

xiv) Accurate communication - providing visitors with accurate and up to date 
information is key to matching expectations with reality and ensuring satisfaction 

xv) Monitoring - quality management requires regular monitoring and evaluation of 
impacts on the visitor, tourism enterprises, the environment and the local 
community 

SummarySummarySummarySummary    

2.41 The Strategy review at a national, regional and local level has identified a number of 
common themes for the future direction of tourism: 

• Sustainability: recognition of the need to balance the needs of visitors, businesses 
and local communities with environmental considerations 
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• Environment: recognition of the importance of the environment in underpinning the 
economy in the South West, including the natural and cultural environment 
(including the recent UNESCO World Heritage Site designation and the drive for 
Cornwall to become the first Region of Culture) 

• Workforce and skills: recognition of the need to invest in and increase skill levels 
and develop career paths for workers in the tourism sector 

• Heritage and culture: the importance of sustaining and enhancing heritage and 
culture within the South West and its role in attracting visitors 

• The quality agenda: the national, regional and local desire to increase quality both 
in the public and private product  

• Seasonality: to develop a year round destination in the South West which will 
address issues of sustainability and poor job opportunities 

• Community impact: the need to link tourism with regeneration issues and to 
recognise that tourism improvement can benefit both visitors and residents 

• Transport: the need to improve public transport to support the development of 
more sustainable tourism and environmental impacts 

• Information: push for easier access to information associated with the increasing 
usage of ICT for both information and booking. This recognises that not all sections 
of the industry have responded well to the use of ICT 

• Funding: recognition that South West local authority tourism budgets are under 
pressure 

• Integrated approach: to be effective, tourism management needs to cover all 
aspects of the visitor experience
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3333 VOLUME AND VALUE OF VOLUME AND VALUE OF VOLUME AND VALUE OF VOLUME AND VALUE OF TOURISMTOURISMTOURISMTOURISM    

IntroductionIntroductionIntroductionIntroduction    

3.1 This section of the report sets out the scale of the tourist industry in Cornwall and the 
potential changes in the future. 

Current Volume and ValueCurrent Volume and ValueCurrent Volume and ValueCurrent Volume and Value9999    

Volume Volume Volume Volume     

3.2 There are 5,142,000 staying trips and 9,576,000 day trips10 to Cornwall annually.  The 
staying visitors spend 27,395,000 nights and £1.2 billion in the County and the day 
visitors spend £254.8 million.   

3.3 The average staying visitor length of stay is 5.3 nights with an average spend per night 
of £44.38.  The average spend per staying trip is £236.46.  Day trips from home have 
an average spend of £26.61. 

3.4 Cornwall generates 20% of the staying trips to the region and 25% of the visitor 
expenditure.  Within the South West only Devon receives more staying visitors.  
Compared to the regional averages:  

• Visitors are overwhelmingly from within the UK - under 5% of visitors to Cornwall 
are from overseas compared to 8% regionally   

• Cornwall has a longer length of stay - 5.3 nights compared to 4.2 nights regionally  

• Cornwall has a higher proportion of visitors staying in commercial accommodation –
71% compared to 57% regionally 

3.5 These differences are a function of Cornwall’s strong profile as a visitor destination, its 
location on the end of a peninsula and its relatively small population.  The location 
means that travel time remains significant and therefore Cornwall is less appealing for 
the shorter leisure trips.  The small population means that there are fewer visits to 
friends and relatives.  The small population also means that there is less commercial 
activity and therefore fewer (short) business trips.  The strong profile as a destination 
ensures that the County overcomes travel time issues and continues to receive a large 
number of staying visitors. 

ValueValueValueValue    

3.6 The combined expenditure by day and staying visitors is £1,535,617,00011.  This is 
estimated to support 39,993 full time equivalent jobs (FTEs) of which 26,732 are in 
businesses directly serving visitors.  The balance is through indirect and induced 
effects. 

3.7 The employment directly supported through tourism expenditure supports jobs in retail, 
catering and transport as well as in accommodation and attractions.  The indirect 
employment includes jobs in a wide cross section of businesses e.g. professional 
services such as accountants etc as well as wholesalers, property maintenance etc. 

                                                      
9
 Value of Tourism 2003, 2005, South West Tourism 

10
 Tourism Day Trips are defined as non-regular leisure trips of between three and 24 hours 

11
 In addition to the straight day and staying visitor expenditure noted above, there is also an estimated 

£11,115,000 spent annually on second homes etc. 
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Visitor expenditure by sector in CornwallVisitor expenditure by sector in CornwallVisitor expenditure by sector in CornwallVisitor expenditure by sector in Cornwall    

    Accommod-
ation 

Shopping Food & Drink Attractions/ 
entertain-
ment 

Travel 

Day 
Visitor 

£0 £85.5 m £102.5 m £29.9 m £34.2 m 

Overseas 
Staying 
Visitor 

£17.7 m £16.2 m £13.0 m £5.5 m £5.7 m 

Domestic 
Staying 
Visitor 

£433.3 m £149.0 m £256.4 m £127.1 m £192.6 m 

Source: Value of Tourism 2003, 2005, South West Tourism.  Figures may not add due to rounding 

3.8 The jobs supported by tourism are estimated to account for 25% of all employment in 
Cornwall.  This is a higher proportion than the 11% of employment supported through 
tourism expenditure regionally. 

3.9 Tourism is typically a lower paid sector than average.  At a national level, earnings in 
full time jobs in the Hotels and Restaurants sector are 63% of the average wage and 
part time jobs are 58% of the part time average wage12.  While earnings in the tourism 
sector are lower than average, there may be relatively few alternatives in rural areas. 

3.10 The seasonal nature of tourism can reduce its effective value to the economy.  
Seasonal employment has little chance of career development and is likely to have 
poor employee satisfaction.  This factor tends to reduce the attractiveness of the 
industry as an employer which means the most able people will often choose to seek 
employment in other sectors.  This can mean that lack of able staff can reduce the 
quality of service provided which will then reduce business earnings.  There will 
continue to be a useful role for some seasonal employment for young people starting 
their working lives – some of whom may be future tourism business owners. 

3.11 Tourism is linked with entrepreneurship, with most tourism businesses owner managed 
small or micro businesses.  This characteristic helps to retain visitor expenditure within 
the local area.  However, small and micro-businesses are often associated with a 
limited ability to invest in their business and a lack of innovation. 

3.12 Within the set of small and micro businesses making up much of the tourism industry in 
Cornwall, there are different scenarios: 

• Some businesses are owned/managed with lifestyle objectives.  While these 
businesses may be delivering quality to their customers, they are not run on a fully 
commercial basis.  As a result they may have mixed views about extending the 
season or using ICT to increase the number or type of customers.  While these 
businesses are of value to the economy they are unlikely to be driving any 
increases in value 

• Some of the small or micro businesses are professionally run and are seeking to 
increase competitiveness and productivity.  These types of businesses are likely to 
be responding to the priorities to become more knowledge driven and increasing 
values because of the links with commercial success.  These businesses are more 
likely to invest in product and other initiatives 

• Other businesses are using tourism as part of a mix of activities to support 
business and household incomes.  This might include combining seasonal B&B 
income with regular employment in another sector.  It would also include tourism 
as a strand of farm diversification.  These businesses are of value to the economy, 

                                                      
12
 ASHE 2006, National Statistics 
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partly because they are supporting employment in other businesses.  The ability to 
re-invest is likely to depend on the success of the whole business 

• Larger tourism businesses are more likely to have staff with specific business 
management responsibilities.  These enterprises are more likely to maintain a year 
round operation and benefit from economies of scale.  These types of businesses 
are likely to be investing in new technologies and becoming more knowledge 
driven 

3.13 On average businesses in the core tourism sectors in Cornwall employ about ten 
people in peak season, varying between 44 for attractions and two for B&Bs.  Of the 
ten people employed at peak season, three are likely to be seasonal. 

Peak Season Average Employment in Tourism Businesses in CornwallPeak Season Average Employment in Tourism Businesses in CornwallPeak Season Average Employment in Tourism Businesses in CornwallPeak Season Average Employment in Tourism Businesses in Cornwall    

Business Type Permanent 
Full Time 

Permanent 
Part Time 

Seasonal Full 
Time 

Seasonal 
Part Time 

Average Staff 

Visitor Attraction 24.1 6.2 4.0 9.5 43.7 
B&B/Guesthouse 1.0 0.4 0.1 0.6 2.1 
Hotel 16.1 5.7 6.0 3.6 31.5 
Self-catering 
property 

1.1 1.1 0.6 1.4 4.3 

Static 
caravan/chalet 

1.7 1.3 3.7 4.8 11.4 

Touring 
caravan/camping  

3.4 0.7 0.8 2.0 6.9 

Holiday Agency 4.1 1.2 3.3 0.5 9.1 
Other  10.9 6.0 2.8 0.6 20.3 
Average 4.8 1.8 1.3 2.0 9.9 

Source: Roger Tym & Partners 2006 

Within CornwallWithin CornwallWithin CornwallWithin Cornwall    

3.14 There are clear differences between the volume of staying and day visitors to different 
parts of the County.  Restormel and North Cornwall receive the largest number of trips 
by a clear margin and as a result have the largest numbers of jobs supported by 
tourism employment.  The full time equivalent (FTE) jobs supported by tourism vary 
between 4.003 in Kerrier and 7,897 in Restormel. 

3.15 Tourism is proportionately much more important to the economy in North Cornwall, 
Penwith and Restormel than the other three districts, although set against the average 
for the South West, tourism is a major part of the economy across the County. 

3.16 There are some differences in the average length of stay in the different parts of 
Cornwall, varying between 4.9 nights in Restormel and 5.7 nights in North Cornwall.  
This is likely to relate to the accommodation profile in the district, with serviced 
accommodation receiving shorter trips than self-catering accommodation on average.  
However the differences are not major. 

3.17 The proportion of business visitors differs by district, from 1% in Caradon to an 
estimated 8% in Carrick.  The regional average proportion of business trips is 8%.  The 
volume of business visitors will be a function of the overall economic activity in an area 
combined with the availability of business-focused accommodation. 

3.18 Penwith has slightly higher than average proportion of visitors from overseas. 
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Distribution of staying and day visitors in Cornwall Distribution of staying and day visitors in Cornwall Distribution of staying and day visitors in Cornwall Distribution of staying and day visitors in Cornwall     

    Staying 
Trips 

Nights Staying 
Visitor 
Spend 

Day Trips Day Trip 
Spend 

Caradon 12% 12% 11% 19% 19% 

Carrick 15% 15% 15% 4% 3% 

Kerrier 10% 11% 10% 18% 18% 

North Cornwall 22% 24% 24% 24% 24% 

Penwith 16% 16% 16% 14% 14% 

Restormel 24% 22% 24% 22% 23% 

Source: Value of Tourism 2003, 2005, South West Tourism.  Percentages may not add due to 
rounding 

Tourism supported employment by district in Cornwall Tourism supported employment by district in Cornwall Tourism supported employment by district in Cornwall Tourism supported employment by district in Cornwall     

    Direct tourism 
actual jobs 

Indirect 
tourism 

actual jobs 

Total direct 
& indirect 
tourism 

actual jobs 

Total 
tourism 
FTEs 

% of 
employmen
t supported 
by tourism* 

Caradon 4,912 744 5,656 4,012 16% 

Carrick 6,000 1,693 7,692 5,593 21% 

Kerrier 4,336 1,173 5,509 4,003 14% 

North 
Cornwall 

8,886 1,486 10,372 7,360 31% 

Penwith 5,456 1,653 7,109 5,173 27% 

Restormel 8,325 2,517 10,841 7,897 26% 

Source: Value of Tourism 2003, 2005, South West Tourism.  Totals may not add because of 
rounding.  The figures for actual jobs include part time and seasonal, which are also expressed as full 
time equivalents (FTEs).  * The regional average proportion of employment supported by tourism is 
11%. 

Visit Visit Visit Visit ccccharacteristics by district in Cornwall haracteristics by district in Cornwall haracteristics by district in Cornwall haracteristics by district in Cornwall     

 Average length of 
stay 

% business visitors % overseas visitors 

Caradon 5.5 1% 4% 

Carrick 5.3 8% 5% 

Kerrier 5.5 2% 5% 

North Cornwall 5.7 4% 3% 

Penwith 5.4 2% 6% 

Restormel 4.9 5% 5% 

Source: Value of Tourism 2003, 2005, South West Tourism.   

SummarySummarySummarySummary    

3.19 Tourism in Cornwall is vital to the County’s economy, with about a quarter of all 
employment directly or indirectly resulting from visitor expenditure.  This is over twice 
the regional proportion of tourism-related jobs.  However there are issues about the 
value of some of the jobs supported in terms of pay levels and seasonal employment.  
Nonetheless the typical owner management of the tourism businesses helps to reduce 
the leakage from the economy. 
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3.20 As well as the importance of tourism to the County, Cornwall is important to the 
Region’s tourist economy with a quarter of the expenditure and one of the most 
recognisable brands. 

3.21 The expenditure by visitors helps to directly support the retail, catering and transport 
businesses in the County.  Visitor expenditure indirectly supports a range of supporting 
businesses including accountants, wholesalers and builders.  These businesses will 
also serve residents and will help to maintain the attractiveness of Cornwall as a place 
to live and work.  Many of the businesses indirectly supported will be high value and 
year-round. 

3.22 Tourism in Cornwall is predominantly holiday trips by domestic visitors.  This is a 
pattern broadly shared by the rest of the region although emphasised in Cornwall with: 

• Longer length of stay 

• Fewer business tourists  

• Fewer visitors from overseas 

• A higher proportion of people staying in commercial accommodation (as opposed 
to staying with friends and relatives) 

3.23 Within Cornwall the main tourist districts are Restormel and North Cornwall, with the 
largest volume of staying and day trips and, as a result, the highest proportion of jobs 
supported by tourism.   They also, along with Penwith, have tourism as a very 
significant part of the economy, supporting over a quarter of all employment. 
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4444 TOURISM PROFILETOURISM PROFILETOURISM PROFILETOURISM PROFILE    

IntroductionIntroductionIntroductionIntroduction    

4.1 This section of the report considers the profile of visits and visitors to Cornwall, 
including indications of visitor attitudes.  The section also presents a view of trends 
over time and forecasts for the future. 

Visitor CharacteristicsVisitor CharacteristicsVisitor CharacteristicsVisitor Characteristics    

4.2 The key characteristics of visitors to Cornwall13 are: 

• Half of all visitor groups come from the south of the UK.  The main regions are the 
Midlands, the Home Counties and the South West itself.  These are the main 
visitor origin areas for the region as a whole.  Visitors from overseas are most likely 
to come from Europe and North America 

• Typically visitors come as couples (40%), although family groups outnumber them 
in the summer 

• Annually 40% of households had children living at home and we assume that these 
children are part of the visit to Cornwall.  Within the peak season this rises to over 
60%.   

• Just under 10% of the groups had someone with special needs  

• 90% of visitors to Cornwall have been before.  Off peak autumn visitors are the 
most likely to be first time visitors although they remain a small minority 

4.3 Previous data from UKTS suggests that about 37% of trips involved children.  This 
suggests that with the regional context, Cornwall has more family visits than average. 

4.4 The level of repeat visits suggests an underlying satisfaction with the destination.  
However a certain level of investment needed as a minimum to maintain a relative 
position against the rising quality in other destinations and across other leisure pursuits 
(including retail). 

Visit CharacteristicsVisit CharacteristicsVisit CharacteristicsVisit Characteristics    

4.5 The main visit characteristics are: 

• Short breaks and additional holidays make up over 60% of trips to Cornwall 
throughout the year, although main holidays are much more important in the peak 
season 

• Three quarters of visits last for 7 nights or less  

• Almost 85% use the car to travel to Cornwall, followed by bus/coach (11%) and 
train (3%).  About 15% used public transport during their stay, mainly buses 

• Over a half of visitors to Cornwall book their accommodation within 6 months of 
coming on their trip 

• The most popular resorts for staying visitors were Newquay, Falmouth/Penryn, 
Bude and St Ives 

• Self catering cottages/apartments are the most used accommodation type at all 
times of the year 

                                                      
13
 Cornwall Holiday Survey 2005, Visit Cornwall 
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• Around one fifth of visitors each source their accommodation via the internet, a 
brochure or from having been before 

• Beaches, coastal walks, sampling local produce and shopping are the most 
popular activities for visitors to the County.  The coast and shopping remain 
important at all times of the year 

• The top five most visited towns are (in order) Newquay, Penzance/Newlyn, Truro, 
Falmouth/Penryn and Padstow/Polzeath.  Over 20% of visitors visited these 
locations 

• A third of visitors indicated that they planned to visit the Eden project.  Around 10% 
each indicated that they planned to visit Land’s End and one of the County’s 
historic properties.  Other attractions visited by 5% of visitors include Flambards, 
the National Maritime Museum Cornwall, Heligan, Tate St Ives and Blue Reef 

• Just under 20% indicated that they had used a TIC during their visit 

4.6 Over 30% of visitors take regular holidays in Cornwall.  Apart from this established 
pattern or a family connection with the County, the main reasons for visiting were the 
beaches, sea and coast and the landscape. Roads, traffic, parking and wet weather 
facilities proved to be the biggest disappointment.   

4.7 The majority of people had found out about Cornwall though a variety of informal 
means (‘been before’ – 55%; through recommendations, family and friends 26%; and 
other previous knowledge 14%).  Of the more formal channels, about 2% each found 
out through accommodation or a brochure and about 1% each found out through the 
Internet or Tourist Board/travel agent. 

PerceptionsPerceptionsPerceptionsPerceptions    

4.8 Focus group research14 indicates that: 

• The South West is perceived as a relatively good holiday location.  It scores 
consistently higher than most other UK locations for short breaks and longer 
holidays – but most people would prefer to holiday abroad 

• The South West is primarily considered to be Devon and Cornwall along with parts 
of Dorset and Somerset.  People in the main visitor origin areas are most familiar 
with Devon and Cornwall compared to the rest of the Region 

4.9 Specific views on Devon and Cornwall included positive views and responses and a 
good awareness and knowledge but significant differences between the lifestage 
groups in terms of what they were looking for. 

• PrePrePrePre----familyfamilyfamilyfamily: Limited knowledge of the area but many had positive memories of 
childhood holidays. Some appeal for longer breaks but not as holiday destination 
because of weather. Interest focuses on lively resorts and nightlife with mentions of 
Torquay and Newquay. The surfing associations of Newquay have made it a ‘cool’ 
and acceptable destination 

• FamilyFamilyFamilyFamily: Too far for short breaks but good for family holidays (main and additional) 
with plenty to do and interest the children and good scenery for the adults. 
Perceived to have better weather than elsewhere in the UK (but not as good as 
abroad). The coast is a key element in the appeal and the ability to move from 
north to south coast increases the range of possibilities. A good range and variety 
of accommodation but some concerns about quality and price 

• PostPostPostPost----familyfamilyfamilyfamily: Attractive for longer breaks and some week long holidays but abroad 
generally preferred for holidays because of guaranteed weather. Cornwall is too far 

                                                      
14
 State of Tourism, 2003, South West Tourism 
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for short breaks and access is a deterrent for some, so need to stay for longer to 
make it worthwhile. The area is distinctive and different from home, valued for its 
scenic beauty (coastline is important element of this) and gardens (Eden is a big 
draw and frequently mentioned). Cornwall is known for its rugged coast, Devon is 
softer countryside. Range of accommodation but concerns about quality and price 
and lack of recognised brands 

TrendsTrendsTrendsTrends    

4.10 In 1971 there were an estimated 2.9 million staying visitors to Cornwall15.  Since that 
time the number has grown to 4.2 million in 1998 and 4.4 million by 2005, with a high 
of 5.7 million in 2002. 

Staying Visitors to CornwallStaying Visitors to CornwallStaying Visitors to CornwallStaying Visitors to Cornwall    

Types of 
Visits 
(millions) 

1992 1993 1994 1995 1996 1997 1998 1999 2000 2001 2002 2003 2005 

Domestic 
Visitors 

3.1 
3.1 3.7 3.8 3.7 4.1 3.9 4.3 4.2 4.8 5.5 4.9 4.1 

Overseas 
Visitors 

0.3 0.3 0.3 0.3 0.3 0.3 0.3 0.3 0.3 0.2 0.2 0.2 0.3 

Combined 
Visitors 

3.4 3.4 4.0 4.1 4.0 4.4 4.2 4.6 4.5 5.0 5.7 5.1 4.4 

Source UKTS and IPS as noted in http://www.cornwalltouristboard.co.uk/Research.asp  Note that 
2004 is not include due to reliability concerns 

4.11  During this time the length of stay has fallen from about 10 nights in the 1970s to 
seven nights in the 1990s and five nights in the early 2000s.   

4.12 Seasonality has become less pronounced over this time, albeit slowly.  In 1974 28% of 
visitors came in August, dropping to 23% in 1994 and 21% in 1999.  At the same time 
the off peak months have seen small increases.  Seasonality is more pronounced in 
Cornwall than the rest of the region (in 1999 20% of regional holiday trips were in 
August) and England (16% of holiday trips in August)16. 

4.13 Businesses contacted as part of this study17 indicated that over half of their annual 
business volume came in July to September and a quarter came in April to June.  
Caravans/Chalets, Touring Caravans/Camping and Holiday Agencies have the most 
seasonal business patterns. Many businesses (60%-70% depending on business type) 
confirmed that the season is gradually extending with more people opening in winter 
and increasing their off-peak volume of business. 

4.14 Very few businesses seek additional peak season visitors.  Over 50% of businesses 
want more visitors in February, March, April and November and about 40% want 
additional visitors in December and January.  There are some variations in this picture 
by business type, with 20% of visitor attractions seeking more visitors in August 
compared to the average of 6%. 

4.15 There is a long term trend in Cornwall of a decline in the proportion of main holidays 
and an increase in the proportion of secondary holidays and short breaks18. 

                                                      
15
 A 3D Vision – Delivering Distinctive Difference, 2000, Cornwall Enterprise 

16
 A 3D Vision; ibid 

17
 See the business survey findings in Appendix 6 

18
 Cornwall Holiday Survey 2004-5, Visit Cornwall 
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ForecastsForecastsForecastsForecasts    

4.16 The Regional Tourism Strategy19 sets out some forecasts for the period to 2015: 

• Up to 20% growth in domestic tourism, with this growth being in off-peak times of 
the year 

• Up to 19% growth in overseas spend  

• 20% growth in spend from day visitors and visits to friends and relatives 

• Increased numbers of older travelers 

• Increased interest in health and well-being 

• Increased interest in art, culture and history 

• Increased use of the internet for holiday information and bookings 

• More demand for destinations which preserve and promote their natural assets 

• Continued trend for shorter holidays  

• Increased combination of holidays and hobbies 

• Greater emphasis on quality and value 

• Greater interest in authentic experiences 

• Increased competition from abroad 

4.17 In the context of these forecasts, the Strategy also sets out some targets, including: 

• Less seasonal tourism, with a 40% increase in the value of off-peak tourism and 
some reduction in peak times 

• Higher quality product with more competitive and productive tourism businesses 

• 15% price premium over competing destinations 

• 5% increase in jobs supported 

• An increase of £1.25 billion per annum for the regional economy by 201520 

4.18 Targets for Cornwall21 are within an overall aim of reducing seasonality and increasing 
quality and include: 

• Improving the economic performance of tourism to generate over £1.25 billion.  
The aim is to achieve 2% over the national growth 

• Further reducing seasonality with 70% of the industry open at least 10 months a 
year  

• Supporting over 40,000 professional, high value, full time permanent jobs in 
tourism and decreasing the percentage of low paid or temporary jobs significantly. 

• Retaining the economic benefit of tourism by reducing economic leakage by 10%, 
from approximately 50% to 40% 

SummarySummarySummarySummary    

4.19 The overwhelming majority of visitors to Cornwall have been before and are currently 
the mainstay of the industry.  Although this suggests an underlying satisfaction with the 

                                                      
19
 Towards 2015, 2004, South West Tourism 

20
 This represents about 16% of the current £8 billion visitor spend 

21
 A 3D Vision – Delivering Distinctive Difference, ibid 
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destination there needs to be investment to maintain a relative position against the 
rising quality in other destinations and across other leisure pursuits (including retail).   

4.20 The natural environment, particularly the coast, is the most important factor in 
motivating people to come to Cornwall.  Shopping is also important.  The Eden Project, 
Land’s End and the historic properties in the County are important components of 
many people trips. 

4.21 Different life stages have different views about Cornwall: 

• Pre-family values the lively resorts and activities such as surfing 

• Families consider Cornwall to be a good all-round destination albeit with concerns 
about quality and price 

• Post family consider Cornwall to be distinctive particularly the coast and gardens.  
Distance is an issue 

4.22 Roads, traffic, parking and wet weather facilities are be the biggest disappointment for 
visitors.   

4.23 The majority of visitors find out about their accommodation through having been 
before.  The Internet and brochures etc. each contributeless than 5%.  

4.24 Cornwall is a family destination, particularly in the summer.  Despite the longer than 
average length of stay, there are more short breaks and additional holidays to Cornwall 
than main holidays. 

4.25 The majority of people use the car to get to Cornwall, more than the regional average. 

4.26 Over time the number of staying trips to Cornwall has increased from 3.4 million in 
1992 to 4.4 million in 2005.  Much of this increase was in the mid 1990s with a peak 
around the 2002.  The length of stay has fallen from about 10 nights in the 1970s to 
five nights in the early 2000s.   Seasonality has become less pronounced over this 
time, albeit slowly.  However seasonality is more pronounced in Cornwall than the rest 
of the region.  There is a long term trend in Cornwall of a decline in the proportion of 
main holidays and an increase in the proportion of secondary holidays and short 
breaks. 

4.27 Forecasts suggest that the number of visitors will grow, with most growth in the off-
peak and a continued drop in the length of stay.  It is clear that long-standing concerns 
about the impacts of seasonality are reflected in the regional and County targets. 
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5555 COMMERCIAL TOURISM FCOMMERCIAL TOURISM FCOMMERCIAL TOURISM FCOMMERCIAL TOURISM FACILITIESACILITIESACILITIESACILITIES    

IntroductionIntroductionIntroductionIntroduction    

5.1 This section reviews the available information about the core commercial tourism 
facilities – visitor accommodation and attraction businesses.    Some of the base data 
for this review can be found in Appendices Four and Five.   

AccommodationAccommodationAccommodationAccommodation    

5.2 There are 3,800 known visitor accommodation businesses in Cornwall.  Of these, just 
under 1,200 are serviced accommodation22, 2,400 are self-catering properties and 200 
are holiday parks and caravan and camping parks.  There are about 30 hostels and 
campuses.  

Serviced AccommodationServiced AccommodationServiced AccommodationServiced Accommodation    

5.3 The serviced accommodation capacity is 11,790 bedspaces, representing an average 
of 9.9 bedspaces per establishment.  Just over 300 of the 1,200 accommodation 
businesses are hotels (25%) and these are typically larger, with 25 bedspaces on 
average.  Most of the other serviced accommodation (70%) tends to have six 
bedspaces or less.   

5.4 Cornwall has 16% of the region’s serviced accommodation businesses.  This is less 
than Devon but about the same as Dorset23.  Most of the farm accommodation in the 
South West is found in Devon, Cornwall and Dorset. 

5.5 It is apparent that the information on non-quality assessed visitor accommodation is 
incomplete, with an estimated undercount of between 5% and 10% for serviced 
accommodation24.  The total number of accommodation establishments may be as 
high as 1,320. 

5.6 Three quarters of the known hotels and guesthouses in Cornwall are quality assessed 
and just under two thirds of the B&Bs are inspected.   

• Of the inspected hotels, over half are two star and a third are three star.  Only 10% 
(i.e. under 20) are four star and there are no five star hotels in Cornwall 

• The inspected guest accommodation grades are higher.  Over a third are three 
star, over half are four star and 6% (i.e. 45) are five star 

• The unknown accommodation stock will not be part of the national quality 
assessment schemes 

5.7 Compared to other parts of the region, Cornwall has just above average grades for its 
B&Bs and farm accommodation.  Hotel quality assessment participation and grades 
are similar to the region. 

5.8 North Cornwall has the highest number of serviced accommodation providers, mainly 
due to the large number of B&Bs (40% of those in the County).  Restormel has the 
largest proportion of hotels (26%). 

5.9 There is some representation of hotel chains in Cornwall including Premier Travel Inns, 
Best Western and Travelodge.  Apart from the six Best Western hotels, the national 
chain representation is in budget accommodation.  This is partly a result of the relative 
lack of business tourism in Cornwall which is dependent on the County’s economy.  
National chains are important because they generally offer a standard quality product 

                                                      
22
 Such as hotels, B&Bs etc. 

23
 State of Tourism, 2003, South West Tourism 

24
 State of Tourism, 2003, South West Tourism 
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with a known pricing structure and through their own brand assets are able to attract 
leisure visitors to new destinations.   

5.10 There are a number of ‘boutique’25 hotels in Cornwall, including: 

• Old Quay House, Fowey 

• St Enodoc Hotel, Wadebridge 

• St Petroc’s Hotel, Padstow 

• Tresanton Hotel, St Mawes 

• Marina Hotel, Fowey 

• Fowey Hall, Fowey 

• Driftwood Hotel, St Mawes 

• Lugger, Portloe 

• Well House, St Keynes 

• Blue Hayes, St Ives 

5.11 Although ‘boutique’ hotels represent a very small proportion of the overall 
accommodation stock they are important in terms of their attractiveness to national 
travel writers and their ability to act as destinations in their own right for new visitors to 
Cornwall.  They also achieve better room rates and occupancy than other hotels26.  
There are boutique hotel chains (e.g. Malmaison and Hotel Du Vin) elsewhere in the 
UK but they are not represented in Cornwall. 

5.12 The occupancy rates for serviced accommodation vary throughout the year from 34% 
for those open in January to 80% in August.  Over time there has been a discernable 
reduction in the seasonality of rates, with the off-peak occupancy climbing and the 
peak occupancy falling slightly.  Regional and national occupancy data has shown 
consistently that larger establishments with higher quality assessments have higher 
and less seasonal occupancy rates. 

5.13 Many of the small accommodation establishments are economically marginal and are 
unlikely to provide enough income to support a job, provide adequate return on capital 
or allow for significant re-investment.  Some of the smaller businesses provide part of a 
diversified household income.  The more profitable businesses tend to be those 
offering a higher value product and able to attract visitors year round.   

5.14 One way of encouraging growth is to take the most successful businesses in an area 
and double their capacity.  This can take the form of the more successful hotels taking 
over and operating the less successful establishments.  There have been some 
examples of this in resort areas elsewhere in the UK (e.g. Torquay, Llandudno). 

NonNonNonNon----serviced Accommodationserviced Accommodationserviced Accommodationserviced Accommodation    

5.15 There are just under 2,600 non-serviced accommodation businesses in Cornwall of 
which 2,400 are self-catering holiday homes and the other 200 are holiday, caravan 
and camping parks.  The holiday, caravan and camping parks are much bigger 
businesses than the self-catering, with an average of 173 units/pitches compared to 
3.5 units on average for holiday home businesses.     

5.16 Many of the holiday and caravan parks are substantial businesses and are often large 
enough to include a variety of supporting facilities such as indoor pools, restaurants, 
shops and other leisure activities.  These facilities help to lengthen the season as well 

                                                      
25
 Although there is no strict definition these hotels tend to be upmarket accommodation presented in an 

individual style. 
26
 Boutique Hotels, Locum 
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as increasing their overall competitiveness (although these facilities can reduce the 
benefits to other local businesses). 

5.17 The information on non-quality assessed accommodation is incomplete, with an 
estimated undercount of 20% for non-serviced accommodation27.  The total non-
serviced establishments may be as high as 3,120. 

5.18 About two thirds of the known non-serviced establishments are part of the quality 
assessment scheme: 

• Of the inspected self-catering properties, 84% are either two or three star, with a 
small minority reaching five stars – 6% of the total - 90 businesses 

• Of the inspected holiday, caravan and camping parks, 60% are four star and 20% 
are five star 

5.19 Compared to the rest of the region, there is a smaller proportion of inspected self-
catering properties and holiday, caravan and camping parks.  However, those that are 
assessed are of the same quality as elsewhere28. 

5.20 Within Cornwall, the main concentrations of self-catering properties are in Carrick and, 
by some margin, North Cornwall. The holiday, caravan and camping parks are mainly 
in North Cornwall and Restormel.  There are national chains in Cornwall including 
Haven as well as regional chains such as Weststar and John Fowler. 

5.21 Many of the individual self-catering properties in Cornwall are let through agencies.  
There are 16 known self-catering agencies in Cornwall who between them have 750 
properties, with two thirds inspected.  There are also agencies covering a wider section 
of the South West (such as Helpful Holidays and Classic Cottages). 

5.22 A relatively under-researched accommodation sector is timeshare, which terms can 
include a variety of other investment properties29.  Examples include some of the golf-
lodges at St Mellion International, the Club La Costa properties and the planned 
Carlyon Bay Development (which will have a capacity of 2,500 bedspaces alone).  
Timeshare properties tend to have relatively good quality accommodation with 
supporting facilities and high year-round occupancy rates.   These developments are 
addressing some of the industry’s strategic priorities whilst remaining relatively 
unseen.  

5.23 The selling process for these properties tends to by-pass the standard tourism 
marketing channels with specialist brokers or the timeshare operators themselves 
making arrangements for timeshare owners to visit different properties.  The national 
quality assessment schemes are rarely involved, as the purchase decisions are longer-
term. 

5.24 The occupancy rates for non-serviced accommodation vary between 18% for those 
open in January to 97% in August.  Over time there has been an increase in off-peak 
occupancy while the peak August rates have remained at about the same high level.    

AttractionsAttractionsAttractionsAttractions    

5.25 There are 166 visitor attractions in Cornwall30 and  the most common categories are 
museums (17%), historic/archaeological sites (16%), gardens (10%) and historic 
houses (10%).  The remainder are distributed across a broad range of categories.   
The attractions are relatively well-distributed across the districts in Cornwall apart from 
a concentration in North Cornwall. 

                                                      
27
 State of Tourism, 2003, South West Tourism 

28
 State of Tourism, 2003, South West Tourism 

29
 Taking advantage of the government's recent changes to allow Self Invested Personal Pensions Scheme to 

invest in residential property 
30
 South West Tourism, 2006  
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Visitor Attractions in CornwallVisitor Attractions in CornwallVisitor Attractions in CornwallVisitor Attractions in Cornwall    

District Proportion 

Caradon 13% 

Carrick 14% 

Kerrier 15% 

North Cornwall 26% 

Penwith 16% 
Restormel 16% 

Source: South West Tourism 2006 

5.26 Ten of the attractions are quality assessed by VisitBritain.  The peer assessment 
scheme operated by the Cornwall Association of Tourism Attractions (CATA) includes 
37 attractions.  Despite the two quality schemes, the issue of quality assessment for 
the majority of attractions in Cornwall is not addressed. 

5.27 A significant number of small attractions provide a good quality offer to visitors but are 
compromised by some poor quality facilities (such as sub-standard toilets etc).  There 
may be a role for some umbrella grant scheme to address sub-standard facilities in 
otherwise good visitor attractions. 

5.28 The annual Survey of Visits to Visitor Attractions collected visitor numbers for 52 of the 
166 attractions in 2005.  The attractions providing numbers varies year on year and if 
previous years’ numbers are used as approximations for current numbers there is data 
available for 128 attractions31.  Using this larger dataset two-thirds of attractions have 
less than 50,000 visitors per year compared to 20% with over 100,000 visitors.   

5.29 Of the largest attractions, the Eden Project receives over 1 million visitors and the 
Charlestown Shipwreck and Heritage Centre and Lands End both receive about 
500,000 visitors per year.   

Visitor Attractions in CornwallVisitor Attractions in CornwallVisitor Attractions in CornwallVisitor Attractions in Cornwall    

Visitor Numbers Number Proportion 

Over 500k 3 2% 
250-500k 5 4% 

100-250k 18 14% 

50-100k 16 13% 

Less than 50k 86 67% 

Total 128 100% 

Source: South West Tourism 2006 

Iconic AttractionsIconic AttractionsIconic AttractionsIconic Attractions32323232    

5.30 The main characteristics of iconic attractions are that they have: 

• A brand that is bigger than location 

• A propensity to draw new visitors 

• Wide appeal 

• Genus Loci – spirit of place 

5.31 There are two clear first order iconic attractions in the South West – Stonehenge and 
the Eden Project.  Second tier iconic attractions include Lands End, Tate St Ives, St 
Michael’s Mount, Lost Gardens of Heligan and Tintagel Castle in Cornwall and the 
Roman Baths, Longleat, Cheddar Gorge and Caves elsewhere in the South West. 

                                                      
31
 With the oldest from 1996 but the majority since 2001  

32
 Iconic Tourism Projects in the South West, 2005, South West RDA - note that this report did not consider 

natural attractions such as National Parks etc. 
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5.32 A Cornwall cluster of iconic attractions has been identified, comprising Eden, Lands 
End and Tate St Ives.  Clusters such as this are important because they generate more 
interest than an attraction alone, encourage longer trips and can be marketed jointly.  
They also generate more economic impact.  Iconic attractions can also be used to lead 
thematic groupings of other attractions, such as the Gardens of Cornwall.  Iconic 
attractions influence internal and external perceptions of an area, which in turn 
influences a wide range of investment decisions.  Iconic attractions are more likely to 
attract media attention. 

5.33 Development recommendations include: 

• Public sector intervention should prioritise iconic attractions 

• Maintain the iconic status of existing iconic attractions, and enhance those with the 
potential to become iconic (lower priority).  Only in exceptional circumstances 
should a new attractions be supported publicly 

• Iconic attractions should be used in branding and marketing as they change image 
and perceptions 

Quality and PriceQuality and PriceQuality and PriceQuality and Price    

5.34 Within the need to increase the quality of the product there is a clear issue about value 
for money and the role for different types of tourism product.  There is a role for all 
types of accommodation, including hostels, camping barns and B&Bs offering value 
accommodation and larger hotels and self-catering complexes offering a premium 
product.  In the same way there will be a role for simple attractions and heritage 
centres with a local role as well as the iconic attractions providing a full day out.  

5.35 However within the different types of business there is a clear need to continue to 
improve the quality.  In many cases this will be the quality of service and management, 
while others may need capital investment.   

Investment and Investment and Investment and Investment and Ongoing Ongoing Ongoing Ongoing ExpenditureExpenditureExpenditureExpenditure    

5.36 On average just under 70% of the core tourism businesses in Cornwall had undertaken 
capital investment in their business in the last three years, with an average total of 
£242,000 (equivalent to £81,000 per year)33.  About half of the businesses plan to 
continue investing in the next three years.   

5.37 The 521 businesses responding to the survey have invested almost £60 million in 
2004-2006.  This suggests that there is a minimum of £20 million investment per 
annum from the private sector. 

Capital Investment within the last three yearsCapital Investment within the last three yearsCapital Investment within the last three yearsCapital Investment within the last three years    

Business Type Invested in last 3 
years % 

Total investment over 
3 years 

Average investment 
per business over 3 

years 

Visitor Attraction 80.0  £ 25,355,053.  £   1,207,383  
B&B/Guesthouse 64.9  £  3,386,919  £       47,703  
Hotel 71.4  £  8,035,757  £     472,691  
Self-catering property 67.4  £ 16,109,104  £     160,291  
Static caravan/chalet 66.7  £     204,000  £     102,000  
Touring 
caravan/camping  85.0  £  2,115,000  £     176,250  
Holiday Agency 87.5  £     434,000  £       86,800  
Other  72.7  £  1,265,000  £     180,714  
Cornwall Total 69.3  £ 56,904,833   £     241,807  

Source: Roger Tym & Partners 2006 

                                                      
33
 See the business survey in Appendix 6 
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5.38 The core tourism businesses spend an average of 9% of their average turnover on 
marketing.  Most of this expenditure is on paid for advertising space or websites.  
Guides and leaflets make up about a fifth of the marketing expenditure.  Of the total 
marketing expenditure, 85% is used to attract visitors to Cornwall and the remainder to 
market to visitors to the County.  Visitor attractions are a notable exception to this 
pattern, with a higher proportion of turnover spent on marketing and three-quarters of 
their expenditure orientated used to attract people already in the County. 

Marketing expenditure by tourism businesses in CornwallMarketing expenditure by tourism businesses in CornwallMarketing expenditure by tourism businesses in CornwallMarketing expenditure by tourism businesses in Cornwall    

Average % of 
turnover spent 
on marketing 

Paid for 
advertising 
space  

Guide and 
leaflet 

production 
Website 

Other 
marketing Business type 

% % % % % 

Visitor Attraction 11 27.1 49.4 10.1 13.4 
B&B/Guesthouse 7 35.0 15.6 37.0 12.5 
Hotel 7 23.9 20.0 38.3 17.9 
Self-catering 
property 9 38.1 12.6 39.7 9.6 
Static 
caravan/chalet 7 56.7 15.0 28.3 0.0 
Touring 
caravan/camping  6 32.3 25.0 39.2 3.5 
Holiday Agency 25 38.1 29.7 20.7 11.5 
Other  5 40.0 35.0 18.8 6.3 

Cornwall Total 9 35.3 18.5 35.2 10.9 

Source: Roger Tym & Partners 2006 

5.39 The estimated total turnover of the accommodation sector in Cornwall is £451 million 
and the attraction sector turnover is £162.5 million34.  Using an average 7% of turnover 
spent on marketing by accommodation businesses and 11% of turnover spent on 
marketing by visitor attractions, this suggests that the private sector in Cornwall 
spends £49.4 million per annum on marketing of which about £42 million is used to 
market to people still planning their holiday trips. 

5.40 On average the core tourism businesses in Cornwall spend about £1.6% of turnover on 
training and business advice.  This is estimated to total £9.8 million per year.  
However, this is likely to exclude informal on the job training. 

SummarySummarySummarySummary    

5.41 The County’s accommodation stock is largely made up of small accommodation 
establishments.  However many of these businesses are economically marginal and 
are unlikely to provide enough income to support a job, provide adequate return on 
capital or allow for significant re-investment.  Many of these businesses may be 
supplemented by other income although overall they support house hold incomes and 
there are some that are profitable. 

5.42 There is a lack of branded premium serviced accommodation in Cornwall.  This 
situation is unlikely to change without growth in the County’s economy and a 
corresponding increase in the business tourism needed to underpin these 
accommodation types. 

5.43 Cornwall has a selection of boutique hotels, although none of the boutique hotel chains 
are represented in the County.   Boutique hotels have demonstrated higher productivity 
and competitiveness than other hotel accommodation.  It is likely that new boutique 
hotel development will depend on the availability of suitable properties for conversion 
and the development of further quality supporting facilities (e.g. destination restaurants 
etc.) and improvements to the built environment in the main towns. 

                                                      
34
 Value of Tourism 2003, 2005, South West Tourism 
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5.44 Accommodation will be part of the range of factors that attract visitors to Cornwall.  
Some accommodation will serve people who have already decided to visit the County 
while other accommodation will be important in attracting people to the County.   

5.45 There are over 160 attractions in Cornwall, the majority of which receive less than 
50,000 visitors per year.  20% attract over 100,000 visitors per year and 2% attract 
over 500,000 per year.  

5.46 There is a minority of attractions which can be considered iconic and able to change 
perceptions and attract new visitors.  Within Cornwall there is a cluster of iconic 
attractions including Eden, Lands End and the Tate St Ives.  There is no rationale for 
developing a new iconic attraction in Cornwall although there is a case for addressing 
sub-standard facilities in otherwise good visitor attractions. 

5.47 The majority of attractions in Cornwall are not quality assessed. 

5.48 The need for continued quality improvements seeks to improve all parts of the industry 
in terms of service, management and capital investment while maintaining the diversity 
of accommodation and attractions for visitors. 

5.49 It is clear that there is already substantial capital investment amongst the core tourism 
businesses, with a minimum of £20 million investment per annum. 

5.50 On average the accommodation and attraction businesses spend about 9% of turnover 
on marketing, and this is estimated to amount to £49 million per year.  Of this total, 
about £42 million is targeted towards people still planning their holiday trip.   

5.51 Businesses also spend about 1.6% of their turnover on training and business advice, 
estimated to total £9.8 million. 
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6666 PUBLIC REALM AND ACCPUBLIC REALM AND ACCPUBLIC REALM AND ACCPUBLIC REALM AND ACCESSESSESSESS    

IntroductionIntroductionIntroductionIntroduction    

6.1 This section reviews some of the broader elements of a visitor experience in Cornwall.  
Although these elements are not within the core tourist accommodation and visitor 
attraction product they are nonetheless important and in the case of the natural and 
built environment, likely to be prime motivators for a trip to the County. 

Built EnvironmentBuilt EnvironmentBuilt EnvironmentBuilt Environment    

6.2 The Cornwall Holiday Survey indicates that the top five most visited towns are (in 
order) Newquay, Penzance/Newlyn, Truro, Falmouth/Penryn and Padstow/Polzeath.   

6.3 The main settlements in Cornwall are Truro (24,000), Camborne-Pool-Redruth 
(52,000) and Falmouth (31,000).    Truro offers a high quality built environment with 
attractions and good retail facilities and Falmouth offers a good maritime urban 
environment with retail, attractions and substantial visitor accommodation stock.  
Although the Camborne-Pool-Redruth conurbation does include some retail and some 
attractions for visitors, it presents a poor environment.  While the whole of Cornwall is 
eligible for European funds, the Camborne-Pool-Redruth area is a focus for public 
sector investment.  Regeneration will provide a more attractive environment for 
residents and visitors. 

6.4 Seaside resorts such as Bude and particularly Newquay are important foci for visitors 
in the County.  Newquay has a lively and young image associated with surfing and the 
evening economy. 

6.5 While the major settlements and resorts are important, in image terms Cornwall is 
characterised by smaller maritime towns and seaside resorts, such as Padstow, 
Polzeath, St Ives and Looe. 

6.6 Both the larger and smaller settlements in Cornwall are where the majority of the 
economic benefits are likely to occur through spend on food and drink and retail, as 
well as a significant part of the spend on accommodation.  The quality of the individual 
establishments as well as their urban environments are important parts of the visitor 
experience. 

6.7 In addition to the many small businesses serving visitors and locals in these 
settlements there are some high profile businesses which have a larger role and will 
helps to attract visitors to the County.  Businesses include the Rick Stein 
establishments in Padstow and the newer Jamie Oliver 15 in Watergate Bay. 

6.8 Part of the impetus for the improvement of the urban environment for visitors in 
Cornwall will come through growing overall prosperity in Cornwall.  Increased spending 
power of local residents will prompt the development of good quality retail and catering 
within attractive public realm, and this will also add to the offer to visitors.  In some 
cases tourism initiatives can act as the catalyst for this process, with projects such as 
the development of the Tate St Ives and the Eden Project having significant impacts on 
the environment of the surrounding areas. 

6.9 The public sector has a role in improving the environment through the Statutory 
Planning function.  Local Planning Authorities are able to direct overall development 
through the local Development framework process and provide specific influence 
through planning guidance.  

Coast and Coast and Coast and Coast and CountrysideCountrysideCountrysideCountryside    

6.10 Visitor research has highlighted the key role played by the coast and countryside in 
attracting visitors to Cornwall.  Research carried out by the National Trust in 1999 
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showed that 81% of all holiday trips to Cornwall are motivated by conserved 
landscape. Figures from the 2002/03 Cornwall Visitor Survey indicate that more than 
half of visitors rated the landscape and coastline of Cornwall as the county's best 
feature. 

6.11 Agriculture will continue to be the dominant land use but with the future uncertain for 
many farms, agri-environment payments, diversification and the sale and marketing of 
produce locally will be crucial to ensure farming is viable.  The long term future for 
tourism in Cornwall will depend on the appropriate management of the landscape and 
a sustainable approach to the management of the tourism industry. 

AONBAONBAONBAONB    

6.12 The Cornwall AONB covers an area of 958 square kilometres and includes significant 
sections of the County’s coast as well as concentrations in western Penwith, the 
Lizard, and Bodmin Moor.    

6.13 Most of the Cornwall AONB core budget (which includes Partnership running costs and 
the Cornwall AONB staff costs) is funded by Natural England.  The County Council and 
six District/Borough Councils provide the remaining 25% with a contribution from the 
National Trust. 

Heritage CoastHeritage CoastHeritage CoastHeritage Coast    

6.14 The ten stretches of Heritage Coast in Cornwall cover over 240 kilometres.  The 
longest sections are Pentire-Widemouth, Penwith and Roseland (each over 50 
kilometres). Over 50% of Cornwall’s coast is designated Heritage Coast compared to 
the national average of about a third.  Only the coasts of Devon and South Wales have 
comparable proportions of Heritage Coast35.  

6.15 Cornwall’s Heritage Coast is managed by North Cornwall District Council, Caradon 
District Council and Cornwall County Council36. 

World Heritage SiteWorld Heritage SiteWorld Heritage SiteWorld Heritage Site    

6.16 The ten areas forming the Cornwall and West Devon Mining World Heritage Site cover 
almost 20,000 hectares.  These areas were inscribed as a World Heritage site in 2006 
and separate research37 indicates that the inscription as a World Heritage Site has the 
potential to attract general as well as specialist visitors to Cornwall.   

6.17 In addition to the historic interest, the work to conserve the structures and landscapes 
has improved access to the countryside for visitors as well as providing focal points 
and reasons to disperse visitor activity and expenditure across the County. 

6.18 The areas making up the World Heritage Site are under a variety of private and public 
ownerships.   Cornwall County Council, with local partners, has developed a number of 
projects which have improved access and interpretation of areas making up the World 
Heritage Site, typically assisted by Heritage Lottery and European Structural Funds38. 

 

                                                      
35
 Wikipedia 

36
 http://www.countryside.gov.uk/LAR/Landscape/DL/heritage_coasts/Cornwallhc.asp 

37 
Cornish Mining World Heritage Site Bid Economic Impact Assessment, 2003, Cornwall Enterprise 

38
 Such as the £6 million Tamar Mining Heritage Project  
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Maintenance of Public Open SpaceMaintenance of Public Open SpaceMaintenance of Public Open SpaceMaintenance of Public Open Space    

6.19 Previous research39 indicated that some of the the most expensive informal open 
space sites to maintain are trails and canals because of the level of use.  Other 
expensive sites are those especially popular with visitors/residents, including some 
which are in proximity to urban areas.  The cheaper sites to maintain tend to be those 
with a large land area, only partially used by visitors. 

6.20 While most local authorities will have their own teams for parks and open spaces, the 
model provided by Cornwall County Council and North Cornwall District Council with 
their cross-boundary shared teams demonstrates a flexible, effective and cost efficient 
model.  Economies of scale are achieved through shared equipment and vehicles, and 
the arrangement avoids health and safety issues from sole working. 

TransportTransportTransportTransport    

6.21 Travel is an important component of tourism.  Cornwall’s location at the end of a 
peninsula means that access is more difficult for much of the UK population than many 
other UK and overseas destinations.   

6.22 Earlier discussion has noted that almost all visitors travel by car.  The use of the 
private car to get to and travel around Cornwall raises significant sustainability issues. 

RoadRoadRoadRoad    

6.23 The main road link to Cornwall is the A30, which joins the National Motorway network 
at Junction 31 of the M5 in Exeter.  The A38 via Plymouth and the Tamar Bridge, and 
the A39 are also important routes. 

6.24 There is considerable peak time congestion on routes in Cornwall and this will have an 
impact on the attractiveness of the County for visitors.  The programme of dualling the 
A30 over the past two decades has significantly improved the situation within the 
County and the completion of the section across Goss Moor in 2007 will address one 
of the remaining major difficulties.  However, many of the congestion problems occur 
outside Cornwall, such as the M4/M5 interchange near Bristol. 

6.25 Within Cornwall there is often peak congestion around the most popular destinations.  
The nature of many of these locations (e.g. Polperro) do not lend themselves to 
significant vehicular traffic.   

RailRailRailRail    

6.26 Cornwall is served by the mainline from Penzance to stations elsewhere in the UK 
including Paddington and the Midlands.  There are also branch lines in the Looe Valley 
and to Falmouth, Newquay and St Ives. 

6.27 Mainline services traveling west of Plymouth are relatively slow and less frequent than 
to locations in Devon and Somerset.   

6.28 There is a sleeper service between Penzance and Paddington.  This operates from 
Sunday to Friday.  While some leisure visitors may use this service, it is likely that the 
majority of users are business travelers.  This service has been under threat of closure. 
Paddington and Penzance 

6.29 There are long term issues with the mainline route at Dawlish, where sea levels and 
storms interrupt services. 

                                                      
39
 Restoration of Former Mining Sites for Public Open Space, 2005, Land Restoration Trust 
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AirAirAirAir    

6.30 Cornwall’s primary air links are through Newquay Cornwall International Airport.  Flybe, 
Ryanair, Air South West and Skybus operate flights to: 

• Gatwick and Stansted 

• Edinburgh 

• Bristol 

• Cardiff 

• Dublin 

• Leeds-Bradford 

• Manchester 

• Isles of Scilly 

6.31 More than half the passengers are visitors to Cornwall, which is in contrast to many 
regional airports which take the resident population to destinations.  While the number 
of people using the air links to Cornwall is a small proportion of the overall number of 
visitors to the County, the perception of accessibility is important.  Furthermore the 
flights allow visitors from origins further away than the main South East and Midlands 
catchments to reach Cornwall.  The air links are also likely to be important for some of 
the brand clusters developed by South West Tourism (such as Sheer Indulgence). 

6.32 Newquay Cornwall International Airport is owned by Cornwall County Council and 
shares air facilities with RAF St Mawgan.  RAF St Mawgan is due to cease operations 
in 2008, which will increase the costs to the civilian flying activities and potentially 
result in long term issues about the future of the airport.  

6.33 Cornwall County Council has imposed a levy of £5 per flight and this has reduced the 
number of Ryanair flights.   The South West RDA recently allocated £8 million towards 
improving the terminal facilities. 

6.34 In addition to Newquay, Penzance Heliport provides flights to the Isles of Scilly.  
Plymouth airport also serves Cornwall. 

SeaSeaSeaSea    

6.35 The main ports serving Cornwall are Plymouth, Fowey, Falmouth and Penzance.  
Plymouth has Brittany Ferry services to France and Spain and Penzance has services 
to the Isles of Scilly.  All four ports receive cruise ship visits. 

6.36 The ferry services to Plymouth primarily cater for UK residents traveling to destinations 
abroad although France is one of the three main overseas markets for the South 
West40 and it is likely that some of these travellers will use this service.  

6.37 Destination South West is the regional umbrella organisation developing the cruise 
ship market in the South West.  

6.38 The harbour operators are ABP (Plymouth), Falmouth Harbour Commissioners 
(although A&P operate Falmouth Docks), Penwith District Council (Penzance) and 
Fowey Harbour Commissioners. 

TrailsTrailsTrailsTrails    

6.39 The South West Coast Path National Trail provides a unique resource from which to 
enjoy the coastline and the AONB landscape. The Coast Path is also a significant 

                                                      
40
 Overseas visitors to the SW: USA 15%, France 14%, Germany 12%, IPS 2003 
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driver for the local economy, with a recent study suggesting it is worth a minimum of 
£48 million to the Cornish economy41. 

6.40 The Camel Trail is a 27 kilometre largely traffic free multi-use trail which follows the 
disused railway line along the Camel Estuary from Padstow to Wadebridge and on to 
Bodmin.  The Trail is part owned by North Cornwall District Council and by Cornwall 
County Council and managed as a Partnership involving local community 
organisations.  It is estimated that there are around 350,000 users each year. 

6.41 The 17.5 kilometre ‘Coast to Coast’ multi-use trail runs from Portreath to the north and 
Devoran to the south, using the routes of former mining mineral tramways.  The route 
includes substantial archeological remains and provides an insight into Cornwall’s 
mining history as well as providing access to the countryside. 

6.42 The 12 kilometre ‘Great Flat Lode’ multi-use trail is also based upon former mining 
mineral tramways and runs to the south of Camborne-Pool-Redruth.  Planned trail 
development (29 kilometres) will link this route with the ‘Coast to Coast’ route in 2008.  
Cornwall County Council has led the development of these trails. 

Visitor FacilitiesVisitor FacilitiesVisitor FacilitiesVisitor Facilities    

6.43 Visitor facilities such as toilets and adequate parking remain important to visitor 
experiences.  Although they will not generate new visitors to the County they will have 
an impact on repeat visits and recommendations, particularly for some markets such 
as family visitors.  There is an expectation that locations seeking to serve visitors will 
have high quality public facilities. 

6.44 Public toilet facilities are typically provided by the public sector.  Issues such as 
location, maintenance and all-year opening are important.  There may be opportunities 
to encourage the private sector to take some responsibility for providing facilities or 
assisting in the upkeep of nearby public facilities but it is likely that there will still need 
to be some public sector support. 

6.45 Adequate parking arrangements are also important and can be through the public or 
private sectors.  Resistance to parking charges might be addressed through overtly 
making the link between the charges and the services that the income supports42. 

6.46 Environmental maintenance such as litter collection in towns and beach cleaning is 
also important to the visitor experience and likely to be part of an underlying 
expectation.   This sort of environmental maintenance is generally through the public 
sector.  However, the Business Improvement Districts (BID)43 typically seen in urban 
areas offer a model for collective action by the private sector to address specific 
issues, such as additional cleaning, CCTV, additional law enforcement etc. There are 
proposals for a BID scheme in Truro and there may be a role for this model in resort 
areas in Cornwall.   

SummarySummarySummarySummary    

6.47 It is clear that the landscape is a primary driver of tourism to the County.  It is important 
that: 

• There is enough resource to maintain and conserve the asset 

• There is adequate visitor access to the countryside and coast 

                                                      
41
 The Economic Value of the South West Coast Path 2003, South West Tourism and South West Coast Path 

Team 
42
 E.g. information on the use of parking revenue on the maintenance of the toilets and the path to Durdle Door  

etc. is explicit in the private Lulworth Cove car park in Dorset. 
43
 BID schemes typically involve every non-domestic ratepayer contributing about 1-2% of their rateable value 

towards the cost of improvements for a period of 5 years 
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6.48 The maintenance of the public rights of way network is an important component of 
visitor access to the countryside.  Long distance walking and multi-use trails are also 
important foci for accessing the countryside and the coast, even if much of the 
individual use is only on relatively short sections.  The named long distance trails have 
the potential to play a fuller part in attracting visitors to Cornwall. 

6.49 While the South West Coast Path and the Camel Trail enjoy a relatively high profile, 
there is the capacity and potential to build use of the ‘Coast to Coast’ and Mineral 
Tramways trails. 

6.50 The planning and management of the urban environment is important, both in the 
smaller settlements and in the larger settlements with a greater choice of facilities.  
Continued public and private sector investment in these settlements is important.  
Statutory planning will have an impact on the scale and execution of private sector 
investment and in most cases it is likely that the visitor interest will coincide with the 
residents’ interest. 

6.51 Facilities such as parking and toilets are also important components of the visitor 
experience. 

6.52 There are issues relating to access to and within the County.  Access by car is very 
important and there has been significant investment to improve the main links within 
the County.  However the car is not a sustainable form of transport.  There has been 
rapid growth in air services to Cornwall and again there is a tension between response 
to market opportunities and environmental sustainability.  While there are mainline rail 
services to Cornwall they are used by a relatively small proportion of visitors and there 
are issues about the speed of the service within the County and the vulnerability of the 
rail links further east.  There is relatively little use of public transport within Cornwall 
once visitors arrive and this is likely to relate to the dispersed nature of the places to 
visit within the County. 
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7777 EVENTSEVENTSEVENTSEVENTS    

IntroductionIntroductionIntroductionIntroduction    

7.1 Events are part of a wider programme of involvement with communities, groups and 
individuals as well as supporting the tourism industry.  They can be part of the 
mechanisms to strengthen sporting and cultural infrastructure and to maximise the 
economic, social and environmental benefits of tourism across Cornwall.  Events can 
be used to promote a strong sense of identity and civic pride. 

Events in CornwallEvents in CornwallEvents in CornwallEvents in Cornwall    

7.2 The events in Cornwall range from relatively high profile events to community-based 
events that provide an insight for visitors. 

Visitor EventsVisitor EventsVisitor EventsVisitor Events    

7.3 Visitor events include: 

• The Tall Ships events in Falmouth 

• Daphne Du Maurier Festival 

• Bude Jazz Festival 

Community EventsCommunity EventsCommunity EventsCommunity Events    

7.4 Community events include: 

• Royal Cornwall Show 

• Hobby Hoss in Padstow 

• Golowan Festival in Penzance 

• Harbour Lights in Mousehole and other harbours in Cornwall 

7.5 There are also many local events such as hobby exhibitions and craft fairs, vintage 
vehicle rallies, drama and music performances and local events from flower shows and 
gala weeks to art exhibitions and puppet shows.  

SportsSportsSportsSports    

7.6 Surfing is part of the Cornish identity.  Cornwall hosts a number of international surfing 
events and these serve to reinforce Cornwall’s watersports role. 

7.7 Sports such as rugby and gig racing are also part of the County’s tradition.  While the 
role of rugby events will depend on the success of the teams involved the construction 
of new stadiums is likely to help raise the profile of the sport within Cornwall.  There 
may be opportunities to grow visitor interest in gig racing.  

New EventNew EventNew EventNew Eventssss    

7.8 St Mellion is proposing to host the English Open, following a number of years since the 
last high profile golf tournament at the club.  These events are able to attract significant 
terrestrial TV coverage. 

Events DevelopmentEvents DevelopmentEvents DevelopmentEvents Development    

7.9 The principles for events development are: 

• Improved co-ordination between event organisers and funders  
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• Better links between major events and other strategic priorities - such as marketing 
Cornish tourism and business 

• Better use of existing and new infrastructure throughout Cornwall with a coherent 
use of the County’s assets across the year 

• Better knowledge about international events, and agreed mechanisms for 
appraising and evaluating the impact of events 

• Build expertise to reduce the risk of unsuccessful event bids 

• Build best practice partnerships between public and private sectors to maximise 
the benefits of hosting events  

• Better return on investment and economies of scale from developing a portfolio of 
events 



8888 TOURISM MANAGEMENTTOURISM MANAGEMENTTOURISM MANAGEMENTTOURISM MANAGEMENT    

IntroductionIntroductionIntroductionIntroduction    

8.1 A number of organisations have been identified as contributing towards tourism 
management in Cornwall. These comprise of all those groups, organisations and 
bodies, whether national, regional or local, concerned with the direct planning and 
management of travel and tourism in Cornwall (excluding individual operators). 

8.2 In total 46 organisations were identified as being active within Cornwall in relation to 
tourism management: 

Private Sector Tourism Associations 44    

• Best of Bodmin Moor Marketing Group    

• British Hospitality Association South West Region           

• Bude Area Tourist Board           

• Cartwheel                                 

• Cornish Accredited Restaurants  

• Cornwall Association of Holiday Home Agencies  

• Cornwall Association of Tourist Attractions          

• Cornwall County Tourism Federation       

• Cornwall Farm Holidays             

• Falmouth and District Hotels Association            

• Heart of Cornwall Tourism Association     

• King Harry's Cornwall                

• Lizard Peninsula Tourism Association     

• Newquay Attractions Trail          

• Newquay Chamber of Commerce and Tourism     

• Padstow Area Tourism Association         

• Rame Association of Traders     

• Roseland Chamber of Commerce            

• South East Cornwall Tourism Association            

• St Ives Hoteliers Association     

• Tamar Valley Tourism Association (TAVATA 

Service/Training/Information Project or Organisation45 

• CoaST                                     

• Cornwall AONB Partnership       

• Cornwall Arts Marketing            

                                                      
44
 Any organisation that operates on the collective behalf of private sector tourism businesses (whether 

national, regional, county or locally based). 
45
 Any organisation that provides a supporting role to either tourism businesses or to conserve the tourism 

product (e.g. landscape) and that are not included under another category. 
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• Cornwall Wildlife Trust               

• Destination South West            

• Envision                                   

• Taste of the West Cornwall        

• Tourism Skills Network (Cornwall)      

District Councils 

• Caradon District Council            

• Carrick District Council              

• Kerrier District Council              

• North Cornwall District Council   

• Penwith District Council            

• Restormel BC 

  Public sector - Tourism46 

• DACOM (Devon & Cornwall Overseas Marketing)  

• Visit Cornwall                          

Public sector - Other47 

• Business Link Devon & Cornwall             

• Learning and Skills Council (Devon and Cornwall)    

8.3 These organisations were contacted to gather information on a range of quantitative 
and qualitative aspects of tourism management within Cornwall including membership, 
funding sources, expenditure, plans and priorities for the future, and then views on 
gaps and duplication in the tourism product and destination marketing. 

8.4 All were contacted for interviews48 with 39 responding, 5 interviews awaited and 3 non 
respondents49.  

 Type of Organisation Number 
Interviewed 

Non 
respondents 

Private sector tourism association 21 - 

Service/training/Information project or organisation 8 1 

District Councils 6 - 

Public sector - other 2 2 

Public sector – tourism 2 - 

Total 39 3 

8.5 An overview of all these organisations and the information provided is detailed in Box 
One. 

                                                      
46
 All Public Sector organisations who have a specific role in tourism (excluding district/borough councils). 

47
 All other public sector organisations that contribute to the tourism sector through their activities but that do 

not concentrate solely upon this sector 
48
 Face to face or telephone interview. 

49
 Twenty eight of the thirty nine organisations provided financial information.  
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Box One: Summary ofBox One: Summary ofBox One: Summary ofBox One: Summary of Tourism Management in Cornwall Tourism Management in Cornwall Tourism Management in Cornwall Tourism Management in Cornwall    

46 organisations were identified as directly involved in tourism management in 
Cornwall. 39 agreed to be interviewed: 

� 21 Private Sector Tourism Associations (national, regional, county and local) 

� 8 Service/training/information projects or organisations (national, regional, sub 
regional and county) 

� 6 District Councils 

� 2 Public Sector Tourism (regional, sub regional and county) 

� 2 Public Sector Other (sub regional) 

Total membership numbers estimated to be 4,395 

� 1,995 members of private sector tourism associations 

� 1,600 members of public sector tourism organisations 

� 990 members of service/training/information projects or organisations 

Total annual membership subscription income in Cornwall estimated to be £330,315 

Total expenditure on tourism related activities estimated to be £17,706,558 

� Private Sector Tourism Associations: £2,042,575 

� Service/training/information projects or organisations: £1,249,133 

� District Councils: £2,135,184 

� Public Sector Tourism: £2,174,666 

� Public Sector Other: £10,105,000 

Total number of websites identified by respondents: 23 

Income by source (known income): 

� Total income from the Public Sector: £15,360,972 (91%) 

� Total income from the Private Sector: £1,471,911 (9%) 

Expenditure by type: 

� Staff and costs: £2,036,852 

� Print: £1,226,449 

� Websites: £369,754 

� Promotion: £946,864 

� Tourist Information Centres: £429,040 

� Quality Issues: £10,428,540 

� Product Development: £707,003 

� Museums: £203,800 

� Amenities: £500 

� Other: £506,283 

% of total tourism budget spent on marketing to people outside of Cornwall: 10% 
(£1,740,733) 

Note: These figures include all information from interviews and the subsequent estimated figures for 
the 9 private sector associations interviewed but which did not provide financial information. Actual 
figures can be found in Appendix ?. It should also be noted that £10 million of this total expenditure is 
accounted for by an estimated 10% of the Learning and Skills Council (Devon and Cornwall) budget. 

South West TourismSouth West TourismSouth West TourismSouth West Tourism    

8.6 South West Tourism, the Regional Tourism Board for the region, is a partnership of 
private enterprise and local and central government.  South West Tourism is a 
membership organisation with about 3,000 members regionally with an average 
membership fee of about £70.  The majority of the membership is in Devon and 
Cornwall and there is a shared membership scheme with Visit Cornwall. 
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8.7 South West Tourism undertake domestic destination and brand cluster marketing for 
the region as well as working with VisitBritain and destination partners on overseas 
marketing.  Training is offered through the ‘Welcome to Excellence’ programme. 

8.8 The development of sustainable tourism is undertaken through the Green Tourism 
Business Scheme and the Future Footprints schemes. 

8.9 South West Tourism operated the Cornwall and the Isles of Scilly Rural Tourism 
Improvement Fund financed by £8.1 million from the European Agricultural Guidance 
and Guarantee Fund under the Objective One Programme. 

8.10 South West Tourism has just over 40 staff. 

Local AuthoritiesLocal AuthoritiesLocal AuthoritiesLocal Authorities    

Tourism StructuresTourism StructuresTourism StructuresTourism Structures    

8.11 The tourism function of the five district and one Borough Council (collectively referred 
to as the districts50) is located within council departments dealing with regeneration or 
economic development or community services. The nature of tourism activity within 
five of the district councils has changed this year with the developments at a County 
wide level in relation to VisitCornwall and the Cornwall Destination Management 
Organisation. The main changes relate to: 

• The cessation of the marketing function, and subsequent loss of some posts, all 
except North Cornwall District Council (which has retained its marketing function 
through the production of a 2007 guide) 

• The cessation of a tourism team at Restormel Borough Council (previously based 
at Newquay) 

8.12 The current staffing situation can be summarised as ten full time officers; nine 
dedicated to tourism and the remaining post split with an economic development role. 
One of these posts is due to end in March 2009. Over the last year there has been a 
loss of one Council’s full tourism team and two other councils have lost Tourism 
Assistant posts.  

Budgets Budgets Budgets Budgets     

8.13 All district council tourism functions are funded through public sector finance with some 
previously having (and in one case still) deriving an income from advertising in the 
district tourism guide which offsets production costs. One Council gained additional 
tourism income from Central Government due to Beacon Council status.   

8.14 Four authorities have had reducing tourism budgets over the last five years; two of 
these predict a continuing decline with the other two expecting to remain level in the 
future. The other authorities have not seen a change in their tourism expenditure over 
the last five years and predict that this situation will not change. 

                                                      
50
 Caradon District Council, Carrick District Council, Kerrier District Council, North Cornwall District Council, 

Penwith District Council and Restormel Borough Council. 
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Current Direct ExpenditureCurrent Direct ExpenditureCurrent Direct ExpenditureCurrent Direct Expenditure    on Tourismon Tourismon Tourismon Tourism    

8.15 The total budget spent on tourism activities by the six local authorities in 2006/07 is 
£2,135,184. Of this 19% came from private sources (income) and the remaining 81% 
from council revenues (public sector). This expenditure is split as follows: 

Expenditure by District/Borough Councils Total 

Staff  £517,514 

Print £524,250 

Websites £33,820 

Promotion £180,000 

Tourist Information Centres £425,040 

Quality Issues £7,500 

Product Development £27,003 

Museums £203,800 

Amenities £500 

Other £217,110 

Total £2,135,184 

Note:  
Product development is supported in some councils by the Tourism Officer post. This cost has 
therefore been attributed to staffing but also contributes to product development 
Expenditure in the 2006/07 year includes the production of district tourism guides in the cases of 
three district councils. It should be noted that only one of these councils will record an expenditure for 
this activity in the future 

8.16 The expenditure by district councils represents 13% of the total annual expenditure 
(2006/07) on tourism activities in Cornwall. 

Other ExpenditureOther ExpenditureOther ExpenditureOther Expenditure    

8.17 There are other related council expenditures which contribute towards the facilities that 
benefit local people and visitors. It is difficult to determine what percentage of this 
expenditure supports the tourism industry, however links exist. Such facilities, services 
and amenities include coast protection and harbours, parks, playgrounds and open 
spaces, street cleansing, public conveniences, water safety, beach cleansing, nature 
reserves and also general regeneration activities.  

8.18 In addition, there is a strong indication that expenditure cannot be measured in council 
budgetary terms alone. For example, the district council’s role in facilitating leverage 
funding into a locality through their tourism regeneration support is difficult to measure 
but can contribute to additional expenditure. 

Future Future Future Future PPPPlanslanslanslans    

8.19 With the general loss of the marketing function within the district councils there has 
been a re-alignment or strengthening of other tourism support roles. For example 
future district input will be focused on the role of tourism within regeneration, economic 
development and policy development. Specific attention will be given by some to 
supporting the viability of the TIC function and promoting and managing local events. 

Marketing to Visitors Marketing to Visitors Marketing to Visitors Marketing to Visitors ooooutside Cornwallutside Cornwallutside Cornwallutside Cornwall    

8.20 The marketing function of the district councils has reduced since the decision to 
produce one county wide guide for Cornwall. It is estimated that 19% of total 
expenditure by district councils on tourism activities is spent on marketing activities to 
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people outside Cornwall51. This function is now being supported, in the main, by 
VisitCornwall and the figures are slightly distorted due to two district council budgets 
recording expenditure for a district tourism guide in the financial year 2006/07 but will 
no longer maintain this function in the future. Only one local authority has continued to 
produce a district guide (this follows the ‘Visit’ model and promotes five branded 
experiences). It is estimated that the percentage of total expenditure spent on 
marketing to people outside the County by district councils in the future will fall to about 
6% and will be accounted for by just one district council. 

8.21 Council tourism departments continue to provide other free local information for visitors 
for example beach safety information and public travel information. 

8.22 Councils support other local promotion such as tourism or events publications 
circulated with local newspapers. 

TICsTICsTICsTICs    

8.23 Five of the six district councils provide financial support to their local TIC network and 
the remaining authority provides support in kind. One district council is in the process 
of withdrawing its support for the council operated TICs moving this function to its One 
Stop Shop facility. It should also be noted that one Chamber of Commerce also 
provides funding to its local TIC. 

8.24 The TIC network is under pressure due to funding issues. The network has limited 
ability to raise income from businesses if they are restricted to advertising only those 
tourism businesses which have a quality mark. It is suggested by some organisations 
that TICs cannot continue financially if they to lose the income associated with the 
information they hold. 

Joint ActivitiesJoint ActivitiesJoint ActivitiesJoint Activities    

8.25 There is joint working between district councils, including: 

• Go West – tourism promotion joint working between Penwith, Carrick and Kerrier 
district councils. Website and previously a printed guide 

• Cornwall Local Authority Tourism Partnership Board (part of the DMO) 

• The Devon & Cornwall Overseas Marketing Consortium (although the end of 
Objective One funding may stop this activity) 

• The VISIT Destination Management System operated by local authorities in 
Cornwall 

PubliPubliPubliPublic Sector Tourismc Sector Tourismc Sector Tourismc Sector Tourism    

StructuresStructuresStructuresStructures    

8.26 There are two public sector tourism bodies operating within Cornwall (apart from the 
district councils and South West Tourism). Visit Cornwall is a membership organisation 
promoting Cornwall and representing its commercial members, DACOM focuses 
specifically upon marketing Cornwall (and Devon) to overseas markets.  

8.27 These organisations currently have a combined staff resource of 23.5 full time 
equivalents. This is predicted to decrease by at least two staff members in March 2007 
due to the cessation of Objective One funding. 

                                                      
51
 Estimated by District Councils. This figure does not include website expenditure as it is not possible to 

determine a percentage split between internal and external hits or visits 
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MembershipMembershipMembershipMembership    

8.28 A total of 1,600 members are recorded for these organisations. The total annual 
membership income is estimated at £128,000. 

Budgets and Current ExpenditureBudgets and Current ExpenditureBudgets and Current ExpenditureBudgets and Current Expenditure        

8.29 Public and private sector funding along with Objective One project funding support are 
the main sources of income for these bodies.  

8.30 The total budget spent on tourism activities by Public Sector Tourism organisations in 
2006/07 is £2,174,000. Of this 74% came from public sources. This expenditure is split 
as follows: 

Expenditure by Public Sector (Tourism) 
Organisations 

Total 

Staff  £887,000 

Print £495,000 

Websites £45,000 

Promotion £686,000 

Other £61,666 

Total £2,174,666 

8.31 This is 13% of the total annual expenditure (2006/07) on tourism activities in Cornwall. 

Future PlansFuture PlansFuture PlansFuture Plans    

8.32 Organisations are seeking to identify alternative funds in order to continue Objective 
One funded initiatives following the end of the Programme in 2007.  New 
developments and priorities include: 

• Develop more niche campaigns 

• Ensure tighter targeting of responses to enquiries to reduce waste 

• Build relationship marketing 

MarketingMarketingMarketingMarketing    

8.33 It is estimated that 57% (£1,245,000) of total expenditure by Public Sector Tourism 
Organisations on tourism activities is spent on marketing to people outside of Cornwall. 

Other Public Sector BodiesOther Public Sector BodiesOther Public Sector BodiesOther Public Sector Bodies    

StructuresStructuresStructuresStructures    

8.34 There are a small number of other public sector bodies that contribute to the 
development of tourism and have a direct impact upon quality and workforce issues. 
They provide a business development and workforce skills function to all sectors which 
includes a remit to support tourism businesses and individuals working in the tourism 
industry. 

Budgets and Current ExpenditureBudgets and Current ExpenditureBudgets and Current ExpenditureBudgets and Current Expenditure    

8.35 Funding for these organisations comes from Central and Regional Government. 
Objective One funding is an additional source of income to support specific initiatives. 

8.36 The total budget spent on tourism activities by Other Public Sector Organisations in 
2006/07 is £10,105,000. Of this 100% came from public sources and expenditure is 
split as follows: 
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Expenditure by Public Sector 
‘Other’ Organisations 

Total 

Staff  £15,000 

Promotion £10,000 

Quality Issues £10,080,000 

Total £10,105,000 

Note: these public sector organisations do not have a specific tourism remit and generally support the 
industry through their work. These figures are therefore an estimated percentage of overall spend.  

8.37 The Learning and Skills Council (LSC) has a very significant role in this category.   The 
LSC is responsible for planning and funding education and training for everyone in 
England other than those in universities with a national annual budget for 2006-07 of 
£10.4 billion.  The LSC main tasks are to: 

• Raise participation and achievement by young people  

• Increase adult demand for learning  

• Raise skills levels for national competitiveness  

• Improve the quality of education and training delivery  

• Equalise opportunities through better access to learning  

• Improve the effectiveness and efficiency of the sector 

8.38 The estimates of LSC expenditure on tourism in Cornwall stem from a broad estimate 
of skills development work likely to relate to tourism. 

Future PlansFuture PlansFuture PlansFuture Plans    

8.39 These organisations are responsible for business development, skills and workforce 
development across all sectors. Tourism is a key sector in their work due to the 
economic importance of this sector at a regional level. Specific plans for the future 
include: 

• Develop a skills and training gateway for Cornish tourism businesses in 
association with CDMO 

• Continue partnership working to meet the needs of those in the tourism and 
hospitality workforce 

MarketingMarketingMarketingMarketing    

8.40 No expenditure is made by these Other Public Sector Organisations on marketing 
activities to people outside Cornwall. 

Service, Information and Training Projects and OrganisationsService, Information and Training Projects and OrganisationsService, Information and Training Projects and OrganisationsService, Information and Training Projects and Organisations    

StructuresStructuresStructuresStructures    

8.41 Service, Information and Training Projects and Organisations incorporate those that 
either provide direct support services to tourism business (excluding public sector 
bodies) or that provide information and services that support the tourism product. 

MembershipMembershipMembershipMembership    

8.42 Corporate, organisation or business membership of these organisations totals 990. 
This figure excludes membership by the general public. A monetary figure has not 
been attributed to this as membership can either be free or provides many additional 
benefits other than those that can be attributed or directly related to tourism.   
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Budgets and Current ExpenditureBudgets and Current ExpenditureBudgets and Current ExpenditureBudgets and Current Expenditure    

8.43 The majority of organisations are funded through the public sector and report that they 
have either a stable or increasing annual expenditure. 

8.44 The total budget spent on tourism activities by Service, Information and Training 
Projects and Organisations in 2006/07 is £1,249,133. Of this 12% came from private 
sources and the remaining 88% from public sector sources. This expenditure is split as 
follows: 

Expenditure by Service, Information and 
Training Organisations 

Total 

Staff  £403,193 

Print £3,608 

Websites £271,384 

Promotion £55,634 

Quality Issues £339,290 

Product Development £8,000 

Other £186,473 

Total £1,249,133 

Future PlansFuture PlansFuture PlansFuture Plans    

8.45 These organisations have a  range of future plans. A common theme is to continue 
with current work and to secure and increase funding for activities. Other themes 
include: 

• Increased level of practical work to support sustainable tourism on the ground 

• Continued development of the County’s environmental product 

• Increased networking and partnership working 

• Continued work towards Cornwall becoming a Region of Culture 

MarketingMarketingMarketingMarketing    

8.46 It is estimated that 4% (£52,900) of total expenditure by Service, Information and 
Training organisations on tourism activities is spent on marketing to people outside 
Cornwall. 

Private SectorPrivate SectorPrivate SectorPrivate Sector    

StructuresStructuresStructuresStructures    

8.47 Twenty one private sector tourism associations were identified as operating within 
Cornwall, the vast majority being based within the County (one national, 14 locally 
based and 6 county wide). 

MembershipMembershipMembershipMembership    

8.48 Membership figures for private sector tourism associations are approximately 1,995. 

8.49 Total annual member subscription income 1,995 is estimated to be £202,31552.  

Budgets and Current ExpenditureBudgets and Current ExpenditureBudgets and Current ExpenditureBudgets and Current Expenditure    

8.50 The majority of funding comes from subscription fees. This revenue is supplemented in 
a small number of cases by additional membership revenue from advertising in the 

                                                      
52
 12 respondents with known membership subscription incomes of £113,835 and 9 organisations with an 

estimated membership income of £88,480. 
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associations publications; a previous or current Objective One grant for a specific 
project; a generic grant from the public sector.  

8.51 The total estimated budget spent on tourism activities by Private Sector Tourism 
Associations in 2006/07 is £2,166,150. Of this 30% came from private sources and the 
remaining 70% from public sector sources. Note: this figure is heavily distorted by one 
organisation which receives a large grant from Objective One. This expenditure is split 
as follows: 

Expenditure by Private 
Sector Associations 

Total for 12 known 
organisations 

Estimated total for 21 
organisations 

Staff  £214,145 £374,754 

Print £203,591 £356,284 

Websites £19,550 £34,213 

Promotion £15,230 £26,653 

TIC £4,000 £4,000 

Quality Issues £1,750 £3,063 

Product Development £672,000 £1,176,000 

Other £38,634 £67,610 

Total £1,168,900 £2,042,577 

MarketingMarketingMarketingMarketing    

8.52 Direct marketing (print and websites) has an estimated budget of £390,497. This is 
19% of the total expenditure. 

Future PlansFuture PlansFuture PlansFuture Plans    

8.53 Future plans for Private Sector Tourism Associations can be categorised as follows: 

• Funding: seek continued or additional funding from sources other than 
subscriptions 

• Membership: recruit more members (3) 

• Local Marketing: development of topic leaflets on the local area for visitors and 
residents; promote the local area as a special attraction; launch re-vamped website 
(3); develop new guide for the local area (2); develop all year round emphasis; 
erect physical display boards in the local area showing tourism 
businesses/attractions 

• Common standards: continue to support NQAS; deliver own inspection scheme 

• Representation: support the establishment of a fully functioning CDMO; ensure a 
proper body is established to speak for Cornwall Tourism; work better with other 
organisations (3) 

• Other: withdraw from CCTF; increase access within the local area; develop ICT 
functions (2); support sustainable tourism and product development (2) 

Further Further Further Further AnalysisAnalysisAnalysisAnalysis    

Networks and Networks and Networks and Networks and LLLLinkagesinkagesinkagesinkages    

8.54 There are a number of trends related to connections between organisations involved 
with tourism activities. Local area tourism associations are generally linked to the local 
district forum/tourism association, the CCTF, the CDMO and SWT indicating links at a 
wide range of levels (local, county and regional). Good links with district councils are 
also evident.  
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8.55 A number of specific issues arise in relation to private tourism associations. For 
example, two local area associations did not have links with VisitCornwall due to their 
a membership of predominantly small scale accommodation businesses that do 
recognise and value quality issues but are not NQAS accredited. Some private sector 
tourism associations make specific links with service, information and training projects 
and organisations due to their specialist nature or due to joint projects. 

8.56 District Councils have links with a wide range of other networks and organisations 
across all geographical areas including local private sector tourism associations, 
county structures and regional structures (e.g. SWT, MCTI, Future Footprints). 

8.57 Service, information and training projects and organisations work with individual 
businesses and are represented on a range of county wide tourism networks. 

8.58 Some Private Sector Tourism Associations indicated a potential or real loss of a voice 
in relation to links with the CDMO and VisitCornwall due to the current way in which the 
private sector is represented on the former (ie. through the CCTF). 

Gaps in the Gaps in the Gaps in the Gaps in the Tourism Product Tourism Product Tourism Product Tourism Product in Cornwallin Cornwallin Cornwallin Cornwall    

8.59 Gaps in the tourism product offered within Cornwall have been identified and correlate 
in a large part to two of the aims of Towards 2015 (quality and sustainability). A clear 
issue is sustainability, access to and improvement of the public transport system for 
visitors, as is the general promotion of sustainability issues within the industry and the 
link between individual businesses and local food supply. 

8.60 Gaps in quality in the tourism product related mainly to the workforce, for example, in 
quality in customer service and levels and numbers of qualifications for people working 
in tourism related businesses (including leadership and management). Some working 
groups have discussed developing a training or virtual hotel academy; developing 
tourism courses at the Combined Universities in Cornwall; and establishing a locally 
based quality team to help improve quality in local areas. 

8.61 Other issues include gaps in the overall quality of the tourism product and the lack of 
investment (due to lack of finance) and the need to develop a mechanism for 
supporting businesses who are not quality marked (in particular accommodation 
providers who are not NQAS accredited). This issue was raised both within this area 
and in general throughout the research. 

8.62 In relation to attractions, facilities and accommodation, other identified gaps were: a 
high quality hotel (Caradon, Truro and Penwith areas); wet weather facilities; business 
tourism (conferencing facilities); the lack of a major attraction incorporating 
environment, history and culture in an iconic buildings and the need to freshen up and 
re-vamp leisure facilities and general tourist attractions. 

8.63 Other gaps were: 

• Lack of investment in the TIC network 

• Business services for the tourism sector (including marketing professionalism for 
small businesses and a start up and advice network for new start tourism 
businesses) 

• One stop web facility for overseas visitors to book accommodation and attractions 
(other than using an operator) 

Gaps in Gaps in Gaps in Gaps in Destination Marketing Affecting Destination Marketing Affecting Destination Marketing Affecting Destination Marketing Affecting Cornwall Cornwall Cornwall Cornwall     

8.64 Gaps in destination marketing were identified including in relation to the marketing of 
Cornwall as a whole. For example, a need to ensure Cornwall was promoted as an 
entity with a clear strategy in place to reduce what is considered by some as current 
piecemeal activity. The main gaps relate out of season marketing, specialisms (for 
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example gardening, walking and accessible holidays) and the issue of marketing to 
repeat visitors. 

8.65 A small number of organisations indicated that the linkages between the marketing at a 
county wide level and other issues were not developed. For example the linkages 
between marketing of Cornwall as a destination and ‘on the ground’ tourism 
management issues and the linkages between the work (and membership) of Tourist 
Information Centres and the County guide. It was suggested that significant variation 
exists between ‘in’ and ‘out’ of County marketing which indicated that linkages between 
Visit Cornwall and the districts could be improved. 

8.66 Other issues arising include: 

• The loss of local district guides was a negative development 

• Local areas should promote themselves under the banner of a ‘pure Cornwall’ 
campaign 

• The importance of an overarching Cornwall campaign with support from key 
stakeholders  

• Ensure that local distinctiveness is not overlooked by the Cornwall campaign, that 
smaller operators are not excluded and the Cornwall product is not distorted by 
focusing solely on showcase projects 

Duplication in destination mDuplication in destination mDuplication in destination mDuplication in destination marketing affecting Cornwallarketing affecting Cornwallarketing affecting Cornwallarketing affecting Cornwall    

8.67 The district council reduction in funding for district tourism guides has generally been 
seen as reducing the immediate and most apparent form of duplication in destination 
marketing. However, it is important to recognise that the loss of most district guides 
and the combined NQAS accreditation requirement has narrowed the number of 
businesses engaging with the main guide and reducing the private sector revenue 
created through advertising. 

8.68 The issue of non-NQAS accredited businesses being represented within the main 
Cornwall guide is a contribution to some local private sector tourism associations 
developing their own guides (although some were producing guides, maps and 
pamphlets in the past). It was suggested that if this issue was not addressed there may 
be more duplication of guides. However, these would be more localised guides driven 
by private associations. 

8.69 A small number of organisations consider that there is duplication in marketing arising 
from those projects that receive project funding. For example, regeneration, 
countryside, access and recreation projects may be required to produce information 
leaflets (e.g. access and walks). These are generally locally produced and circulated 
and do not form part of the established destination literature, although they may be 
available in download format from websites. 

WebsitesWebsitesWebsitesWebsites    

8.70 Marketing through the internet is widespread. There is theoretically a tier of website 
information starting with South West Tourism, Visit Cornwall, district, local area and 
associations, specific agencies and finally individual businesses. However, in practice 
with search engines and visitors differing levels of knowledge about Cornwall this tier 
can be by-passed. There is no direct link between the SWT website and active links to 
other sub regional websites (such as VisitCornwall).  

8.71 The majority of organisations have a website or a series of pages on a host site 
(whereby an external business maintains the website and the subscribing organisation 
provides updates). The general opinion of organisations interviewed was that there is 
duplication in terms of websites, however this is natural due to the nature of the 
internet and its use as a marketing tool, it reflects competition and a free market. This 
wide range of websites and information could be positive and result in a wide variety of 
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options for visitors thus marketing different products and resulting in better methods of 
serving visitors (in relation to ease of access to information). 

8.72 Other issues include the suggestion that one portal could be created (but that this 
should not result in uniformity and homogeneity) and that the issue of the host website 
(SWT and VisitCornwall) was causing confusion and leading to a lack of progress. 

Business Assessment of TourBusiness Assessment of TourBusiness Assessment of TourBusiness Assessment of Tourism Servicesism Servicesism Servicesism Services    

8.73 Tourism businesses in Cornwall consider that the most important services to their 
businesses are destination marketing, particularly for Cornwall as a whole, protecting 
the environment and Tourist Information Centres53.  Marketing the local area is seen 
as more important than regional marketing.  The least valued services are business 
support and training.   However, most of these services are considered to be important 
by most businesses. 

Importance of tourism services to businessesImportance of tourism services to businessesImportance of tourism services to businessesImportance of tourism services to businesses    

Tourism services Essential 
Very 

Important 
Quite 

Important 
Not 

Important 

Unsure/ 

don't know 

Marketing the South West as a 
destination 

31.5% 30.4% 27.2% 8.5% 2.4% 

Marketing Cornwall as a 
destination 

65.9% 25.6% 6.1% 1.3% 1.1% 

Marketing your local area as a 
destination 

60.5% 25.3% 9.9% 2.4% 1.9% 

Protecting and enhancing 
towns and countryside 

41.6% 37.1% 15.5% 2.7% 3.2% 

Increasing sustainable tourism 25.5% 24.0% 15.0% 4.2% 3.3% 
Tourist Information Centres 31.2% 28.5% 26.7% 12.0% 1.6% 
Events 13.3% 28.5% 39.5% 15.5% 3.2% 
Research 11.2% 25.6% 37.9% 16.0% 9.3% 
Business support/training 8.5% 17.6% 40.0% 27.2% 6.7% 
Initiatives to increase tourism 
industry quality 

26.7% 27.7% 29.9% 10.4% 5.3% 

Source: Roger Tym & Partners 2006 

8.74 The business assessment of delivery indicated some room for improvement with 
relatively few considering that delivery was excellent or good.  Marketing Cornwall and 
marketing the South West as destinations came out with relatively good ratings, as well 
as the Tourist Information Centres. 

                                                      
53
 See the business survey in Appendix 6 



Cornwall Destination Audit 
Draft 

 
Roger Tym & Partners with TTC International   
January 2007 

58 

Delivery oDelivery oDelivery oDelivery of services by the public sector and other organisationsf services by the public sector and other organisationsf services by the public sector and other organisationsf services by the public sector and other organisations    

Tourism services Excellent Good Satisfactory Poor 
Unsure/ 
don’t know 

Marketing the South West as a 
destination 5.6% 37.6% 32.3% 11.7% 12.8% 
Marketing Cornwall as a 
destination 9.3% 43.7% 26.9% 12.5% 7.5% 
Marketing your local area as a 
destination 5.3% 24.8% 31.7% 28.8% 9.3% 
Protecting and enhancing 
towns and countryside 1.1% 16.8% 45.6% 21.9% 14.7% 

Increasing sustainable tourism 2.9% 18.9% 40.5% 18.7% 18.9% 
Tourist Information Centres 9.6% 29.6% 36.8% 17.6% 6.4% 
Events 2.4% 20.9% 47.9% 11.8% 17.1% 
Research 0.5% 9.1% 39.2% 14.4% 36.8% 
Business support/training 1.6% 17.9% 42.1% 11.5% 26.9% 
Initiatives to increase tourism 
industry quality 1.9% 21.3% 37.1% 17.9% 21.9% 

Source: Roger Tym & Partners 2006 

Cornwall Destination Management OrganisationCornwall Destination Management OrganisationCornwall Destination Management OrganisationCornwall Destination Management Organisation    

8.75 Views about the CDMO from those organisations contacted varied considerably. 
However some common themes are evident and are detailed below. Three of the 39 
respondents were not aware of the CDMO, all were private sector tourism 
associations. Nine others had not been directly involved or were not aware or clear of 
the impact of the CDMO and therefore did not wish to comment. 

Positive Positive Positive Positive OutcomesOutcomesOutcomesOutcomes    

8.76 The following general views were provided about the achievements of the CDMO: 

• A higher profile for sustainability issues 

• Working groups are successful and developing a strategic approach and direction 
(e.g. training and skills, marketing, quality) 

• CDMO has focused upon what tourism is not good at which will help move the 
industry forward 

• CDMO is generally bringing stakeholders together with better networking and 
communication beginning 

Negative Negative Negative Negative OutcomesOutcomesOutcomesOutcomes    

8.77 Five (13%) of organisations indicated that they felt the CDMO had achieved very little 
since its establishment in January 2005. Other comments are summarised below: 

• Structure, representation and partnership working: the structure and governance 
arrangements of the CDMO are weak and do not provide an adequate base for the 
work that could be achieved. It does not have clear aims or objectives, it is a 
talking shop which is dominated by a small number of organisations and does not 
adequately represent the industry (private sector representation and district council 
representation in particular). It was suggested that the CDMO needs to become the 
proper voice of the industry but has not achieved this yet 

• Local businesses: the CDMO has caused confusion for local businesses. There is 
no clear route for how to get involved and the work of the organisation is not 
sensitive to small businesses 

• Marketing: it is suggested that marketing and management issues have become 
disconnected; that the main Cornwall guide has reduced the overall number of 
businesses advertising in tourism guides resulting in a loss of revenue and the 
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policy direction that has been taken will alienate small operators (relating to the 
issue of quality standards and TIC membership). The marketing campaign is 
considered by some to be bland and ‘below the radar’ in relation to marketing of 
other areas 

• Quality standards: this issue was raised in relation to accommodation provision 
and the policy direction taken in relation to the CDMO and the main Cornwall 
guide. The policy is causing issues for small local accommodation providers and 
this is not being addressed by the CDMO. It is indicated that small local businesses 
do believe in quality (some run their own accreditation schemes) but consider the 
national scheme to be an imposition of a top down approach and is ‘a one size fits 
all’ approach. The CDMO is believed by some to be addressing the needs of larger 
providers only 

• Other comments: the role of the district councils should be understood in relation to 
their contacts and networks with businesses; links between the CDMO and 
VisitCornwall are not clear; VisitCornwall does not deliver to the CDMO 

FutureFutureFutureFuture    

8.78 The planned development of the ‘Front Desk’ online availability and booking system 
will have a commission element to users, based on the bookings generated through 
the system.  This may provide some funds for tourism services in Cornwall.  However 
at this stage this is an unproven situation and difficult to use for a robust business 
model.  In addition, this system may replace some of the work undertaken by TICs, 
along with part of their revenue stream.  

8.79 The South West RDA is currently reviewing their investment in tourism.  This review 
includes consideration of the roles of the national, regional and destination 
organisations in delivering the regional tourism strategy.  The review may have some 
impact on the role and situation of DMOs. 

SummarySummarySummarySummary    

8.80 A total tourism activity expenditure of £17,706,558 has been established for Cornwall 
(note: an estimated £10m of this is made in relation to skill and workforce 
development54). Of this, £1,768,502 (10%) is spent on marketing to visitors from 
outside Cornwall. The majority of money comes from the public sector (91%, or 78% 
after the £10m on skills and workforce development is extracted). There is a stable or 
increasing trend in expenditure with the exception of district councils and those 
projects funded through Objective One. 

8.81 Marketing roles have changed in recent years with district tourism guides no longer 
being published and replaced by a Cornwall guide (with the exception of one District 
Council). This has resulted in reduced marketing expenditure by district councils and a 
general movement towards a greater focus on other tourism support roles, for 
example, regeneration and economic development and policy development to support 
a strong and sustainable tourism industry. Generally the county guide is supported, but 
with the need for greater recognition of the role other stakeholders can have in this 
process; for example district councils and private sector tourism associations (e.g. in 
relation to ‘joining up’ tourism marketing and tourism management). It was 
acknowledged that private sector tourism associations are continuing to produce local 
information and guides; with some new ones being developed in the future. There is 
some duplication of websites but this is the nature of the internet and a competitive and 
free market supplying a range of information to visitors. 

                                                      
54
 This figure was a guestimate from the organisation due to more detailed figures not being available. 
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8.82 Sustainability and quality are identified as gaps in the Cornwall tourism, with some 
specific issues such as quality hotel provision and attractions in specific areas (e.g. wet 
weather facilities and the need for investment in existing facilities and attractions). 

8.83 There is widespread concern over the ‘quality’ agenda and the NQAS inspections 
scheme.  The general view is that 'quality' is a desirable attribute but this should not be 
overdone.  There are several existing schemes and the bureaucracy of the NQAS is 
seen by some as addressing neither customer nor business requirements. 

8.84 Networks and linkages appear strong across all types of organisations except between 
local associations and local businesses and the CDMO and VisitCornwall. This may be 
due to representation issues, the apparent lack of awareness of businesses about the 
CDMO or how they can get involved and confusion between what functions key county 
wide organisations perform. In relation to some private sector tourism associations the 
overall flavour was of a local area-centric perspective and occasionally a lack of 
knowledge, understanding or concern for national and regional bodies and their 
aspirations other than in regard to issues such as NQAS which directly affected their 
own businesses. This can imply an enormous 'learning curve' before any attempts to 
resolve potential conflicts of interest, financing issues or similar in relation to the DMO 
are undertaken. 

8.85 It is clear that establishing of an effective DMO in Cornwall will depend on addressing 
the financial viability of an organisation and the active co-operation of all key partners.  
The traditional delivery of tourism support services by the local authorities is in the 
process of change and instead of resources being directed towards the DMO, the 
current scenario sees them being directed towards other local authority priorities.   

8.86 General issues raised in relation to the CDMO include the need to address the policy 
direction taken on quality issues and the impact this is having on smaller 
accommodation providers. For example if this is the policy what else should be done to 
support these businesses and what impact does this have on both their marketing 
capacity and also the TIC network? Other CDMO issues relate to the legality and 
authority that the organisation has and its relationship with VisitCornwall and the need 
to address trade representation. The overall impression is that there is very little 
confidence in the current set up but nevertheless there is a fairly strong feeling that 
there needs to be a ‘something’.  There is confusion about the respective 
responsibilities of CDMO, Visit Cornwall and a range of other parties. 
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9999 ANALYSISANALYSISANALYSISANALYSIS    

IntroductionIntroductionIntroductionIntroduction    

9.1 This section considers the issues raised through the previous sections of the report.  It 
also begins to raise the issue for discussion at the workshops to take place during 
early spring 2007. 

Strategic PrioritiesStrategic PrioritiesStrategic PrioritiesStrategic Priorities    

9.2 The strategic principles for the future direction of tourism are: 

• Sustainability 

• Environment 

• Workforce and skills 

• Heritage and culture 

• The quality agenda  

• Seasonality: to address issues of sustainability and poor job opportunities 

• Community impact: link with regeneration issues  

• Transport:  

• Information:  

• Integrated approach: cover all aspects of the visitor experience 

9.3 The development of tourism through these principles will allow the tourism industry to 
play an important role in helping to deliver the County economic development 
principles: 

• To establish Cornwall as a knowledge economy and society 

• To ensure environmental sustainability – safeguard the quality and integrity of the 
environment 

• To bridge economic and social divides and improve the well being of people –
through developing understanding and skills to tackle social and economic divides 
and inequalities 

• To establish Cornwall as a place for wealth creators and entrepreneurs and to 
improve economic value across all sectors 

SWOT AnalysisSWOT AnalysisSWOT AnalysisSWOT Analysis    

9.4 Cornwall is an established destination catering primarily for the UK market.  It has a 
high quality natural environment, good brand values and is very successful at retaining 
repeat visits.  Through these factors it has overcome disadvantages from its peripheral 
location and has managed to retain more of its traditional longer holiday business than 
most other UK destinations.  The forecasts suggest that there will be growth, with 
mush of this in the off-peak. 

9.5 Seasonality of visits remains a key issue, although this has improved over time.  There 
has been investment in iconic attractions and facilities that have helped to present a 
more contemporary image. 

9.6 Businesses have continued to invest although it is unclear whether there is enough 
investment.  The substantial number of accommodation and attraction businesses who 
are not part of any quality assessment scheme is a concern. 
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9.7 Businesses are owned/managed in a variety of ways.  This fragmented approach 
means that coordination and cohesion remain difficult.  Some businesses will respond 
quickly to initiatives that address the strategic priorities because they see the 
commercial value in doing so and because they have the resources to take action.  
Others will not. 

9.8 While some of the direct employment in tourism is relatively low wage, the indirect 
employment is likely to be less seasonal and more in line with average wages 
(accountants, builders, wholesalers). 

9.9 The management of the high quality natural environment is shared across a variety of 
organisations and the farming community.  Generally management of this key resource 
for the tourism industry maintains its value to tourism and supports improved public 
access.  While farming remains under pressure, the emphasis on support for 
stewardship is welcomed.  However the process of managing much of the natural 
environment is typically disengaged from much of the tourism development work. 

9.10 Roads and parking are likely to be considered unsatisfactory by visitors.  While there 
has been considerable investment in the trunk road network in Cornwall, some of the 
issues are outside the County (M4/M5 interchange) and some of the towns and 
villages in Cornwall are not able to accommodate large numbers of cars.  The 
unsustainable nature of car transport to and around the County is an issue.   

9.11 The table below illustrates some of the issues influencing the development of tourism 
in Cornwall in terms of product.    

StrengthsStrengthsStrengthsStrengths    

• High quality natural environment, especially 
the coast 

• Exceptional historic landscape and built      
environment 

• Vibrant arts and culture 

• Interesting flora and fauna 

• Developed gardens 

• Wide range of accommodation type 

• Good take up of quality standards 

• Growing range of visitor experiences 

• Excellent local food and dining 

• Strong image 

• Repeat visitor loyalty 

OpportunitiesOpportunitiesOpportunitiesOpportunities    

• Overseas markets 

• World Heritage Site status for Cornish     
mining landscape 

• Demand for autumn, winter and spring     
breaks 

• Strengthening environmental credentials as 
visitor appeal 

• Demographic changes opening up new   
audiences 

• Tate Phase 2 as catalyst for renewed ‘Arts’  
promotions 

• Newquay Airport 

• Continuing capitalisation of key investments: 
Eden and the National Maritime Museum 
Falmouth 

WeaknessesWeaknessesWeaknessesWeaknesses    

• Some lack of investment in new facilities 

• Businesses outside quality assessment 
schemes 

• Some degradation of the environment 

• Fragmented industry 

• Inability to compete on price, or weather 

• Limited marketing resources in comparison 
to competitors 

• Peripheral position in the UK 

ThreatsThreatsThreatsThreats    

• Changes in economic conditions 

• International uncertainty 

• Natural disasters 

• Increasing competition 

• Customer price sensitivity 

• Changing customer aspirations 

• MOD plans for Newquay Airport 

 

 

Destination ManagementDestination ManagementDestination ManagementDestination Management    

9.12 In addition to the product related issues there are a set of destination organisation 
issues.  These need to be considered in the context of the very significant part of the 
Cornish economy that is supported through tourism.  This throws into focus the 
importance of leadership, combined with well-chosen successful intervention to allow 
the many small and larger businesses to thrive.   
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Tourism ResourcesTourism ResourcesTourism ResourcesTourism Resources    

9.13 Tourism is estimated to generate £1.5 billion expenditure in Cornwall annually.  The 
public sector and other organisations with a role in developing tourism spend about 
£17.7million annually of which £10 million is on skills development and about £3.2 
million is on promotion and information (i.e. print, websites, promotion and TICs).   

9.14 The private sector invests a minimum of £20 million annually on capital projects as well 
as around £49 million on marketing and £10 million on training and business advice.   

9.15 Part of the challenge for the future development of tourism in Cornwall will be channel 
these private and public sector resources in a way that moves the industry towards a 
more competitive and sustainable model.  The marketing resources need to be 
directed so that business and sub-County aspirations are met as well as County-wide 
priorities. 

9.16 The analysis through this study indicates that there is the potential to harness financial 
and staff resources.  However much of this is conditional upon agreement on roles and 
activities and there is a need for a programme of engagement to start this process.  It 
is likely that a relatively small proportion of the overall resources are flexible enough to 
form single budgets. However it is likely that a much larger pool of resources from the 
public and private sectors may be used to reinforce the same messages and actions. 

9.17 In the short term more might be made of the network of public sector staff at district 
and county levels along with organisations such as CATA and local tourism 
associations.  These people might be the executive for the DMO with agreed specialist 
roles.  If this course is followed there needs to be a planned approach that will 
encompass the expertise brought by individuals yet recognise that in the longer term 
the structure needs to accommodate changes.  Areas of work might include  

• Access  

• Advice (and maybe funding) for commercial operators to develop quality 

• Beach cleanliness and safety 

• Within destination information for visitors 

• Liaison with major public sector investors such as the RDA, Lottery and 
Convergence 

• Promotion to address market failure 

DMODMODMODMO    

9.18 There is clear support for a DMO in Cornwall.  However resources for DMO-based 
marketing and product development from local authorities and other areas are not 
forthcoming. There is also a lack of any central core funding for a DMO executive.  

9.19 There is dissatisfaction about the progress of the DMO development thus far amongst 
a wide constituency including some of the key partners.  This clearly needs addressing 
and should include explicit high level agreement between the public sector partners 
and the presentation of a coordinated approach.  The effectiveness of the partnership 
working is at least as important as the actions taken.  The experience of partnership 
working through the European-funded DACOM initiative suggests that some core 
funding for the central functions of a DMO will provide some impetus for this. 

9.20 There is an apparent lack of engagement with the RDA area team, who are making 
substantial investments in tourism related facilities including town centres in Cornwall 
and who will be administering the forthcoming Convergence European funding 
programme. 

9.21 There are some wider issues about the role of DMOs alongside the role of regional 
organisations such as South West Tourism and the South West Regional Development 
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Agency.  This role is currently part of a review of the Regional Development Agency’s 
investment in support of the Regional Tourism Strategy Towards 2015 and it is too 
early to state what that role may be. 

9.22 Within Cornwall there is work to be undertaken to confirm the roles of the respective 
district and county authorities in the DMO.  However the current review of Cornwall 
Enterprise means it is also too early to state what that role may be.  The local 
government review may result in single tier authority(s) in Cornwall, although in this 
case planning should deal with the current situation and then accommodate changes 
in due course.  Along with core funding, an agreed role for the DMO will help to focus 
the necessary partnership working. 

9.23 The future may bring some private sector funding for the DMO through the ‘Front Desk’ 
system. 

SustainabilitySustainabilitySustainabilitySustainability    

9.24 There is an agreed strategic and local focus on sustainability.  However there is less 
clear agreement on how to address this with a practical focus.  Is the main 
sustainability focus reducing seasonality? 

9.25 How far does the DMO want to go with actively discouraging high volume low value 
tourism in order to make room to increase low volume high value tourism?  This seems 
to be a key measure of sustainability – but is it right?  What speed should the change 
happen?  Who will pay the transition costs?  Do we need ‘set aside’ payments for 
redundant poor quality accommodation? 

9.26 Experience elsewhere suggests that actively discouraging low value tourism is 
unknown territory in the UK.  In Spain some of the high rise hotel blocks in the Costas 
and in Majorca have been demolished and in Ayia Napa in Cyprus there is currently a 
scheme to encourage poor quality self catering to quit the business partly through 
changing planning zoning to allow them to become homes or offices as well as some 
financial inducements. However these changes are controversial.  It is hard to see how 
in a country which has no compulsory registration or minimum standards for 
accommodation how businesses can be closed down – the only way is through the 
current procedure of marketing approved accommodation. 

9.27 The market may provide part of the answer through the property prices for second 
homes, with visitor accommodation being converted to residential property.  In 
Cornwall and other destinations such as Cyprus this is clearly already happening, 
although associated with other problems such as housing affordability.   

9.28 What is the best approach to building the competitiveness of the tourism industry in 
Cornwall? 

9.29 How can tourism assist in the regeneration of the most deprived areas of Cornwall 
such as Camborne-Pool-Redruth? 

Marketing and Product DevelopmentMarketing and Product DevelopmentMarketing and Product DevelopmentMarketing and Product Development    

9.30 Based on this audit, what are the product development priorities? 

9.31 Considering marketing and product development by the private and public sectors: 
what actions to be taken by whom? 

9.32 Is there a role for the public sector in marketing anything but the broadest image 
campaigns and portal websites?  Furthermore, is there any case for public sector 
intervention in marketing to peak season customers?  The market failure issues relate 
to changing behaviour to deliver non-market objectives, such as environmental 
sustainability, reducing seasonality and facilitating improvements in quality. 

9.33 If most people have been to Cornwall before is it being marketed in the right way?  
Should there be a greater proportion of first time visitors to bring in new blood? 
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9.34 How to effectively influence the public sector services such as highways, planning, 
rights of way, street and beach cleaning in a way that supports the tourism priorities 
identified (in due course) by the DMO. 

9.35 There is broad agreement that the DMO and public sector efforts should only support 
quality assessed accommodation.  However this is a minority of the accommodation in 
the County.  How will the DMO to engage the remainder? 

9.36 What role should the various organisations in Cornwall take to maximise the use of 
events to support the tourism industry and community regeneration? 
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APPENDIX APPENDIX APPENDIX APPENDIX 1111    

    
AccommoAccommoAccommoAccommodation Useddation Useddation Useddation Used    
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Accommodation used by visitors to Cornwall (Trips)Accommodation used by visitors to Cornwall (Trips)Accommodation used by visitors to Cornwall (Trips)Accommodation used by visitors to Cornwall (Trips) 

Accommodation Type South West % Cornwall % 

Serviced 30% 28% 

Self-catering 11% 17% 

Touring caravans/tents 7% 11% 

Static vans/holiday centres 7% 15% 

Group/campus 1% 1% 

Paying guest 0% 0% 

Second homes 2% 3% 

Boat moorings 1% 1% 

Other 5% 5% 

Friends and relatives 35% 21% 

Total 100% 100% 
Source: Value of Tourism 2003, 2005, South West Tourism 
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APPENDIX APPENDIX APPENDIX APPENDIX 2222    

    
Strategic Context Strategic Context Strategic Context Strategic Context ReviewReviewReviewReview
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NATIONALNATIONALNATIONALNATIONAL    
 
There are two national strategies that outline the development of tourism in England; a) 
Tomorrow’s Tourism (1999) and b) the subsequent Tomorrow’s Tourism Today (published 
July 2004) which outlines the 2002 reform programme highlighting the new role of the 
Department of Culture, Media and Sport (DCMS).  
    
Tomorrow’s Tourism: A growth industry for the new Millennium (1999), Department of Tomorrow’s Tourism: A growth industry for the new Millennium (1999), Department of Tomorrow’s Tourism: A growth industry for the new Millennium (1999), Department of Tomorrow’s Tourism: A growth industry for the new Millennium (1999), Department of 
Culture, Media and SportCulture, Media and SportCulture, Media and SportCulture, Media and Sport    
This Government strategy recognises the importance of tourism and the wide ranging 
impacts this sector has on the wider economy. It promotes an approach to tourism policy 
which is co-ordinated with other government departments and within regions. Through the 
development of a new strategic body for tourism in England, the strategy seeks to provide a 
national tourism framework which focuses upon: research, quality, best practice and 
innovation, data collection systems and sustainable tourism.  
The Regional Development Agencies, with the support of the Regional Tourist Boards and 
Regional Cultural Consortia, are also given key roles to play in the implementation of the 
strategy at the local level.  
    
Tomorrow’s Tourism Today: (2004), Department of Culture, Media and SportTomorrow’s Tourism Today: (2004), Department of Culture, Media and SportTomorrow’s Tourism Today: (2004), Department of Culture, Media and SportTomorrow’s Tourism Today: (2004), Department of Culture, Media and Sport    
This strategy incorporates the changing nature of the organisational framework designed to 
deliver on tourism. It focuses upon four key drivers: marketing and e-tourism; quality 
products; skills of tourism employees; and data for decision making.  
In addition, it also covers the roles of VisitBritain (the national lead tourism marketing 
organisation), the Tourism Alliance (the collective voice for the tourism sector), the 
Regional Development Agencies (RDAs – the strategic lead for tourism in the regions), 
Regional Tourist Boards (responsible for delivery in the regions) and Local Government 
(responsible for co-ordinating tourism at the local level). 
    
VisitBritain Business Plan, 2006/2007 (April 2006)VisitBritain Business Plan, 2006/2007 (April 2006)VisitBritain Business Plan, 2006/2007 (April 2006)VisitBritain Business Plan, 2006/2007 (April 2006)    
VisitBritain55 was created in 2003 with the responsibility of increasing the value of tourism 
through creating destination brands and marketing campaigns. The organisation has a 
responsibility for: the encouragement of overseas visitors to visit Britain; the 
encouragement of more domestic tourism; and the promotion of greater provision and 
improvement of tourist amenities and facilities throughout Britain. 
The business plan outlines eight key themes for progression. These are: 
- The London Olympic and Paralympics Games and Events Strategy 
- Growth in commercial services (for example, EnglandNet) 
- Relationships with strategic partners 
- Building brand recognition online 
- Growth markets 
- The quality agenda 
- Engaging with the industry 
- Engaging with Government 
 
REGIONALREGIONALREGIONALREGIONAL    
Towards 2015: Shaping Tomorrow’s Tourism, South West Tourism and South West Towards 2015: Shaping Tomorrow’s Tourism, South West Tourism and South West Towards 2015: Shaping Tomorrow’s Tourism, South West Tourism and South West Towards 2015: Shaping Tomorrow’s Tourism, South West Tourism and South West 
Regional Development AgencyRegional Development AgencyRegional Development AgencyRegional Development Agency 
This strategy recognises the importance of tourism to the South West economy 
(contributing 10% of GDP) and highlights some of the dual synergies between what local 
people and visitors are looking for; including the desire for improvements in the quality of 
the natural and built environment. However, there is also due regard for the need to 
manage the impact that the industry and its associated visitor movements can have on the 

                                                      
55
 VisitBritain (legal name: British Tourist Authority) was developed through the amalgamation of the 

English Tourism Council and the British Tourist Authority 
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environment so as not to alienate the local community. These considerations put 
‘sustainability at the heart of the strategy’ and ‘prioritises quality over quantity.’ 
A new approach to destination marketing is laid out in the strategy. This approach focuses 
upon the development and promotion of tourism based upon high quality customer 
‘experiences’ with the development of a range of experiences for visitors to choose from (as 
opposed to area based packages) which build upon the strengths of the South West 
tourism offer. This new approach is to be delivered through streamlined structures. 
Three strategic aims underpin the strategy: driving up quality; delivering sustainable 
tourism; and effective destination management 
    
Regional Economic Strategy for South West England, 2006Regional Economic Strategy for South West England, 2006Regional Economic Strategy for South West England, 2006Regional Economic Strategy for South West England, 2006----2015201520152015    
The Strategy, developed as a shared vision by a wide range of organisations and agencies, 
seeks to promote and achieve a growing economy whilst contributing to a ‘wider social and 
environmental prosperity.’ This will be achieved by working towards three strategic 
objectives:  
 

1. Successful and competitive businesses 
2. Strong and inclusive communities 
3. An effective and confident region 

 
The three strategic objectives will be delivered through eleven headline economic priorities. 
Due to the diverse nature of businesses working within the tourism industry there are many 
aspects of the strategy that are of relevance. In particular: 
SO1(c) Delivery skills for the economy: focuses upon an efficient and adaptable labour 
market and the development of training for the workforce 
SO1 (e) Promote innovation: maximise take up and exploitation of ICT 
SO3 (b) Promote and enhance what is best about the region: improvement of the image of 
the region, develop the region as a leader in sustainable development, promote regional 
attractions and events 
    
Regional Spatial StrategyRegional Spatial StrategyRegional Spatial StrategyRegional Spatial Strategy    
The draft Regional Spatial Strategy56 notes that Cornwall is one of the nine recognised 
tourist destinations in the region and that Newquay is one of the five main holiday resorts57.  
The main international and national tourist attractions in the region are: 

• Stonehenge 

• The beaches of Cornwall, Devon and Bournemouth 

• National Parks, AONB areas and Heritage Coasts 

• The Region’s country houses, small towns and villages 
 
Iconic attractions include Eden, Tate St Ives and @Bristol, and the 2012 Olympic Games 
will provide an opportunity for Weymouth and Portland.  The strategy notes that a high 
proportion of the region’s tourism ‘product’ is generated by smaller-scale tourism attractions 
and businesses. 
 
A key challenge for the tourism industry is overcoming low wages and seasonality while 
improving quality of the overall offer.  The strategic approach is to enhance the tourism offer 
by investing in existing attractions and destinations, rather than investing in and promoting 
major new high profile (iconic) attractions.  Nonetheless, the development of new iconic 
attractions is not precluded and should be located in the existing major resorts. 
Increasing the sustainability of tourism is noted as an objective. 
The importance of visitor accommodation is noted, with a need to maintain both quality and 
diversity.  Where there is pressure to loose high quality accommodation stock to other uses 

                                                      
56
 South West Regional Assembly, 2006 

57
 Along with Bournemouth/Pool, Torbay, Weymouth and Weston-super-Mare 
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there is a need to ensure that an adequate supply of appropriate types of accommodation is 
maintained. 
    
The Way Ahead: Delivering Sustainable Communities in the South WestThe Way Ahead: Delivering Sustainable Communities in the South WestThe Way Ahead: Delivering Sustainable Communities in the South WestThe Way Ahead: Delivering Sustainable Communities in the South West    
Combining the need for development and growth with sustainability issues is at the heart of 
this regional strategy. The need for and benefits of growth are identified, but this is taken 
from a realistic look at the current situation. There is recognition of the requirement for 
substantial investment to address the existing ‘gaps’ as well as addressing future needs. 
These mainly relate to infrastructure needs: transport (e.g. addressing the fact the strategic 
road infrastructure requires expansion, but also looking at measures to reduce travel – 
public transport, rail etc.), city centres (focusing upon Principal Urban Areas for 
development but balanced against the context of creating attractive built environments), 
housing (new developments that include affordable homes) and increasing the knowledge 
base of businesses and the skills of the population. The strategy’s focus upon creating 
sustainable communities gives a strong urban focus to the proposals and actions.  
 
The strategy highlights the need to increase productivity and develop businesses, 
innovation and skills. In Cornwall the focus is upon the key towns of the county. Also in 
Cornwall there is recognition of the need to meet the needs of the local population in a 
sustainable way through enhancing the environment and supporting sustainable transport 
initiatives (supporting transport connections within and between main towns). The issue of 
second homes and the consequent impact upon rural affordability is raised.  
 
Direct correlation of this strategy with tourism aims relate to the re-iteration of the 
environment as a key economic driver in the region. Emphasis is placed upon the 
importance of the quality of the built and natural environment and the range of cultural and 
environmental assets in the region and the need to ensure that future developments 
enhance and add to this asset. 
    
CORNWALLCORNWALLCORNWALLCORNWALL    
    
Strategy and Action: The Economic Development Strategy for Cornwall and the Isles of Strategy and Action: The Economic Development Strategy for Cornwall and the Isles of Strategy and Action: The Economic Development Strategy for Cornwall and the Isles of Strategy and Action: The Economic Development Strategy for Cornwall and the Isles of 
Scilly 2007Scilly 2007Scilly 2007Scilly 2007----2021202120212021    
The Strategy and Action document details the economic development framework and 
priorities for Cornwall, its districts and its various sectoral businesses and local 
communities. It highlights the most important priorities for economic development up to 
2021.  
 
The strategy was reviewed in 2006 by the Cornwall and Isles of Scilly Economic Forum with 
support from Cornwall Enterprise and other partners. 
 
Strategy and Action brings together in one document all of the various policies and actions 
at local, regional, national and EU levels. It sets out the vision for Cornwall and the Isles of 
Scilly (IoS) with a set of themed objectives needed to achieve sustainable prosperity for all.  
 
Strategy and Action seeks to contribute towards the achievement of four framework goals, 
which provide the ultimate aims for economic success in the area. The framework goals 
are: 

� To establish Cornwall and the IoS as a knowledge economy and society 
� To ensure environmental sustainability – safeguard the quality and integrity of the 

environment 
� To bridge economic and social divides and improve the well being of people –

through developing understanding and skills to tackle social and economic divides 
and inequalities 

� To establish Cornwall and IoS as a place for wealth creators and entrepreneurs and 
to improve economic value across all sectors  
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The objectives and action points in the strategy are assessed through their contribution 
towards the four framework goals. The framework goals link to the EU’s Lisbon Agenda for 
competitiveness and the Gothenburg Sustainability Agenda. The framework goals also 
contribute towards the aims of the South West Regional Economic Strategy.  
    
Strategy Structure Strategy Structure Strategy Structure Strategy Structure     
The strategy is split into three chapters. The first chapter is Improving CompetitivenessImproving CompetitivenessImproving CompetitivenessImproving Competitiveness. It 
identifies the need to develop an information society and quality business support system, 
which will help to eliminate the productivity gap between Cornwall and the UK/UE.  
The second chapter, Develop People Develop People Develop People Develop People identifies objectives to ensure the people of Cornwall 
have the skills, abilities and aptitudes needed to contribute towards the ambitious economic 
agenda. The objectives focus on schooling, higher education, reducing worklessness and 
improving workforce development.  
    
Enhance Place and Connectivity Enhance Place and Connectivity Enhance Place and Connectivity Enhance Place and Connectivity is the final chapter. It illustrates the importance of 
maintaining a rich heritage, cultural and physical environment alongside economic 
development to add value to other sectors. Cornwall’s distinctiveness, brand and high 
quality of life can be used to attract investment, knowledge, visitors and export markets. 
Relevant objectives include providing and improving transport infrastructure, building on a 
distinctive Cornwall and developing the Isles of Scilly.  
    
Strategy ObjectivesStrategy ObjectivesStrategy ObjectivesStrategy Objectives    
The objectives in Strategy and Action are dedicated to realising economic development 
across all sectors and industries in Cornwall. The majority of could impact upon productivity 
and profit for tourism businesses, however very few objectives are specifically directed 
towards tourism development. A selected review of those that are of relevance are detailed 
below.    
 
Provide Business Support  
This objective is part of the Improving Competitiveness agenda. The objective is to achieve 
sustainable prosperity through the creation of a world class business support programme to 
raise growth, productivity and profitability including start-up and early business support for 
entrepreneurs. 
 
Encourage Sector Development 
This objective, within Improving Competitiveness, seeks to increase the contribution of high 
value sectors, those that have high productivity and local specialism, including sectors that 
have international importance such as environmental technologies. Actions to provide a 
structured business and support programme will help to increase business skills through 
sector-specific skills training, training on the application of new product or service 
technologies and develop links with Sector Skills Academies.  Developing a new approach 
to quality and the use of ICT in the visitor economy is considered an important aspect of 
sector development. The Strategy specifically aims to improve profitability and productivity 
of the tourism businesses through quality programmes for training, investment and advice, 
and major ICT investment for visitor information, marketing and booking systems. This will 
help to establish Cornwall as a knowledge economy and society (first framework goal) 
Coordinated investment in tourism marketing will be implemented through the ‘Quality 
Cornwall’ programme (through the Cornwall Destination Management Organisation), 
focusing on attracting visitors with high spend rates and those who visit out of season. 
 
Improve Workforce Development 
Improving workforce development is the fourth objective under the Developing People 
agenda. It seeks to increase the number of workers accessing workplace learning and the 
numbers of businesses engaged in professional training and development of staff. 
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Provide and Improve Transport Infrastructure 
This objective is part of the Enhance Place and Connectivity agenda. Improvements to the 
transport infrastructure are important to safeguard and develop the large visitor economy 
(25% of the total GDP). Easy access, a reduction in congestion and increasing transport 
efficiency is required for Cornwall if it is to drive towards new markets and extended visitor 
seasons and support a developing economy. Action to provide strategic connections to and 
within Cornwall include developing air travel through improvements to Newquay Airport. 
Developing the rail network as an alternative mode of sustainable travel will also be key for 
the tourism industry. Smaller scale transport improvements such as park and ride schemes, 
cycle and walking routes will also benefit visitors to Cornwall.             
 
Build on a distinctive Cornwall 
One of the main aspects for building distinctiveness aims to encourage investment in 
cultural and creative assets through: 

� Establishing Cornwall as Europe’s first Region of Culture 
� Maximising opportunities offered by Cornish World Mining Heritage status 
� Maximising creative and cultural industries by ensuring the right infrastructure is in 

place, retaining graduates and taking young companies with potential to the next 
stage 

� Use of the Cornish language to add value to the culture in business and the visitor 
economy  

 
A further action to build a distinctive Cornwall will be to encourage investment and 
development of the sporting capacity and leisure industry. This could include supporting 
strategic facilities such as leisure centres, stadiums and watersport facilities.  
Developing and promoting Cornwall as a centre of excellence for the environment and 
environmental knowledge will help to build distinctiveness. This includes assisting 
businesses to achieve environmental efficiency and investment to protect the coastal and 
marine environment through ensuring access to coastal paths, protection measures and 
educational facilities while considering the environmental impact of economic 
developments on the coast.  
 
Use of green infrastructure such as open spaces and new urban green space planning will 
help to provide tangible benefits through retaining healthy, productive residents and visitors. 
The final action point aims to utilise distinctiveness and a strong brand for Cornwall and the 
IoS to market a high quality visitor product. This action will look to use destination marketing 
campaigns to attract visitors outside of the July/August peak season and focus on particular 
consumer segments especially quality business tourism and high spending visitors. This 
will also include improved methodologies and systems for informing the visitor before they 
arrive and increase ICT opportunities in Cornwall. Improving Cornwall’s strong brand and 
the quality of service will be delivered through investment in the public product such as 
improved signage, toilets, paths, cycle routes, beaches, town centres, harbours, 
promenades and other public spaces.  
 
Develop the Isles of Scilly     
The Strategy also covers the economy of the IoS. Of particular note in relation to tourism 
and Cornwall the aim is to strengthen the Isles of Scilly brand to increase competitiveness 
in a changing travel market and help develop the ‘shoulder season’ to relieve the extreme 
seasonality of employment.  
 
Maintaining and improving the transport infrastructure and connectivity is vital to help 
address the issue of peripherality. Actions will focus on sea-links with the mainland and 
intra island connectivity.         
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Cornwall Tourism Forum: Action Plan Cornwall Tourism Forum: Action Plan Cornwall Tourism Forum: Action Plan Cornwall Tourism Forum: Action Plan –––– The Way Forward 2004 The Way Forward 2004 The Way Forward 2004 The Way Forward 2004    
The Action Plan is a strategic document for the Cornwall Tourism Forum, it highlights the 
fundamental challenges faced by Cornwall’s tourism industry together with a proposed way 
forward that will provide the ‘step change’ required by the industry to ensure they can 
deliver the aims and objectives of ‘Towards 2015’. 
 
The plan was put together by the Cornwall Tourism Forum and in the main identifies the 
structure and mechanisms for developing a new lead body for tourism in Cornwall.  
The Action Plan addresses three main themes; challenges, the way forward with a new 
Destination Management Organisation and making tourism sustainable.  
In order to fulfill the role and delivery of tourism the Action Plan has set the following 
guiding principles: 

 
� Form Alliances – partner with people who can deliver tangible value and brand 

recognition  
� Lead the market – retain Cornwall’s position as a brand leader in tourism 
� Invest in customer care 
� Invest in people – staff development through, training, improved working 

conditions and pay 
� Share the power – centralise guiding principles and strategic planning 
� Stretch our business – explore new business opportunities while retaining 

established brands 
� Enhance and assist in the protection of cultural, historic and environmental 

assets    
 
The ChallengesChallengesChallengesChallenges theme highlights a number of key issues and areas of opportunity for the 
tourist industry in Cornwall. Workforce development is one such area in need of 
improvement; the industry generally suffers from a poor level of customer service. 
Operators will be encouraged to adopt charter schemes and to provide training needs for 
their staff. There is a challenge to improve pay in the tourism sector, it is recognised that 
this could be achieved through improving quality and a year round market..  
 
Improved infrastructure to help enhance access into and throughout Cornwall will be 
important to the industry’s desire to build a viable year round market. In particular, 
development of Newquay Airport is important strategically, as is continued improvement to 
the rail network and current road developments on the A30 and A38. There is great 
potential for Cornwall to develop sea links especially with the cruise ship industry.  
 
At present the Combined Universities for Cornwall (CUC) does not offer a tourism related 
degree, despite the fact that tourism is a major economic driver for the region.  
 
Other opportunities which can play a hand in developing quality tourism include: the mining 
heritage and related facilities, which through sustainable land management and 
development can provide a key tourism asset; the South West Coastal Path National Trail, 
where there is potential for a network of circular walks linking the coast to inland 
communities; and cycle paths which would also play a significant role in making tourism 
sustainable.  
 
The Making Tourism Sustainable Making Tourism Sustainable Making Tourism Sustainable Making Tourism Sustainable –––– ‘the environment as a partner’ ‘the environment as a partner’ ‘the environment as a partner’ ‘the environment as a partner’ theme acknowledges the 
importance of the environment in the context of Cornwall’s distinctive image and the need 
to preserve this through sustainable tourism. The Action Plan uses the VICE58 model as a 
framework to provide aims and objectives to ‘Make tourism sustainable’. These include:  
    
VisitorsVisitorsVisitorsVisitors 

                                                      
58
 The VICE model stands for Visitors, Industry, Community and Environment. 
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Aim: To shape a tourism industry that welcomes, involves and offers a quality experience to 
visitors. 
This includes understanding the visitor needs to increase visitor satisfaction, improve 
accessibility for all, encouraging alternate transport modes and involving visitors in activities 
that respect Cornwall’s cultural and environmental distinctiveness, such enhancing visitors 
awareness of Cornwall’s environmental issues. 
    
IndustryIndustryIndustryIndustry    
Aim: To achieve a profitable and prosperous Cornish tourism industry that protects and 
enhances the built, cultural and natural environment, which serves to draw visitors to 
Cornwall and provides a quality of life for its host communities.  
The Action Plan seeks to address this through promoting sustainable business practices 
(8% increase in engagement by 2008), such as local purchasing, staff training, resource 
efficiency measures and targeting businesses to apply for sustainability awards.         
    
Communities Communities Communities Communities     
Aim: To shape a tourism industry which engages with and benefits the host communities. 
This can be achieved through developing mechanisms to share the benefit, such as 
enabling communities to influence future planning and development strategies. There will 
be a need to raise the profile of the industry to encourage host communities to see the 
industry as a viable, long term, challenging and serious career option which they are able to 
fully engage in.  
    
EnvironmentEnvironmentEnvironmentEnvironment    
Aim: To achieve a tourism industry that protects and enhances the historic, built, cultural 
and natural environment and which does not deplete essential natural resources. 
The Action Plan objectives will ensure that developments fall within agreed limits of 
environmental impact assessment. They will also introduce measures to encourage uptake 
of sustainable business practices and champion the environment as Cornwall’s major asset 
as well as conserving it as part of the community, as well as a tourist attraction.    
    
Local Area AgreementsLocal Area AgreementsLocal Area AgreementsLocal Area Agreements    
Local Area Agreements (LAAs) set out the priorities for a local area agreed between central 
government and a local area (the local authority and Local Strategic Partnership) and other 
key partners at the local level.   
 
An LAA is a three year agreement, based on local Sustainable Community Strategies, that 
sets out the priorities for a local area agreed between Central Government, represented by 
the Government Office,  and a local area, represented by the local authority and other key 
partners through Local Strategic Partnerships (LSPs). 
 
Within the South West the pilot LAAs are the County and District authorities in Dorset and 
Devon.  The County and District authorities in Cornwall are part of the second round of 
LAAs, signed up in April 2006. 
 
The objectives are to: 

� Simplify some central funding 
� Help join up public services 
� Greater flexibility for local solutions 

 
LAAs are structured around themes:  

xvi) Children and young people 

xvii) Safer and stronger communities  

xviii) Healthier communities and older people 

xix) Economic development and enterprise 
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There are three types of funding that can be used to achieve the outcomes in an LAA: 

xx) Area specific funding allocated and distributed direct to the area by a 
Government Department 

xxi) Mainstream funding, such as the Revenue Support Grant, Police, NHS and 
Schools funding, is paid to local and other bodies which can then choose to 
align this locally 

xxii) Non-Departmental Public Bodies such as Regional Development 
Agencies, Big Lottery, Sport England and Learning and Skills Council, can also 
choose to bring their funding together with the LAA funding locally 

    
Cornwall LAACornwall LAACornwall LAACornwall LAA    
In Cornwall, the LAA has been supported by all principal authorities: 

� County and District Councils  
� All LSPs (which include public, private and voluntary sector representatives) - 

Cornwall, North Cornwall, South East Cornwall, Restormel, Carrick, West Cornwall  
� Health community - North and East Primary Care Trust, Central Cornwall Primary 

Care Trust, West Cornwall Primary Care Trust, Royal Cornwall Hospitals Trust  
� Devon and Cornwall Constabulary  
� Job Centre Plus  

 
Project management of the Cornwall LAA is through a Project Board which engages 
strategic management across a range of organisations, including local authorities, police 
and health.  This Board is supported by a team of specialists from the stakeholder 
organisations. 
 
In addition to the general targets, local areas can develop ‘stretch targets’ which focus upon 
key areas of activity of local concern. These stretch targets receive ‘reward funding from 
government, enabling a greater improvement in performance than could otherwise have 
been achieved.’ 
 
Cornwall’s LAA targets that relate to tourism are: 

• Increase the level of visitor engagement to encourage more socially, economically and 
environmentally sustainable visitor behaviour.  This will be undertaken through a visitor 
charter  

• Develop a collaborative partnership research programme to investigate the social and 
environmental impact of tourism across the county, and use the findings to contribute to 
the long term sustainable future of the tourism industry 

• Deliver at least two partnership projects per year via existing and emerging partnerships 

• Stretch targets: 

o Improve the sustainability of tourism through the improvement in sustainable 
practice by 10% by businesses across a range of measurable areas and an 
increase the number of businesses securing green accreditation (120 
businesses receiving guidance and 108 accredited) 

o To support cleaner, greener and safer public open spaces: including an 
increase in the number of sites with Green Flag or Green Pennant status  

 
The draft funding to deliver these objectives is from a variety of public, private and 
charitable organisations, with a total budget of about £140,000 per year. 
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Summary of LAA Sustainable Tourism FundingSummary of LAA Sustainable Tourism FundingSummary of LAA Sustainable Tourism FundingSummary of LAA Sustainable Tourism Funding    

    2006/72006/72006/72006/7    2007/82007/82007/82007/8    2008/92008/92008/92008/9    TotalTotalTotalTotal    

English Nature £26,0000   £26,000 
Esmee Fairburn Foundation  £25,000 £25,000 £50,000 
Joseph Rowntree Foundation  £9,000 £10,000 £19,000 
Private sector in kind £2,000 £2,060 £2,122 £6,182 
Climate Change 
Communications Fund 

 £30,000 £30,000 £60,000 

Partnership work with Rezolve £2,000 £2,000 £2,000 £6,000 
Pitching for Solar partnership 
project with CSEP 

£2,000   £2,000 

Various partners research 
programme 

£1,000 £27,000 £29,000 £57,000 

CCC & DCs  £1,000 £1,000 £2,000 
Environment Agency  £2,000 £5,000 £7,000 
CET Category D  £25,000 £25,000 £50,000 
Regional Strategic bodies  £6,700 £6,300 £13,000 
UU & regional environmental 
charities 

£1,250 £1,025 £5,021 £7,296 

SW Water £1,000 £2,000 £2,000 £4,000 
Unlocking Cornish Potential £6,000 £6,000  £12,000 
LSC Sustainable Tourism £2,000   £2,000 
LAA Pump priming £93,000   £93,000 
Total £136,250 £137,785 £142,443 £416,478 

Source: Draft budget, LAA for Cornwall, 2006, LSP 
    

Cornwall Tourism Strategy: A 3D Vision Cornwall Tourism Strategy: A 3D Vision Cornwall Tourism Strategy: A 3D Vision Cornwall Tourism Strategy: A 3D Vision –––– Delivering Distinctive  Delivering Distinctive  Delivering Distinctive  Delivering Distinctive 
Difference, 2000Difference, 2000Difference, 2000Difference, 2000    

The Cornwall Tourism Strategy was produced by the Cornwall Tourism Focus Group which 
has representation form the public sector (Cornwall Tourist Board and the district councils) 
and the private sector.  The strategy notes that tourism is estimated to be responsible for 
24% of the County’s GDP, compared to 10% of GDP at a regional level. 
 
The strategy acknowledges that the pattern of tourism has changed, with more, shorter 
trips, and a longer season.  Tourism continues to be of major importance because of its 
potential for substantial growth, and associated wealth generation.  Tourism promotes 
entrepreneurship, with many small or micro enterprises, and it is a labour intensive industry. 
 
There is a recognised need for continued change within the industry, which should be 
driven by customer forces rather than being product led.  Seasonality remains an issue 
despite the long term improvements in this area, which has an impact on margins and the 
ability to invest.  It also has an impact on the employment supported, with often low rates of 
pay and poor career prospects.  The fragmented nature, coupled with many lifestyle 
businesses, has meant that it can be difficult to bring change to the industry. 
 
Key trends are: 
 

• More older visitors 

• Growth in the number of people living independent lives, and spending leisure time as 
singles, couples or multiple groups 

• Increase in the number of school age children 
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• Polarisation of wealth, with a growth in disposable income for many but a reduction for 
others 

• Changes to school term times 

• Increasingly money rich/time poor population 

• Increasing late booking 

• Reduction in the cost of international travel 

• Increasing cost of car use 

• Growth in the number of competing tourism products and alternative leisure pursuits 

• Increased expectation of quality in product provision 

• Increased expectation of high customer care standards 

• Increased expectation of value for money 

• Continued debate on currency exchange policies 

• Significant impact of technology in the following areas 

• Consumer information systems and customer expectations 

• Booking and availability systems 

• Increasing complexity of available marketing techniques such as database and 
relationship marketing targeting valuable segments 

 
A number of key issues are addressed in the strategy. Key issues are: 
 

• Modernising of marketing approach and market research 

• Improved quality standards to meet challenging demand patterns and customer 
requirements 

• To capitalise on flagship projects (such as Eden) to benefit other tourism businesses 

• Development of visitor attractions - adapt and improve the high density of current 
attractions 

• Develop business tourism opportunities 

• Use of ICT to connect the fragmented geography and enable Cornwall to compete in 
the modern tourism market 

• Identify and fill gaps in the tourism product 

• Maintain local distinctiveness 

• Improve resources and management for the public product – beaches, footpaths, toilets, 
TICs 

• Reduce fragmentation and duplication within the industry through partnerships working 
across private and public sectors 

• Increase economic impact through reducing leakage and improving the visitor 
contribution to the wider economy 

 
The economic targets up to 2010 are: 

• Improve Cornwall’s economic tourism performance by generating over £125 billion. The 
aim is to attract a 2% faster tourism spend growth than the national average 

• Cornwall will further reduce seasonality with 70% of the industry open at least 10 
months a year, supporting 40,000 permanent jobs 

• Retain economic benefit by reducing economic leakage by 10% from approximately 
50% to 40% 
 

The strategy indicates that the priorities for action are to adapt to different demand through 
strengthening the brand awareness and destination marketing of Cornwall, based on more 
sophisticated use of market segmentation and a better understanding of demand and 
supply in relation to the tourism product to reduce seasonality. The use of e-commerce will 
be important to improve competitiveness, by providing modern information structures, 
access and bookability. 

A further priority is to allow distinctive development, through achieving a step change in all 
aspects of quality standards within the industry, including use of benchmarking and 
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dissemination of best practice to meet demands of year round business. The strategy 
advocates that Cornwall will develop imaginative solutions which are as distinctive as the 
area itself, but will be sensitive to the needs of those who are disadvantaged and to the 
fragility of the environment.  

Cornwall’s Community Strategy: Making a Difference, 2003Cornwall’s Community Strategy: Making a Difference, 2003Cornwall’s Community Strategy: Making a Difference, 2003Cornwall’s Community Strategy: Making a Difference, 2003    

There are seven community strategies in Cornwall, one for the sub-region (reviewed here) 
and one for each of the six District Authorities. Production of the Cornwall Strategy was 
steered by the Cornwall Partnership Board; development of the strategy brings together the 
views and consultations from public sector agencies, local businesses, voluntary 
organisations and the community members themselves.  

The Cornwall Community Strategy outlines the vision for Cornwall as being: ‘Cornwall – a 
strong sustainable community for one and all’. The strategy expands this vision into three 
main themes; Individual Well Being, Strong Communities and Quality Living Environment. 
Further to these specific themes there is a section on Sustainable Development.  

There are close links between some of the issues facing Cornwall’s communities and those 
identified in the various tourism strategies and action plans.  

Within the Strong Communities section the following headline actions apply to the strategic 
development of the tourism sector.  

• The need to improve wage levels through higher quality business: this must be 
achieved through effective implementation of the Objective One programme and 
provision of specialist business support for key growth sectors which include tourism, 
food and drink and environmental technology. The target is to raise wage levels to the 
UK average and grow GDP by 12% by 2010 

• Support growth in local businesses: through identifying training requirements for SMEs 
to allow them to compete successfully and to introduce businesses to support agencies 
will help to drive up GDP and increase local purchasing in the public and private sectors  

• Increase Quality and take up of training: the actions would like to increase the number 
of businesses with ‘Investors in People’ and management training. There is also a need 
to increase workers involved with adult apprenticeships and the number of ICT 
qualifications. Developing a ‘One-Stop-Shop’ coordinated business support system for 
small businesses will be important 

• Increase economic and community benefit from creative industries and local 
distinctiveness: this will involve creating a sector support company for the creative 
industries ‘Creative Kernow’, research work into regional distinctiveness, joint marketing 
of cultural activity and a Festival Fund to develop new and distinctive festivals. This will 
raise the profile and turnover of the creative industries sector and increase the benefits 
from local festivals and cultural events       

The Quality Living Environment section identifies Cornwall’s environment as special. In this 
section the strategy looks to improve awareness of human impact on the natural 
environment. As a result many of the headline actions identify a need for improving 
distinctiveness, preserving and managing the natural, cultural and heritage assets which 
are also important drivers to the Cornish tourism industry.   

• Improve cleanliness of beaches and bathing water: various initiatives will help to ensure 
Cornwall can meet National Air Quality Objectives and improve Cornwall’s rivers rated 
as good quality  

• Improve the environmental sustainability of key sectors: this action involves initiatives to 
promote sustainable tourism, wildlife and habitat conservation and to develop 
accreditation schemes for sustainable tourism providers and identifies a need to 
increase awareness amongst visitors of more sustainable transport means  

• Ensure an appropriate, effective and more energy efficient and environmentally friendly 
transport system: various schemes and projects to improve the provision and coverage 
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of sustainable and efficient public transport are an important service which meets the 
needs of communities and the large visitor population 

• Enhance the biodiversity of wildlife site: the strategy understands the importance of the 
natural environment which underpins Cornwall’s tourism, agriculture and fishing 
economies. As a result the Quality Living Environment actions focus heavily upon 
biodiversity and landscape management and conservation strategies. These include 
increasing the number of established Wildlife Sites, maintaining SSSIs, the Cornwall 
AONB, intertidal zones, hedges and awareness of the wildlife found in brownfield sites 

The concept of Sustainable Development is integral to all parts of the Community Strategy 
and is applied to all of the above themes in a proactive way.  

Promoting Cornwall to thPromoting Cornwall to thPromoting Cornwall to thPromoting Cornwall to the World: Cornwall Tourism Marketing e World: Cornwall Tourism Marketing e World: Cornwall Tourism Marketing e World: Cornwall Tourism Marketing 
Strategy, 2006Strategy, 2006Strategy, 2006Strategy, 2006----2010 (Draft)2010 (Draft)2010 (Draft)2010 (Draft)    

The Cornwall Marketing Strategy addresses the marketing of Cornwall to potential visitors. 
Its overarching aim and objective is to maximise the economic benefits that visitors bring for 
the Cornish residents, while reducing the impact on the environment. Sustainable quality is 
an underling principle for this strategy.  

This Strategy has been produced for VisitCornwall and sits in a framework of other key 
strategies for the sub-region; Cornwall’s Community Strategy (2003), Cornwall’s economic 
development strategy (Strategy and Action 2006) and also the Cornwall Tourism Strategy 
(2000). The strategy has been adopted by the Cornwall Destination Management 
Organisation and its partners. It provides guidance for VisitCornwall regarding acquisition of 
business from outside of Cornwall. The role of District and Borough Councils will be largely 
directed towards event management and delivering a high quality product for visitors 
already in Cornwall. 

StratStratStratStrategy Structure egy Structure egy Structure egy Structure     

The strategy document comprises an extensive review of the current tourism market in 
Cornwall including: a tourism context, a review of the current and future market and product 
trends, a PEST59 and SWOT60 reviews. This is followed by a vision for Cornwall (which is 
also used for the Draft CDMO Action Plan) and a set of strategic objectives and an 
implementation plan.  

Tourism Context and MarketTourism Context and MarketTourism Context and MarketTourism Context and Market    

The strategy highlights that most visitors are from the UK (80%) and have been to Cornwall 
before. In addition most (60%) are taking an extra holiday rather than a main holiday. 
Cornwall has a poor penetration of the 16-34 age bracket, now classed as the pre-family 
professional group. It is evident that people research their stay in advance, so available 
information is critical, however, over 80% of visitors do not use TICs while in Cornwall.  

Market trends are set out by South West Tourism and used to assess the potential growth 
areas for the region including new market opportunities. Cornwall has growth potential in 
the following markets: 

• Pre-family holidays 

• Post-family holidays 

• Breaks of 1-6 nights 

• Group Holidays 

• Overseas visitors: particularly from The Netherlands, Belguim, Scandinavia and 
Canada.  

• Increased day visits through Cornwall’s strong ‘visiting friends and relatives’ market 

                                                      
59
 Political, Economical, Social and Technological 

60
 Strengths, Weaknesses, Opportunities and Threats 
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Vision and ObjectivesVision and ObjectivesVision and ObjectivesVision and Objectives    

The Vision for the Cornwall Tourism Marketing Strategy is: 

‘Cornwall will be a successful, high quality, year round destination for visitors, whose 
expectation of sustainable enjoyment of the area’s unique combination of environment, 
heritage and culture will be constantly surpassed, to the long term economic benefit of its 
community.’  

The vision will ensure that Cornwall can achieve the three key strategic drivers: True 
Sustainability, Economic Benefit and Customer Satisfaction. 

The primary objectives for tourism marketing are to ensure that 70% of tourism businesses 
are open and viable for at least 10 months of the year, and to increase the amount of 
expenditure which is retained in Cornwall to 60%. Use of sustainable promotion methods 
and delivering messages which aim to conserve the unique environment are important as 
are objectives to capitalise on the growth of ICT, which can provide accurate information 
and booking facilities and also serve to increase the knowledge economy in Cornwall.   

Implementation PlanImplementation PlanImplementation PlanImplementation Plan    

Cornwall will be promoted as a single destination, which is multi-faceted. Through this 
VisitCornwall will carry out the following:  

• Produce a new format single guide for Cornwall in 2007 which has sections for each of 
the local districts and a separate section for Newquay  

• Prepare targeted overseas campaigns following completion of the DACOM61 project 

The CDMO will review how best to sustain a viable and appropriate TIC network and all 
partners in Cornwall will adopt a policy to promote accommodation businesses participating 
in national quality standards.  

The plan anticipates that there will be increased emphasis on the use of electronic media to 
communicate destination marketing. A set of marketing campaigns will be developed 
focusing on one or more of the following themes: 

• The Coast  

• The Natural Landscape 

• Distinctive Towns and Villages: shopping, crafts and antiques 

• Gardens 

• Fine Dining and Local Food     

• The Arts and Literature/Film 

• Ancient and Modern 

• Activities: including watersports 

• Getting Married, Romance and being Special 

• Overseas 

SummarySummarySummarySummary    

The plan identifies a ‘family’ of promotions that reflect a consistent style and tone, while 
building brand strength by reflecting the unique identity of the many facets. There is a need 
to rebalance the combined industry and community needs and improve understanding of 
the role and responsibility of tourism.  

                                                      
61
 Devon and Cornwall Overseas Marketing 
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Cornwall Destination Management Organisation: Draft Action Plan, Cornwall Destination Management Organisation: Draft Action Plan, Cornwall Destination Management Organisation: Draft Action Plan, Cornwall Destination Management Organisation: Draft Action Plan, 
2006 2006 2006 2006     

The StrategyThe StrategyThe StrategyThe Strategy    

The draft action plan identifies the tourism vision for Cornwall. It is a preparatory document 
for the Destination Management Plan and the base document for the 2006/7 review of 
Strategy and Action.  

The tourism vision for Cornwall is: 

‘Cornwall will be a successful, high quality, year round destination for visitors, whose 
expectation of sustainable enjoyment of the area’s unique combination of environment, 
heritage and culture will be constantly surpassed, to the long term economic benefit of its 
community.’  

The strategy groups specific related objectives together into four sections.  

Strategic Objectives and Main ActionsStrategic Objectives and Main ActionsStrategic Objectives and Main ActionsStrategic Objectives and Main Actions    

Section One – Strategic Objectives 

Three strategic objectives are presented in the first section. These are 

1. To provide profitable year round business (including permanent, skilled employment 
with career development) 

2. To improve visitor spend per head (through marketing, economies of scale and 
local sourcing)  

3. To implement effective use of ICT to improve efficiency and information provision.   

In order to do this the following marketing action points have been developed: 

• Implement a marketing strategy for 2006-2011 

• Accelerate appropriate use of ICT and web-based promotion 

• Ensure sustainable tourism is embedded in all marketing from 2006 onwards 

Section Two – Visitor experience and Investment 

Objectives aims are: 

1. To raise quality in all aspects of the ‘visitor experience’ 

2. To raise investment levels in the physical product and the pay and opportunity 
provided to the workforce 

The main action points include: 

• Quality and Standards: encourage widespread common standards schemes and a 
common standards policy so that only businesses with quality schemes are included in 
publicly funded promotional material. This will also incorporate a review of information 
provision for visitors through the TIC working group 

• Training: there needs to be a means for signposting training and available courses. 
There will be a skills audit and training needs analysis to formulate a three year training 
plan. Further action plans will be developed to bring more young people into the 
industry and to set up sustainable tourism courses 

• Public Product: there will be a strategy and action plan to make improvements to the 
public product, such as, signage, beaches, car parks toilets etc. It will be important to 
embed the transport system into the tourist industry and to lobby against tourism taxes. 
Further strategic actions will require setting up DMO information working groups to 
address issues with the public product 
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• Business Development: business development will capitalise on the 2012 Olympics and 
will include a ‘New Opportunities’ working group. Detailed work shall take place to 
examine the labour market with a view to improve turnover, profit, pay and equal 
opportunities 

Section Three - Sustainability 

The objectives for section three aim to minimise the negative impacts associated with 
tourist visitors and the environment and seeks to embed sustainable practices throughout 
the industry.  

In order to achieve this, the District Council Tourism Officers Board will take on the role to 
deliver sustainability including support for the Green Tourism Business Scheme, 
procurement of local food and drink policies and implementation of sustainable transport.      

Section Four – Destination Management 

This strategic objective looks to develop professional destination management which will 
achieve critical mass, through public and private partnership, with the support of the 
community. Action points to realise this objective include developing a CDMO Management 
Plan, identifying resource requirements and seeking RDA or alternative funding. Production 
of a CDMO website will act as a communications hub for the sub-region.   

 

DISTRICTDISTRICTDISTRICTDISTRICT    
Due to changes in District Council Tourism Sections, there is only one current Tourism 
Strategy covering the district of Penwith. The present situation is summarised below. 
 
Sustainable Tourism Strategy, Penwith District Council Sustainable Tourism Strategy, Penwith District Council Sustainable Tourism Strategy, Penwith District Council Sustainable Tourism Strategy, Penwith District Council     
Penwith is currently working to a document entitled ‘Tourism Strategy’. This details the 
current tourism situation within the district and provides a vision for the Penwith Tourism 
Industry by 2015 with a series of actions. 
 
The strategy recognises the importance of addressing the sustainability of the tourism 
sector. Long term planning to address tourism issues such as how to manage the unique 
environment and cultural assets that attract visitors and how to develop a year round 
tourism product, is seen as vital to secure the ‘viability and future prosperity’ of the sector. 
 
The strategy has been developed with the support of the Penwith Tourism Action Group, 35 
organisations are represented on this group. It has two themes: 

1. To formalize a sustainable approach to tourism 
2. To ensure management through partnership 

 
Policy objectives: 

1. Overarching: establish a Penwith Tourism Action Group 
2. Partnerships: to work in partnership with all agencies, organisations and individuals 

and reinforce the VICE (Visitors, Industry, Communities, Environment) approach to 
tourism; develop a sense of stewardship in all visitors; develop an industry which 
recognises the Penwith landscapes as a valuable asset 

3. Visitors: to welcome all visitors and provide them with a high quality experience 
whilst taking into account the needs of our communities and environment; offer a 
diverse experience for visitors 

4. Industry: to encourage the tourism and visitor industry to work together to provide 
excellent services and facilities which respect the local community and protects and 
enhances the environment; be a year round destination with 70% of tourism 
businesses open for 10 months per year 

5. Community: to find a method of community engagement which helps the industry 
develop a better understanding of opinions about local tourism development; assist 
towns and villages to develop into other business sectors; recognise the dual 
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impact of affordable housing, resident facilities and transport links on both the 
community and the tourism industry; be a destination which operates a Visitor 
Payback Scheme 

6. Environment: to manage tourism to control its impact; be a destination which 
operates a Visitor Payback Scheme; be an industry which recognises the 
environment as a valuable asset which contributes to the tourism industry; be a 
destination in which visitors are aware of public transport services 

7. Research and Information: to establish an effective programme of research to 
inform tourism management and development decisions; to identify and support 
growth markets which support quality raising standards and out of peak season 
growth 

8. Quality, Training and Marketing: to support national compulsory registration , 
classification and quality grading of all sectors of the tourism industry and ensure its 
use in all activities; investigate a green tourism business scheme for Penwith; be an 
industry which values on-going training at all levels 

9. Planning, Transportation and Housing: to improve the quality and resist the loss of 
existing serviced accommodation, especially hotels; promote good practice and 
design in all new buildings and facilities for tourism and visitor purposes; to 
establish co-ordinated collection and drop off scheme for linking Newquay airport to 
hubs in Penwith; to feed into emerging planning, transport and housing strategies 
where relevant 

 
Caradon District Council: Caradon District Council: Caradon District Council: Caradon District Council: The South East Cornwall Tourism Strategy 2001-06 is now out of 
date due to changes in the structure of tourism delivery. The Council is implementing its 
current work around the Cornwall Action Plan. The Caradon Community Strategy is 
currently being developed. 
 
Carrick District Council: Carrick District Council: Carrick District Council: Carrick District Council: The Council is currently writing a new tourism strategy. The Carrick 
Community Strategy supports action within a number of areas. Tourism and associated 
links are referred to within the strategy as follows: 
 

� Communities working with their environment: a successful rural economy in an 
attractive rural landscape; an internationally recognised environment, attractive to 
visitors and investors; fewer journeys by private car 

� Connected Communities: a network of rural transport that is integrated, flexible and 
accessible to all residents; access to services locally and/or in adjoining market 
towns; enhanced public transport between Falmouth and Truro 

� Business excellence: small businesses given every chance to succeed; a major 
retail and service centre for Cornwall combined with good local retail and service 
provision in towns and villages; high standards of customer care, attractive town 
and village centres, commercial areas projecting  a quality image;  

� Educational Excellence and Life Long Learning; skills gaps in the workforce filled 
� Cultural Vitality, creativity and fun: Our industrial, natural and cultural heritage 

conserved with greater opportunity for residents and visitors to learn about and 
experience it; a contemporary culture, which continues to develop by encouraging 
originality, diversity and creativity with greater opportunity for residents and visitors 
to enjoy music, dance, theatre, arts and crafts, as performers or spectators 

    
North Cornwall: North Cornwall: North Cornwall: North Cornwall: The most recent strategy covers the period 2001 to 2005. The Community 
Strategy also follows the three themes of individual wellbeing, strong communities and a 
quality living environment. Relevant areas of the strategy to the tourism sector are as 
follows: 
 

� Strong communities: including a strong and sustainable local economy (tourism is 
recognised as a key industry) and increased levels of skills in the workforce.  

� Quality living environment: the importance of the environment is identified and that 
this underpins the economy and community activity of the district. Balance is 
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needed between conserving this environment and addressing community and 
economic needs. Green tourism is cited as ones of the ways of maintaining this 
balance.   

 
RestormelRestormelRestormelRestormel: Restormel no longer supports a Tourism Section. The Community Strategy 
again follows the three main themes of individual wellbeing, strong communities and a 
quality living environment. Within these themes it supports eleven issues. Those of 
relevance to the tourism industry are as follows: 
 

� Sustainable economic growth: action to ensure sustainable regeneration of key 
town centres, maximising grants for local economic development, business support 

� Effective management of the natural environment: action to ensure the protection 
and enhancement of landscapes; Areas of Outstanding Natural Beauty, Sites of 
Special Scientific Interest, County Wildlife Sites 

� Recognising our culture: action to support the cultural strategy for the borough and 
to review of leisure facilities and services,  

� Effective transport: action to support enhanced public transport links and encourage 
greater take up 

 
Kerrier: Kerrier: Kerrier: Kerrier: There is no current tourism strategy. Tourism is however identified within the 
Kerrier Community Strategy, June 2003. This identifies the three key themes of individual 
well being, strong communities and a quality living environment. Specific planned actions 
and targets relating to tourism come under the strong communities theme: 

� To provide a suitable infrastructure for business to set up and prosper 
� To provide high quality tourism to maximise the economic benefits for the 

community 
o Promote quality assurance schemes 
o Promote West Cornwall was a tourism destination 
o Improve the quality of tourism information 

 
And the quality living environment theme: 
 

� Public transport: railway and station network, alternative means of transport to 
reduce traffic congestion and investment in the transport infrastructure and other 
communication networks to combat regional remoteness 

� Supporting the redevelopment of historic towns and villages 
� Supporting the conservation and enhancement of industrial archaeology and other 

heritage sites 
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APPENDIX APPENDIX APPENDIX APPENDIX 3333    
    
Visitor Accommodation Visitor Accommodation Visitor Accommodation Visitor Accommodation     
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Visitor Accommodation DataVisitor Accommodation DataVisitor Accommodation DataVisitor Accommodation Data    
Visitor accommodation information is based on South West Tourism records of 
quality assessed and other accommodation in Cornwall.  Previous research62 has 
indicated some significant concerns with the existing records of known 
accommodation stock.  The broad indicators are that the records underestimate 
self-catering and will generally underestimate the serviced accommodation 
(although the change of use from visitor accommodation to e.g. residential in some 
resorts) will can mean that serviced accommodation may be overestimated.  In 
addition it is likely that some of the new self-catering developments designed for 
time share or similar are not part of the accommodation records.  Although the 
accommodation records have some branded national chains the extent is not clear.   

The issues with collecting data about accommodation stock are: 

• The nature of the tourism industry means that some accommodation providers 
offer accommodation on a seasonal informal basis (including B&Bs and many 
self-catering holiday homes) 

• Only the quality assessed accommodation is updated with any regularity 

• There is vary little relationship between the district, county or regional tourism 
bodies and non-assessed accommodation 

Previous work63 has suggested that the records underestimate serviced 
accommodation by between 5% and 10% and underestimate non-serviced 
accommodation by 20%. 

Realistically this issue cannot be systematically addressed without either 
compulsory registration (as is planned for Wales) or significant revenue funding for 
a more comprehensive regular exercise to include non-assessed accommodation in 
the records.  Of these two scenarios, the compulsory registration seems more likely. 

Nonetheless, the Regional Tourist Board records remain the most comprehensive 
records available and remain (with the caveats expressed above) a reasonable 
base for the purposes of this audit. 

                                                      
62
 State of Tourism South West, 2003, South West Tourism 

63
 State of Tourism South, ibid 
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Cornwall accommodation businesCornwall accommodation businesCornwall accommodation businesCornwall accommodation businesssss    

 
Total 

establishments 

Total 
bedspaces/units/ 

pitches 
Average beds/ 
units/ pitches] 

% of 
establishments 

assessed 
B&B 363 1,299 3.6 63% 
Guest House 343 1,917 5.6 74% 
Farm 125 409 3.3 68% 
Inn 55 500 9.1 75% 
Hotel 300 7,478 24.9 77% 
Country House 
Hotel 4 36 9.0 100% 
Self-Catering 2,392 8,339 3.5 66% 
Holiday Village 4 312 78.0 100% 
Camping and 
Caravan Site 193 33,813 175.2 62% 
Camping Barn 1 16 16.0 100% 
Hostel 26 344 13.2 54% 
Campus 2 583 291.5 50% 
Restaurant with 
rooms 1 3 3.0 100% 
Travel 
Accommodation 3 148 49.3 67% 
Total 3,812 55,197  67% 

Source: South West Tourism 

Quality assessment grade in CornwallQuality assessment grade in CornwallQuality assessment grade in CornwallQuality assessment grade in Cornwall    
Grade Total Establishments 
HotelsHotelsHotelsHotels     
Star Budget Hotel 3 
1 Star Hotel 1 
2 Star Hotel 61 
3 Star Hotel 93 
4 Star Hotel 17 
Guesthouse/B&BGuesthouse/B&BGuesthouse/B&BGuesthouse/B&B  
2 Star Guest Accommodation 14 
3 Star Guest Accommodation 265 
4 Star Guest Accommodation 373 
5 Star Guest Accommodation 45 
Hostels/CampusHostels/CampusHostels/CampusHostels/Campus  
2 Star Hostel 4 
3 Star Hostel 6 
4 Star Hostel 4 
Self CateringSelf CateringSelf CateringSelf Catering  
1 Star Self Catering 7 
2 Star Self Catering 132 
3 Star Self Catering 644 
4 Star Self Catering 588 
5 Star Self Catering 90 
Holiday Village/ParkHoliday Village/ParkHoliday Village/ParkHoliday Village/Park  
2 Star Holiday Village/Park 1 
3 Star Holiday Village/Park 23 
4 Star Holiday Village/Park 67 
5 Star Holiday Village/Park 22 
OtherOtherOtherOther  
Awaiting grading 97 
No grade 1,255 
Grand TotalGrand TotalGrand TotalGrand Total 3,812 

Source: South West Tourism 
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Accommodation businesses by districtAccommodation businesses by districtAccommodation businesses by districtAccommodation businesses by district    
Product Type Name Caradon Carrick Kerrier North Cornwall Penwith Restormel 
B&B 36 41 33 141 51 61 
Guest House 31 55 20 85 78 74 
Farm 34 17 15 33 12 14 
Inn 13 4 6 11 9 12 
Hotel 26 53 20 55 68 78 
Country House Hotel 0 1 0 1 1 1 
Self-Catering 236 411 327 887 319 212 
Holiday Village 0 1 0 2 0 1 
Camping and Caravan Site 17 30 24 44 33 45 
Camping Barn 0 0 1 0 0 0 
Hostel 1 2 2 7 5 9 
Campus 0 0 1 1 0 0 
Restaurant with rooms 0 0 0 0 1 0 
Travel Accommodation 1 0 0 0 1 1 
Grand Total 395 615 449 1267 578 508 

Source: South West Tourism 

Accommodation bedspaces/units/pitches by districtAccommodation bedspaces/units/pitches by districtAccommodation bedspaces/units/pitches by districtAccommodation bedspaces/units/pitches by district    
Product Type Name Caradon Carrick Kerrier North Cornwall Penwith Restormel 
B&B 126 141 87 501 225 219 
Guest House 152 292 104 350 487 532 
Farm 96 63 48 122 35 45 
Inn 113 23 29 164 78 93 
Hotel 382 1,544 436 913 1,277 2,926 
Country House Hotel 0 10 0 11 6 9 
Self-Catering 795 1,076 1,672 2,707 1,372 717 
Holiday Village 0 2 0 270 0 40 
Camping and Caravan Site 2,863 4,279 1,792 7,787 5,952 11,140 
Camping Barn 0 0 16 0 0 0 
Hostel 25 9 14 110 48 138 
Campus 0 0 500 83 0 0 
Restaurant with rooms 0 0 0 0 3 0 
Travel Accommodation 68 0 0 0 40 40 
Grand Total 4,620 7,439 4,698 13,018 9,523 15,899 

Source: South West Tourism 
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Proportion of Proportion of Proportion of Proportion of quality assessed quality assessed quality assessed quality assessed accommodation by districtaccommodation by districtaccommodation by districtaccommodation by district    
Product Type Name Caradon Carrick Kerrier North Cornwall Penwith Restormel 
B&B 78% 61% 52% 60% 67% 66% 
Guest House 65% 76% 70% 73% 78% 74% 
Farm 59% 59% 53% 82% 83% 71% 
Inn 77% 50% 67% 82% 78% 75% 
Hotel 81% 81% 75% 73% 78% 74% 
Country House Hotel . 100%  100% 100% 100% 
Self-Catering 54% 73% 67% 67% 66% 60% 
Holiday Village  100%  100%  100% 
Camping and Caravan Site 65% 60% 54% 61% 64% 67% 
Camping Barn   100%    
Hostel 0% 100% 100% 57% 40% 44% 
Campus   100% 0%   
Restaurant with rooms     100%  
Travel Accommodation 100%    0% 100% 
Total 60% 72% 66% 67% 69% 66% 

Source: South West Tourism 

Occupancy Rates in CornwallOccupancy Rates in CornwallOccupancy Rates in CornwallOccupancy Rates in Cornwall    

Year Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec 

Serviced accommodation 

1993 20% 27% 32% 40% 47% 57% 68% 86% 65% 41% 33% 29% 

1998 26% 31% 41% 52% 57% 66% 76% 84% 75% 52% 33% 31% 

2002 34% 46% 50% 55% 69% 79% 83% 90% 83% 61% 43% 36% 

2003 38% 64% 66% 62% 75% 82% 81% 89% 80% 58% 41% 37% 

2004 31% 40% 41% 56% 63% 75% 79% 82% 73% 55% 39% 35% 

2005 34% 43% 47% 55% 65% 73% 75% 80% 75% 60% 49% 39% 

Non-serviced accommodation 
1993 7% 17% 23% 44% 55% 68% 87% 96% 79% 48% 15% 27% 
1998 9% 22% 26% 51% 63% 74% 91% 97% 80% 50% 15% 27% 
2002 13% 31% 45% 41% 61% 86% 91% 95% 81% 66% 21% 38% 
2003 12% 26% 27% 61% 64% 76% 90% 99% 85% 60% 24% 38% 
2004 13% 26% 27% 52% 62% 72% 91% 95% 80% 51% 20% 32% 
2005 18% 26% 39% 46% 67% 71% 82% 97% 80% 53% 22% 31% 

Source: UKOS/Cornwall Occupancy Survey as reported by VisitCornwall
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APPENDIX APPENDIX APPENDIX APPENDIX 4444    
    
Visitor AttractionsVisitor AttractionsVisitor AttractionsVisitor Attractions    
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Visitor AttractionsVisitor AttractionsVisitor AttractionsVisitor Attractions        

Information on visitor attractions is drawn from the national Survey of Visits to 
Tourist Attractions, which is undertaken annually.  Participation is voluntary so not 
all attractions will respond.  Some responding attractions wish their visitor numbers 
to remain confidential. 

The attractions are presented in visitor numbers order based on the last available 
data with the largest attractions first.   
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Visitor Attractions in CoVisitor Attractions in CoVisitor Attractions in CoVisitor Attractions in Cornwallrnwallrnwallrnwall    
ClassClassClassClass    Resource NameResource NameResource NameResource Name    PlacePlacePlacePlace    DistrictDistrictDistrictDistrict    CountyCountyCountyCounty    2005200520052005    2004200420042004    2003200320032003    2002200220022002    2001200120012001    OtherOtherOtherOther    SourceSourceSourceSource    
Garden Eden Project  St Austell Restormel Cornwall 1,177,189 1,223,959 1,404,372 1,832,482 1,700,000   
Heritage/ 
Visitor Centre 

Charlestown Shipwreck 
And Heritage Centre Charlestown Restormel Cornwall  565,960 57,479     

Heritage/ 
Visitor Centre Lands End  Sennen Penwith Cornwall   500,000 350,000    
Boat Trip Tamar Cruising  Cremyll Caradon Cornwall  400,000 375,000 375,000    
Waymarked 
Path Camel Trail  Bodmin 

North 
Cornwall Cornwall      350,000 1996 

Brewery Cornish Cyder Farm  Penhallow Carrick Cornwall 330,000 330,000 340,000 355,000 330,000   

Garden 
The Lost Gardens Of 
Heligan  Pentewan Restormel Cornwall     307,000   

Country Park Tehidy Country Park  Tehidy Kerrier Cornwall      280,000 2000 
Shop/ 
Shopping 
Centre Cornish Goldsmiths  Portreath Kerrier Cornwall      240,000 1999 
Gallery Tate St Ives  St Ives Penwith Cornwall 224,205  270,008 242,623 200,000   

Craft Centre Boscastle Pottery  Boscastle 
North 
Cornwall Cornwall      220,000 1999 

Historic House Lanhydrock  Bodmin 
North 
Cornwall Cornwall   212,400 208,795 172,453   

Cathedral/ 
Minster Truro Cathedral  Truro Carrick Cornwall 200,000 200,000 200,000 500,000    
Historic House St Michael's Mount  Marazion Penwith Cornwall 197,435 206,557 203,769 215,240 188,803   
Animal 
Collection Newquay Zoo  Newquay Restormel Cornwall 193,152 194,926 194,565 230,000 230,000   

Castle/Fort Tintagel Castle  Tintagel 
North 
Cornwall Cornwall 186,054 180,725 191,266 209,638 186,462   

Animal 
Collection Blue Reef Aquarium  Newquay Restormel Cornwall    180,000 180,000   

Theatre 
The Minack Theatre And 
Visitor Centre Porthcurno Penwith Cornwall 169,286 169,011 174,670 161,828    

Animal 
Collection National Seal Sanctuary  Gweek Kerrier Cornwall     140,000   
Museum Royal Cornwall Museum  Truro Carrick Cornwall   119,342 89,497 97,803   

Museum 
National Maritime 
Museum Cornwall  Falmouth Carrick Cornwall 118,608  250,000 350,000    

Garden Trelissick Garden  Feock Carrick Cornwall 114,904 115,000 125,000 115,000 96,708   
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Country Park Kit Hill Country Park  Callington Caradon Cornwall 105,000    50,000   
ClassClassClassClass    Resource NameResource NameResource NameResource Name    PlacePlacePlacePlace    DistrictDistrictDistrictDistrict    CountyCountyCountyCounty    2005200520052005    2004200420042004    2003200320032003    2002200220022002    2001200120012001    OtherOtherOtherOther    SourceSourceSourceSource    

Garden Trebah Garden  
Mawnan 
Smith Kerrier Cornwall 104,123 127,000 130,000 137,168 120,339   

Adventure 
Park/ 
Playground 

Dobwalls Adventure 
Park  Dobwalls Caradon Cornwall     100,000   

Adventure 
Park/ 
Playground Holywell Bay Fun Park  Newquay Restormel Cornwall  100,000 100,000 97,930 101,153   
Animal 
Collection 

Paradise Park Wildlife 
Sanctuary  Hayle Penwith Cornwall     95,000   

Boat Trip 
Isles Of Scilly Steamship 
Company Limited Penzance Penwith Cornwall  93,351 95,757 134,577 130,033   

Historic House Cotehele  St Dominick Caradon Cornwall 87,000 96,000 97,000 86,600 68,369   
Museum Tunnels Through Time  Newquay Restormel Cornwall      85,000 1987 
Model/ 
Miniature 
Village World In Miniature  Goonhavern Carrick Cornwall      80,000 1998 
Mine Poldark Mine   Wendron Kerrier Cornwall    80,000 55,000   
Adventure 
Park/ 
Playground 

Killarney Springs Family 
Leisure Park Morwenstow 

North 
Cornwall Cornwall    75,000 110,000   

Farm Dairyland Farm World  Summercourt Restormel Cornwall    70,000    
Heritage/ 
Visitor Centre 

South East Cornwall 
Discovery Centre West Looe Caradon Cornwall  67,000 69,654 79,287 66,392   

Museum 
Potters Museum Of 
Curiosity  

North 
Cornwall Cornwall 65,000       

Observatory/ 
Planetarium 

Goonhilly Satellite Earth 
Station Experience 

Goonhilly 
Downs Kerrier Cornwall 63,445 72,798 82,006 80,000 80,000   

Garden Glendurgan Garden  
Mawnan 
Smith Kerrier Cornwall 62,500 74,750 73,189 66,000 59,722   

Railway 
Lappa Valley Steam 
Railway  

St Newlyn 
East Carrick Cornwall    57,900 57,266   

Castle/Fort Pendennis Castle  Falmouth Carrick Cornwall 56,113 60,742 65,319 68,832 69,962   
Historic House Trerice  Newquay Carrick Cornwall 55,268 56,179 61,237 57,126 45,125   

Farm Trethorne Leisure Farm  
Kennards 
House 

North 
Cornwall Cornwall      50,000 1999 

Gallery Falmouth Art Gallery  Falmouth Carrick Cornwall  49,712 51,426 50,201 37,813   
Garden Trengwainton Garden  Madron Penwith Cornwall 46,511 47,996 53,462 49,679 40,577   
Historic House Tintagel Old Post Office  Tintagel North Cornwall 45,000 45,500 45,500 45,000 39,000   
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Cornwall 
ClassClassClassClass    Resource NameResource NameResource NameResource Name    PlacePlacePlacePlace    DistrictDistrictDistrictDistrict    CountyCountyCountyCounty    2005200520052005    2004200420042004    2003200320032003    2002200220022002    2001200120012001    OtherOtherOtherOther    SourceSourceSourceSource    

Museum 

Barbara Hepworth 
Museum And Sculpture 
Garden St Ives Penwith Cornwall      43,987 1998 

Railway 
Bodmin And Wenford 
Railway  Bodmin 

North 
Cornwall Cornwall 43,079 47,284 47,707 44,167 45,794   

Adventure 
Park/ 
Playground Kids Kingdom Ltd  St Austell Restormel Cornwall      42,000 1994 
Adventure 
Park/ 
Playground 

Brocklands Adventure 
Park  Kilkhampton 

North 
Cornwall Cornwall   42,000 46,750 42,000   

Animal 
Collection 

Springfields Fun Park 
And Pony Centre Ruthvoes Restormel Cornwall 41,760 41,511 38,190 30,000    

Garden 
Pine Lodge Gardens & 
Nursery  St Austell Restormel Cornwall   35,763 31,720 16,809   

Museum 
Penlee House Gallery & 
Museum  Penzance Penwith Cornwall 35,397 32,810 34,800 36,697 33,608   

Museum Geevor Tin Mine  Pendeen Penwith Cornwall 35,042 36,003 32,377 31,378 22,819   
Animal 
Collection Screech Owl Sanctuary  St Columb Restormel Cornwall  34,594 34,566 33,167 31,500   
Animal 
Collection The Monkey Sanctuary  Looe Caradon Cornwall 31,000 32,000 34,000 33,266 40,000   

Garden Tresco Abbey Gardens  Tresco 
Isles Of 
Scilly Cornwall      30,000 1997 

Historic House Trelowarren House  Mawgan Kerrier Cornwall   30,000 30,000 30,000   

Museum 
The Museum Of 
Witchcraft  Boscastle 

North 
Cornwall Cornwall   29,500 30,000    

Castle/Fort St Mawes Castle  St Mawes Carrick Cornwall 28,556 32,539 35,819 35,820 35,049   
Animal 
Collection Tamar Otter Sanctuary  

North 
Petherwin 

North 
Cornwall Cornwall   27,010     

Animal 
Collection 

Tamar Valley Donkey 
Park  Gunnislake Caradon Cornwall 26,000 25,000 21,000 20,000 17,000   

Gallery Newlyn Art Gallery  Newlyn Penwith Cornwall 23,800 28,172 28,678 26,896 28,574   

Theme Park 
Spirit Of The West 
American Theme Park 

Winnards 
Perch Restormel Cornwall      22,900 1998 

Historic/ 
Archaeological 
Site The Arthurian Centre  Camelford 

North 
Cornwall Cornwall 22,000       

Gallery St Ives Society Of Artists  St Ives Penwith Cornwall  22,000 18,000 18,000 18,400   
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ClassClassClassClass    Resource NameResource NameResource NameResource Name    PlacePlacePlacePlace    DistrictDistrictDistrictDistrict    CountyCountyCountyCounty    2005200520052005    2004200420042004    2003200320032003    2002200220022002    2001200120012001    OtherOtherOtherOther    SourceSourceSourceSource    

Railway 
Launceston Steam 
Railway  Launceston 

North 
Cornwall Cornwall      21,000 2000 

Castle/Fort Restormel Castle    Lostwithiel Restormel Cornwall 20,988 20,697 21,919 22,585 14,999   

Railway 
World Of Model 
Railways  Mevagissey Restormel Cornwall      20,000 1996 

Show Cave Carnglaze Slate Caverns  St Neot Caradon Cornwall 19,720 21,480 19,029 15,678 1,100   
Animal 
Collection Colliford Lake Park  St Neot Caradon Cornwall   19,029 15,000 15,000   
Farm Porfell Animal Land  Liskeard Caradon Cornwall 19,000       

Vineyard Camel Valley Vineyards  Nanstallon 
North 
Cornwall Cornwall 18,000 15,000 12,000 16,000    

Historic House 
Pencarrow House And 
Gardens  Washaway 

North 
Cornwall Cornwall 17,683 20,175 22,676 20,941 17,745   

Historic/ 
Archaeological 
Site Gwennap Pit  Busveal Kerrier Cornwall   17,000 15,000 15,000   

Historic House Prideaux Place  Padstow 
North 
Cornwall Cornwall   16,593     

Historic House Antony House  Torpoint Caradon Cornwall 16,352 17,027 20,206 20,819 19,460   
Industrial 
Archaeology 

The Levant Beam 
Engine  Pendeen Penwith Cornwall 16,067  15,925 15,421 14,791   

Heritage/ 
Visitor Centre 

Cornwall Industrial 
Discovery  Centre Pool Kerrier Cornwall    15,668 14,845   

Garden Trewithen  
Grampound 
Road         Carrick Cornwall 15,614 16,820 17,654 17,813 13,671   

Railway Little Western Railway  Newquay Restormel Cornwall  15,500 16,000 18,000    

Farm 
Shire Horse Farm And 
Carriage Museum Treskillard Kerrier Cornwall      15,000 1997 

Museum 
Porthcurno Telegraph 
Museum  Porthcurno Penwith Cornwall   15,000 35,000    

Museum Wayside Folk Museum  Zennor Penwith Cornwall      14,000 1995 
Historic/ 
Archaeological 
Site 

Cornish Mines & 
Engines  Pool Kerrier Cornwall 13,201 13,613 15,111 15,680 14,787   

Castle/Fort Launceston Castle  Launceston 
North 
Cornwall Cornwall 12,983 17,738 19,310 21,312 20,770   

Industrial 
Archaeology Tolgus Tin  Portreath Kerrier Cornwall     12,800   
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ClassClassClassClass    Resource NameResource NameResource NameResource Name    PlacePlacePlacePlace    DistrictDistrictDistrictDistrict    CountyCountyCountyCounty    2005200520052005    2004200420042004    2003200320032003    2002200220022002    2001200120012001    OtherOtherOtherOther    SourceSourceSourceSource    
Historic/ 
Archaeological 
Site 

Chysauster Ancient 
Village  Penzance Penwith Cornwall 12,725 14,082 16,904 17,958 15,872   

Museum Isles Of Scilly Museum  St Mary's 
Isles Of 
Scilly Cornwall 12,000 16,500 16,000 14,000 13,400   

Museum Helston Folk Museum  Helston Kerrier Cornwall    10,000 15,000   
Museum St Ives Museum  St Ives Penwith Cornwall   10,000     
Museum Camborne Museum  Camborne Kerrier Cornwall    10,000 10,000   

Garden 
Caerhays Castle 
Gardens  Gorran Restormel Cornwall 9,696   10,060    

Garden Probus Gardens  Probus Carrick Cornwall    9,200    
Farm The Yarg Cheese Farm  Upton Cross Caradon Cornwall 9,000       

Museum 
Trinity House National 
Lighthouse Centre Penzance Penwith Cornwall      9,000 1999 

Museum 
Mevagissey Folk 
Museum  Mevagissey Restormel Cornwall  8,571 5,449 7,742    

Historic House 
Mount Edgcumbe House 
And Park  Cremyll Caradon Cornwall     8,562   

Factory 
The Pilchard Works, 
Newlyn  Newlyn Penwith Cornwall      8,000 1999 

Garden 
Long Cross Victorian 
Garden  Port Isaac 

North 
Cornwall Cornwall      7,000 1999 

Museum 
Paul Corin's Magnificent 
Music Machines St Keyne Caradon Cornwall      7,000 1996 

Museum Bodmin Town Museum  Bodmin 
North 
Cornwall Cornwall 6,785    8,328   

Museum Padstow Museum  Padstow 
North 
Cornwall Cornwall   6,500 4,405    

Brewery 
St Austell Brewery 
Visitor Centre  St Austell Restormel Cornwall  6,200 6,000  10,000   

Garden 
Burncoose Gardens And 
Nursery  Gwennap Kerrier Cornwall      6,000 2000 

Vineyard Polmassick Vineyard  St Ewe Restormel Cornwall 6,000   6,500 6,000   
Craft Centre Lamorna Pottery  Lamorna Penwith Cornwall     5,200   

Museum Bude-Stratton Museum  Bude 
North 
Cornwall Cornwall  5,144 7,744 5,255 6,878   

Historic House Godolphin House  

Godolphin 
Cross, 
Breage Kerrier Cornwall   5,006  2,769   
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ClassClassClassClass    Resource NameResource NameResource NameResource Name    PlacePlacePlacePlace    DistrictDistrictDistrictDistrict    CountyCountyCountyCounty    2005200520052005    2004200420042004    2003200320032003    2002200220022002    2001200120012001    OtherOtherOtherOther    SourceSourceSourceSource    
Gallery Penwith Galleries  St Ives Penwith Cornwall      5,000 1996 
Heritage/ 
Visitor Centre 

Longstone Heritage 
Centre  St Mary's 

Isles Of 
Scilly Cornwall      5,000 1997 

Museum Old Guildhall Museum  East Looe Caradon Cornwall   4,657 5,387 5,742   

Garden 

Antony Woodland 
Gardens And Woodland 
Walk Torpoint Caradon Cornwall 4,497 4,451 4,987 9,000 7,228   

Museum Lawrence House  Launceston 
North 
Cornwall Cornwall     4,302   

Museum British Cycling Museum  Camelford 
North 
Cornwall Cornwall      4,250 1993 

Museum 

Duke Of Cornwall's Light 
Infantry Regiment 
Museum Bodmin 

North 
Cornwall Cornwall 3,500  4,146 5,362 4,709   

Lighthouse Pendeen Lighthouse  Pendeen Penwith Cornwall      3,500 1997 

Museum 
Perranzabuloe Folk 
Museum  Perranporth Carrick Cornwall 3,000       

Historic House Wesley Cottage  Altarnun 
North 
Cornwall Cornwall      3,000 1997 

Museum 
North Cornwall Museum 
And Gallery Camelford 

North 
Cornwall Cornwall 1,700 2,000 2,000 2,500 2,500   

Factory Delabole Slate Quarry  Delabole 
North 
Cornwall Cornwall 1,180       

Museum 
Copeland China 
Collection  Feock Carrick Cornwall 1,000 800 500 600 750   

Historic House Trevithick Cottage  Penponds Kerrier Cornwall      900 1997 
Historic House Mary Newman's Cottage  Saltash Caradon Cornwall      870 1994 

Garden The Old Mill Herbary  Bodmin 
North 
Cornwall Cornwall   557     

Garden Penjerrick Garden  
Budock 
Water Kerrier Cornwall 410       

Historic House 
Trecarrell Manor Chapel 
And Hall Trebullett 

North 
Cornwall Cornwall      400 1999 

Church/ 
Chapel 

Museum Of Cornish 
Methodism  Carharrack Kerrier Cornwall  230 250 300 330   

Factory 
Fitzgerald Lighting 
Limited  Bodmin 

North 
Cornwall Cornwall      100 1996 

Historic/ 
Archaeological 
Site Ballowall Barrow  

St Just-In-
Penwith Penwith Cornwall        
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ClassClassClassClass    Resource NameResource NameResource NameResource Name    PlacePlacePlacePlace    DistrictDistrictDistrictDistrict    CountyCountyCountyCounty    2005200520052005    2004200420042004    2003200320032003    2002200220022002    2001200120012001    OtherOtherOtherOther    SourceSourceSourceSource    
Historic/ 
Archaeological 
Site 

Bant's Carn Burial 
Chamber And Halangy 
Down Ancient Village St Mary's 

Isles Of 
Scilly Cornwall        

Historic/ 
Archaeological 
Site 

Carn Euny Iron Age 
Courtyard House 
Settlement Sancreed Penwith Cornwall        

Historic/ 
Archaeological 
Site Castle An Dinas  Goss Moor Restormel Cornwall        
Animal 
Collection 

Cornish Birds Of Prey 
Centre  

St Columb 
Major Restormel Cornwall        

Shop/Shoppin
g Centre Cornwall Pearl  

Quintrell 
Downs Restormel Cornwall        

Castle/Fort Cromwell's Castle  Tresco 
Isles Of 
Scilly Cornwall        

Historic/ 
Archaeological 
Site Dupath Well House  Callington Caradon Cornwall        
Theme Park Flambards Experience  Helston Kerrier Cornwall        
Historic/ 
Archaeological 
Site Garrison Walls  St Mary's 

Isles Of 
Scilly Cornwall        

Historic/ 
Archaeological 
Site Halliggye Fogou  Mawgan Kerrier Cornwall        
Historic/ 
Archaeological 
Site Hurlers Stone Circle  Minions Caradon Cornwall        
Historic/ 
Archaeological 
Site 

Innisidgen Lower And 
Upper Burial Chambers St Mary's 

Isles Of 
Scilly Cornwall        

Museum 

Jamaica Inn 
Feat.Daphne Du Maurier  
Smuggling Museum Bolventor 

North 
Cornwall Cornwall        

Craft Centre Kernow Mill  Trerulefoot Caradon Cornwall        

Historic House King Arthur Great Halls  Tintagel 
North 
Cornwall Cornwall        

Castle/Fort King Charles Castle  Tresco 
Isles Of 
Scilly Cornwall        
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ClassClassClassClass    Resource NameResource NameResource NameResource Name    PlacePlacePlacePlace    DistrictDistrictDistrictDistrict    CountyCountyCountyCounty    2005200520052005    2004200420042004    2003200320032003    2002200220022002    2001200120012001    OtherOtherOtherOther    SourceSourceSourceSource    
Historic/ 
Archaeological 
Site King Doniert's Stone  St Cleer Caradon Cornwall        
Historic/ 
Archaeological 
Site Men-An-Tol  Madron Penwith Cornwall        
Historic/ 
Archaeological 
Site 

Merry Maidens Stone 
Circle  Lamorna Penwith Cornwall        

Arts Centre Palms Art & Craft Oasis  Bridge Kerrier Cornwall        
Historic/ 
Archaeological 
Site Penhallam  

Week St 
Mary 

North 
Cornwall Cornwall        

Historic/ 
Archaeological 
Site Perran Round  Perranporth Carrick Cornwall        
Historic/ 
Archaeological 
Site 

Porth Hellick Down 
Burial Chamber St Mary's 

Isles Of 
Scilly Cornwall        

Historic/ 
Archaeological 
Site 

Rocky Valley Maze 
Carvings  Tintagel 

North 
Cornwall Cornwall        

Natural 
Feature Sancreed Beacon  Penzance Penwith Cornwall        
Animal 
Collection 

Shires Family Adventure 
Park  St Issey 

North 
Cornwall Cornwall        

Historic/ 
Archaeological 
Site 

St Breock Downs 
Monolith  Wadebridge 

North 
Cornwall Cornwall        

Castle/Fort St Catherine's Castle  Fowey Restormel Cornwall        
Museum The China Clay Museum  Carthew Restormel Cornwall        
Heritage/ 
Visitor Centre 

The Courtroom 
Experience  Bodmin 

North 
Cornwall Cornwall        

Maze The Maze  St Martin's 
Isles Of 
Scilly Cornwall        

Historic/ 
Archaeological 
Site The Old Blockhouse  Tresco 

Isles Of 
Scilly Cornwall        
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Historic/ 
Archaeological 
Site 

The Waterfall, St 
Nectan's Glen  Trethevy 

North 
Cornwall Cornwall        

Historic/ 
Archaeological 
Site Treffry Viaduct  St Austell Restormel Cornwall        
Historic/ 
Archaeological 
Site 

Tregiffian Burial 
Chamber  St Buryan Penwith Cornwall        

Historic/ 
Archaeological 
Site Trethevy Quoit  St Cleer Caradon Cornwall        
Historic/ 
Archaeological 
Site Trevanion Culver House  Wadebridge 

North 
Cornwall Cornwall        
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APPENDIX APPENDIX APPENDIX APPENDIX 5555    

    
Interview ResponsesInterview ResponsesInterview ResponsesInterview Responses
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AnalysisAnalysisAnalysisAnalysis of Destination Audit interview responses of Destination Audit interview responses of Destination Audit interview responses of Destination Audit interview responses 
 
Type of organisationType of organisationType of organisationType of organisation    
47 organisations with a direct impact upon tourism management were identified.  
 
Of these, all have been contacted to arrange either a face to face or a telephone interview. 
39 have responded, 5 interviews are awaited and 3 are non respondents. 
 
The number of each type of organisation that has responded are as follows: 
 
Type of organisation No. of 

respondents 
Private sector tourism association 21 
Service/training/Information project or organisation 8 
District Councils 6 
Public sector - other 2 
Public sector – tourism 2 

Total 39 
 
An additional two organisations were identified but do not appear to exist. 
 
MembershipMembershipMembershipMembership 
Of the 39 respondent organisations, 30 are known to have a membership. The majority of 
these organisations are private sector tourism associations (although it should be noted that 
the actual membership of 1,786 is likely to be higher as three private sector tourism 
associations did not provide their membership figures). 
 
Type of organisation Total No. of 

respondents 
No. of 

respondents for 
this question 
(and having a 
membership) 

Number of members 

District Council 6 6 0 
Private sector tourism association 21 18 

1 
1,786  
*(1,805) 

Estimated to be 1,995 
for all 21 organisations 

Public sector - other 2 0 0 
Public sector – tourism 2 1 1,600** 
Service/training/Information project 
or organisation 

8  990*** 

Total 39 30 4,376 
(4,395) 

* In addition, 19 of these respondents and / or non respondents are members of the CCTF, 
giving the total shown in brackets 
** Membership of this public sector organisation may duplicated members from other 
organisations  
*** General public/individual memberships not included 
 
The majority of organisations charge an annual member subscription fee with a differential 
scale depending on the size of the businesses or its activities. These vary from £30 to £600. 
Most of the smaller private sector tourism association’s fees are under £100.  
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From the information provided, the following assumptions can be made about annual 
member subscription income: 
 Membership 

Subscription 
Calculation based upon: Total membership 

revenue 
Private Sector 
Tourism Association 

Actual 
subscription  

 
 

 Average £80 

12 respondents with known 
membership subscription 
income 
 
Estimated membership 
subscription for remaining 9 
organisations 
 
Total membership 
subscription for all 21 
organisations:  

(£113,835) 
 
 
 

(£88,480) 
 
 
 

£202,315£202,315£202,315£202,315    

Public Sector - 
tourism 

£80 1600 members £128,000£128,000£128,000£128,000    

  Total Total Total Total     £330,315£330,315£330,315£330,315    
 
The estimated total annual membership subscription fees collected within Cornwall is 
£330,315. 
 
Funding for OrganisationsFunding for OrganisationsFunding for OrganisationsFunding for Organisations    
Funding for activities come from a variety of sources, these are summarised below: 
 

� Private sector tourism association: The majority of funding comes from subscription 
fees. This revenue is supplemented in a small number of cases by: additional 
membership revenue from advertising in the associations publications (3); a previous 
or current Objective One grant for a specific project (2); a generic grant from the 
public sector (3) 

� District Councils: all district councils are funded through public sector monies with 
some previously having (or still) deriving an income from advertising in the district 
tourism guide (used to offset costs of production) 

� Other public sector bodies: central government funding and also Objective One and 
private sector funding in relation to the two public sector tourism organisations 

� Service/training/Information project or organisation: the majority of organisations are 
funded through the public sector 

 
ExpenditureExpenditureExpenditureExpenditure 
Total expenditure on tourism activities for each of the different types of organisation is as 
follows: 
 
Type of organisation Total No. of 

respondents 
No. giving 
financial 
information 

Total 
expenditure 
2006/07 

Of which 
Private 
Sector: 

Of which 
Public 
Sector: 

Private Sector Tourism 
Association 21 12 £1,168,900 £323,300 £823,500 

District Councils 6 6 £2,135,184 £401,715 £1,733,469 

Public Sector - other 2 2 £10,105,000 £0 £10,105,000 

Public Sector - tourism 2 2 £2,174,000 £570,500 £1,603,500 

Service/information/training 
project or organisation 8 6 £1,249,133 £153,630 £1,093,103 

Total 39 28 16,832,217 1,449,145 15,358,572 



 

109 

There are a number of trends evident in expenditure of tourism related activities. These are: 
- There is a real mixture in the trend of expenditure for private sector tourism 

associations, however a slight majority have either stable or increasing funding 
- District Council expenditure for five of the authorities has decreased to the present 

day, with two districts predicting a continuing decline and the remaining three a 
continuation of the current expenditure. This decrease in expenditure relates mainly 
to the loss of their marketing function 

- Other public sector organisations that have a range of functions including tourism 
activities have a stable expenditure in relation to their tourism activities 

- Service, information and training projects or organisations generally have either a 
stable or increasing expenditure 

- Of particular note is that future expenditure for organisations is unpredictable where 
current income includes Objective One funding (5 organisations) 

- A number of the private sector tourism associations indicate that they would like to 
see an increase in their expenditure based upon future grant applications for specific 
projects (for example locally based marketing activities such as physical display 
boards and walk guides) 

    
A breakdown of this expenditure is shown in the following table. 
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  Income (£)  Expenditure (£) 

Name of organisation 

Overall 
budget 
2006/07 on 
Tourism Private Public 

Staff & 
costs Print Websites Promotion TIC 

Private Sector Tourism Association £1,168,900 £345,400 £823,500 £214,145 £203,591 £18,050 £15,230 £0 

District Councils £2,135,184 £401,715 £1,733,469 £517,514 £524,250 £33,820 £180,000 £425,040 

Public Sector - other £10,105,000  £10,105,000 £15,000 £0 £0 £10,000 £0 

Public Sector - tourism £2,174,000 £570,500 £1,603,500 £887,000 £495,000 £0 £686,000 £0 
Service/information/training project or 
organisation £1,249,133 £153,630 £1,093,103 £403,193 £3,608 £271,384 £55,634 £0 

 16,832,217 1,449,145 15,358,572 £2,036,852 £1,226,449 £323,254 £946,864 £425,040 

 
 
 
 
 Expenditure (continued) (£)Expenditure (continued) (£)Expenditure (continued) (£)Expenditure (continued) (£)    

Name of organisation Quality issues Product Dev Museums Amenities Other 
Marketing to people 
outside Cornwall? 

Private Sector Tourism Association £1,750 £772,000 £0 £0 £13,034 £25,525 

District Councils £7,500 £27,003 £203,800 £500 £217,110 £195,808 

Public Sector - other £10,080,000 £0 £0 £0 £0 £0 

Public Sector - tourism £0 £0 £0 £0 £61,666 £1,245,000 

Service/information/training project 
or organisation £339,290 £8,000 £0 £0 £186,473 £52,900 

 £10,428,540 £807,003 £203,800 £500 £478,283 £1,519,233 

 
Note:  
1. District Council - these figures do not include expenditure from other departments that may contribute to tourism. 
2. Product Development – many organisations do give support to product development, but these costs may be included in staff costs (the 
source of the support for product development



 

112 

  
Involvement with other networksInvolvement with other networksInvolvement with other networksInvolvement with other networks 
In relation to member’s connections with other organisations and the range of networks 
they are involved with, a number of general trends are evident from the information 
gathered: 

- Local area tourism associations are generally linked to the local district 
forum/tourism association, CDMO, CCTF and SWT indicating links at a wide range 
of levels (local, county and regional). Good links with district councils are evident 

- A small number of local private tourism associations specifically stated they do not 
have links with VisitCornwall due to their membership being small scale 
accommodation businesses which recognise quality issues but which are not NQAS 
accredited (two organisations) 

- Some private sector tourism associations make specific links with service, 
information and training projects and organisations due to their specialist nature or 
due to joint projects 

- District Councils have links with a wide range of other networks and organisations 
across all geographical areas including local private sector tourism associations, 
county structures and regional structures (eg. SWT, MCTI, Future Footprints) 

- Service, information and training projects and organisations identify that they work 
with individual businesses and are represented on a range of county wide tourism 
networks 

 
Gaps in the touGaps in the touGaps in the touGaps in the tourism product in Cornwall or the regionrism product in Cornwall or the regionrism product in Cornwall or the regionrism product in Cornwall or the region    

Sustainability: 
- Public transport and bus timetabling to access tourism assets (6) 
- Sustainability issues (4) 
- Links of tourism business to local food (2) 

 
Accommodation: 
- Quality hotel (Caradon, Truro and Penwith area) (3) 

 
Attractions/facilities 
- Wet weather facilities (3) 
- Conferencing facilities (Caradon) (2) 
- An all year service across tourism across the county (businesses still close for 

winter) 
- Tired leisure centre (Truro) 
- Tired looking attractions across Cornwall 
- TICs: existing ones loosing funding or closing, no new ones being developed, lack 

of investment 
 

Quality 
- Customer service (2)  
- Overall quality of tourism product (2) 
- Method to quality mark tourism attractions 
- Investment in basic product development improvements (due to lack of finance) 
- A major attraction incorporating environment, history and culture in an iconic 

building 
- A training hotel or virtual hotel academy 
- Qualifications for people working in tourism related businesses 
- Leadership and management skills 
- Support for businesses not in NQAS – they exist and this cannot be ignored. 

Support to help them become NQAS accredited. Need for a way to engage with non 
NQAS tourism businesses 

- Need for a degree course in Tourism at the University 
- A locally based quality team to help drive up quality in local areas 
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Overview and policies 
- Revised policy on quality standards 
- A policy and plan for Visitor Information 
- Ground operators such as boat and land trips (e.g. private boat charters) 

 
Other 

- Business services for tourism sector 
- Direct booking for overseas visitors on one website incorporating attractions and 

accommodation (ie. other than using an operator) 
- Discrepancies in terms of who is responsible for recycling at beaches, beach 

cleanliness etc 
- Marketing professionalism in small businesses 
- A support/advice network for new start tourism businesses 

 
 
Gaps in destination marketing affecting Cornwall Gaps in destination marketing affecting Cornwall Gaps in destination marketing affecting Cornwall Gaps in destination marketing affecting Cornwall     

Overview 
- Need for Cornwall to be promoted much more as an entity. CDMO should 

concentrate on this (Pure Cornwall marketing – a high level attack) (3) 
- Lack of a Cornwall tourism brand, the image of Cornwall is not being sold, not very 

innovative brand being used (3) 
- Out of season marketing (2) 
- Still significant piecemeal activity going on, need for strategy and plan for Cornwall 

marketing (2) 
- Gap in marketing of social, economic and environmental impact of tourism and how 

visitors can help (note. other counties are promoting green and sustainable tourism) 
(2) 

- Co-ordinated policy on Cornwall events 
- Brochure and website policy 
- No proper links between destination marketing and tourism management (ie. 

activities and events being marketed with no idea of their plans)  
- New marketing focus is upon new markets, but need to keep an eye on existing and 

traditional markets 
- Not enough concentration of specialisms (e.g. walking, gardens) 
- Huge variation between in and out of county marketing  showing there is a need for 

greater linkage between local authorities and VC 
- No linkage between Cornwall guide and TICs (TICs have memberships, these may 

not be in the Cornwall guide therefore just because you are a member of the TIC 
this does not mean that you will be in the Cornwall guide) 

- Lack of marketing to repeat visitors (e.g. e-marketing, 65% of visits are repeat 
visits) 

- Need to focus more on the domestic market 
- Lack of marketing of small tourism businesses 
- Gap in marketing of accessible holidays 

 
Guides 
- Loss of local guides (which is negative) (3) 

o Each areas should be left to promote itself under the banner of a CDMO 
Pure Cornwall campaign (2) 

o VC should do overall marketing, but recognise that other players can 
support them 

o Not enough marketing of local (geographical) areas of Cornwall 
- Need a cost effective marketing publication this is affordable (unlike the VC 

brochure which is expensive and excludes smaller / non accredited businesses) (2) 
- Destination marketing by VC concentrates on showcase projects and is missing 

smaller, locally distinctive projects 
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Representation/partnership working 
- Lack of joined up thinking (3) 
- Trade is not properly represented on CCTF 
- Communication with trade is not good enough 
- No bottom up approach 
 

Duplication in destination marketing affecting CornwallDuplication in destination marketing affecting CornwallDuplication in destination marketing affecting CornwallDuplication in destination marketing affecting Cornwall    
Guides 
- Duplication in terms of all the different guides (2) 
- Because VC guide is not taking on board non NQAS accredited businesses, some 

local associations (who have their own quality standards systems) are developing 
their own accommodation guides. The new direction is going to lead to increasing 
duplication  

- Local guides: 
o Regeneration projects have led to duplication (eg. walk guides) 
o Planning, Transportation and Estates / equivalent local authority 

departments produce their own publications 
o AONB access promotion 

- Cornwall Today and Inside Cornwall all duplicate the VC guide 
- One guide for Cornwall has reduced duplication due to reduction in funding 

available for area guides. This situation OK if each area has input into their section 
in the guide – they do not. This is not joined up thinking 

- SWT and VC are not following the Visit guide model (ie. brand clusters). North 
Cornwall guide does follow this model 

- Controversy over brochures comes from mistrust of others not doing a good job and 
job protection 

 
Website 
- Real problem is issue of website host – SWT and VC must sort this out 
- There is duplication in websites, but if effective then it is good to have competition 

and a variety of product messages going out to the consumer 
- Number of websites could be seen as duplications but this is the nature of the web. 

One portal may be useful, but not homogenous information with it 
 

Other 
- No duplication if VC stick to out of county marketing and local associations continue 

to produce leaflets for the local area for residents and visitors  
- Accommodation vacancy systems: eg. Visit System through TIC in Penwith and 

Visit Cornwall system  
- In who owns information/ data (TICs .v. other organisations). TICs cannot afford to 

loose the income associated with the information they hold 
- No linkages between Cornwall Arts Marketing and its work to get Cornwall 

recognised as a Region of Culture and marketing 
- World Heritage Site is not linked into Visit Cornwall 
- In training and business support which is confusing and duplication 
- Too many committees and groups: the different areas are not working together as a 

whole to promote the county 
- There will be duplication if Local Area Forums are introduced. There are already 

effective local associations. 
- Visit Britain and more localised (and specialised) overseas marketing organisations 

do duplicate due to the fact VB have to raise its own funding (this did not happen 
when it was publicly funded) 

- Need for standard template for destinations, accommodation and attractions 
 

Positive comments 
- Yes, but this can be positive and lead to better methods for serving the customer.  
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Plans and priorities for the futurePlans and priorities for the futurePlans and priorities for the futurePlans and priorities for the future    
District Councils 

- To support TIC function and ensure their viability 
- Regeneration and project development that impacts upon tourism 
- Role of tourism staff will shift to destination management, including promotion, 

support and management of events 
- Ensure there is a clear district(s) voice 
- Tourism accommodation and planning policy research 
- E-mail marketing 
- Mainstreaming tourism into economic development function, ensuring everyone 

recognises they can contribute to tourism product 
 

Private Sector Tourism Associations 
Funding 
- Additional / continued funding 
 
Membership 
- Recruiting more members (3) 
 
Local Marketing 
- Development of topic leaflets on the local area for visitors and residents 
- Promote the local area as a special attraction 
- Launch re-vamped website (3) 
- Develop new guide for the local area (2) 
- Develop all year round emphasis 
- Put up physical display boards in the local area showing tourism 

businesses/attractions 
 
Other 
- Withdraw from CCTF 
- Increasing access within the local area 
- Develop links with other organisations 
- Develop ICT functions (2) 
- Support sustainable tourism (product development etc. (2) 
 
Common standards 
- Continued support of NQAS 
- Deliver own inspection scheme 
 
Representation 
- Support the establishment of a fully functioning CDMO 
- Ensure a proper body is established to speak for Cornwall Tourism 
- Work better with other organisations (2) 

 
Public Sector – other 

- Develop a skills and training gateway for Cornish tourism businesses in association 
with CDMO 

- Continue to work with others to meet needs of tourism and hospitality workforce 
 
 

Public Sector – tourism 
- Secure continuation funding 
- Maintain overseas marketing function 
- Develop more niche campaigns 
- Ensure even tighter targeting of responses to enquiries to reduce waste 
- Build relationship marketing 
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Service, training and information projects or organisations 

- More practical on the ground work to support sustainable tourism (product 
development) (2) 

- Continue product development (conservation/wildlife, green tourism) (2) 
- Increased networking and partnership working 
- Secure / increase funding (3) 
- Continue to work towards Cornwall becoming a Region of Culture 
- Continue to support skills and training in tourism workforce 

 
 
Membership of CountyMembership of CountyMembership of CountyMembership of County----wide structureswide structureswide structureswide structures 
Type of organisationType of organisationType of organisationType of organisation    No. of No. of No. of No. of 

respondentsrespondentsrespondentsrespondents    
Member of Member of Member of Member of 
CDMO CDMO CDMO CDMO 
working working working working 
groupgroupgroupgroup    

MMMMember of ember of ember of ember of 
CCTF CCTF CCTF CCTF 
Exec Exec Exec Exec 
CommitteeCommitteeCommitteeCommittee    

Member of Member of Member of Member of 
LATPBLATPBLATPBLATPB    

Member Member Member Member 
of CDMO of CDMO of CDMO of CDMO 
BoardBoardBoardBoard    

District Council 6 3 0 4* 2 
Private sector tourism 
assoc. 

21 7 4 0 3 

Public sector – other 2 1 0 0 0 
Public sector – tourism 2 2 0 0 0 
Service/training/Information 
project/org. 

8 5 0 0 0 

Total 39 18 4 4 5 
*Note: the remaining two respondents were not the Council Tourism Officers 
 
Respondents views of the Cornwall Destination Marketing OrganisationRespondents views of the Cornwall Destination Marketing OrganisationRespondents views of the Cornwall Destination Marketing OrganisationRespondents views of the Cornwall Destination Marketing Organisation    
3 of the 39 respondent organisations were not aware of the CDMO (all three were private 
sector tourism associations). 
 
9 organisations are not directly involved or had not received any information about the 
CDMO and its work/achievements and did not therefore were either not clear about the 
impact or did not wish to comment (private sector organisations and service, training, 
information projects and organisations). 
 
5 of the 39 respondent organisations indicated that they felt the CDMO had achieved very 
little. 
    
Other comments are as follows: 
 
POSITIVE COMMENTS 

 
Private sector tourism association 

General 
- Sustainable tourism has achieved a higher profile (but needs more work and needs 

to be completely joined up) 
- CCC is the only LA with a Local Area Agreement that has tourism with stretch 

targets 
- Training and skills work has improved (attributable to CDMO or TSN?) 
- Working groups are successful 
- Has helped to create one single Cornwall guide 
- Is trying to drive accommodation standards up but is upsetting TICs in the process 
- It has focused upon what tourism is NOT good at which will help the industry move 

forward 
- Has recognised the lack of cohesion at the local level and that this needs to be 

addressed 
- It is beginning to become the voice for tourism in Cornwall 
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- There needs to be a higher level district council representative on the CDMO (e.g. 
Chief Execs.) 

- CDMO has a good and professional external image and reputation (from other 
county DMOs) 

- Has given sustainable practice a higher profile 
 
Working groups/partnership working 
- Quality and training working group which has given a strategic approach and 

direction 
- Bringing all stakeholders together in an active way giving more integration, greater 

communications and wider benefit 
- Strategic and tactical working group works well 
- Better networking 
- Partnership working and communication is beginning 
- Working groups are working well together 

 
Marketing/guide 
- Marketing group responsible for guide has done good job 
- Newquay guide and website produced by VC would not have happened without the 

CDMO 
- Has achieved a lot – single county guide, working groups, focus on quality and skills, 

review of TICs, has got communication going at all levels 
- Reduction in the number of guides which as reduced duplication 
- Successful in its marketing 

 
 
NEGATIVE COMMENTS 
 

Representation and structure and Partnership working 
- Board is dominated by 1 or 2 individuals and is a talking shop 
- Board has not legal identity or authorisation 
- The structure of the CDMO is not representative of where the money or resources 

lay 
- CDMO does not have a clear voice and this voice is not developing 
- Set up / structure does not work, it has not been empowered with resources of 

finance  
- CE does not want district to put money into the structure as this would mean district 

councillors would have to be represented and would give the districts a voice. CCTF 
taking same stance 

- VisitCornwall has to deliver for its paid up members therefore it cannot be the 
delivery agent for CDMO as they have to act in the best interests of their members – 
this would be a conflict 

- CDMO has not yet established a structure that enables a bottom up approach 
(would need to get rid of VC and have greater representation of private sector than 
just CCTF) 

- Districts are being marginalised despite having resources and staff 
- Heritage/arts not represented on CDMO 
- Local Area Forums will not help matters, they will just create another power base 
- CCC Councillors are an obstacle to CDMO as they are taking decisions that do not 

refer back to the knowledge the CDMO can provide (e.g. brown and white signs) 
- CDMO does not have clear aims and objectives 
- CDMO should be built from the bottom up 
- Each district needs to be represented on the CDMO, all have different issues  
- CDMO needs to have better local representation 
- Mistrust about CDMO being the puppet of VC, with some believing CDMO offices 

were located elsewhere to demonstrate independence 
- Are failing to communicate properly 
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- Unsure how SWT/VC/CDMO are linked 
- Private sector representation on CDMO is weakened through CCTF 
- Cornwall Enterprise dominate 
- It does not demonstrate good partnership working 
- Structure and governance arrangements are poor 
- Limited credibility and authority with majority of ordinary tourism providers 
- Major conflicts between constituent parts of CDMO (2) (balance of power between 

CCC and districts, some CCTF members being anti CDMO 
- Local Area Forums – use what is already in existence, LAFs would be too large and 

unmanageable 
- It does not represent the industry 
- CDMO needs to sign more people up to it 
- Community sector is not represented 
- Needs to become the proper voice of the industry 
 
CDMO and local businesses 
- Has caused confusion with local businesses, there is not clear route for how they 

get involved 
- Process is confusing to trade, need to get greater involvement of private sector  
- Poor sensitivity to small businesses 
- Businesses do not understand what the CDMO is or how they can interact with it 

 
Marketing / guide 
- Marketing and management have become disconnected 
- The Cornwall guide does not take into account TIC network 
- VC has 27 members of staff and are getting £1m from CCC but the marketing 

function is still contracted out 
- Advertising in the guide is too expensive (2) 
- It is producing a marketing strategy that is deeply flawed 
- Cornwall guide is expensive and not good value for money 
- It will alienate small operators 
- There are issues regarding the public sector booking systems 
- Providers are bombarded with material from all sorts of organisations leading to 

confusion and loss of confidence 
- CDMO should be taking a clear direction and filling the gap in marketing – out of 

season marketing, new markets such as ‘non family’ visitors, couples, older people 
- New guide is bland with expensive advertising space 
- New guide has lost a large amount of revenue income and advertising for Cornwall  
- Restrictions on who can and cannot advertise 
- CDMO is still below the radar in relation to its external marketing 
 
Quality Standards 
- CDMO concentration on quality / common standards if causing issues for local 

accommodation providers. People do believe in quality, but NQAS is expensive and 
poorly managed. This local association has their own scheme which takes into 
account individualism and not just uniformity 

- TICs are not getting a look in due to their memberships and the fact that they may 
not all be NQAS, Cornwall will regret the loss of TICs in the future. Visitors need 
encouragement to stay in the area their accommodation is and spend locally 

- Duplication will occur as a result of the focus upon NQAS – local association will 
produce their own guide  

- Public money will eventually only go to those businesses which are NQAS 
accredited and the needs and views of small businesses will be overlooked. Small 
accommodation providers are a very large % of the total stock in Cornwall. CDMO 
has tunnel vision and just talk about pushing up quality and prices. They must 
remember smaller businesses have to compete in a worldwide market 

- CDMO only listens to voice of larger hoteliers 
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- NQAS / common standards are an imposition and a top down approach. People do 
believe in quality issues but a one size fits all approach is not right, it is all stick and 
not carrot 

 
General 
- CDMO needs to understand the role districts can have in talking to businesses 
- Has achieved a district council reduction in investment in tourism (2) 
- There is good work going on but this could be in spite of the CDMO 
- CDMO has alienated people 
- What has been achieved is due to its links with CCC, VC and Cornwall Enterprise 
- Links between CDMO and VC are not clear, VC are not managed by CDMO board  
- There are still two databases – VC and district /TIC 
- It openly consulted on having 3 geographical guides and despite feedback 

produced only one – this has led to a loss of confidence in the industry 
- CDMO has resulted in demise of tourism at the district level 
- Has little resources and no staff (but if they did the staff would be employed by 

Cornwall Enterprise and this would give CCC too much power) 
- Has let Strategy in Action pass the industry by 
 

 
Other CommentsOther CommentsOther CommentsOther Comments    

- VC and CDMO do not realise the importance of the TICs 
- Need for better understanding of roles and responsibilities of all players 
- CCTF is not representative of the private sector as it only represents a small 

percentage of this sector 
- The CDMO set up and the Cornwall Guide ignore the needs of smaller businesses 
- CDMO should concentrate on getting people into Cornwall and then leave local 

marketing to local associations 
- CDMO should have a discussion with districts about what they can do 
- Cornwall guide is important but not if just based on 500 businesses 
- Little money has been put into making one the biggest economic contributors 

sustainable 
- CCTF is not the voice of the industry, its structures mean smaller operators can 

easily be out voted by larger ones. It should be about building consensus 
- Tourism is not well represented in Strategy in Action, Cornwall Economic Strategy 
- TICs are in a difficult situation. They have their own local memberships however 

many of these are not accredited accommodations providers. They are supported 
by the District Councils. But where do they come in the CDMO/VC structure now as 
they are supporting non accredited businesses which goes against the common 
standards direction that these organisations are promoting. 

- There is a danger that Cornwall will become too exclusive. There is a need for 
quality and good value at all levels of the market so a generic mix of people can 
access and enjoy what is special about the area 

- Private sector tourism associations have to feed their views to the CDMO through 
CCTF. This is frustrating as CCTF only pass on the views that they agree with. 
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APPENDIX APPENDIX APPENDIX APPENDIX 6666    

    
Business SurveyBusiness SurveyBusiness SurveyBusiness Survey
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Cornwall DestinatiCornwall DestinatiCornwall DestinatiCornwall Destination Audit: Survey of Tourism Businesseson Audit: Survey of Tourism Businesseson Audit: Survey of Tourism Businesseson Audit: Survey of Tourism Businesses    

The tourism business survey was conducted by post and online. The source data was provided by South West Tourism, this provided 
address (email and postal) details for accommodation providers and visitor attractions in Cornwall.  

An online survey was sent to 1708 businesses with an email address. In addition, postal surveys were sent to a further 226 accommodation 
providers and 31 visitor attractions, making a total of 1965 surveys. 521 surveys were returned giving a response rate of 26.51%.  

Responses by District and Business TypeResponses by District and Business TypeResponses by District and Business TypeResponses by District and Business Type    

District/ 
Business 
Type 

Visitor 
Attraction 

B&B/Guesthouse Hotel 
Self-catering 

property 
Static 

caravan/chalet 
Touring 

caravan/camping  
Holiday 
Agency 

Other Total 

  Count % Count % Count % Count % Count % Count % Count % Count % Count % 

Caradon 4 7.0% 24 42.1% 3 5.3% 23 40.4% 0 0.0% 1 1.8% 1 1.8% 1 1.8% 57 10.9% 

Carrick 8 10.1% 21 26.6% 9 11.4% 29 36.7% 0 0.0% 5 6.3% 3 3.8% 4 5.1% 79 15.2% 

Kerrier 2 3.6% 11 20.0% 3 5.5% 30 54.5% 0 0.0% 7 12.7% 1 1.8% 1 1.8% 55 10.6% 

North Cornwall 6 4.8% 31 24.8% 7 5.6% 69 55.2% 0 0.0% 3 2.4% 4 3.2% 5 4.0% 125 24.0% 

Penwith 7 6.9% 42 41.6% 4 4.0% 35 34.7% 3 3.0% 7 6.9% 0 0.0% 3 3.0% 101 19.4% 

Restormel 11 11.3% 42 43.3% 13 13.4% 25 25.8% 1 1.0% 4 4.1% 0 0.0% 1 1.0% 97 18.6% 

Don't know 0 0.0% 3 42.9% 0 0.0% 2 28.6% 0 0.0% 1 14.3% 1 14.3% 0 0.0% 7 1.3% 

Total 38 7.3% 174 33.4% 39 7.5% 213 40.9% 4 0.8% 28 5.4% 10 1.9% 15 2.9% 521 100.0% 

 

Staff numbers at peak season by business typeStaff numbers at peak season by business typeStaff numbers at peak season by business typeStaff numbers at peak season by business type    

Permanent Full Time Permanent Part Time Seasonal Full Time Seasonal Part Time Totals 
Business Type/ 

employee numbers Total % Average Total % Average Total % Average Total % Average 
Average 

No. of Staff 

Visitor Attraction 842 50.0 24.1 228.5 13.6 6.2 274 16.3 4.0 341 20.2 9.5 43.7 

B&B/Guesthouse 141 45.4 1.0 58 18.7 0.4 26 8.4 0.1 85.25 27.5 0.6 2.1 

Hotel 546 57.1 16.1 201 21.0 5.7 85 8.9 6.0 124 13.0 3.6 31.5 

Self-catering property 174 26.3 1.1 195 29.5 1.1 55 8.3 0.6 237 35.9 1.4 4.3 

Static caravan/chalet 5 17.9 1.7 4 14.3 1.3 0 0.0 3.7 19 67.9 4.8 11.4 

Touring 
caravan/camping  

86 35.2 3.4 18 7.4 0.7 89 36.5 0.8 51 20.9 2.0 6.9 

Holiday Agency 33 67.3 4.1 12 24.5 1.2 0 0.0 3.3 4 8.2 0.5 9.1 

Other  142 59.9 10.9 78 32.9 6.0 9 3.8 2.8 8 3.4 0.6 20.3 

Cornwall Total/Avg 1969 47.2 4.8 794.5 19.0 1.8 538 12.9 1.3 869.25 20.8 2.0 9.9 
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PerformancePerformancePerformancePerformance    

Changes in the Volume of BusinessChanges in the Volume of BusinessChanges in the Volume of BusinessChanges in the Volume of Business    

How Has the Volume of Business Changed over the last Five YearsHow Has the Volume of Business Changed over the last Five YearsHow Has the Volume of Business Changed over the last Five YearsHow Has the Volume of Business Changed over the last Five Years (by district) (by district) (by district) (by district)???? 

 
District 

Increased by 
more than 

10% 

Increased 
slightly 

Stayed 
about 
the 

same 

Decreased 
slightly  

Decreased 
by more 

than 10% 

Don't 
know 

Caradon 39.6% 25.0% 12.5% 4.2% 4.2% 14.6% 

Carrick 42.4% 30.3% 13.6% 4.5% 1.5% 7.6% 

Kerrier 35.7% 16.7% 16.7% 7.1% 11.9% 11.9% 

North Cornwall 41.8% 27.6% 15.3% 5.1% 2.0% 8.2% 

Penwith 45.6% 25.3% 16.5% 0.0% 1.3% 11.4% 

Restormel 49.4% 12.3% 19.8% 8.6% 2.5% 7.4% 

Don't know 20.0% 20.0% 20.0% 0.0% 0.0% 40.0% 

Cornwall total/avg 43.0% 23.2% 16.0% 4.8% 3.1% 10.0% 

How Has the Volume of Business Changed over the last Five YearsHow Has the Volume of Business Changed over the last Five YearsHow Has the Volume of Business Changed over the last Five YearsHow Has the Volume of Business Changed over the last Five Years (by business type) (by business type) (by business type) (by business type)???? 

Business Type 
Increased by 

more than 
10% 

Increased 
slightly 

Stayed 
about 
the 

same 

Decreased 
slightly  

Decreased 
by more 

than 10% 

Don't 
know 

Visitor Attraction 40.0% 28.6% 11.4% 11.4% 5.7% 2.9% 

B&B/Guesthouse 43.3% 23.9% 14.2% 3.0% 0.7% 14.9% 

Hotel 53.6% 7.1% 14.3% 3.6% 7.1% 14.3% 

Self-catering 
property 

37.6% 27.0% 19.1% 6.2% 2.2% 7.9% 

Static caravan/chalet 50.0% 25.0% 25.0% 0.0% 0.0% 0.0% 

Touring 
caravan/camping  

57.1% 19.0% 9.5% 0.0% 14.3% 0.0% 

Holiday Agency 87.5% 0.0% 12.5% 0.0% 0.0% 0.0% 

Other 45.5% 0.0% 18.2% 0.0% 9.1% 27.3% 

Cornwall total/avg 43.0% 23.2% 16.0% 4.8% 3.1% 10.0% 

 

Primary Business SeasonsPrimary Business SeasonsPrimary Business SeasonsPrimary Business Seasons    

Estimated annual business volume by quarter (districts)Estimated annual business volume by quarter (districts)Estimated annual business volume by quarter (districts)Estimated annual business volume by quarter (districts)    

Jan - 
Mar 

Apr - 
Jun 

Jul - 
Sept 

Oct - 
Dec District 

% % % % 

Caradon 6.8 24.9 56.6 11.8 

Carrick 8.6 27.3 53.2 10.9 

Kerrier 6.9 24.7 57.0 11.4 

North Cornwall 7.3 26.0 54.8 11.8 

Penwith 6.3 25.9 58.1 9.8 

Restormel 6.4 27.3 56.5 9.8 

Don't know 3.5 20.0 59.5 17.0 

Cornwall Average 7.0 26.2 56.0 10.8 
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Estimated annual business volume by Estimated annual business volume by Estimated annual business volume by Estimated annual business volume by quarter (business type)quarter (business type)quarter (business type)quarter (business type)    

Jan - 
Mar 

Apr - 
Jun 

Jul - 
Sept 

Oct - 
Dec Business Type 

  % % % % 

Visitor Attraction 8.8 33.6 47.8 9.8 

B&B/Guesthouse 7.6 26.6 55.3 10.4 

Hotel 10.4 28.0 46.3 15.3 

Self-catering property 6.4 23.8 58.1 11.7 

Static caravan/chalet 0.0 30.0 62.5 7.5 
Touring 
caravan/camping  1.4 24.6 71.0 3.0 

Holiday Agency 4.7 22.7 61.7 11.0 

Other  8.7 30.8 49.5 11.0 

Cornwall Average 7.0 26.2 56.0 10.8 
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Months of the year companies would like to see increased business (districts)Months of the year companies would like to see increased business (districts)Months of the year companies would like to see increased business (districts)Months of the year companies would like to see increased business (districts)    

 

Months of the year companies would like to see increased business (business types)Months of the year companies would like to see increased business (business types)Months of the year companies would like to see increased business (business types)Months of the year companies would like to see increased business (business types)    

January February March April May June July August September October November December None 
District 

no. of 
responses % % % % % % % % % % % % % 

Visitor Attraction 35 57.1 51.4 51.4 48.6 60.0 62.9 25.7 20.0 51.4 71.4 60.0 60.0 2.9 

B&B/Guesthouse 134 34.3 51.5 66.4 48.5 28.4 14.9 4.5 3.0 9.7 36.6 57.5 36.6 6.7 

Hotel 28 57.1 67.9 64.3 53.6 42.9 25.0 10.7 7.1 17.9 42.9 57.1 60.7 3.6 

Self-catering 
property 177 43.5 53.7 63.8 49.2 37.3 23.7 5.6 2.8 12.4 45.2 59.3 41.8 1.1 

Static 
caravan/chalet 4 25.0 0.0 0.0 100.0 100.0 25.0 0.0 0.0 0.0 100.0 0.0 25.0 0.0 

Touring 
caravan/camping  21 9.5 9.5 9.5 61.9 71.4 52.4 9.5 4.8 47.6 47.6 14.3 14.3 0.0 

Holiday Agency 8 12.5 12.5 75.0 100.0 75.0 50.0 0.0 0.0 37.5 37.5 12.5 25.0 0.0 

Other  10 70.0 70.0 80.0 70.0 70.0 50.0 50.0 50.0 30.0 60.0 70.0 60.0 0.0 

Cornwall Total 417 40.8 50.6 60.9 51.8 40.5 26.9 8.4 5.8 17.7 45.3 55.2 41.5 3.1 

 
 
 

January February March April May June July August September October November December None 
District no. of 

responses % % % % % % % % % % % % % 

Caradon 48 47.9 54.2 77.1 72.9 45.8 29.2 8.3 6.3 29.2 52.1 58.3 50.0 0.0 

Carrick 66 39.4 51.5 48.5 45.5 34.8 25.8 10.6 7.6 18.2 42.4 59.1 45.5 3.0 

Kerrier 42 45.2 52.4 61.9 50.0 33.3 26.2 11.9 9.5 16.7 40.5 59.5 47.6 4.8 

North Cornwall 97 44.3 51.5 59.8 44.3 39.2 24.7 6.2 5.2 13.4 40.2 44.3 39.2 3.1 

Penwith 78 35.9 44.9 56.4 53.8 46.2 32.1 7.7 3.8 16.7 50.0 55.1 39.7 3.8 

Restormel 81 38.3 53.1 67.9 53.1 42.0 25.9 8.6 4.9 18.5 49.4 60.5 37.0 1.2 

Don't know 5 0.0 20.0 40.0 40.0 40.0 0.0 0.0 0.0 0.0 20.0 60.0 0.0 40.0 

Cornwall Total 417 40.8 50.6 60.9 51.8 40.5 26.9 8.4 5.8 17.7 45.3 55.2 41.5 3.1 



 

   125

InvestmentInvestmentInvestmentInvestment    

Capital investment in respondent’s bCapital investment in respondent’s bCapital investment in respondent’s bCapital investment in respondent’s businesses in the last three years (since 2004) usinesses in the last three years (since 2004) usinesses in the last three years (since 2004) usinesses in the last three years (since 2004) 
excluding maintenance excluding maintenance excluding maintenance excluding maintenance     

Invested in last 3yrs 
Business Type 

Yes (%) No (%) 
Total Investment Avg/business 

Visitor Attraction 80.0 20.0  £ 25,355,053.00   £   1,207,383.48  

B&B/Guesthouse 64.9 35.1  £  3,386,919.00   £       47,703.08  

Hotel 71.4 28.6  £  8,035,757.29   £     472,691.61  

Self-catering property 67.4 32.6  £ 16,109,104.00   £     160,291.04  

Static caravan/chalet 66.7 33.3  £     204,000.00   £     102,000.00  

Touring caravan/camping  85.0 15.0  £  2,115,000.00   £     176,250.00  

Holiday Agency 87.5 12.5  £     434,000.00   £       86,800.00  

Other  72.7 27.3  £  1,265,000.00   £     180,714.29  

Cornwall Total 69.3 30.7  £ 56,904,833.29   £     241,807.80  

Expected capital investment iExpected capital investment iExpected capital investment iExpected capital investment in respondent’s businesses in the next three years (since n respondent’s businesses in the next three years (since n respondent’s businesses in the next three years (since n respondent’s businesses in the next three years (since 
2004) excluding maintenance 2004) excluding maintenance 2004) excluding maintenance 2004) excluding maintenance     

Plan to invest in next 
3yrs Business Type 

Yes (%) No (%) 

Total Investment Avg/business 

Visitor Attraction 61.3 38.7  £ 12,105,000.00   £     931,153.85  

B&B/Guesthouse 37.3 62.7  £  1,145,500.00   £       26,639.53  

Hotel 85.7 14.3  £  5,075,000.00   £     390,384.62  

Self-catering property 46.8 53.2  £ 22,520,540.00   £     381,704.07  

Static caravan/chalet 75.0 25.0  £     200,000.00   £     200,000.00  

Touring caravan/camping  73.7 26.3  £  1,360,000.00   £     136,000.00  

Holiday Agency 37.5 62.5  £       57,500.00   £       19,166.67  

Other  36.4 63.6  £     535,000.00   £     178,333.33  

Cornwall Total 48.8 51.3  £ 42,998,540.00   £     296,541.66  

    

OperOperOperOperationationationation    

Marketing and trainingMarketing and trainingMarketing and trainingMarketing and training    

Marketing allowances and distribution of marketing spendMarketing allowances and distribution of marketing spendMarketing allowances and distribution of marketing spendMarketing allowances and distribution of marketing spend    

Avg % of 
turnover 
spent on 
marketing 

Paid for 
advertising 

space  

Guide and 
leaflet 

production 
Website 

Other 
marketing Business type 

% % % % % 

Visitor Attraction 11 27.1 49.4 10.1 13.4 

B&B/Guesthouse 7 35.0 15.6 37.0 12.5 
Hotel 7 23.9 20.0 38.3 17.9 

Self-catering property 9 38.1 12.6 39.7 9.6 

Static caravan/chalet 7 56.7 15.0 28.3 0.0 

Touring caravan/camping  6 32.3 25.0 39.2 3.5 

Holiday Agency 25 38.1 29.7 20.7 11.5 

Other  5 40.0 35.0 18.8 6.3 

Cornwall Total 9 35.3 18.5 35.2 10.9 
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Proportion of marketing budget used to attract visitors already on holiday in Cornwall or Proportion of marketing budget used to attract visitors already on holiday in Cornwall or Proportion of marketing budget used to attract visitors already on holiday in Cornwall or Proportion of marketing budget used to attract visitors already on holiday in Cornwall or 
Visitors still planning their trip to CornwallVisitors still planning their trip to CornwallVisitors still planning their trip to CornwallVisitors still planning their trip to Cornwall    

Visitors 
already in 
Cornwall 

Visitors still 
planning their 

trip 
Business type 

Avg % Avg % 

Visitor Attraction 76.2 23.8 

B&B/Guesthouse 12.6 87.4 

Hotel 12.2 87.8 

Self-catering property 5.1 94.9 

Static caravan/chalet 20.0 80.0 
Touring 
caravan/camping  5.3 94.7 

Holiday Agency 3.6 96.4 

Other (please specify) 40.6 59.4 

Cornwall Total 15.0 85.0 

Proportion of turnover spent on training and business adviceProportion of turnover spent on training and business adviceProportion of turnover spent on training and business adviceProportion of turnover spent on training and business advice    

Business Type 
Avg % turnover 

for training & 
business advice 

B&B/Guesthouse 1.4 

Holiday Agency 1.9 

Hotel 2.1 

Other (please specify) 1.7 

Self-catering property 1.2 

Static caravan/chalet 6.7 

Touring caravan/camping  1.5 

Visitor Attraction 3.1 

Cornwall Total 1.6 

 

Tourism ServicesTourism ServicesTourism ServicesTourism Services    

How important are these tourism services to your business?How important are these tourism services to your business?How important are these tourism services to your business?How important are these tourism services to your business?    

Importance of tourism services Essential 
Very 

Important 
Quite 

Important 
Not 

Important 

Unsure/ 
don't 
know 

Marketing the South West as a destination 31.5% 30.4% 27.2% 8.5% 2.4% 

Marketing Cornwall as a destination 65.9% 25.6% 6.1% 1.3% 1.1% 

Marketing your local area as a destination 60.5% 25.3% 9.9% 2.4% 1.9% 

Protecting and enhancing towns and 
countryside 

41.6% 37.1% 15.5% 2.7% 3.2% 

Increasing sustainable tourism 25.5% 24.0% 15.0% 4.2% 3.3% 

Tourist Information Centres 31.2% 28.5% 26.7% 12.0% 1.6% 

Events 13.3% 28.5% 39.5% 15.5% 3.2% 

Research 11.2% 25.6% 37.9% 16.0% 9.3% 

Business support/training 8.5% 17.6% 40.0% 27.2% 6.7% 

Initiatives to increase tourism industry 
quality 

26.7% 27.7% 29.9% 10.4% 5.3% 
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How well are these services delivered by the public sector and other organisations?How well are these services delivered by the public sector and other organisations?How well are these services delivered by the public sector and other organisations?How well are these services delivered by the public sector and other organisations?    

Importance of tourism services Excellent Good Satisfactory Poor 
Unsure/ 

don't 
know 

Marketing the South West as a 
destination 5.6% 37.6% 32.3% 11.7% 12.8% 

Marketing Cornwall as a destination 9.3% 43.7% 26.9% 12.5% 7.5% 

Marketing your local area as a destination 5.3% 24.8% 31.7% 28.8% 9.3% 

Protecting and enhancing towns and 
countryside 1.1% 16.8% 45.6% 21.9% 14.7% 

Increasing sustainable tourism 2.9% 18.9% 40.5% 18.7% 18.9% 

Tourist Information Centres 9.6% 29.6% 36.8% 17.6% 6.4% 

Events 2.4% 20.9% 47.9% 11.8% 17.1% 

Research 0.5% 9.1% 39.2% 14.4% 36.8% 

Business support/training 1.6% 17.9% 42.1% 11.5% 26.9% 

Initiatives to increase tourism industry 
quality 1.9% 21.3% 37.1% 17.9% 21.9% 
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How and why has the pattern of seasonality changedHow and why has the pattern of seasonality changedHow and why has the pattern of seasonality changedHow and why has the pattern of seasonality changed    

Question 5 and 6: Comments by business typQuestion 5 and 6: Comments by business typQuestion 5 and 6: Comments by business typQuestion 5 and 6: Comments by business typeeee    

Visitor Attractions 

ID 

Q5 Visitor Attractions: How has the Pattern of seasonality changed in the 
last five years? 

Q6: If there have been changes in the seasonal pattern of business, what 
are the main reasons? 

1 
The above figures are an average over the last few years. We have seen a huge 
increase in the 3rd quarter of this year but a fall in the 1st. 

 

2 100% increase in trade in winter months  locally targeted winter programme 

3 

a)more wet weather visitors due to 240k invested on all weather play barn 
(includes 60k from Obj1)  b)Now see less school age children during term time 
due to Blair’s rules! (except school groups)  c)Now opening more during winter 
season ,so open all weekends and all school holidays   

see above (6) 

4 Better 'Shoulder' months Distribution and awareness 

5 Extended from being solely summer into winter. All year round attractions, esp. Eden. 

6 Greater concentration of business during school holidays. Policy to discourage families from taking holidays during term time. 

7 
Increase in shoulder periods and half terms.  Still have problems with June. Increased awareness of Cornwall.   Increase in short break market.  Fear of 

some UK residents travelling abroad. 

8 

increased winter business due to extended opening During 2006 msy June Sept & Oct were very poor for family attractions due to 
government policy reducing children being allowed to take holidays during the 
school term. 

9 
More people wish to visit in our closed season June - Sexton private or 
organised group visits. 

Our advertising is working 

10 
No real change but have managed to increase visitor numbers in winter by 
offering more events  in those months 

some difference occur when Easter falls in March  and wet weather plays an 
important part in visitor numbers because we are an outdoor attraction 

11 shoulder season has increased income but not in visitor numbers older visitors with more disposable income 

12 
Since the addition of our new indoor play centre the JungleBarn our season has 
extended considerably. On the shoulder season we have a lot more local 
visitors. 

The addition of the JungleBarn is the main reason for our changes. 

13 

Slightly better earlier and later in the season  2006 saw declining June & July Weather plays large part in our business.  Children not coming out of school 
for holidays out of term time.  Pre-school child age families taking advantage 
of September breaks  Short breaks have assisted winter business  Better 
penetration of local market for off-peak periods 

14 stats not avail  

15 
Summer figures have declined slightly, but first quarter have risen  Increased profile with local population has increased out-of-season visits: lack 

of profile/inaccurate information in tourism publications has hindered peak 
visitors.   

16 The last few years from 2002 -2005 dropped  2006 increased considerably  We dropped entrance charges and made it 'donations only' 

17 
The pattern has changed for us since we invested in a new indoor play area the 
JungleBarn 

JungleBarn 
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18 
The pattern is changing slowly as the impact of changing School holiday 
entitlements across the country are put in place and it is harder to take children 
out of school for holidays. 

School terms changing 

19 

We are attracting more individual day visitors throughout the year as more 
people are using the visitor centre to buy take home beers, wines and spirits.    
We have witnessed a large increase in group tours from French students during 
Spring and Summer term - as they say Eden is now too expensive for them. 

The Visitor Centre relaunched in March 06 with interactive museum and a 
bigger shop and bar. This has increased trade by over 40% in 2006 

20 

We get significantly more business in the winter. We are part of CATA and have stayed open throughout the year.  The more 
attractions that are open and advertising in our winter brochure the more 
visitors we get. 

21 
While there has been a year on year increase in visitor numbers since 2002, the 
pattern of seasonality has not changed significantly. 

Not applicable 

 Total Answers: 35  

 Total Comments 21  

 No Change: 14 (40% of those who answered)  

 Did Not Answer: 3 (7.9% of Visitor Attractions)  

 

B&B Guesthouses 

ID 

Q5 B&B Guesthouse: How has the Pattern of seasonality changed in the 
last five years? 

Q6: If there have been changes in the seasonal pattern of business, what 
are the main reasons? 

1       Slowly  went down  hill, it  has picked  up  this year             I think there has been too many small b/b but now with new rules 
coming out, some are closing. All b/b should have the same rules 

2   Season is getting longer   More people want to get away for short breaks 

3 A steady growth in the out of season periods. A growth in Low Season due to local marketing initiatives. 

4 Above figures (Q5) are based on 2005 occupancy when we experienced a very 
slow start to the season with Apr-Jun figures low. In 2006, (a better year) we 
were running 22% up for Apr-Jun vs prior year. Shoulder seasons, particularly 
Sept-October have definitely strengthened over the last 5 yrs.  

More active retired people taking short breaks and choosing to avoid the peak 
periods.  Internet has made spontaneous plans more realisable with instant 
access to information and availability online.  Eden Project promoting itself as 
an all year round attraction i.e. different seasonal appeal Internet has 
expanded opportunity for tactical marketing of last minute availability to both 
mass and niche markets.  Many families tending to take main holiday abroad 
but having top up domestic short breaks in half term (i.e. shoulder season).   
Local initiatives such as Taste South East Cornwall Food Festival 
endeavouring to stimulate out of season business. 

5 As this is our first year in business we are unable to answer many of the 
questions in this survey 

 

6 Bookings have reduced from October through end Feb.   The Eden Project which gave an 'unseasonal' boost has levelled out since its 
peak in 2001/2.  This for us has reduced the number of out of season visitors - 
we don't take children so our most popular summer months are not July and 
August!   

7 Despite lots of efforts, no substantial change  
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8 Difficult to tell following Boscastle flood & following repairs.   We also are new so 
have no reliable records. 

See above comment 

9 Don’t know Don’t know 

10 Don’t know Don’t know 

11 Don’t know I have however noticed that Falmouth is now busy most of the year due to the 
university and maritime museum and cruise holidays. 

12 Don’t know n/a 

13 Don’t know  

14 First year of business  

15 goes on later - November is now the equivalent of October five years ago Guests are coming for specific interests such as gardens, Eden, sheep and 
gun dog trials, research into family trees, walking etc. 

16 Have been trading for two years  only  

17 Held up better early spring and late autumn People taking more and shorter breaks outside school holidays. 

18 I now seem to get less in the winter months Who knows? 

19 I would say the season has extended over the last three years We took over a failing business so this could just be a result of word of mouth 
and putting guest house on the map 

20 Increase in the early and late season. Better advertising and personal recommendations. 

21 Increase seen in April, May, Sept and Oct figures No immediately obvious reasons - would guess that one reason is the 
increase in spending for 'Early' retirees who wish to take holidays outside 
school hols - especially for walking and visiting gardens 

22 Increased business in Oct - Dec, Jan - Mar More advertising showing open all year round and offer seasonal breaks / 
packages 

23 increased slightly year on  

24 Increasing business Jan-Feb and Oct-Nov We were newly trading in 2002.  Returning guests, some word of mouth, 
detailed record of comments on our web-site, all added to the fact that there is 
a limited amount of B&B accommodation open at these times 

25 It is quieter than it used to be One of the problems is the fuss about not taking children away from school.  
We used to be much, much busier in June.  But of course there are now many 
cheap flights for couples to hop on a plane and go abroad. 

26 July/August still remain the peak months. There has been no real change the 
only significant change has been the way in which customers find us. When we 
first started in 2000 the vast majority of business came from casual guests who 
came off the road. Today virtually all people come as a result of the internet 

 

27 Less people booking or staying during the first four months of the year now Unknown? 

28 little change...maybe a few more march and October Eden open all year, people wanting breaks off season 

29 Little real change depends when Easter falls.  However this year the season has 
gone on well into October. 

I would be interested to know! 

30 Low season visitor numbers increasing Eden Project  My marketing 

31 More all the year around visitors Weather 
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32 More all year round trading more shops, attractions restaurant etc staying open or longer 

33 More busy in the winter months with business people and workmen. Also the 
holiday season is a little longer 

More business in the area. Especially the Universities & building work.  Also I 
think people are getting away more for short breaks all year round. The 
parents of uni kids use it as an excuse to come down for mini breaks to visit or 
collect at end/beginning of term 

34 More guests are coming at least twice during the year. Many love the winter with 
strong winds and rough seas. They only come for the weekend which means that 
we can fill up for most week ends during the winter months. We do tend to 
struggle during the week running up to the August Bank Holiday this is getting 
worse. There is very little 'on the knocker' business, most book via the Internet. I 
occupy probably the best site in Town for casual trade. 

Young graduates working in the cities are forced to take their holidays in short 
3 to 4 day breaks the fortnight off comes with a family in the eyes of many 
employers. The Internet gives everybody instant access to an instant short 
break which can be at any time of the year. The printed guide seems to be 
popular with older people and families looking for cheaper accommodation. I 
used to send out 200 enquiries a year last year 35 but it was our best year 
ever. I have been in this business for 30 plus years. 

35 More people are taking short breaks during the off peak season. Press and advertising. 

36 more people taking late short break bookings rather than booking the same two 
weeks from one year to the next  

internet bookings / easier travel i.e. flying 

37 More people taking out of season breaks milder autumns 

38 More short stays throughout the year More people take short holidays in this country 

39 more visitors in October I think the weather conditions 

40 More visitors in October than  May  

41 More in late spring / early summer internet booked long weekends 

42 MUCH LESS WINTER TRADE LACK OF CONTRACT LABOUR AT FALMOUTH DOCKS 

43 Much more off-peak in May and June.   We are not open from November - 
February - but there is also much business there if we were. 

Visitors tend to regard Cornwall as not the main holiday destination for the 
summer and so flexibly come in spring or autumn. Eden project has had a big 
effect, and Rosamund Pilcher. 

44 new business - first year n/a 

45 new owners 1/3/06 can't comment 

46 No pattern to it! We have only been operating since 2004 and this was our first 
year with ETC grading (4*. 

 

47 not been open long enough to comment  

48 not really seasonal change more that bookings have a much shorter lead time 
and therefore are more responsive to external factors - good/bad weather - rail 
disputes - road works - press coverage 

 

49 Noticed that there are a lot more enquiries for Feb and March when we are 
closed. 

70% increase in bookings for 2006 - due to choosing better websites on which 
to advertise. 

50 now tends to be a longer season  

51 only been in the business for 2 years  

52 Only been open 3 years  Have not seen any change in that time See above 

53 Only been operating 3 years more one nighters last year  
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54 Only in the business for two years.    This Sept only took 50% of what we took 
last Sept.    1st Week in July totally empty. May be due to World Cup.? 

World Cup. 

55 Only took over the business in 2005 - have seen no change over last two 
seasons - other than less self catering this autumn/winter 

Not applicable 

56 People now are taking shorter breaks and are more careful money wise. Economic climate and cheaper holiday packages abroad. 

57 Previously busy in September not this year. don’t know 

58 Probably a little more trade during February/March and October/November. Eden Project an all weather destination for visitors.  Also a lot of my business 
is repeat business or recommendations.  People come for a holiday and then 
come again later in the year or next spring for a short break.   

59 Season extended more out of season short breaks. Still bulk in summer months 
though 

More paid holidays, so more leisure time. More disposable income. Better 
profile for Cornwall post foot and mouth. Focus in Cornwall of events staged 
out of season. 

60 Season has become longer, demand means we now operate until the end of 
October.    season is slow to start but we still open at the beginning of March to 
satisfy demand 

We are in a very specific market, dog owners. Our regular guests (over 60% of 
our business) seem to want to avoid the peak season and thus come earlier or 
later in the year. 

61 Season has extended Improved premises and advertising 

62 Season has extended beyond the school holidays.  October now become a 
popular month.  Still struggling to make the business viable between November 
and March.  Xmas and New Year also popular times to visit. 

Some schools have a two week October half term.  Weather in October can be 
really good.  Increasing number of people who want to visit when it is quiet.  
Many people want to holiday with their dogs when the dog ban is lifted. The 
length of the dog ban is actually counting against us.  

63 Season has extended. Busier now in March/April and Oct/Nov - not so busy at 
peak times - July/August 

Weather - warm springs and autumn. people go abroad for main holiday come 
to Cornwall for short breaks 

64 Season has lengthened  

65 Season now runs until Christmas, January, February, March quietest months. Padstow staying open, shops and restaurants open all year round. 

66 Slight change to latter part of year More mature people and overseas visitors coming outside peak holiday times 

67 Slightly higher in the first quarter 2006 but other quarters show no real change. Two visitors who came regularly at the start of 2006 came because of a family 
commitment in this area. 

68 slightly longer season short breaks 

69 Slightly more business in the off peak times, mainly in the autumn period. Weather? Could be that people use up holidays left. Coming to the area for a 
long weekend. 

70 started trading June 05  

71 Summer seasonality rules and we are too far away from major conurbations to 
attract significant weekend break business. We are also competing against 
cheap air flights which render a weekend break in for example Prague a 
cheaper, more accessible and in many ways better option. 

What we must work towards is to make Cornwall better value for money and 
easier to get to. 

72 The high season has expanded backward and forward.  May to October 
accounts for 76% of our annual turnover. 

More overseas visitors, some of which prefer a quitter time with less tourists 
around. 
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73 The season are definitively longer and October is almost as good as June and so 
was March 2006.  From May to end of September you know you're going to be 
almost full all the time but the length of the season show a very important 
increase. All the research we've made through our costumers show that it will 
increase even more with time.  

People tend to take more and more short breaks (2 to 4 days) and west 
Cornwall is a very fashionable destination at the moment. The very mild 
Autumn we had boost the tourism as well 

74 The season has got longer from Feb half term to end of Oct. Better weather, the Eden project 

75 The season is extending more into the Autumn and from Easter onwards. We aim at surfers/kitesurfers etc who have more suitable conditions for 
practising the sports outside of the high season 

76 This has been our first year None 

77 Unable to comment as we have only been in this business fir 2 1/2 years  

78 Unsure  

79 Visitors come every month of the year but far more in the summer. Eden 

80 We are a new business and this has been our 2nd season. We where busier last 
October/December than this year  

We don’t know, not enough indoor attractions in the spring/autumn  

81 We are a new business from Dec 2004 so no patterns to compare  

82 We are busier than we expected in April and October.  

83 We have been at the Tremont for 3.4 yrs; summer is always busy, but finding Oct 
and Nov improving with both holiday and workmen. 

Changes could be due to increased promotion for Cornwall, international 
incidents e.g. terrorism so people don't want to fly, environmental - support 
your own country and reduce emissions from not flying etc.   

84 we have just taken over the business  

85 We have only been doing B and B for less than three years so difficult to detect 
trends but the first year we have no winter business and last spring we were 
busier. 

Gradually building up a client base for recommendations 

86 We have only been trading for 3 years, but have found no real change n/a 

87 We have only been trading for one season, so cannot answer this See 6. above 

88 WE HAVE ONLY BEEN TRADING OURSELVES FOR TWO SEASONS SO IT 
IS VERY HARD TO JUDGE 

 

89 We have only run a B & b for the last four seasons but last season was the best. We live near the Eden Project which is good for our area 

90 we only took over in august 06 , so cant say as above 

91 We run our business from apr-sep inc, however, should we choose to run 
throughout the year, we would suggest that since 2002 we would have grown 
business in shoulder periods i.e. seasonality has extended away from peak 
summer periods 

greater working flexibility; increase in short breaks; better transport links, 
notably cheap flights; improved attractions - Eden, maritime museum; 
expansion of surfing culture 

92 We started the business in 2006 so have no previous experience to draw on. People are coming to N Cornwall for many reasons other than just holidays. 

 Total Answers: 133   

 Comments: 92  

  No Change: 41 (30.82% of those who answered)   

  Did Not Answer: 41 (23.56% of B&B/Guesthouses)    
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Hotels 

ID Q5 Hotel: How has the Pattern of seasonality changed in the last five 
years? 

Q6: If there have been changes in the seasonal pattern of business, what 
are the main reasons? 

1 Difficult to comment as we have only been in ownership of this business since 
1st September 2006 

As above but unlike the previous owner we will be open all year 

2 Increased shoulder/ low season rate Cornwall being more in vogue  Eden  Maritime Museum  Positive PR    
Negative PR of overseas travel 

3 It seems to be a real struggle to get any bookings at all especially for August 
which always used to be a very busy easy to fill month. 

I'm not sure, but people don't seem to want to spend their money. Plus with so 
many cheap flights available for travel I think a lot of people go abroad. 

4 less two week holidays in peak season ,more short breaks increasingly away 
from peak periods 

people are less likely to have one main two week holiday a year instead a 
week here a week there with a few short breaks thrown in     

5 Looking back at our records, there has been no major change since 2002.  There 
have been blips in increased occupancy caused by Eden & the attack on the 
Twin towers, but nothing sustained. Occupancy as remained roughly the same, 
but with increased Travel Lodges, I assume more people are coming down. 

 

6 More early and late season Advertising Cornwall as a destination 

7 More people coming in the off season promotion of walking holidays short breaks better transport links 

8 More visitors are coming Sept-Dec Good weather 

9 more visitors though Eden Project  

10 Not been in management in the south west for this period of time. Only have 12 
months experience to draw on. 

Marketing of the hotel to a different type of cliental. Corporate market has 
given an increase in the quieter periods. Spa breaks has also brought people 
in over the winter months. 

11 not known not known 

12 Only moved in Sep 2006 so don’t know Only moved in Sep 2006 so don’t know 

13 Season extending Changing travel patterns 

14 Season has extended to March to November, used to be end of September. Better weather in later months, Eden project and Steins attract weekend 
visitors. 

15 The season has started later each year   

16 The seasons have become less defined, autumn and winter are becoming busier 
each year 

 

17 There is more business in the shoulder months. The summer months are so 
busy we have turned many people away; we could have filled the hotel 3 times 
over. 

A large caravan site closed 18 months ago, a country hotel became a private 
residence and a 4 diamond guest house with cottages was also sold to private 
owners. This has meant a great loss of bed spaces in the area. 

18 We bought the business from the previous owners in March 2003.  Each year of 
trading has seen a significant increase in business particularly during the early 
spring/summer period and, the late summer/autumn period. 

The entire hotel has been totally refurbished and upgraded (main work 
completed for Easter 2005) and we have increased our web marketing 
activities to attract new visitors to the area as well as returning guests. 

19 When we took over the business in 2004 July and August was the slowest 
months.  This changed with the promotion of the Hotel on the internet 

 

 Total Answers: 28  

 Comments: 19  
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 No Change: 9 (32.1% of those who answered)  

 Did Not Answer: 11 (39.3% of Hotels)  

 

Self-catering Property 

ID Q5 Self-Catering Property: How has the Pattern of seasonality changed in 
the last five years? 

Q6: If there have been changes in the seasonal pattern of business, 
what are the main reasons? 

1 2006 has been our first year of holiday letting see above 

2 2006 was low but 2005 less because there was building next door. 2006 
increased during season. 

Redevelopment of site next to bungalow 

3 A marginal decline in November to March bookings. Probably weather combined with cheap winter air flights to warmer/sunnier 
destinations from Regional airports elsewhere in the UK. 

4 about the same Weather dependent, sports dependent, oil dependent 

5 As we have only been in this business for just over a year it is hard to answer 
some of these questions 

unable to answer this one 

6 As we only let during the peak summer period it is not possible to estimate See above. 

7 Beginning to see significantly more bookings outside the period April to October.  As the quality of the property becomes known, and particular the out of 
season comfort.  

8 Better booking of shoulder periods Better marketing - web-based 

9 Boscastle is unique since the flood - more people are visiting and staying in the 
village 

As above but most people wish to visit Boscastle out of season to avoid the 
crowds 

10 Business only running 2 years   

11 Difficult to answer as we have only been running since 2003 but there has been 
no real change. 

  

12 Difficult to say as we have been doing conversions during this time and have not 
been marketing hard outside peak time. 

N/A 

13 Don’t know   

14 Earlier and later bookings Who knows!  No wish to fly, perhaps.  Many different reasons I should 
imagine. 

15 End of the year is better than the beginning of the year Not sure- attractions staying open at the end of the season longer.  
Attractions and shops should open well before Easter especially now with the 
difference in School Holidays throughout the country. 

16 Except for February half term week, the enquiries for March in particular are 
much less, but autumn up to mid November  has been better 

I think as long as the weather is reasonable people will come for an outdoor 
based holiday.  When the weather changes to rain and wind, enquiries dry up. 

17 Extended into the autumn. Xmas and New Year better but still slow in the period 
between Easter and mid May 

Cheap, easily available flights to guaranteed weather. More disposable 
income for Xmas parties with split families wishing to reunite but nobody 
wanting the responsibility for hosting and doing the work. 

18 first year of trading   

19 Growth in all periods, except July-September which is always fully booked. Repeat visitors taking short breaks in the out of season months, coupled with 
competitive pricing. 
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20 Has stayed roughly the same   

21 Have only been running for 3 years.  Year 1 was quite slow, built in year 2 and 
very busy in year 3. 

Investment in a very active web site with links to places of interest and also 
registering with VisitBritain and linking with Cornwall Tourist Board.  

22 Haven't really noticed a great change - maybe bookings have stretched into 
September a little more. 

Not sure, perhaps the weather 

23 I am not sure that there is a pattern.  Sometimes July is hard to book, 
sometimes it books quickly. Sometimes June is hard to book, sometimes it 
books quickly.  Jan and beginning of Feb is always slack.  I was closed Jan, 
Feb, & March last year due to refurbishment. 

I do not know.  Things like the World Cup affected bookings last year.  I have 
given up trying to work it out. 

24 I have only been trading for 12 months - sorry don't know As above 

25 In last year, more bookings for both earlier and later in the 'season’, but no 
enquiries / bookings for the winter / off-season. 

The dinky generation wanting holidays outside of the school holidays. More of 
the older generation now have disposable income to take a second holiday in 
the UK and come to Cornwall to a) see Heligan & Eden and b) enjoy the 
peace & quiet. 

26 Increase in business during April - June, many more enquiries for July and 
August than I can accommodate.  

Increased popularity in Cornwall as a destination for the UK holiday market. 

27 Increase in the period October/December   

28 increase in year round bookings knowing they are coming to a five star property 

29 Increased business in low season   

30 Increased interest in short breaks for the October to March period - for visiting 
Cornwall during the quiet times of year, for the peaceful surroundings, also for 
walking and riding.  

  

31 It has changed because the government decreed that children were not allowed 
to take time off school during term time.  This has had an adverse effect on the 
tourism industry. 

As above 

32 It has got busier out of season   

33 June and early autumn has increased due to demand of visitors not having to 
come in the busier summer months 

  

34 Less Christmas/new year bookings.  Ten years ago we were at 30 weeks now 
we are at 22!   

To much new stock on the market in the last 8 years with the advantage of 
50% grants. These are not available to old established businesses gives an 
advantage. 

35 less demand in May June, increased demand for late September and October   

36 Less spring bookings and later year. Hardly any Christmas booking now 
compared with 4 years ago. 

I don't know 

37 Fewer visitors May-Oct due to no parking in St Ives. Also Xmas and New Year 
visitors not encouraged - no Xmas lights, music or stalls etc. Council trying to 
discourage visitors (also some locals)in June-Oct 

Lack of parking near town is the main problem and reason for decrease in 
Xmas and New year bookings. 

38 Fewer visitors over Christmas and New Year. Fewer bookings over Christmas and New Year. May be as result of fewer 
hotels and pubs open in this area for Christmas lunch etc. 

39 Little change People have more holidays, therefore they divide their holidays into shorter 
breaks, and want mid week bookings 
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40 longer season the offer of short breaks 

41 Longer season   

42 Many more shoulder bookings and even January bookings!  August no longer 
the first to book. 

People want to avoid Cornwall in July and August - they do not like the 
crowds! 

43 marginal increase in later season bookings increased popularity of half term getaways before the winter 

44 May and June bookings coming in much slower, even though' it is such a good 
time of year. 

Holidays abroad I imagine. 

45 More business in January and Feb. Running costs higher and unable to pass 
this onto tariff due to increased competition.   

Better weather in winter.  

46 more business in Oct to Dec Milder autumn weather? 

47 more concentration in school holiday period problem for families in removing children other than in school holidays 

48 More enquiries for out of season holidays now. Better advertising and people have more holidays to take out of season, quite 
often. 

49 more off peak the cottage getting better known  

50 More people are wanting short breaks People having a second holiday in Newquay either before or after the main 
season 

51 more short breaks low cost airlines 

52 more short breaks early and late and less fortnights in the main season more holiday allocation so people taking breaks abroad and at home  

53 MORE SHORT BREAKS IN WINTER BETTER STANDARDS, ADVERTISING  

54 More short breaks Oct - March Easier access to Cornwall 

55 More visitors in low season Last two years as a result of the Bostcastle floods 

56 Much busier during shoulder season (Spring/Autumn). New marketing/advertising/web site - aided by huge increase in Cornwall’s 
popularity. 

57 Much greater spring and autumn business More older people coming down avoiding school holidays. More long 
weekend breaks 

58 N/A  New business  2006   

59 new business trading fro 2nd full year   

60 no real change apart from more short breaks   

61 no real change, but maybe a few more taking winter breaks People are taking more than one holiday a year and don’t consider a trip to 
Cornwall as their main holiday. 

62 No real change. Some years the April to June period is higher than the October 
to December period and other years this pattern is reversed. Seems to depend 
on weather. 

  

63 Not a lot - slightly less interest this year for the festive season. Fewer parents will take their children out of school nowadays making 
July/August even busier. 

64 NOT BEEN GOING LONG ENOUGH DO NOT KNOW 

65 not been operating that long   

66 not been trading that long bad  weather 

67 Not that I've noticed.  People are mainly tied to school holidays.   

68 Only had our property for 1 year.   
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69 Only opened 2 years ago - our season is gradually extending! we are fortunate enough to have repeat customers who  come to visit 
relations living nearby 

70 only started 2004 so cannot comment n/a 

71 Only started my business in 2004   

72 Out of season business has increased. More so for us because we have started 
targeted marketing for this time of year. 

Increased targeted marketing by us. Efforts by local traders and trade 
associations to hold events in the shoulder months to increase trade. Sadly 
no real effort made by SWT or Visit Cornwall. 

73 PEAK SEASON HAS BECOME SHORTER- USED TO GET A LOT MORE 
BOOKINGS IN MAY AND OCTOBER 

COMPETITION- BARN CONVERSIONS IN CORNWALL  TRAVEL 
PROBLEMS FURTHER DOWN WHICH EFFECTS PERCEPTION OF 
TRAVEL TO WHOLE OF CORNWALL  CHEAP FLIGHTS ABROAD  
PETROL COSTS 

74 People are very much less willing to take their children out of school during term 
time so there has definitely been much more demand from families to book 
weeks during school holidays and less during term time.   

Greater demand for short breaks at all times of the year. People are tending 
to book shorter breaks a few weeks before they come down to Cornwall - 
many as late availability rather than booking full weeks well in advance. This 
seems to be in part due to changing work patterns and therefore some people 
do not know when they can take a break until the last minute.  Some have to 
take leave or lose it)  There has generally been more demand for September  

75 Possibly an increase in early autumn bookings Don't know 

76 Qtr 3 above is always oversubscribed because of school holiday needs. Qtr 2 is 
about 70% let and has increased steadily. Since tariff values reflect demand if 
Qtr 2 lettings could reach 100%, fully let, then tariffs could be gradually 
increased so a greater proportion of annual business could fall in Qtr 2. Demand 
in Qtr 4 has increased somewhat. 

Rick Stein's excellent food programs have given a higher profile to the 
Padstow area leading to increasing numbers of affluent high spend customers 
seeking quality accommodation and service. 

77 season has become slightly extended into Oct and November price and weather 

78 season has extended   

79 Season is longer. All months we have guests except perhaps January and 
November, February & March are quiet months as well with only a few guests. 

Main reason is older couples who holiday 'out of season' for short breaks and 
sometimes a week. There are many more 3 & 4 night stays. Generally we are 
full at Xmas and new year - indicating that people see these times as a time 
to go away. 

80 Season is more extended now due to improvements in our properties with the 
installation of central heating and reduced winter pricing.  Holidaymakers pay for 
their own consumption of electricity and gas which aids us in pricing the weekly 
use. 

Improvement in facilities and reduced pricing 

81 Seasonality is extending into spring and autumn Weather is milder - but I do have many older couples off-season 

82 September and June have got busier. The weather has been brilliant in these months for the last couple of years.  
Plus the effects of 9/11. 
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83 Short breaks between January - March, and October - December are becoming 
much more 'the norm'. 

I believe the internet, with 'real time availability and booking' has enabled 
people to feel confident booking many more last minute holidays/breaks. I 
also feel the role of the Tourist Board when looking for suitable 
accommodation has changed, as people no longer solely rely on their 
recommendations re: accommodation standards, and are more than happy to 
book with independent (unclassified)properties, and their owners.     

84 Shorter school holidays means less weeks booked as families do not want to be 
fined, this is the major reason for lower bookings. 

  

85 Since commencing our business seven years ago, we have always offered year 
round accommodation and our bookings have shown a similar pattern since we 
started. 

  

86 Slight increase Feb/Mar, Oct, Xmas/New Year   Earlier 'Spring' weather, colour in gardens, earlier garden opening. 

87 Slight increase in September to December. Probably better marketing on our part via internet websites targeted at self 
catering properties. 

88 slightly longer season lower journey times and more disposable income make breaks in Cornwall 
possible for additional holidays 

89 Slightly more trade now outside of July to September. Less dependence upon traditional school holiday periods. 

90 Slightly more winter booking Booking earlier for peak periods so people need to book out of season as 
they want to stay at Glenleigh 

91 some increase in early season   

92 Some increase in out of main season bookings in the autumn   

93 spring bookings have improved don't know 

94 Switch from early spring bookings to late autumn Visitor choice 

95 The change has been slow as we have only owned the Farm since 2001,  Up grading of the faculties. 

96 The letting year has got longer. Improved marketing and management since we took over in 2004. 

97 The previous owners only opened during Easter to first week September and 
Christmas - we propose to open all year around. Figures we have seen 
indicates history steady but under managed 

Cannot comment as yet - but it is clear that baring hotels all year around is yet 
to arrive amongst self-catering owners where it is a lifestyle industry 

98 the season has extended particularly in the autumn Possibly weather patterns, and more pre school and empty nesters avoiding 
the peak school holidays. 

99 The season is longer now Different marketing + changing patterns 

100 THE SEASON IS LONGER. But has made no difference to our lettings. Warmer weather.  More retired people with money.  Improved letting 
accommodation, restaurants and activities. 

101 The season is much longer March to end October Guests wanting to avoid crowds in High Season - milder weather conditions 
off season - Eden Project 

102 The seasons are changing due to changes in school holidays School holidays and probably weather this year 

103 The seasons are getting longer this is due the weather and the changes to organised events being arranged 
in the south west, and also the changing market with the new stylish things do 
in Cornwall such as extreme sports, Jamie Oliver’s restaurant, Newquay 
changing very fast with new developments 
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104 The weather has a great influence on late booking, as does the World Cup!!!! see above 

105 This year was our first season See above 

106 Too early to say, as we are a new business.   

107 trend is for fewer April bookings Don't know 

108 warmer spring and autumns have extended the season warmer spring and autumns have extended the season 

109 We are a new development and the site is due to be launched in March 2007   

110 We are in the first year of business so we have no pattern.   

111 We can only go back four years, but the pattern has changed little in these 
years. 

  

112 We have not been in business long enough to provide records. as above 

113 We have only been operating for 1 year. We have only been operating for 1 year. 

114 We have only been operating for three years see above 

115 We have only been operating since 2002, so our business has been growing 
since then. An improvement each year 

N/A 

116 We only opened Aug 2004 so not able to comment - but very busy June - Oct 
2006.  And changed from agency to direct booking  

Sept & October very busy 2006 

  Total Answers: 173   

  Comments: 116   

  No Change: 57 (32.9% of those who answered)   

  Did Not Answer: 40 (18.8% of Self-catering Properties)   

 

Static Caravan/Chalet 

ID Q5 Static-caravan/chalet: How has the Pattern of seasonality changed in 
the last five years? 

Q6: If there have been changes in the seasonal pattern of business, what 
are the main reasons? 

1 More visitors out of peak season Cheaper short breaks 

2 People do prefer to holiday later in the season Prices are always higher in the peak weeks 
 Total Answers: 4  

 Comments: 2  

 No Change: 2 (50% of those who answered)  

 Did Not Answer: 0 (0% of Static-caravan/chalet)  

Touring Caravan/Camping 

ID Q5 Touring caravan/Camping: How has the Pattern of seasonality changed 
in the last five years? 

Q6: If there have been changes in the seasonal pattern of business, what 
are the main reasons? 

1 Last year 2006 better spread of business throughout open season More disposable income of UK Regular customers not willing to fly so 
spending more time with us. 

2 more people are coming for weekends out of season Cornwall is the 'in' place for young rich couples and families from the south 
east 
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3 More people taking late holidays due to increase of caravan & motor home sales Foreign travel and associated problems 

4 people are looking to holiday more high season and go abroad at the shorter 
holidays 

strikes at airports and the trouble abroad 

5 September significantly busier than in previous years. All winter months have 
some demand e.g. Feb half term etc.  May, June early July can sometimes be 
slow to fill. 

Increased holiday entitlement, generally sound economy and low interest rates 
together with easy credit encourage people to spend on holidays.  Realisation 
that out of season holidays can be enjoyable and relaxing with more facilities 
open all year allow people to take 'top-up' holidays at any time.  

6 shorter breaks , more holidays taken  

7 since 2002 trade has decreased outside the school hot period children not being able to take time off school outside hot periods 

8 slightly longer season marketing 

9 there has been no real change  

10 We have extended the season by converting a barn into the self catering side of 
the business. This has 24 bed spaces and has many possibilities for out of 
season groups etc. 

As Above 

11 Yes more customers early in the year Money and traffic problems. It is cheaper out of season and less busy 
generally on the roads 

 Total Answers: 20  

 Comments: 11  

 No Change: 9 (45% of those who answered)  

 Did Not Answer: 8 (28.6% of Touring caravan/Camping businesses)  

 

Holiday Agency 

ID Q5 Static-caravan/chalet: How has the Pattern of seasonality changed in 
the last five years? 

Q6: If there have been changes in the seasonal pattern of business, what 
are the main reasons? 

1 More visitors coming out of season at cheaper times Effort and advertising on our part. More supporting local facilities are staying 
open. 

2 season had definitely got a lot longer better website and increased internet presence, targeted marketing, better 
marketing materials, longer office opening hours, increased funding into 
marketing by district and regional tourist boards 

3 Slightly quieter at Christmas Much more self-catering accommodation available 

4 significant growth in shoulder month and low season bookings Probably not one main reason.  guess at better roads for accessibility, better 
quality properties, higher disposable income so that people can take more 
than one holiday per annum, foodies, walkers, surfers, etc.  

5 Yes it is harder to attract business in Spring now and the Autumn is a key time 
with bookings going well into November and December 

I think the main reasons are:   More expense at Xmas and New Year, Credit 
cards to pay off and the annual budget.  Also overseas market being so 
volatile and unpredictable that people are being put off flying abroad.    

 Total Answers: 8   

 Comments: 5   

  No Change: 3 (37.5% of those who answered)   
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  Did Not Answer: 2 (20% of Holiday Agencies)   

 

Other type of business 

ID Q5 Other: How has the Pattern of seasonality changed in the last five 
years? 

Q6: If there have been changes in the seasonal pattern of business, what 
are the main reasons? 

1 Don’t know  

2 general increase,   big increase in September and October bookings  slight 
decrease in 3 weeks prior to summer school holidays 

Only a guess but I think the prohibition to parents taking children out of school 
has reduced June/early July bookings.  Increase in short break and 
second/third holiday has increased overall totals though. 

3 Length of season is extending into Spring and Autumn  

4 Never started - it was not possible to obtain an acceptable insurance package at 
anything like a reasonable cost - so we decided not to pursue the idea of a B&B - 
we could not afford to subsidise such a business. 

 

5 There has been an increase in usage of our facilities during the shoulder months; 
demand for local accommodation also reflects this. 

People's interest in short stay, up to a week, in off peak times as a second 
holiday. There is also and increase in walkers in the shoulder months, often 
early retired. Generally our 'business' markets the natural and local history of 
the area and we provide the means for people to access this interest through 
leaflets, guide books, guided walks etc. 

6 We run our Interest holidays in the Spring and Autumn and now offer less weeks 
-we are getting older/there is more to do - red tape/enacting new legislation etc 
and it is a lot of work for two people.  First three weeks of July - we provide BB/ 
opt. EM - more people want long weekends which are unviable for us - not 
enough bedrooms to earn enough money just over weekends i.e. Fri, Sat, Sun.  
Can't let Mon to Thursday!  Last week of July/ August - regulars so not too bad 

Chicken and egg syndrome - more people want long weekends i.e., sat, sun in 
summer - is this because that is the way the County/British holidays resorts 
generally are being marketed or is it really what people want? Cornwall is 
worth staying in longer. 

7 Why don’t you write simple English??? No change 

 Total Answers: 11  

 Comments: 7  

 No Change: 4 (36.45% of those who answered)  

 Did Not Answer: 4 (26.7% of Other businesses)  

 

What should be the highest priorities for tourism services in the future?What should be the highest priorities for tourism services in the future?What should be the highest priorities for tourism services in the future?What should be the highest priorities for tourism services in the future?    

Question 16: Comments by business typeQuestion 16: Comments by business typeQuestion 16: Comments by business typeQuestion 16: Comments by business type    

Visitor Attractions 

ID Visitor Attractions Q13: Please comment on what should be the highest priorities for tourism services in the future?  

1 Better appreciation of tourism in SE Cornwall and Caradon District particularly by Local Authority 

2 Better quality and better service 
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3 Communicate with the service providers (accommodation/ attractions etc - who understand their customers) in order to establish a cohesive strategy for future 
implementation. Spend public money WITH providers instead of funding quangos whose primary purpose seems to be their own survival. ALL providers are 
interested in increasing visitor numbers/ quality service! 

4 customer service 

5 Destination marketing  Training and quality  
6 Do not know but suggest that tourist attractions lower their charges or (even as we have done) have free entrance. Our figures for this year are 43,107 compared 

to last year's 7,079...it speaks for itself.  

7 Don't change individual gardens (Garden Attraction) so much to advertise them as takes much of the profit away. Spread Objective One funding fairly not just to 
Eden. 

8 Enhancing the quality of service and experience of the visit while creating a sustainable industry which is capable of delivery !!!! Razing the profile of the area & 
creating a longer more consistent summer holiday period. 

9 Getting people to Cornwall 

10 increasing visits over the shoulder months 
11 Investment in the public product.   Important that action is taken by the local authorities in line with the findings from 'Vision XS' Cornwall Regional Model - Issues 

that still concern visitors include car parking (not enough available), litter, public toilets, safety.   Also stop the decision makers trying to create a destination they 
want rather than understanding what the customer wants.    

12 Marketing 
13 Marketing Cornwall as a destination and funding Tourist Information Centres 

14 Marketing Cornwall as a destination for all generations. 
15 marketing overseas  sustainable tourism  protecting towns 
16 More money to support local towns and make them attractive to visitors 

17 Promoting ' real' Cornwall i.e. Culture/ Heritage/ environment.    ' Extreme sports' and surfing are OK but probably subject to changes in fashion and therefore 
relatively short-lived 

18 quality provision  visitor numbers  value for money 

19 Retention and enhancement of open spaces Visitors mostly expect Cornwall's natural heritage to be unharmed, Protected! 
20 Selling the area as a short term break option that has less impact on the environment than alternative holidays, esp. if Public Transport is promoted more i.e. 

Railways 

21 Supporting local initiatives: listening to what the sector on the ground can offer what it needs and where it requires support.  Ensuring that all information sent out 
by all agencies is accurate, and giving support to the sector to ensure that the right message is put across to the right people about our 'product' and that delivery 
meets customer needs and expectations.   

22 That S E Cornwall is part of Cornwall and that Cornwall does not start and finish at Bodmin!    T I C’s open at times to suit visitors in S E Cornwall NOT A FEW 
HOURS A DAY IF YOU ARE LUCKY and relocate Looe TIC !!!!!!!!!!!!!!!! 

23 TIC's need to be brought up to date - networked together. 

24 We must all get behind the DMO to formulate a cost effective policy to support the tourism industry which is vital to the economy of Cornwall.  We must drive up 
quality throughout and think about value for money. 

  Did Not Answer: 14 (36.8% of Visitor Attraction businesses) 

  Total Comments: 24 
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B&B/Guesthouse comments 

ID B&B/Guesthouse Q13: Please comment on what should be the highest priorities for tourism services in the future?  

1                   advertising 

2  Our season hasn't really extended beyond the summer to any great extent.  In Falmouth we have a steady dribble of business through the winter, with business 
people, visitors to the university etc plus a few tourists but it's very patchy and totally unpredictable.  Our prices tend to discourage the contractors and 
dockworkers, who seem to be the majority of the available trade in the winter months.  Over years of experience, we try to avoid the contactor level of business, 
which brings with it smoking, rowdiness, drunkenness, wet beds, etc, which we really do not want!     The problem with extending the season is where to start. If 
we manage to attract visitors to Falmouth who are prepared to go for bracing walks etc during the day, the problems start when they get back at the end of the 
day.  There are very few attractions open in Falmouth on a winter's evening. There's no cinema, and the Arts Centre and the Pavilion offer occasional but 
irregular entertainments.  Restaurants often shut down for holidays and so the visitor is left wandering the darkened streets wondering why he bothered to come!       
It's important to consider what people we are trying to attract.  Families with school aged children are restricted, mainly, to school holidays.  So it's a week in 
October, a week or two in December and Jan, maybe a week at the end of February, and then Easter, whenever it falls In total, over the winter period perhaps 
six weeks potential in about 30 weeks.  Not enough to be viable. No wonder the kiddie attractions shut down!     So perhaps it’s the DINKS or empty nesters we 
want.  And these would tend to be higher spenders, without child costs to weigh them down.  But they want, no need, something to do.  After three or four days 
of walking barren cliff tops in driving rain even the hardiest begin to wonder why....     The way to improve winter visitor numbers is to give them a better reason 
to come here than to jet off to the Canaries, at a comparable price.  We can't do much about the weather, which obviously puts people off, but we have to offer 
activities or events that makes the visitor want to come.  Many of the major summertime daytime attractions go into hibernation in the winter, particularly the 
National Trust properties, again leaving visitors looking for things to do.      Giving people a reason to come may mean promoting high profile 'spectacular' events 
which are advertised nationally, or even internationally.  And I don't mean the Cornwall Film Festival (yawn) or even the Oyster Festival. I mean seriously large 
events, which raise the county's profile.  When Ellen Macarthur came into Falmouth in Feb 2005 the town filled up for a few days, because people had a reason 
to be here. But we haven't got the infrastructure for such events.  We haven't got a hall or venue that can dine more than about 400 people in the whole of 
Cornwall! We know this though the Cornwall Tourist Board awards ceremonies, where they are limited to about 400-odd simply because there isn't anywhere 
bigger.  IF we had such a venue, perhaps conferences, exhibitions, and event pop concerts of the magnitude that are simply everyday events elsewhere in the 
country could be staged.  Of course transport links would need to be upgraded to accommodate larger numbers.     What other reasons to come can we 
manufacture?  What would make YOU drive 300 odd miles (say from London) in winter driving conditions to come to our part of the world? And it has to be 
something that can be replicated over and over. We don't need just a busy weekend; we need a consistent rise in numbers.  Southampton has its Boat Show.  
Plymouth has it's Fireworks competition and powerboat racing.  Even Weymouth attracts a specialist crowd annually with it's beach motorcycle racing.     None 
of these events happen by chance.  We need to identify potential events or markets that are looking for a location.  And we need to invest, in the product, and 
the surrounding infrastructure.  We need to be willing to take risks, think big and most of all we need everyone to pull together.       

3 advertising 

4 Advertising for our area has been taken away from Restormel Newquay office and concentrated  in Cornwall Truro. An unmitigated disaster. Double the price for 
less space, uncertain admin, Much later publishing date, We would like to return to more local publishing. 

5 An end to the many organisations there are presently so businesses can pay one fee to join instead of trying to decide which organisation to join or joining 
several and paying a lot in fees.     Support for businesses with regard to for example the fire risk assessment legislation which is totally impractical for small 
B&B businesses who can find themselves paying exorbitant prices for advice only to find the advice is totally unsuitable for their premises.  Tourism services 
should be acting against such legislation which, if enforced, would put probably 90% of small B&B's out of business! 

6 attracting visitors 

7 better road and rail networks, increased wet weather and family attractions,  

8 Closer linking of availability of accommodation between accommodation providers, Tourist Information Centres and web sites and more pro-activity in getting 
rooms filled throughout the year not just in high season. 

9 CONSULTATION CHANNEL WITH THE INDUSTRY OVER THEIR CONCERNS.... We have 2 major comments from our customers (1) They all love the novel 
idea of the Park & Float into Falmouth but not one has used it because they quickly realise it's a lot cheaper to drive in and pay to park. (2) Everyone knows 
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about Eden project but none seem to know about National Maritime Museum - I believe the 1st Road Sign is at Falmouth, so unless you've already turned off 
you wouldn't know it was there! 

10 CONTINUING PROMOTION OF CORNWALL AS A WHOLE AND SPECIFICALLY THE SMALLER LOCATIONS 

11 Continuous Quality improvement Accurate marketing Protecting the environment we offer Limiting bureaucracy to a manageable and affordable level. 

12 Cornwall as a destination. Planning Authorities need to understand tourists' needs, particularly Caradon. I have applied for 3 B&B ensuite bedrooms in old 
building to level 3 disability and can't get an answer - plans have been in since 06/06 

13 Differentiation - why is Falmouth better, why is Cornwall better  Championing the need for improved transport infrastructure 

14 Directing customers to empty accommodation - for us TIC referral represents about 30% of our volume turnover 

15 Drop cost prohibitive  N.Q.A.S.scheme and replace with local run inspectors trained to national standard  Set up tourist info centres as in N.Z with quality info-not 
to promote accommodation  Out of season advertising- e.g. Christmas lights, walkers, gardens e.t.c. 

16 Educating the public to the fact that we have a lot more to offer than night life and drinking. 

17 Encouraging councils to invest vigorously in the areas a tourism destination (how can Caradon close the Discovery Centre in Looe and cut back on beach 
cleaning as a cost saving measure?  The attractiveness of Looe as a tourist destination is make or break for the place) 

18 Endeavour to fill accommodation spaces 

19 Everything from The Seal Sanctuary to Flambards to ice cream to restaurant food is far too expensive for a family of say four. Nobody is coming because it 
doesn't offer value for money. It is cheaper and better to fly off to Spain where a pint of beer is less than a pound, cigarettes are less than a pound where food is 
better and cheaper and where parking is mostly free and so on. 

20 fighting any government plans which will increase the tax burden on the industry or cause an increase in the cost to the consumer of the tourism product 

21 Fighting any plans to introduce a bed tax.   Keeping a coordinated approach, ensuring that district councils responsible for toilet opening times and clean 
beaches, are singing from the same hymn sheet as the marketing arm in Truro.   Ensuring proper recognition by local district councils of the value of tourism to 
the local economy, and reflecting this understanding in decision making.  Ensuring in marketing, that local areas/districts do not lose their individuality and 
unique identity, as they are absorbed into the Cornwall brand and marketed from the centre.  Ensuring that we continue to have access to a printed advertising 
medium to reach the non internet market with realistic costs that do not escalate beyond the reach of the smaller businesses.  

22 for our local area dredging the harbour to allow cruise ships to dock 

23 Getting the ETC to become more professional most people are still waiting inspections.    If hotel has a hotel sign on the outside of the building when the 
inspector calls then they should be graded as a hotel!! Not as guest accommodation. 

24 Giving the same quality and standard of support and service as they demand from the businesses.    Promoting Cornwall as THE only alternative to foreign 
holidays i.e. for climate, food, coastline, attractions and activities...and no airmiles. Or THE only second/short break holiday destination 

25 Good advertising - try to keep accommodation prices reasonable. Offer good service 

26 Good roads clean beaches indoor activities. 

27 Good roads, good publicity, lots of advertising lots of facilities. 
28 guests 

29 Happy with the current situation 

30 Help the small 3 bedroomed B&Bs, or less to get access to funding to improve their product and enable them to become more professional and be able to 
compete with the big boys    Increase the visitor numbers into Cornwall in what we call the 'shoulder months'.    To offer the consumer an easy route to their 
chosen holiday i.e. a product that promotes a region as a whole and not split up into sub divisions. All the customer wants is a product that gives them a 
comprehensive choice so that they can select easily. 

31 High profile advertising - TV, national Sunday newspapers, Google adwords - SW brand campaigns have been excellent. 

32 Improve public sector encouragement for sustainable tourism; as long as businesses have to pay for any recycling they will have no incentive to participate 

33 Improve sustainable tourism 

34 increased marketing 

35 Keeping Bude and the surrounding area from being overrun by new housing developments. Keeping Bude clean and tidy with no empty buildings. 

36 Keeping the Local Tourism Offices in Penzance.  Increase public awareness as Cornwall as a holiday destination. Updating the facilities of the Promenade in 
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Penzance.  Marketing Marketing and then more Marketing.  Getting the Marketing Officer in Penzance to get off their arse and go abroad and get more 
international tourists for the area!!!! 

37 Kerrier District Council no longer produce a brochure and have closed the Tourist Info Ctr in Helston as they feel the area tourism is only 10% of it's income!!!!!!!    
We feel very let down as we have always supported our local TIC and feel these services should be reopened (and not in 2 years time) 

38 Less red tape, for small businesses like ourselves it is out of all proportion. We all want better standards and safety but it has become ridiculous and one 
wonders if it is worth continuing? it is very annoying when some b&bs aren't even rated or registered with environmental health etc. 

39 Lobbying Central & local government for realistic regular funding & removal of red tape to allow above services to function properly 

40 LOCALISATION OF EFFORTS RATHER THAN THE GENERAL REGIONAL EFFORTS THAT AVAILABLE GOVERMENT FUNDS APPEAR TO BE 
CHANNELLED CURRENTLY 

41 Making local businesses aware of what events are happening in the area. 

42 Making small providers realise that 'quality' is the way to go.  Ensuring that small operators in the serviced sector are aware that times have changed and that 
there are requirements for setting up their business e.g. can't just put up a board advertising that they do B&B without registering with environmental health, 
complying with new fire regs, paying for third party liability insurance etc. Continuing to ensure that businesses are investing in IT and are being trained in how to 
use these facilities.  

43 Marketing and also improving information whilst people are in the area on holiday, also signage. 

44 Marketing Cornwall 

45 Marketing Cornwall and local area as a destination. 

46 Marketing Cornwall as a destination    Protecting our coastline    Reducing litter    Reducing car parking prices 

47 Marketing our local area and Cornwall 

48 Marketing out of season periods. To help accommodation providers to enhance their business. To offer more encouragement to businesses improve their 
standards with better and more reliable inspections and free advice. To help in aspects of Public Relations rather than advertising. 

49 marketing the south west 

50 Marketing the South West as a destination 

51 More attractions during the shoulder months.    Promoting more Christmas Markets.     

52 More for tourists to do in the immediate area and better quality accommodation, restaurants, shops and attractions. Our average stay over the year equates to 3 
nights. Visitors need to be informed that Penzance can be used as a base where they can visit most of the attractions in West Cornwall easily and quickly and 
therefore stay longer in the town. 

53 Most of my business comes from the WWW; most of it comes from a private website company.  The North Cornwall Website and particularly Launceston 
website is an unattractive, not particularly user friendly disgrace. 

54 No Comment. 

55 no opinion 

56 no opinion 

57 No particular comment to make 

58 Not sure 

59 Not to be overwhelmed by developers turning the town into bedsits. 

60 Promoting quality, both in services supplied and marketing. promoting Cornwall and supporting small towns to promote themselves 

61 promoting the westcountry and making travel to the county easy 

62 Promulgation of information - i.e. advertising schemes for weekly rates of car parking (nobody seems to know about them! 

63 Protecting and enhancing the environment that we have. 

64 Protection of the coast and countryside.  Quality of the Accommodation.  Keeping the costs of holidaying in the SW down. 

65 Providing good quality services and information 

66 Quality across the whole industry 

67 Quality and educating the public of the relevant standards that are available.  
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68 Quality of service supply across all aspects of what the tourism visitor experiences 

69 Sort out CDMO which is failing to market Cornwall or deliver on its key objectives.    Review activities of SWT which adds little value to local activities 

70 Sorting out which of the boards bodies agencies does what and getting rid of the duplication and in fighting - once the poor employees know what they are 
supposed to be doing they have a chance of achieving it 

71 standards of service as well as standards of facilities 

72 sustainability  Quality 

73 Sustainability, and quality go hand in glove  events are left to the last minute to go out   support and training is very sound and constructive generally 

74 sustainable tourism  make tourists using bus or alternative means of transport  Quality of accommodation   

75 Sustainable tourism  Promoting South West and Cornwall 

76 Sustainable tourism and collecting new figures on money spent by tourists on Adventure sports within the county. 

77 The attraction of visitors to Cornwall and to individual destinations as a whole.    To allow visitors access to information 24/7 by keeping Tourist Information 
offices open an easily accessible in every town 

78 The available serviced accommodation has dramatically declined; we have lost 3 4 & 5 diamond establishments as well as the non NQAS places. Most 
proprietors give the reason that there is now too much red tape to make B&B a worthwhile proposition. Most proprietors have a pension and the B&B kept them 
in fancy holidays and living in a nice property. Some have gone to self catering which is seriously over done and many visitors who are looking for a short stay 
holiday during the summer months are lost to St Ives. I have surveyed enquirers and many have emailed and phoned 15 or more places with no avail. St Ives is 
losing millions of business as a result of the loss of 1,500 bed spaces in the last few years. We are in danger of losing all our B&B accommodation in the next 
few years, which will impact heavily on the rest of the industry. 

79 The loss of most West Cornwall-related services next year is a serious problem and needs to be reversed 

80 The promotion and encouragement of sustainable tourism  Better public transport   Cleaner towns  More visible police presence in town centres  Forget online 
booking systems and begin marketing our tourism websites i.e. VisitEngland, Westcountrynow, VisitCornwall so that they have an active and 'working' presence 
on the web.   

81 There is a lack of clarity concerning accommodation grading.  When tourists arrive there is a great shortage of graded accommodation and so the collated lists 
tend to include many people who are not graded.   This is an impression that I have but cannot back it up with hard evidence.   Either everybody should be 
graded, or nobody - otherwise the system is confusing to all.   I feel that an important reason for this is that The Cornwall Tourist Board, which did an excellent 
job in the past, is no longer allowed to inspect properties, so wasting much local knowledge, and introducing a national system which is bureaucratic, less 
efficient and has less local knowledge.   This is not to say, of course, that they should not meet the very highest criteria!   A further priority should be to try to 
maximise the number of visitors using public transport - the road system in the summer is often gridlocked.   St Ives is particularly difficult to access and a much 
more extensive Park and Ride, at reasonable cost, may be one answer - but in fact car numbers need to be reduced, particularly in view of the fact that the 
existing Public road and rail System is relatively good. 

82 To ensure that all establishments that advertise with their local TIC can log onto the internet link to their respective TICs to update their availability.  At the 
moment we cannot do this at Camelford, this area is desperate for tourism to create further employment, as there is very little other, it is important that a link be 
created, so that not only can Camelford be aware of available bed spaces, other TICs could also know  

83 To maintain and increase visitors to the region.   to give easy access to the end user of information about attritions and accommodation 

84 TO MAINTAIN HIGH STANDARDS TO ATTRACT THOSE WISHING TO VISIT THIS PART OF THE COUNTRY. 

85 To make sure all bed and breakfasts in the west country have the same high standards that your ratings give and to advertise with well known outlets as we 
have so many cold calls trying to start up their own advertising business and no ones heard of them we have been caught a few times in the beginning now we 
just stick with the tourism people 

86 To promote Cornwall as a high quality, sustainable tourist destination which seeks to protect and enhance our wonderful natural heritage for the enjoyment of 
the visitor. 

87 To promote Cornwall as an all round great holiday destination which can be easily accessed from anywhere in the UK 

88 To promote Cornwall with quality and sustainability and as a county to sort out the roads 

89 To publicise the county rich in local produce, beautiful coastline and gardens and to try and have a policy to keep cars out of the towns, i.e. more park and ride 
schemes.   
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90 tourist offices remaining open 

91 We are about to lose the services of a TIC in Launceston.   My highest priority would be to ensure that this service remains.   A large % of my business in the 
past has come from Launceston TIC - we shall have to see what 2007 brings! 

92 We are paying too much.  We are expected to pay more and more and no one will listen to experienced people in the trade.  There are far too many people 
being paid in high places who know NOTHING about the business.  Too may useless chiefs who are getting fat- cat salaries while we work desperately hard and 
no one listens to us and the whole thing gets worse and worse.  For instance - St Agnes is a really, really nice area.  Three lovely beaches including Chapel 
Porth which is one of the loveliest beaches in EUROPE, not to mention England.  We have wonderful cliff walks in that you can walk from beach to beach, right 
round St Agnes head, over the beacon, there are engine house ruins to see (Wheal Coates for instance - poised on the cliff edge) and there are myriads of little 
foot paths to and fro these cliffs edges so that you never need to retrace your steps.  IT IS WONDERFUL.   But in the Tourist Publications we were listed as 
'Mining Country’ They then changed it to 'The heart of Cornwall' this gives the impression that we are inland.  I could sit and cry over all the money I spend on 
advertising and they muck up the Guest houses and don't put them on the page with the St Agnes write up.    I could go on and on and on.  I must stop now but I 
could give you pages.  I was the publicity officer for St Agnes many, many years ago.  I billed us as Poldark Country and wrote about the beautiful beaches, cliffs 
etc and I did REALLY WELL.  I wish these 'chiefs' in the offices would listen.  I imagine I am not the only person who feels like this.    

93 Working together rather than constantly diluting themselves by competing against each other and trying to raise more money by producing more books, leaflets, 
websites etc. 

  Did Not Answer: 81 (46.6% of B&B/Guesthouse businesses) 

 Total Comments: 93 

    

Hotels 

ID Hotels Q13: Please comment on what should be the highest priorities for tourism services in the future?  

1 Better training for businesses, i.e. customer care, the standard of service is very poor in comparison to the rest of the country. 

2 Destination Marketing  Quality Improvement 
3 Do Restormel know anything about tourism and Cornwall or is it just something that happens on the other side of the A30 to St.Austell, a town with  possible the 

worst example of urban planning in Britain .Avoiding a bed tax ,getting a ministry for tourism and making Cornwall the green destination for the future  

4 Ensuring that all current and future strategies and/or initiatives are designed to suit every type of the tourism industry, irrespective of size, in a fair and equitable 
manner that can be seen as a cost-effective expense to be budgeted for. 

5 

Highest priorities to sort out ratings (i.e. 3star 3 diamonds 3 elephants)    Also too many organisations etc doing there own thing needs to be pulled together. 

6 Increasing the quality of providers.  Tourism centres provide excellent service, but at limited times.  This needs to be more flexible.  Out of season events would 
be useful. Events in peak season are a pain, because there isn't enough accommodation, people complain and don't want to come back.  They don't seem to 
realise that certain months of the year there are too many rooms to fill! 

7 infrastructure 
8 It is essential to help long term businesses, we are continually fighting the negative image of the southwest, this is caused by the greed and short term profit 

motivation within our industry (how many times have we seen separate price list for locals and tourist) this must be addressed or the decline will accelerate.  

9 Less government interference and taxes 
10 less paperwork and a level playing field for all 

11 make the places clean and tidy, reduce the price of parking and more things for the holiday tourist to do 
12 Quality of accommodation and facilities 
13 quality of service provided 

14 sustainability 
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15 Sustainable tourism 

16 To remove the bureaucracy that is stifling the hotel business 

17 Training and recruiting people who have knowledge outside of Cornwall to bring experience in the county.  Educating quality not quantity into the industry.  
Increasing the average wage in Cornwall to encourage some stability from workers, impossible to run a quality business on high turnover of staff. 

18 We seem to pay out a huge amount of money to advertise in the Cornwall guide and be on the website; so much that we nearly didn't do it this year!  and apart 
from a good looking advert we don't really seem to make the money back, I travel around a lot and read lots of different publications and you very rarely see 
adverts for Cornwall or it's guides! 

  Did Not Answer: 21 (53.8% of Hotel businesses) 

  Total Comments: 18 

    

Self-catering Property 

ID Self-catering Property Q13: Please comment on what should be the highest priorities for tourism services in the future?  

1 Continue with local Tourist Information Centres.  Maintain grading checks but make them less expensive to service. Allow the local Councils to continue advertising 
local Tourism.  Get planning to stop allowing every farm building to be turned into more holiday accommodation because we are inundated with them now and need 
housing 

2 *Stop the ridiculous proliferation of Wind Farms that ruin the countryside and destroy the long views across the landscape.  *Promote a better infrastructure into the 
West Country- The M5 /A30 is sufficient to make a visit to Cornwall a 'one off' experience.  *Promote Cornwall in Europe, particularly Germany Netherlands & 
Scandinavia.   

3 |Co-ordinating all the fragmented efforts of the various regional, county, and local tourist boards and authorities - linking their respective websites and marketing 
campaigns to give ONE comprehensive 'image' and 'brand' to the public, both in the UK and abroad. 

4 1. MARKETING  2.Getting rid off the increasing volume of regulation and restriction   Our visitors are grown ups and capable of making their own choices   

5 1. Money from local government to promote tourism in SE Cornwall and Cornwall generally.  2. Affordable advertising from Visit Cornwall /V Britain.  3. A cut in the 
annual cost of Inspections- i.e.. QIT inspections. Currently an outrageous price for an annual inspection. 

6 A sensible balance between quality and maintaining the character of towns in Cornwall is essential.  Cornwall needs to have a professional approach to development 
and planning issues.  London subsidises the rest of the UK.  Cornish people need to accept this and play their part in their own sustainability 

7 A stable and clearly understood support structure - there have been too many changes in recent years.    Emphasis on infrastructure - Cornwall needs better access 
by road and rail and more could be done by air and linked coaches. 

8 Accurate research  more involvement of and communication with membership of ctb  incentivisation by keynote speakers and training  to improve quality  joined up 
thinking to involve members in niche marketing as relevant groups e.g. short breaks revolving around food/activities etc 

9 Advertise, inform and provide the best possible service without compromising what the tourists have actually come to see. Sometimes, I get the impression that as 
soon as they come to Cornwall some people want to change it into a London suburb and then complain that Cornwall isn't like it used to be!  

10 attracting visitors to south west Cornwall 

11 attracting visitors during the low season November to March 

12 AWARENESS OF WHATS ON OFFER, MARKETING, FINDING NEW MARKETS, BRANDING, KEEPING OUR TAXES AND RATES TO A MINIMUM OTHERWISE 
WE WILL NOT AFFORD TO OPERATE.   

13 Business support and training 

14 Clean beaches, roads, etc.  Clean and available public toilets.  Public transport.  FREE parking.  A national complaints system for users of accommodation instead of 
annual inspections.  Inspections on registering a property and when it changes ownership. 
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15 Concentrate on Marketing to UK.  Increase out of season demand. 

16 Continuing to strive for good quality services for holiday makers. 

17 DISABLED ACCOMODATION 

18 easy access of information 

19 Easy access to information for potential guests.  E.g. A T.I.C. that is open all year and a call centre? That is operated when the T.I.C. is closed. 

20 efficiency, value for money, protect the environment, local employment 

21 Encourage local councils to improve access and parking in towns within the county these leave a lot to be desired.  Sensible road signing is a must to avoid 
excessive journey time and road congestion  

22 Encourage low season visitors, showing them Cornwall has something to offer all year round. 

23 Encouraging the right amount of tourism while caring for the environment.   

24 Enhancing countryside. 

25 Ensuring Cornwall can be accessed in a sustainable fashion.  Continuing to enhance the quality of all aspects of the holiday experience for visitors by upgrading 
inspection of standards and the standards themselves.  Using Convergence funding to the benefit of Tourism. 

26 Ensuring Cornwall's towns and surrounding areas are well maintained and developed, invest resources into this 

27 Ensuring high quality tourism to enable sustainable tourism whilst protecting towns and countryside. 

28 Ensuring that there is no major further development of poor quality in the area.  North Cornwall needs to concentrate on high value low volume tourism.  

29 Ensuring that websites such as visitcornwall are clear and easy to use, which I don't think is the case at the moment, as I have been told by many of my visitors. 

30 Excellent accommodation More excellent food or restaurants where families with small children especially can go with out paying a fortune.  plenty of cheap parking 
in the towns   

31 Extensive advertising to all parts of the country. 

32 facilities for the 14-18 age group - somewhere for them to go and meet friends  

33 Focus on what the consumer wants and is willing to pay for rather than too much emphasis on what the industry thinks the consumer should have at too great a cost - 
Cornwall is getting a reputation of being too expensive for the mass market 

34 Focus, more investment on marketing Cornwall as a year round destination including Christmas and new year.    Increase the quality of the tourism offering in 
Cornwall.    Encourage businesses (retail, restaurants etc.) to open all year in traditional holiday destinations.    Perranporth closes in the winter pretty much! 

35 Focussing on Cornwall's quality attributes - coast, gardens, country, towns  Focussing on 30+ age group, post- school-age families, seniors 

36 For my business - Selling Cornwall    For most others delivering quality products 

37 Friendly people  

38 Get more continental European visitors over here - they have different school holidays, many have no coastline to enjoy, early spring in Cornwall is vastly different to 
spring in northern Europe.  Many European golf courses close for the winter - ours don't.  These people can fill our difficult months. 

39 Get rid of the ridiculous so called marketing activity of SW Tourism. We have yet to get 1 enquiry from SWT. They are totally useless and their funding should be fed 
into tourist boards like Cornwall and Devon. Their duplicated and wasted expenditure is an insult. 

40 Getting the council tax reduced for Self Contained letting properties to 50% as it used to be. We have had to put up prices to cover this astronomical cost, which 
deters the tourists from coming to this part of the country as it is as cheap, if not cheaper to fly aboard for their holidays. 

41 Good accommodation not too high in prices. 

42 Good quality accommodation, ensuring our landscapes remain unspoilt.  Diverse and value for money attractions. 

43 Good quality, good service, customer comes first 
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44 Grants for improvement of facilities and marketing for individual properties to enable them to compete globally. Promotion of the individual areas within the area. 
Investment in excellence as away to drive standards. 

45 Green tourism 

46 Green tourism and the easy ways of getting to Cornwall and what it has to offer - unfortunately the consensus up country seems to be that we are not in the 21st 
Century 

47 Have no opinion on this. 

48 helping smaller business to promote and give free advertising to generate more people to stay in quality accommodation in the area 

49 I don't have the experience to answer this 

50 I have one letting unit so do not feel this applicable 

51 Improving the all year round aspects of the area. 

52 Improving the quality of the local facilities - i.e. decent, medium priced restaurants/cafes/wine bars, with pavement/open air eating; decent public toilets and more 
policing to stamp out uncouth and rowdy behaviour. 

53 In this area; keeping the coastline and country as it is now - unspoilt.  More quality accommodation than inferior. National advertising/marketing of our local area.  As 
much television coverage as possible therefore film crews etc. preferential rates.  Very Important please, please have only one name (and keep that same name} and 
one web site for holidays in the UK 

54 Increased advertising of events in Cornwall to potential visitors living outside Cornwall.  Continuing the initiatives towards sustainable tourism 

55 Increasing the standards of accommodation and attractions and not letting the standards already achieved slip. 

56 Investment is held up by Planners - unless there is a coordination which ensures that planners deal quickly and supportively to owners wishing to upgrade sites to 
provide facilities similar to achieved in tourism areas in Europe progress will not be made. Eden is pushing the quality demands higher for accommodation.  

57 Keeping costly initiatives in perspective, and not pricing themselves out of the reach of smaller operations. 

58 keeping the tourist happy 

59 Less money spent on glossy leaflets sent to members of CTB and money spent on high profile meetings and dinner dances.  Less cost to have your  property rated, 
this is extremely expensive and we have pulled out of using any government based organisation due to misuse of money, together with the misappropriate criteria 
used when vetting properties. 

60 Local Destination Marketing is a priority no1, no 2 and no.3!   

61 Local focus on areas. High Quality and flexibility 

62 Local marketing i.e. Cornwall 

63 Maintaining high quality websites    Ensuring people get the most from their visits by having Tourist Info Centres    Marketing Cornwall 

64 making Cornwall accessible 

65 Marketing and objective one funding. 

66 Marketing Cornwall 

67 Marketing Cornwall and local area. 

68 Marketing Cornwall as a destination 

69 marketing Cornwall as a destination 

70 Marketing local area and business support/training 

71 Marketing the areas of the South West and Cornwall in particular 

72 Minimise the increasing amount of red tape 

73 National and international marketing. More financial support for local tourism information centres and local tourism websites.  Better support at the level of local 
tourism businesses, less 'red tape', more effective online marketing of accommodation providers in Cornwall specifically ('South West' is a big area) 



 

   152

74 Not overloading the county and therefore spoiling what most people come to Cornwall for, the beautiful beaches and coast.  

75 Our guests seem to be pleased with a warm and friendly welcome, getting slightly more than they expected (I hope) and being competitively priced.  From my point of 
view I would like to see environmental issues continue to be highlighted. 

76 Parking is very poor, and clean up some of the towns such as the front at ST IVES. We are pleased that the new road at INDIAN QUEENS will be opened soon this 
will help with times spent getting to us. 

77 Preserving existing transport links into Cornwall, and enhancement of existing links. Building new links to increase passenger numbers. 

78 promoting Cornwall 

79 promoting Cornwall abroad and further north 

80 Promoting Cornwall for holiday activities other than sand and sea, and for times outside the school holiday periods i.e. for those holidaying without school children.  
Also as an out of season short break or week end destination.  More (but  different) Eden projects 

81 promoting sustainable tourism 

82 Promoting the area to the Chinese. 

83 Promoting the shoulder months as quality time to visit the county 

84 Promoting the South West as an out of season destination. Maintaining access routes e.g. Newquay airport and improving road access.  

85 Promotion of the real natural attractions of Cornwall. Prevent by planning decision any tacky tourist traps. Encourage good quality open all year facilities.  Funding for 
local councils to promote there areas. quality inspections to be carried out by local government not contracted to a single private company ( monopoly ) 

86 protecting and enhancing 

87 Protecting and enhancing VILLAGES and countryside 

88 Protecting/enhancing our coastline and towns  Maintaining a North Cornwall guide as distinct from an overall guide  Ensuring sufficient funding of TICs  Getting a 
more efficient and cost effective quality inspection system 

89 Providing affordable marketing initiatives. Maintaining standards across the industry, but they must be affordable and practical. 

90 Quality  Value for Money  Sustainability 

91 QUALITY and improving availability for disabled visitors 

92 QUALITY ATTRACTIONS THAT ARE GOOD VALUE AND CLEAN WELL CARED FOR BEACHES, COUNTRYSIDE AND FACILITIES.  IMPROVED PUBLIC 
TRANSPORT AND ROADS-NEW LAYOUTS LIKE SLIP ROAD MODIFIATION FROM A30 TO M5 AT EXETER JUST ADD TO STRESS AND CAUSE VISITORS TO 
AVOID JOURNEY IN FUTURE  

93 Quality of accommodation  

94 Quality tourism is important and honest advertising!  

95 Quality. Better local roads: some of the local lanes are of poor surface quality and width for the volume of traffic during busy months. 

96 Responding to the increasing use of the internet by tourists planning their holidays - make the SW Tourism websites less laborious, more user-friendly and more 
informative on different local areas. 

97 Road access to South West - Making Cornwall easily accessible. Showing events - more advertising. Keeping Cornwall special and raising standard of Restaurants. 
Reduce charges for parking and other tourist attractions. So visitors do not feel they are paying out for everything they see and do. More innovation to attract people 
to come to the area.   

98 SELLING CORNWALL OUT OF SEASON 

99 Supporting local websites through grants 

100 sustainability  green tourism  eco-friendly 

101 Sustainability! 

102 Sustainable and quality 
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103 Sustainable green tourism, high quality accommodation & services - up market, special, distinctive & NOT huge numbers of tourists, ala Disney.   Eden project, Tate, 
Maritime museum, Rick Stien, 15  all great for Cornwall, attract the right audience - differentiate from the mass 

104 sustainable tourism  Marketing the South West 

105 Sustainable Tourism and Green Tourism 

106 sustainable tourism; protection and conservation of the countryside  

107 SWT and Visit Cornwall are quangos spending vast amounts of money on poorly designed, thought out and delivered campaigns. In the private sector they would 
have gone bust by now. All the money they spend should be diverted to local tourism associations to spend. They have the first hand customer knowledge and they 
know if people don't visit their area then they don't get paid. 

108 The promotion of the name Falmouth. 

109 The tourist promotion sector is poorly organised and poorly funded.  A small business like ours needs to register with Tourism SW/Visit Cornwall/local TIC etc and 
arrange inspection separately; add up the cost and it’s hardly worthwhile for the benefits delivered. You badly need a one-stop shop. 

110 To advertise the region generally and ensure consistent quality in services offered to tourists. 

111 To encourage marketing of the area as a destination and to carry on promoting quality as the public expect a higher quality of service in all areas, however the quality 
service seems unable to keep their deadlines I am still waiting to be reinspected over a year late therefore have missed a years marketing at the correct grading.  

112 To ensure that Local Authorities keep all essential amenities in top order, with road signs and parking areas well signposted. Overall area cleanliness is paramount 
for feel good factor. 

113 To ensure the smaller operators are involved in the industry. Communication and a better understanding of the market place and the drivers that are influencing the 
customer in the decision making process. Research is not shared. 

114 To increase the standard of the service industry e.g. catering, pubs, shops etc. 

115 To make sure all properties let out, and B7B and Hotels are regularly inspected. They should hold a licence to let cottages & rooms.  

116 To promote all the assets we have in our area. 

117 To provide a single tourism service promoting quality and value for money so that the customer isn't confused by the choice of different organisations promoting their 
own area of influence and interest.  One objective and one hymn sheet. 

118 TO PROVIDE CLEAN, HOMELY ACCOMODATION WHICH LIVES UP TO THE CLIENTS EXPECTATIONS. 

119 To provide value for money, costs are out of our control with extra burdens yearly by council / gov that we cannot pass on.!!!!! 

120 To remember that not all tourists want top quality accommodation and many of our clients can’t afford to pay for it. If we have to spend more on continually upgrading 
accommodation, some clients will not be able to afford to come to Cornwall. If fuel prices rise much more, there will be a recession in the industry, as a car is 
essential for getting around in most of Cornwall, for instance we are 25 miles from a train station. 

121 to rid Cornwall towns of the pubs and clubs that bring in the tourist who is only interested in getting drunk and causing mayhem -- it puts off ordinary families and 
couples --  

122 Tourist information centres as a one stop place for enquiries/information 

123 Tourist Information Centres 

124 Trying to draw in a wider range of people.  Market sports availability and outdoor activities.  Improve facilities for families with children when the weather is inclement. 

125 Unsure 

126 value for money 

127 Value for money. 

128 Value for money; car parking; cleanliness; discouraging rowdiness; consistent minimum standards of accommodation 

 We need to be more positive in our advertising as well as the lovely beaches. More should be done to promote our moorlands, hills and heritage. 
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  Did Not Answer: 84 (39.4% of Self Catering Property businesses) 

 Total Comments: 128 

 

Static Caravan/Chalet 

ID Static Caravan/Chalet Q13: Please comment on what should be the highest priorities for tourism services in the future?  

1 Bring Newquay back to being a family resort 

  Did Not Answer: 3 (75% of Static Caravan/Chalet businesses) 

  Total Comments: 1 

 

Touring Caravan/Camping 

ID Touring Caravan/Camping Q13: Please comment on what should be the highest priorities for tourism services in the future?  

1 1. Marketing 2. Standard setting...and ENFORCING 3. Persuading those that live and work in the south west that sustainable tourism is the future of the region, 
not some Cinderella activity to be blamed for all the problems of the area. We must not smile as we take their money and then short change them in the 
welcome and service we give.  

2 Attracting (advertising?)The good points for potential customers to holiday in Cornwall as against foreign holidays. 

3 Ensuring that local organisations can support the small b&B businesses.  Not for the big national bullies to cut them out by cost. 

4 Ensuring that visitors feel valued and that their holiday has been good value for the money spent, stop over charging in car parks for example. 

5 Increase effort to promote Cornwall as a modern, quality tourist destination.  Facilitate training to develop skills of work-force and quality of product.  Protect 
natural environment. 

6 Offering good clean accommodation and decently priced food and attractions 

7 Promote local events fully to support local suppliers and producers of all aspects of the locality hotels self catering campsites food and craft producers etc 

8 Raising quality of other businesses and ensuring gradings are accurate. Everyone operating as a campsite should have to be graded as we have heard from our 
customers some bad reports from ungraded campsites. 

9 sustainable tourism 

10 the environment 

11 To be able to sustain high quality services at a reasonable cost.  It is also important that all services of the same genre are treated the same. 

  Did Not Answer: 17 (60.7% of Touring Caravan/Camping businesses) 

  Total Comments: 11 

 

Holiday Agency 

ID Holiday Agency Q13: Please comment on what should be the highest priorities for tourism services in the future?  

1 1. Destination marketing  2. Improving the infrastructure - cleaning of public toilets, collection of rubbish and the improvement of the cleanliness of towns and 
countryside, improving the road, rail and air links. 

2 High quality products at a fair price.  Improving the presentation of the area, cleanliness’, signage etc 

3 Quality 
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4 Quality standards of accommodation. A grant towards the huge advertising costs that we pay to tempt visitors to Cornwall thus benefiting the Cornwall economy and 
other businesses. 

5 sustainable tourism, enhancing towns and countryside 

 Did Not Answer: 5 (50% of Holiday Agency businesses) 

 Total Comments: 5 

 

Other type of business 

ID Other business Q13: Please comment on what should be the highest priorities for tourism services in the future?  

1 1. Reflect the whole range of tourism offered. 2. Sensible pricing for 1 3. Market counties separately - each has its own identity 4. SWT doesn't reach a wide enough 
market/too expensive 5. Telling the public they are missing out if they only take short breaks 

2 Increasing quality of service through a grading system or by establishing quality standards which can be accesses and assessed by the general public. 

3 Marketing the county and major towns. 

4 promoting Cornwall more 

5 sustainable tourism, marketing local destination 

6 Year round appeal 

  Did Not Answer: 9 (60% of Other types of business) 

  Total Comments: 6 
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CORNWALL DESTINCORNWALL DESTINCORNWALL DESTINCORNWALL DESTINATION AUDITATION AUDITATION AUDITATION AUDIT    
    
Questionnaire for Tourism BusinessesQuestionnaire for Tourism BusinessesQuestionnaire for Tourism BusinessesQuestionnaire for Tourism Businesses 
We are undertaking an audit of the tourism industry to inform the development of the work of the Cornwall Destination Management Organisation. 
This questionnaire seeks information about your business and your views about the services supporting tourism in Cornwall.  Any information you 
provide will be treated in confidence. Facts and figures will only be used on an aggregate basis and comments will not be linked to individual 
businesses. 

We would be grateful if you could complete this questionnaire and return it in the enclosed pre-paid envelope to Roger Tym and Partners, 11-15 
Dix’s Field, Exeter, EX1 1QA. Please respond by Wednesday the 20202020

tttthhhh December 2006 December 2006 December 2006 December 2006.  If you have any queries about this survey please contact 
John James, Cornwall Commercial Tourism Federation on 01736 362676, email john@chyanskyber.fsnet.co.uk or Jeremy Bennett, Roger Tym & 
Partners, 01392 210868 jeremy.bennett@tymconsult.com 

The Business 
1 Please tick your main business type 

Visitor Attraction  � 

B&B/Guesthouse  � 

Hotel    � 
Other – please specify 
............................................................... 

 

Self-catering property  � 

Static caravan/chalet   � 

Touring caravan/camping � 

Holiday Agency                         � 

 
2 

At peak season, including you, how many employees are there in the business?           

……………Permanent full time  ………….Permanent part time  ………….Seasonal F/T  ………… Seasonal P/T 
Performance 
3 How has the volume of business changed in the last five years? 
 Increased by more than 10%  � 

Increased slightly   � 

Stayed about the same  � 

Decreased by more than 10% � 

Decreased slightly  � 

Don’t know    � 

4 Please estimate the proportion of your year’s business that falls in each of these time periods 
 

January to March ...........% 

April to June  ...........% 

July to September  ...........%  

October to December  ...........% 
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5 How has the pattern 
of seasonality 
changed over the 
last five years (since 
2002)? 
 

………………………………………………………………………………………………………………………………………………….… 

………………………………………………………………………………………………………………………………………………….… 

………………………………………………………………………………………………………………………………………………….… 

or     No real change � 

6 If there have been 
changes in the 
seasonal pattern of 
business, what are 
the main reasons? 

………………………………………………………………………………………………………………………………………………….… 

………………………………………………………………………………………………………………………………………………….… 

7 Please tick what months (if any) would you like to see more business? 
 January  � 

February  � 

March      � 

April   � 

May   � 

June   � 

July   � 

August   � 

September  � 

October   � 

November   � 

December   � 

None  � 

 
 

Investment 
8 Apart from normal maintenance, have you made any significant capital investment in your business 

within the last three years (since 2004)? 

Yes � How much?  £…………………………………………….  No � 

9 And do you plan to make significant capital investment in the next three years (2007-2009)? 

Yes � How much?  £…………………………………………….  No � 

Operation 
10 

What percentage of your turnover do you spend on marketing?  ……………………….% 

11 Of the total spent on marketing, what percentage do you spend on: 

 Paid for advertising space   .………..…….%       
 
Guide/leaflet production       ………………..%        

Website                 …..…………….%        
 
Other marketing    …..…………….%      

12 What percentage of your marketing budget do you use to: 

Attract visitors already on holiday in Cornwall         ....………….%  

Attract visitors still planning their trip to Cornwall    ……………….% 
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13 
What proportion of your turnover do you spend on training or business advice? ……………………….% 

Tourism Services 
14 How important are these tourism services to your business? 
  

Essential Very Important 
Quite 

Important 
Not Important 

 Marketing the South West as a 
destination 

� � � � 

 Marketing Cornwall as a 
destination 

� � � � 

 Marketing your local area as a 
destination 

� � � � 

 Protecting and enhancing 
towns and countryside 

� � � � 

 Increasing sustainable tourism � � � � 
 Tourist Information Centres � � � � 

 Events � � � � 
 Research � � � � 

 Business support/training � � � � 
 Initiatives to increase tourism 

industry quality 
� � � � 

15 How well are these services delivered by the public sector and other organisations? 
  Excellent Good Satisfactory Poor 
 Marketing the South West as a 

destination 
� � � � 

 Marketing Cornwall as a 
destination 

� � � � 

 Marketing your local area as a 
destination 

� � � � 

 Protecting and enhancing 
towns and countryside 

� � � � 

 Increasing sustainable tourism � � � � 

 Tourist Information Centres � � � � 
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 Events � � � � 
 Research � � � � 

 Business support/training � � � � 
 Initiatives to increase tourism 

industry quality 
� � � � 

16 Please comment on what should be the highest priorities for tourism services in the future? 

……………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………… 

…………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………..… 

……………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………… 
Thank you for your help - Roger Tym & Partners, 11-15 Dix’s Field, Exeter, EX1 1QA 
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APPENDIX APPENDIX APPENDIX APPENDIX 7777    

    
Expenditure Expenditure Expenditure Expenditure –––– known and estimated known and estimated known and estimated known and estimated
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Expenditure by type of organisation Expenditure by type of organisation Expenditure by type of organisation Expenditure by type of organisation –––– known expenditure (from interviews) and e known expenditure (from interviews) and e known expenditure (from interviews) and e known expenditure (from interviews) and estimated expenditure for remaining private sector stimated expenditure for remaining private sector stimated expenditure for remaining private sector stimated expenditure for remaining private sector 
associations not providing financial informaitonassociations not providing financial informaitonassociations not providing financial informaitonassociations not providing financial informaiton    
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Total tourism Total tourism Total tourism Total tourism 
budget budget budget budget     
2006/072006/072006/072006/07    £1,168,900 £2,042,575 £2,135,184 £10,105,000 £2,174,666 £1,249,133 £16,832,883 £17,706,558£17,706,558£17,706,558£17,706,558    

               

Staff & costsStaff & costsStaff & costsStaff & costs    £214,145 £374,754 £517,514 £15,000 £887,000 £403,193 £2,036,852 £2,197,461£2,197,461£2,197,461£2,197,461    

PrintPrintPrintPrint    £203,591 £356,284 £524,250 £0 £495,000 £3,608 £1,226,449 £1,379,142£1,379,142£1,379,142£1,379,142    

WebsitesWebsitesWebsitesWebsites    £19,550 £34,213 £33,820 £0 £45,000 £271,384 £369,754 £384,417£384,417£384,417£384,417    

PromotionPromotionPromotionPromotion    £15,230 £26,653 £180,000 £10,000 £686,000 £55,634 £946,864 £958,287£958,287£958,287£958,287    

TICTICTICTIC    £4,000 £4,000 £425,040 £0 £0 £0 £429,040 £429,040£429,040£429,040£429,040    

Quality issuesQuality issuesQuality issuesQuality issues    £1,750 £3,063 £7,500 £10,080,000 £0 £339,290 £10,428,540 £10,429,853£10,429,853£10,429,853£10,429,853    

Product DevProduct DevProduct DevProduct Dev    £672,000 £1,176,000 £27,003 £0 £0 £8,000 £707,003 £1,211,003£1,211,003£1,211,003£1,211,003    

MuseumsMuseumsMuseumsMuseums    £0 £0 £203,800 £0 £0 £0 £203,800 £203,800£203,800£203,800£203,800    

AmenitiesAmenitiesAmenitiesAmenities    £0 £0 £500 £0 £0 £0 £500 £500£500£500£500    

OtherOtherOtherOther    £38,634 £67,610 £217,110 £0 £61,666 £188,873 £506,283 £535,259£535,259£535,259£535,259    

               
Marketing Marketing Marketing Marketing     
outside Cornwalloutside Cornwalloutside Cornwalloutside Cornwall    £37,025 £64,794 £405,808 £0 £1,245,000 £52,900 £1,740,733 £1,768,502£1,768,502£1,768,502£1,768,502    

 

 


