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Workshop Report: Leisure landscapes for tourism

Chair: Jean Metcalfe, University of Central Lancashire, Newton Rigg, Penrith, Cumbria

Presenter/Rapporteur: Richard Greenwood, Cumbria Tourism

INTRODUCTION

Tourism provides the mainstay for Cumbria’s economy as a major source of employment and revenue. There are direct effects with visitor spending occurring across the county, and non-visitor businesses benefit indirectly through supply-chain effects. It can be argued that many local facilities are only viable and available for the resident community because of visitor use and spending. The visitor economy provides almost 26,000 FTE jobs and indirectly supports many others in Cumbria. People visit Cumbria because of its outstanding landscape qualities that provide a physically and emotionally satisfying environment (lakes and mountains, relaxing and beautiful) but the tourism industry is conscious of competition from other destinations and seeks to raise the overall quality of the visitor experience.

RESEARCH ON TOURISM TRENDS AND OPPORTUNITIES

Richard Greenwood outlined the tourism trends, market growth, and opportunities arising in connection with the visitor economy. He identified the nationally important landscape of Cumbria as the major attraction – with two National Parks, including England’s largest National Park, the Lake District, and Hadrian’s Wall (World Heritage Site) and three Areas of Outstanding Natural Beauty. In 2004, almost 16 million tourist trips were made to Cumbria, generating a spend of £1.12 billion, and there had been an increase of 12% in the past 5 years of people employed in tourism. In real terms the value of tourism activity overall grew by over 15% between 2000 and 2004. A survey in 2002 identified that most visitors are from the UK, with only 10% from outside the UK. Survey work indicated that 82% of visitors visited to benefit from the picturesque qualities of the Lake District or some other form of appreciation of the outdoors. The new growing market is the outdoor activity market which divides into a number of specialised sectors whether of sport or appreciation of the natural/wild environment. Typically, 75% of visitors get involved with some outdoor leisure activity, such as walking or cycling. The predominant visitors are white couples; the number of families visiting has declined. Surveys amongst Cumbria’s tourism businesses (CTB 2005) identified that more than half of them (52%) believe that the most significant trip type currently is low-energy activity breaks (gentle walks, cycling, fishing, golf). This was followed by family breaks (44%) and high-energy breaks – hiking, climbing, mountain biking and water sports (43%). The largest potential for growth appears to be within low- and high-energy activity breaks, reported by tourism businesses to be on the increase by 32% and 27%, respectively. 

The trend that tourism operators are experiencing is for visitors to look for complete ‘packages’ of leisure experience that are tailored towards short breaks for customers who are ‘cash rich and time poor’. Such visitors want information about opportunities to be available on the internet and for the whole package to cater for well-being and health.
The breathtaking landscape of Cumbria still appears to be Cumbria’s unique selling point for both tourism and leisure activities and this is being strengthened by the growing outdoor market that includes such diverse areas as the Mountain Film Festival, farm tourism, equestrian activities, ‘natural economy’ (e.g. economy of nature conservation management, including visitor revenue from attractions such as the osprey breeding site) and ‘wild’ Cumbria. This continues to be the case despite competition from destinations abroad and increasing availability of choice of national and regional airports. Leisure and tourism influence the management of the landscape and the economy of land managers. Farmers continue to diversify into tourism activities with self-catering cottages, farm shops, tea rooms and activity centres. Leisure and tourism continue to offer the best prospects for growth in the Cumbrian uplands through the development of high-quality accommodation, food and drink, walking, cycling and equestrian activity and short-break packages as described above.

A VISION FOR TOURISM

Delegates were informed that tourism authorities are increasingly attempting to foster a vision for tourism that will attract investment and, via this, provide an infrastructure for activities that will cater for the environment, the economy and community needs. This requires investment in outdoor activities in combination with all other visitor experiences that can receive quality accreditation. In doing this there will be increasing interest in the natural economy but improvements need to be holistic and include everything from the transport infrastructure through information services, footpath maintenance, accommodation standards, public realm, attractions and events. 
Delegates were invited to consider whether some of the negative impacts of tourism can be reversed and tourism used explicitly as an active force for change and environmental improvement. Footpath erosion, air pollution and litter have a negative impact but this need not be an inevitable consequence of responsible tourism. A recent newspaper article identified the Lake District as one of the five worst places to go, citing too many people in too few places, too many cars, shoddy public furniture/street furniture and people receiving bad services from tourism providers. This perhaps highlights the need to find out what visitors want. What sort of landscape do they want and what sort of infrastructure is sought? As a group, visitors appear to want both landscape and shopping. However, Richard Greenwood considered there was a need for leadership as well as research. He suggested the need for more public knowledge of the link between the natural environment and heritage. He suggested that recognition of the historic environment of uplands and the cultural landscape was a great opportunity to build a market into the future by leading public opinion as well as following it. 
Nevertheless, he suggested that the best prospects for economic growth would come from finding out what people want. He pointed out that tourists spend most of their money in towns and often without causing too much pressure on the environment. There needs to be a recognition of the different types of tourists and associated pressures and spend patterns. Some outdoor activities might produce negative environmental impacts and no economic benefits whilst the opposite extreme might be teashop tourists with spending power but less environmental impact.

TOURISM AND THE WIDER ECONOMY

Richard Greenwood argued that tourism in Cumbria is the prime mover that facilitates, rather than competes with, other forms of economic development. In the Lake District, tourism has been part of the culture for at least the last 200 years. The literary connection between the Lake District and romanticism is well known and capable of further development through the possibility of future World Heritage Site status. However, the more every-day culture associated with the maintenance of a cultural landscape can be developed by bringing the culture of upland communities to the attention of tourists by means of food. The marketing of farm produce can include marketing the different aspects of Cumbrian rural/upland life, identifying the unique properties of local produce, and educating visitors about farm practices; with a consequent feed-back effect on environmentally friendly farm practices through visitor appreciation. This could spread visitor pressure away from towns and support further diversification by farmers into farm shops and farm teas. Food and farmers’ markets also provide great opportunities for local produce and culture that benefit both visitors and local communities. Closer understanding of the Workshop Report: Leisure landscapes for tourism Metcalfe and Greenwood linkage between food production and local communities benefits social cohesion. 
Richard Greenwood strongly rejected the ‘Greenfly model’ of tourists as an unwelcome infestation. He thought this a wholly negative, debasing view that ignored the beneficial significance of the visitor economy. He felt that tourism is the ‘only show in town’ and that without it there is no hope for sustainable communities, but that there is a need for other areas of economic activity to counter the limited choices for jobs and consequent emigration of young people who cannot afford to continue to live locally. 
Delegates were asked whether they felt that there was a need to refresh the ‘Wow factor’ of Cumbria. Should there be a big and new form of tourism provided to revive what is offered to tourists and for leisure activities, or should the industry continue to rely on the traditional offering? In particular, is there scope for an ‘Eden-sized’ project (Eden Project Biome) which might comprise a big, iconic project on local Cumbria culture and hill farming, or does developing the traditional involve catering for, and appealing to, individualism within bespoke complete leisure packages?

WORKSHOP DISCUSSION

Richard Greenwood and delegates agreed on the need for a wider economy rather than total dependence on tourism. This had been well demonstrated by the foot and mouth disease outbreak in Cumbria when the dependence on tourism and its link with farming demonstrated a vulnerable rural economy. There was also a need to strengthen the economy across Cumbria outside the Lake District and there were certainly opportunities

for tourism in other Cumbrian locations. Indeed, there might be an argument (in the event of World Heritage Site status for the Lake District) for Cumbria being marketed as a county with two World Heritage Sites. However, the Lake District is a well-established brand for Cumbria and there was uncertainty about whether World Heritage status or Biosphere Reserve status would provide a ‘Wow factor’ for Cumbria. Richard Greenwood considered there was a need for a boost to the international profile to attract international visitors as well as an effort to raise the overall quality of visitor experience for all. 
Delegates agreed that there was a need for a long-term vision for the future but felt that there would be different scenarios that might be specific to particular locations. Investment into the Pennine fringe and other areas as well as the Lake District would be needed. There could be different balances of tourism across different parts of the county that could provide a sustainable future for specific communities in the context of their own particular environmental qualities.













































	Unit 8, Hackthorpe Hall Business Centre, 

Hackthorpe, Penrith, 

Cumbria 

CA10 2HX
	www.theuplandcentre.org.uk

01931 711 112





[image: image1.jpg]