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EXECUTIVE SUMMARY
This study was set up to examine the potential for developing Bureaux des Guide type information provision and activity booking outlets in North West Wales.

During the initial stages of the work it became increasingly clear that looking at this one aspect of information provision and booking in isolation was both inappropriate and myopic. In fact it was impossible to keep the interviewees to such a narrow aspect as a wealth of information and ideas were emerging. The study has therefore broadened its horizons to take a critical look at outdoor activity information provision (and booking) as a whole. To the best of our knowledge this is the first time that a study has examined this subject.

Interviews were conducted with both activity and accommodation providers and a number of key TICs in order to gain a wider perspective (interviews with the TIC staff were not part of the original project outline). These generated a surprising degree of commonality which we believe gives strength to the studies findings and recommendations.

The main findings are,

· That the Bureax des Guide model, whilst held up as a model of good practice may not be appropriate in this situation. This was in part due to the type and size of the market as well as the existence of the TIC network.

· That there was a belief that the existing TIC network should be developed to incorporate many of the functions of the Beureax des Guide model. This recognized the value of the TIC network and a desire to avoid duplication of effort.

· That there was a need to develop a more effective partnership between public, private and voluntary bodies in order to deliver these changes to the TIC network. 

· That other avenues of information provision that directly access the specialist outdoor activity visitor such as Outdoor Activity Information Points, should be developed in order to create a more complete picture. This would again involve closer working between public, private and voluntary bodies.

There are a number of other recommendations some of which can provide some easy ‘quick wins’ and others that will require a concerted effort to attain. However given the increasing importance of both tourism and more particularly active tourism to the Welsh rural economy, these efforts are a small price to pay for the potential benefit that could be reaped.

1.0 
INTRODUCTION

1.1 Background

Earlier this year Eryri-Bywiol / Snowdonia-Active presented their findings of an extensive study into the economic impact of Adventure Tourism within north-west Wales. The report entitled ‘The Active Economy’ demonstrated that the industry is already contributing some £140m per annum to the local economy, and is responsible for approximately 6% of all employment within the region. This study was commissioned partly in support of the WTB’s ‘A Time for Action’ the Adventure Tourism strategy for Wales, 2003-2010 which outlines a strategy for developing adventure tourism in Wales.
It was with this ongoing backdrop that two further studies were commissioned by the WTB specifically to look at opportunities to capitalize on this growth market and help meet targets established within ‘Time for Action’. The first of these, a feasibility study into the establishment of a Snowdonia based cross-sector Activity Bookings Structure has recently been completed and showed that it could serve as an excellent tool to help facilitate the growth of Adventure Tourism in north-west Wales. This second report however adopts a broader perspective, and presents the findings of a feasibility study into the specialist provision of outdoor activity information. 

1.2 Project Brief

On December 17th 2003, a project steering group (members listed in Appendix 7) meeting was held in Bangor, to discuss the specialist provision of outdoor activity information. This meeting set the agenda and scope of what such a study should entail:

· Consideration of a specialist Bureau Des Guides (BDG) concept (a one stop shop specifically for booking activity tourism activities);
· Opportunities to improve existing provision of specialist outdoor activity information through Tourist Information Centres (TICs);
· Insight into exploiting new means of information access such as Web, teletext, mobile phones, etc;

· Analysis of the potential to build on existing Web based tourist information provision at a national portal level, such as www.visitwales.com, and at a more explicit regional level, such as www.snowdonia-active.com.
· With recommendations that ultimately lead to economically sustainable information provision, either through subscriptions, commissions, or user charges.
In order to meet the above needs this document has been structured as follows:

· Section 1 : Introduction

· Section 2: Interview responses – Activity and Accommodation providers
· Section 3: Interview responses –Tourist Information Centres
· Section 4: Outdoor activity information provision - Analysis and recommendations

· Section 5: Key steps towards implementing outdoor activity information provision
· Section 6: Summary and Conclusions
1.3
Methodology

For the purpose of this report, Adventure Tourism has been taken to include the definition as in “The Active Economy - The Value of Adventurous Outdoor Activities to North West Wales”. This is defined as Bouldering; Caving; Canoeing; Climbing; Coasteering; Diving; Fell Running; Kayaking; Kite Surfing; Mountain Biking; Orienteering; Paragliding; Road Cycling; Sailing; Scrambling; Skiing; Snowboarding; Surfing; Walking; White Water Rafting; Windsurfing. Also included within this definition are low level and local walking which have obvious alliances with the other activities. 

Although the original primary focus of this study was to look at the development of a BDG, it quickly became apparent that it was not possible to look at this concept in isolation, especially within the context of the interviews. Indeed, this would have proved far too much of a limiting factor to have enabled an impartial study, and hence the subject became one of general information provision for the outdoor activity sector, and the options for improving the current situation. Clearly, this has steered the research and subsequent report document some way away from the original brief, and into a justifiably broader context.

A list of abbreviations used within the study can be seen in Appendix 1. 

The study encompasses both primary and secondary research:

Primary research – Twenty four interviews were held with a range of outdoor activity orientated businesses (activity providers, accommodation providers, and retailers etc.) in order to gather their views on the TIC network and alternative methods of information provision. These interviews comprised of both structured and semi-structured questioning, as well as unstructured discussion. The interviews were spread across the geographical area, and included a range of different types of organizations of varying sizes, such as Local Education Authorities, private centres, and sole traders. 
Additionally, four interviews were later held with TIC staff in order to gather their views about the TIC network, information provision and the outdoor sector. Although there had been plans to conduct further interviews on this basis, the core themes that originated from these were so strong, aligned, and consistent, that it was thought to be of less value continuing with this, and of more benefit to concentrate efforts elsewhere. 

The Wales Tourist Board (WTB) recommended that these interviews should be steered towards the providers in the outdoor sector, and that if the conclusions drawn were significant, then further funds could be allocated for customer related research.

Secondary research – A comprehensive review of those documents already available in the public domain was also undertaken in order to gather core background information and findings appropriate to the feasibility study. This included: 

· TPNW Tourism Strategy, “Planning Tomorrows Tourism Today”;

· TPMW, Mid Wales Tourism Strategy August 2003;

· TPNW, “Value of Tourist Information Centres”;

· “Criteria for a Network of AIOs around Wales study”;

· “Information Requirements of Visitors to Wales study”;

· “Training to Attract”;

· BIC Eryri, “North Wales Outdoor Pursuits Sector”;

· Snowdonia-Active/Newidiem, “The Active Economy”.
Some of the more interesting statistical findings can be viewed in section 3.2.3
1.4 
Outdoor Activity Tourism Sector in North West Wales – a summary

Clearly, the provision of specialist outdoor activity information needs to take into consideration the nature of the activity tourism sector. The importance of optimizing provision of this information, and budgets allocated to meet this need, is dependent to a large degree by size, value and market potential of the sector. As was described earlier, the industry is already contributing some £140m per annum to the economy of north-west Wales. 

A detailed description of the market characteristics of the sector has been included in Appendix 2. This provides the executive summary of ‘The Active Economy’ and in many ways sets the scene for the rest of this study. The full version of this document can be found at www.snowdonia-active.com in the document library.
INTERVIEW RESPONSES – ACTIVITY AND ACCOMMODATION PROVIDERS

2.0
Introduction
The following provides front-line opinion of how activity and accommodation providers view the TIC network, at both the generic level, in terms of the impact they have on the local economy, and also at a more specific level, from the perspective of whether they actually meet the needs of outdoor sector information provision.

In addition, the interviewees were asked to express their opinion on a range of other means of outdoor activity information provision, including; the Bureau des Guides concept; Outdoor Activity Information Points, Alternate Information Outlets/Alternate Information Centres, the Visit Wales Destination Management System, the concept of a regional information line, Tourist Information Points, Internet Access Kiosks and Minicards. The exact nature of these different means of information provision is featured within. 

In total, 26 interviews were held with activity and accommodation providers – details of these are provided in Appendix 4.   
2.1
The TIC network


2.1.1
Broad level opinion of the value of the TIC network
At a generic level, there was strong consensus on the value of the TIC network, namely that outdoor business’ almost universally agreed that it was a vital service which would have a significant effect on local tourism, and thus the local economy if they were to cease to exist. In particular, they mentioned that:
· It was difficult to understand why local government would not want to part fund, or fully fund TICs due to the economic contribution of tourism, or more specifically of activity tourism. Models of best practice are places like Moab, USA and valley towns in the European Alps, where similar establishments to provide long-term benefit for the local economies. There was a feeling therefore that TICs are directly related to an areas future prosperity, particularly those dependent on tourism revenue. 
· In a similar vein, there was confusion as to why TICs should be partially or fully self-funding. The general feeling was that they are a business support tool (assisting businesses to generate income, with that income benefiting the local economy both directly and indirectly) and that TICs should be centrally funded to support the tourism sector - a vital and growing part of the Welsh economy.
· There was also strong support for TICs on the basis that tourism is a people orientated activity, requiring personal advice, information and attention - TIC staff are a key friendly face for people visiting the area. 

2.1.2
TICs – Do they meet the needs of the outdoor sector?
Despite clear support from the outdoor sector for retaining TICs, it was felt they are of limited use in the form they presently take. Indeed, this is to the extent that many activity providers are reluctant to leave brochures in TICs, due to prior experience of very few bookings arising from such means - if any at all! The core weaknesses were considered not to be the fault of TIC staff, but rather a function of the infrastructure in place. Appendix 5, a case study from one of the outdoor activity providers who was interviewed as part of this study, provides a fair reflection of the issues that such businesses have with the existing TIC network (it also includes comments relevant to other means of outdoor activity information provision).  
On a more positive note, interviewees believed that much could be done to improve the current situation, and that these changes may not prove too difficult, or costly, to implement. This centred on a number of issues, some of these specific to the outdoor sector, and others of a more generic nature:
2.1.3
Lack of internal expertise in relation to outdoor activities

Many interviewees felt that internally staff didn’t have access to the information and did not have the expertise to give a quality response to customer enquiries, particularly those enquiring about more specialist sports such as climbing, canoeing, paragliding, mountain biking, etc. Many TIC staff would struggle to answer questions such as ‘Which rivers can I canoe at this time of year?’, ‘Are there any bird restrictions on local cliffs?’, ‘Can I take my teenager on the Marin Trail Mountain Bike trail in the Gwydyr Forrest?’ 
All activity providers would like to see personnel from the outdoor sector working in TICs and it was felt that this could prove vital to future success.

2.1.4
Lack of knowledge of local outdoor activity businesses

In a similar vein to the above, interviewees were conscious that TICs did not have a sufficient understanding of local outdoor activity businesses, including what they do and where they do it, etc. This is something that TIC staff also agreed upon (see previous section).
2.1.5
TICs insufficiently geared up to meet the needs of smaller businesses

Interviewees thought that TICs currently work well for larger and more established traditional attractions. In many cases, with these long founded partnerships working smoothly and efficiently, there was a feeling that insufficient attention has been devoted to smaller operators without a trade or collective voice. TICs clearly need to work for both large and small scale providers and the present setup is thought to favour larger businesses. Of course, the outdoor sector comprises mainly of small scale providers, and this perhaps explains the depth of feeling of the interviewees.
2.1.6
Location and ‘community’ issues 

Unsurprisingly, activity and accommodation providers were keen to point out that central to the success of a TIC is their location. TICs of highly visibility, in easy accessible locations, with the right ambiance etc., such as in Llangollen, were applauded. On the contrary, others such as Bala TIC, which is to be found within a sports centre, was considered a very poor choice of location.
Although not directly related to issues affecting the outdoor sector, interviewees were of the opinion that TICs do not sufficiently reflect the communities and environments in which they reside, in that they should be community run and/or much more strongly tied to the local community. In addition, it was thought that TICs should be used both by locals as well as visitors. Interestingly, this view was also shared by TIC staff.
2.2
Bureau des Guides
2.2.1
What are they?

Bureaux des Guides is a common term in Europe for a guide bureaux. In essence, they provide a one stop shop specifically for booking alpine/mountain activities in person, over the telephone, or via email, and provide made to measure programs for organized groups or individuals. 
They usually take the form of retail styled shops located in central high street positions, and are found in most ski resorts and high alpine villages (there are approximately 80 in France alone). In fact, BDG and private equivalents are appearing all over the world where local geography provides outstanding opportunity for outdoor activities.

Activities, of course, vary according to local geography and region, and include:
Mountain guiding/accompaniment, glacier travel courses, Via Ferrata, escalade, randonnee, haute mountain (guided mountain activities), snow/ice climbing, valley cragging, sport climbing, canyoning, white water rafting and kayaking, alpine climbing, classic assents, heli-skiing, off piste/freeride skiing/snowboarding, alpine photo safaris, flora and fauna study trips, mountain skills & safety, avalanche awareness courses, trekking - high and low level (day trips, overnight trips, week long and expedition, winter and summer availability).

2.2.2
What do activity providers think of them?
The Bureau des Guides concept (BDG), which in Wales would essentially mean a TIC specifically for the outdoors, received a mixed response from activity providers. 

There were a number of positive themes that arose from the interviews:
· It was thought that a BDG would have a significant effect on the quality of outdoor activity information and advice available on the high street.

· There appeared to be a general belief that a BDG would help businesses tap into a hitherto untapped mass market for activities. However, it was felt this would require further investigation. 
· It was suggested that BDGs could form a hub from which point activities and developments radiated. For instance, activity providers mentioned the way that Via Ferrata were managed through the BDG in France. There was also mention of the collection of license fees for local take-offs for paragliding, as well as car parking permits, and bookings for campsites etc. 
· Activity providers felt that a BDG could become the focus of the “active community”, but also significantly that it would help the broader community to work together in a way that many Alpine villages were perceived to be doing. It was suggested that Welsh villages do not yet have this level of integration - working together for the common good. It was felt that a BDG could provide an opportunity to improve this situation. 
There were, however, also a number of concerns which activity providers were keen to put forward:
· Some felt that the existing market was not large enough to generate sufficient commission income to sustain such a service. It was suggested that a BDG would have to form part of a larger set up inclusive of general tourist information.

· There was the suggestion that margins are too tight to introduce commissions on sales. In order to generate sufficient value from commission sales there would need to be a significant amount of custom put through individual businesses.
· The issue of referral bias and the general theme of maintaining neutrality was consistently mentioned. 

· Concerns were voiced regarding the mechanics of making bookings through such means, particularly for the spontaneous market. 
· There was a feeling that the spontaneous market was very unpredictable. One business mentioned they had tried the ‘chalkboard outside the shop method’ but had seen little success through this over a three year period.
2.3
Outdoor Activity Information Points

2.3.1
What are they?
OAIPs are small scale information points providing access to on-line information, backed up with personal knowledge passed on an informal basis. They can also be viewed as mini outdoor TICs. One example is an outdoor shop providing a combination of informed Internet access to local sites, as well as answering outdoor specific customer questions as part of the retail experience.

2.3.2
What do activity providers think of them?

Although all those interviewed felt there is a need for person-to-person information provision within the activity sector, there was also broad support for OAIPs. The support for the latter, however, was dependent on a number of conditions, which those interviewed put forward: 
· There would need to be a standard of provision and/or guidelines for such services which would mean customers could expect a certain level of service.

· It was felt that Minicards (see section 3.10) would be a good method of support for Internet orientated information.

· There was naturally a concern about public funding for putting OAIPs into existing businesses because of the potential for levering competitive advantage from the situation. However, these services could, of course, be provided privately in partnerships between individual companies.
2.4
Alternate Information Outlets/Alternate Information Centres

2.4.1
What are they?
AIOs/AICs aim to provide good quality local information to augment the existing TIC network. In doing so, the service can be seen as direct support to local enterprises (e.g. village shops or post offices) and can actively encourage the development of local tourism products (e.g. town trails, walks etc). It is envisaged AIOs would only hold paper based products and would not comprise of any computer or ICT equipment.

These outlets would be controlled and managed by independent businesses and would be located in areas of high footfall. They would be operated to the criteria set out by the TIC Charter “Criteria for a Network of Alternate Information Outlets around Wales”. 
AIOs would be of a set size and fully branded. They would provide clear contact numbers for further information, carry a range of out of hours information, but would not take direct bookings. These AIOs would be available for location in any potential outlet meeting the criteria, i.e. post offices, retail outlets, garages, caravan parks, attractions etc. AIO operators would be paid a small annual sum for running the service.

2.4.2
What do activity providers think of them?

While activity providers were generally welcoming of the idea in terms of general leaflet distribution, they were less enthusiastic about its value to the outdoor sector with comments such as:
“AIOs too basic and dated, however could be tuned to the outdoor sector”
“Good for general visitors, not focused enough for the outdoor sector - cost of brochures would probably outweigh the returns!”
“Unmanned information provision is unwelcome and does not work for the outdoor trade. This possibly explains the poor take-up of VisitWales”
“Personal presentation of information is essential, people from the sector with natural enthusiasm and genuine knowledge”
“AIOs are a good concept but it needs updating. Mini cards are better. Information provided must be in tune with the outlet”
2.5
Visit Wales DMS

2.5.1
What is it?

The existing Visit Wales call centre is operated by Loop Management and acts as a booking centre, as well as managing outside enquiries, and more generally is responsible for information provision. Despite the fact that it is experiencing teething problems, it remains of high strategic importance. 

2.5.2
What do activity providers think of it?

Most providers responded positively to the concept expressing an opinion that it has a lot of potential to generate business. However, there was also a feeling that there needed to be strong ties/partnerships with local activity providers and activists in order to generate accurate information. 

There was also a concern that it would involve a frustrating layering system whereby customers are passed down the line until they reach someone with the correct information.

2.6
A Regional Information Line 
2.6.1
What is it?
A single information telephone number such as this for activities could be launched as an integral part of the Visit Wales DMS system. This number could be promoted widely throughout the region in places such as TICs, OAIPs and TIPs (see following section). 
It could also be promoted in other ways such as on main route road signs, on shop counter tops and on vinyl stickers for shop windows. Credit card sized versions for distribution to guests as they register at their accommodation could also be used to market the number.   

2.6.2
What do activity providers think of this proposal?
Most providers commented that this is a good concept, so long as it doesn’t have the rug pulled from under it i.e. loose it’s funding after a short period. Given the recent trend in the uptake of mobile phones, it could prove particularly useful. However, activity providers were adamant that a single phone number system must remain true to concept, i.e. it must not dilute into a layering system - the customer would require immediate personal contact. 

Of course, this information should be accurate and up-to-date, delivered quickly, at reasonable cost, and at times to suit the customer. Although many providers liked the idea, some commented, “great in theory, but will it actually work in practice?”. Information requests would be extremely diverse and thus would require a huge information network to support this. The WTB DMS call centre would be a good start, however integrating with various sectors such as adventure tourism would be challenging - this would prove critical in gaining a good reputation for quality information provision. 

2.7
Tourist Information Points
2.7.1
What are they?

This refers to information panels located in lay-byes in country parks, view points etc. Expansions and improvements to this system are already being planned. 

2.7.2
What do activity providers think of them?

There were very few comments from activity providers - most agreed they did no harm and some liked the idea of buying advertising space. Most commented on the issue of vandalism. 

2.8
Internet Access Kiosks

2.8.1
What are they?
Quite simply, these would take the form of ‘hole in the wall’ type information points. 

2.8.2
What do activity providers think of them?
Very simply, these would take the form of a ‘hole in the wall’ type information point. 

3.2.1 What do activity providers think of them?

Activity providers did not like this idea at all - to quote one respondent: 

“The outdoor trade is a personal business, it is about personal development, personal challenge etc., thus to sell it, requires a personal sell.”

The prospect of visitors only being able to access information via an automated, push button or touch screen mechanism, was seen as a huge misunderstanding of what visitors require and enjoy. Most felt that computers can still only provide back up for a more personal service.

2.9
Minicards 
2.9.1
What are they?

Minicards offer an alternative to brochures/leaflets as a means of advertising activity provider products. Given that these cards would be much smaller than leaflets/brochures (in the region of 10cm x 5cm in size) it would allow many more products to be racked in a given area and therefore would reduce the space occupied by leaflets but not necessarily the volume. Because of their size, they
 also store easily in a wallet, and can be collected without having to manage large reams of paper. Minicards could be printed on thin gloss card in full colour with content as specified by the product operator. Content, would of course though be limited by the size of the cards. 

Minicards are seen as a way of levelling the playing field between sole traders and large businesses, because they are cheap and easy to produce. Distribution of marketing materials is at present swayed towards larger businesses/organisations, particularly attractions that can afford to produce glitzy brochures.
The minicard system could work well for some of the outdoor sector or specialist clusters, as the cost and space it takes up would be acceptable. However it could not be placed in actual activity provider premises as this would be seen as offering the customer an opportunity to take up other offers or services away from the provider onsite. Outdoor specific racks may be good for retail situations.
Clearly such a product could be used to support many of the other means of information provision detailed previously. 


INTERVIEW RESPONSES – TOURIST INFORMATION CENTRES
3.0
Introduction

One of the most potentially important means of disseminating outdoor activity information is through the TIC network. The following section provides background information on the network in north Wales. In addition, it also provides a summary of responses and suggestions from staff at four key TICs in the region, when interviewed about how they currently deliver outdoor activity information to visitors, and how they feel this could be improved.
3.1
Background – the TIC Network in North Wales

3.1.1
Funding

As Appendix 3 shows, TICs in North Wales are either funded by Local Authorities or Snowdonia National Park (SNP) with the exception of a few e.g. Abersoch, which is independently run by the local Tourism Association (TA). 

It is important to note that WTB subsidies for the region’s strategic TICs are being reduced and will cease by 2004/5. The bulk of the funding for TICs comes from Local Authorities, but constraints on the funding available, is putting pressure on the TIC network, with opening hours being cut in some areas in order to stay within budget. Although income is also derived from retailing and bed booking, this is a relatively small sum in comparison with the overall budget required.
3.1.2
Management

TICs are managed predominantly by North Wales Tourism although SNP, Wrexham CC, and Abersoch TA manage their own centres. Gwynedd Council are currently looking at the management of TICs within their Unitary Authority with a view to either running them in-house, or contracting one organization to run them all. 

3.1.3
Key statistical indicators

The following are some of the more significant current TIC statistics: 

Visitor numbers

· Of the 3.4 million visitors to North Wales each year (including 290,000 overseas visitors), 1.2 million UK visitors and 115,000 overseas visitors use TICs. This implies that approximately 35% of visitors to North Wales take advantage of the TIC network in some way;
· It appears that overseas visitors are the heaviest users, with approximately 70% using them 3 times per visit on average.

Patterns and types of use 

· 64% of visitors do not make firm bookings before a trip, although 95% of visitors claim to gather information pre-visit;
· 78% of enquiries at TICs are for “things to do in the local area”;
· TICs average 1 bed booking per 161 customer visits, although bed bookings are rapidly in decline;
· TICs generate 10% of bookings for major attractions.

Sales turnover and costs

· Retailing TICs can turnover up to £51k (with an average range of between 16p and 40p spend per visitor), however, at the individual TIC level this can vary as much as 10p - £1.36 per visitor;
· Visitors cost on average 43p per visit to TICs in N Wales (1997).
3.3
TIC staff interviews

The following section summarizes the themes and suggestions that came directly from interviews held with staff from four key TICs (Beddgelert, Betws-y-Coed, Llanberis, and Porthmadog). As mentioned previously, it had been planned to visit a number of other sites, but the clarity and consistency of themes would have made further interviews repetitive experiences. Although some themes are not specifically related to the feasibility study, they have provided added insight and therefore for completeness, have been included.

 Core suggestions/themes
3.3.1
Tailoring activity information to reflect core strengths of the community and natural environment within the catchment area of TICs 
The key activity product at three of the TICs (Llanberis, Beddgelert, Betws-y-Coed) was local walking and mountain walking, which anecdotally accounted for up to 90% of all enquiries. On the other hand, at Porthmadog, three activity products were of equal importance - walking, golf and fishing. 

Above all there was a feeling that TICs should reflect both the community and environment within which they are located. Llanberis, for example, should major on outdoor activities based around walking and mountains, as well as promoting local attractions.  Porthmadog, would enjoy a more marine and golf orientation, and so on. By adopting this approach, the TIC would naturally focus in on local businesses/organisations etc. that reflect what is actually happening within the locality. As we will see in the following section, this view is also strongly supported by activity providers.
An interesting aside is that the number and quality of local walking guides was low despite being a key activity, offering another opportunity to provide a quality service, i.e. writing and publishing quality local walking guides.
3.3.2
Improving TIC staff knowledge of outdoor activity providers
One of the most common areas of weakness, when in discussions with TIC staff was that many did not know their local activity providers. Indeed, while some could name a couple of local businesses, most could not. When pushed, staff admitted that they did not know the providers personally and often struggled to remember their names! Of course, this is not necessarily a fault with TIC staff, as they were far more familiar with accommodation providers.

On further examination, it was evident that a number of reasons accounted for this unsatisfactory state of affairs:

· As a general rule, activity providers did not visit the TICs on a regular basis to get to know the staff on a personal level. Given that staff are effectively making personal recommendations, they found it difficult to do so for businesses they didn’t know. This meant they could not describe clearly what they provided, where they were based, if they were family orientated, if they were happy to add individuals to their groups, etc.

· From conversations with TIC staff it appeared that almost no activity provider kept the TIC up-to-date on their programme of courses, prices, special offers, availability etc. In contrast, many accommodation businesses do so on a weekly or even more frequent basis during the busy season (this is done over the phone or in person), and this pays dividends in terms of late bookings.
· The vast majority of activity providers have their leaflets delivered to TICs by North Wales Tourism (this service is part of the membership fee) and while this leads to well stocked shelves, it could be argued that it has a detrimental effect on the above. Many TICs have never met the activity providers that feature on their shelves - small wonder then that they are unable to give personal recommendations.

All the TICs who were interviewed also mentioned they would like to have familiarisation visits to outdoor providers and venues. Many claimed to know the accommodation and attraction providers extremely well as a result of years of familiarisation visits. A logical extension of this theme would be for activity providers to benefit from this very same tried and tested mechanism. Given that staff claim to know the accommodation and attraction sector very well, one option could be to use a day from each of those areas to give a 2-day focus on activities at no extra cost. However, it is important to note that while staff at NWT managed TICs get 2 days accommodation, and 2 days attraction familiarisation visits per year, those managed by the SNPA do not. 

Another key point to note is that TIC staff are extremely long serving, many having been in posts for 15 – 20 years. Any investment in their local and regional knowledge should prove a very long term investment, and businesses spending time informing and getting to know the staff could potentially expect returns for years to come.

3.3.3
Facilitating advanced booking

When questioned about taking bookings for activity providers, without exception, the main area of difficulty was one of communication. TIC staff mentioned how on numerous occasions they had made a number of attempts to contact activity providers on a given morning in order to book activities for the afternoon, but that these had almost invariably failed. Staff realise that many of the outdoor businesses are sole traders or small businesses, that will in all probability be out working by the time a potential customer reaches the TIC. 

TICs would therefore be happier organising advance bookings and expressions of interest in order to give them time to gather a response. It would be relatively easy to develop a standard fee for this service and it could be managed in much the same way as accommodation bookings. At present most contacts are handed over for free with no booking and commission taken.

3.3.4
Providing a supportive TIC Web portal

There was strong backing for developing better organized and managed Web based outdoor activity information in support of TIC staff, given that they do not have access to the specialist information some visitors require. There were, however, a number of provisos put on Internet based information provision:
· It was visitor managed, i.e. did not require TIC staff input;

· It did not reduce revenue options for the TIC;

· There was a printer available for the downloaded info.
A further issue which was not mentioned by TIC staff, but which does require some consideration is that of “trusted source”. Any information sources that TICs directly reference would need to be well regulated and trusted. For instance, there is a big difference between directing a visitor to browse the Internet, than directing a visitor to a specific Internet portal. In the latter case, the issue of accreditation may come into play. There are a number of Internet sites (as well as WTB sponsored sites) carrying a good level of information, but specifying these sites could prove problematic given that they may not presently fully accredit their members/users.
Many TICs already have a computer and Web access, but the service is not managed or advertised at an appropriate level. Indeed, some computers are in different ‘back’ rooms, some are not always turned on, and some did not have printers attached. None of them were well marketed, branded, or set in an attractive organised area.

3.3.5
Greater consideration needs to be given to ‘racking’
At present racking within TICs could be better organised. Some TICs had clusters of ‘like’ brochures and others had a more random layout. It would be straightforward to segment these according to particular areas, and specific activities etc., with large labels indicating what one was on any particular rack. 
Themes within themes such as fishing, golf, walking, adventure, watersports, mountains etc., could be developed in order to give further clarity for those searching for information. It would also make finding businesses easier and importantly would encourage these providers to become more strongly involved.

3.4
Other themes not directly related to outdoor activity information provision 

3.4.1
Re-naming TICs
Many TIC staff considered that the name Tourist Information Centre was wrong and gave out the wrong messages. They believed that it put off local use and that many visitors did not consider themselves as tourists and as such did not use the service. 
This of course, is not a new idea, as the concept of re-branding the TIC network has been debated before. Better names were thought to be ‘Information Centre’, ‘Local Information Centre’ or ‘Visitor Information Point’ etc. This feeling was repeated in the activity provider interviews on a number of occasions (detailed within the next section).

3.4.2
Appropriateness of opening hours 

It was felt by several staff that present opening hours were inappropriate both in terms of hours in the day and also days in the year:
· Many TICs would like to open for the two busiest periods in a day i.e. 8am until 11am (when visitors are finalising their plans for the day and are on their way to their chosen activity), and 3pm until 7pm (when visitors are returning from their day’s activity and are planning the next one). This, it was felt, would more accurately map the busy parts of the day and the activity patterns of visitors. It would also allow the TICs to be a focal point for both daytime activities such as local walks, and evening activities, for instance concerts, festivals, bat walks etc.

· TIC staff also had concerns with the winter opening programme based around a realisation that half term(s) and Christmas/New Year breaks are growing in importance. Anecdotally, some areas have strong peaks in trade at those times that rival other busy periods - TICs would like to be able to support these peaks in demand.

· Closing TICs seasonally sends a very clear message to visitors – “this town is closed!”

3.4.3
Providing local walks from TICs

All TICs indicated that themed and guided walks starting (or marshalling) at their premises would prove popular and had been so in the past. They were very enthusiastic about the TIC becoming a hub for these walks and providing them with opportunities to access those visitors. Various reasons were given for their demise, one being that there was an insurance issue for SNPA Wardens, and the other being that the private provider had become ill. None of the reasons centred around issues of popularity or sustainability, so it may be reasonable to assume that given appropriate marketing back up, these walks and activities may again be a success.

Walks could take place at different TICs on different days e.g. Llanberis on a Monday, Porthmadog on a Tuesday, etc. The walks could focus on various themes such as local interest, photography, half day rambles and so on, and marketing literature could be promoted at all participating TICs and outline a whole season’s activity. This would work in much the same way as say a guided walk around the York city walls, and could be timed to make best use of the local buses.

This could provide an opportunity for an outdoor activity business to grow and expand through servicing this product at a number of key TICs. Additionally Warden staff from the SNPA, NT, CCW, RSPB etc., could be involved as part of their efforts to educate and inform the visitor.

3.5
 Case study, Specialist Activity Provider, Bala
Background 
The provider is a very experienced canoeing and kayaking coach, serving a niche market. He provides courses in personal coaching and development, guiding tours etc., and is recognized internationally as an expert in his field. 
Comments
The following are his thoughts and comments regarding outdoor activity information provision, but more specifically his opinions of his local TIC:
Bala TIC is located in the local sports centre, which is considered a poor location, and not a popular move with locals or tourists alike. Most feel that TICs need to be in central high street locations with opening hours to match those of local businesses - they are the shop window of an area, or at least should be! Bala TIC does not know about the provider’s business, he feels they do not understand his market, and therefore clearly are not in a position to sell his offerings. 
North West Wales should look to European valley communities for good examples of well managed prosperous outdoor facilities. Our TICs are essential but require a lot of fine tuning to the outdoor sector and because of this the BDG concept would be an excellent facility for north-west Wales. BDGs are prominent in most European valleys, towns and villages such as the Ardeche, Durance Valley, Briancon and Embrum. There is a cultural and attitudinal difference as well, the towns and villages in Europe work together, North West Wales has yet to adopt this approach.

The general tourist market is largely untapped, but the network to access it is unavailable as yet. Some outdoor businesses that focus on the general visitor market are already prospering well, for instance Teifi Tours.

When asked about his thoughts on unmanned information provision, this was his response:

“The outdoor trade is a personal business, it is about personal development, personal challenge etc… thus to sell it, requires a personal sell “

It is possible to provide basic information electronically or in a brochure, but this does little to actually sell the ‘personal’ side of his business i.e. how good he really is and how he operates (which explains the high levels of referrals and repeat business) – this requires personal recommendations. 

When asked about WTB advertising etc… He provided some useful feedback:

“Activity Wales is disproportionate, favouring the big players, national centres, and larger businesses with large marketing budgets. It does not help level the playing field between National Outdoor Centres and the individual providers who often provide the highest quality instruction.” 

“WTB AALA approval is very costly for no return - it is non-specific marketing and there is no fair return to justify the expense!

AALA is about minimum standards of safety, it has no bearing on the quality of the course, instruction, equipment etc., and therefore is being incorrectly marketed.”

“Commissions only mean bad news for the customer, they end up paying more.”

OUTDOOR ACTIVITY INFORMATION PROVISION - ANALYSIS AND RECOMMENDATIONS
4.1
Introduction
The following provides further detail and analysis of those means of activity information provision that the outdoor sector are supportive of, as demonstrated in section 3. Specifically these include TICs, BDGs, partnerships, Outdoor Activity Information Points, On-line information and a destination management system/regional information line. 
Each of these different options are explored from the perspective of how they could function, their likely key characteristics, and issues pertinent to their long-term success. The section concludes by making clear cut recommendations as to which of these means of activity information provision would prove the optimum mix. 
4.2
TICs

As the interviews demonstrated, outdoor activity providers felt that the TIC network was extremely valuable to the area, so much so that they felt it should be centrally funded as a key business support service. However, it was felt that it was not working for the activity tourism sector in the form that it presently takes (with the sector being partly at fault given that those businesses that do use the network are failing to do so effectively). 
Those activity providers who were interviewed felt that the TIC network offered great potential to access the general visitor to the area, i.e. those who may not have thought about outdoor activities prior to their visit.
Developing the TIC network to a point where it can be of more value to the outdoor activity sector may therefore prove to be a key option - there appears to be much potential to move the sector and TICs closer together for mutual benefit. Significantly, it would appear that there is a willingness and desire to improve the situation from both sides i.e. the Activity Tourism sector and the TIC staff. However, whether this is reflected across the upper tiers of the TIC management structure is not known
4.2.1 How they could operate?
Key characteristics  
· The consensus of opinion from interviews with both activity providers and TIC staff was that the network should do more to reflect the community, environment and business environments in the direct locality of each outlet.  The TIC should focus on becoming a true reflection of the area in which it is based.
· Staff members should be as well informed and knowledgeable about activities and activity businesses, as they are about attractions and accommodation.
· Activity information should be well displayed and activity businesses should be organized into an obvious sub-group within racking. TICs should incorporate elements of the Outdoor Activity Information Point (see section 4.5) either as a stand alone option or as part of a broader on-line information strategy.

· There should be a well established system for dealing with activity enquiries and for generating referrals and advanced bookings for businesses. This should include a level of commission that would provide an additional income stream for the TIC. 
· Proactive activity businesses would become active partners with the TICs by making the effort to get to know staff and informing them of courses, availability and prices, etc. These businesses would become trusted by the TIC staff and would become the focus for their referrals. (see page 43 section 5.2.2)
· The TIC should become the focus for activities starting there, such as local interest walks and could also become the pick up point for activities booked through the TIC. It would also focus on becoming more important to the general life of the location, advertising events for both visitors and locals, and involving itself more closely within the local community.

Membership

Using the existing TIC network relies on two separate criteria. An activity provider needs to be either WTB accredited or AALA (Adventure Activity Licensing Authority) licensed, but must also be a member of NWT. Consequently although there are over 200 outdoor activity businesses that could potentially take advantage of the TIC network in Gwynedd, Conwy and Ynys Mon, currently only about 11 activity operators actually do so! This state of affairs may reflect the substantial costs involved, but also the considerable time and effort required to gain accreditation. Indeed, the cost for smaller businesses, particularly sole traders, is proving prohibitive in many cases. A thorough analysis of the substantial costs involved can be seen in Appendix 5.  
There are thus clearly a number of accreditation and membership issues that are acting as a barrier for smaller businesses to become involved in the TIC network and these need to be addressed if additional outdoor activity members are to be attracted. Looking beyond the issue of cost, accreditation would also need to be simplified (without losing the safe source issue). In order to attract more outdoor activity businesses to the TIC network, there does therefore need to be a re-think of the way in which accreditation and membership is organised.

Funding

One further point worthy of note is the present policy with regard to accommodation providers advertising within TIC’s and the possible implications for activity provision advertising. The policy from NWT is at present is that “we are unable to distribute leaflets featuring accommodation”. This is because of the need of the TIC to earn income from booking accommodation for visitors, the fear being that if leaflets were available then the public would make their own arrangements. This may be a misguided policy for a number of reasons,

· It restricts the public’s ability to see before they buy, how often do consumers buy blind?

· It assumes that visitors would prefer to make the phone calls themselves when in reality once a number of options have been chosen then many may prefer for the booking to be made by the TIC. Particularly given the cost and time needed to find available bed space.

· What happens when the TIC is busy, how many potential customers walk away un-served? If information were available then they would still be able to make the booking themselves (and the economy would benefit).

· More and more people find their accommodation online, restricting the leaflet information can only increase this trend, particularly among return visitors who learn how the TIC operates. This may be reflected the statistic that one bed is booked for every 161 person visits to a TIC.
This raises some fundamental questions with regard to the funding for TICs, if the bigger picture is taken then it would appear possible that the policy of ‘forcing’ the TICs to generate income may in fact be restricting business. If they were freed from this need through fuller funding then they could be freer with their accommodation information to the benefit of the businesses associated. This may even lead to an increase in the number of accommodation providers using the TIC network.

The point of this is that this study is recommending some kind of activity booking service be developed through the TIC network. However it is not recommending that a policy similar to that of accommodation leaflets be imposed, i.e. that their leaflets be restricted. This would in all likelihood lead to a further restriction in the number of activity providers using the TIC network and would in our view be counterproductive.
4.2.2 Case study illustrating the potential of TICs in Wales

The following are comments from a very active local outdoor expert, the character in question has been deeply involved in outdoor activity design, construction and delivery for many years and has a personal and studied understanding of the needs of the experienced outdoor activist. The following case study illustrates his experience of a recent trip to MOAB, USA and would mirror comments made by the vast majority of expert level practitioners.
He had been reluctant to use a TIC due to previous experience in the UK, and thus had very low expectations of his visit to a local information centre in MOAB. As part of his visit to the information centre, he was aiming to gather relevant information on accommodation providers, places to eat, and specific activity information. The following are some of his comments as a result of his visit:
· The TIC was amazing!

· A one-stop shop;
· Well informed staff, enthusiastic and friendly;
· Obviously well experienced, three middle aged, skin like leather, fit suntanned dudes! Retired outdoor experts, authentic;
· No fee for entry or information;
· Guide books and maps for sale;
· Information back up on PC’s;
· A great display of top activities, the must do’s in the area;
· The trip was awesome!

The TIC staff were able to evaluate his level of ability quickly and professionally. He was given accurate local information on mountain biking, sport climbing and bouldering. They matched his activity requirements, ability and aspirations, with his accommodation and eating requirements. Being outdoor enthusiasts themselves, they understood/related to the customer and were thus aware of his requirements. Their advice was significant to his subsequent decision making.

Although he is a very experienced outdoor practitioner and as such was more than capable of arranging all of the services they provide independently, the service was so good that he used them three times in a ten day stay - “Yes! I had a great trip and I did spend more than I budgeted for!”  

However the increased spend was perceived in a positive sense, and considered value for money due to the information being accurate, informed and from a trusted source - “The information made for a great trip and a great experience”. 

This clearly demonstrates how meeting and exceeding visitor expectations can lead to increased spend and a genuine increase in the quality of the visit. Without doubt this positive PR will have been passed on to other outdoor people in his wide social and professional group.

4.3
Bureau des Guides
A large number of interview respondents mentioned that in their opinion Wales (and the UK) is some way behind the rest of Europe in not having a BDG service in its mountains and villages (the study is not aware of any such operations in Wales).
4.3.1 How could they operate?
Key characteristics 

· Essentially this is a TIC for the outdoors incorporating a booking service for its members - a number of well placed local offices could be created and staffed by outdoor sector experts with knowledge appropriate to the area.
· The BDG would provide essential outdoor activity information such as weather forecasts, tide times, access restrictions, events, competitions, area and activity information and so on. It would have information about local activity providers, their programs, availability, rates etc., as well as similar information for other outdoor orientated businesses such as accommodation, retail, professional services, media etc. 
· It would strongly reflect the activities available on its ‘patch’ so as to create a sense of place, and would attempt to become the focus for this information and service by creating a ‘scene’ around it; this could include:
· Local walks and activities starting from the BDG; 

· Customer day parking so that providers use the BDG as the meeting point for the day, and then move on in shared vehicles/public transport to the activity venue;
· Using the venue for evening talks and slideshows;
· A subsidiary business such as a café on site;
· The incorporation of an Outdoor Activity Information Point (see section 4.5).
· The BDG would inevitably have some retail aspect but would be focused on outdoor activity products such as maps, guide books etc. This would need careful management so as not to be seen as being in competition with local outdoor retailers.

Membership

In Europe, all guides are professionally qualified by IFMGA and must hold the coveted IFMGA carnet. This badge, recognized throughout the mountaineering world, is a guarantee of their professional training and competence in all aspects of mountaineering and client care. All guides are also members of the UIAGM mountain guides association. Guides can work as independent leaders, or through a guide bureaux. To some degree this could be considered an elite organization and given the variation in needs and required qualifications for Welsh mountain areas such a high entry level may be inappropriate as it would in effect disqualify the vast majority of providers.

Membership/accreditation criteria would need to be defined with the aim of giving as broad a choice to the customer as possible while focusing primarily on businesses located in the immediate vicinity. Links to BDGs in other towns/regions would be established in order to cross refer customers. 
Membership criteria/accreditation criteria might include:
· Production of insurance documents with lists of which activities the provider is insured to instruct;
· A business address within a specified geographical area, those outside the area might be given a different level of exposure;
· The ability to put a number of days per year aside to be ‘on call’ for immediate ‘do something today’ bookings.
Funding

As an ‘alternative’ to the TIC, the BDG might hope to attract a level of funding support at least in the short-term but in the present climate would need to become largely self-funding over time. The latter could be achieved through a combination of membership fees, commission and retail sales, and would require a considerable level of buy in from the sector to be successful. 
Appendix 6 provides a breakdown of likely set-up costs for developing a BDG on a High street in Eryri, and calculations for self-sustainability and/or breakeven. This analysis suggests that costs would be in the region of £37,000 in the first year, and £33,500 in the second year. With the BDG charging on average £10 per booking, it would need to generate almost 100 bookings per day to cover costs in the first year. 
Given the above figures, this study is of the opinion that a stand alone BDG is unlikely to reach breakeven for a number of years and that it would need to be either part-funded for this period (as TICs are), or would need to form part of another scheme that would be able to absorb some of its costs. One possibility would be to develop the BDG in tandem with a Destination Management Service.

4.4
Outdoor Activity Information Points

As the interviews with the activity providers demonstrated, there was broad level support for Outdoor Activity Information Points. 
4.4.1
How could they operate?
· These would take the form of small scale information points providing access to on-line information, but backed up with personal knowledge passed on in an informal basis. 
· They would be based in locations such as outdoor shops, café’s, businesses or venues where the existing staff will already have some outdoor activity knowledge. By carefully selecting such locations, it would provide an information source for those who are shopping or having lunch, etc.

· Web based information would drive the user towards a number of trusted or recommended sources, but would also enable them to surf for other information. The former could be achieved through appropriate signage and use of the ‘favourites’ menu on the Web browser. Trusted sources could be listed for instance on a poster next to the computer, and would include WTB sites, local town/village sites, tourism associations and other sites such as www.snowdonia-active.com.

· Beyond Web based information, staff on site (for instance at a climbing shop), would be able to provide further support and assistance. Such individuals would already have a level of knowledge and expertise of the local outdoor scene, and would be familiar with being asked for this sort of information.

· Outdoor Activity Information Points could provide a limited amount of space for brochures. Perhaps though Minicards would be a better option, given the number that can be stacked on a relatively small shelf space. It is likely however that in many potential outlets, space would be at a premium, and the only viable option would be a computer terminal with access to inclusive lists.

· There would need to be a brand for this service so that visitors would come to recognize it and use it at different locations. There would also need to be a standard of provision agreed with the outlets, and some kind of overall management of the system.

· They could also be sited in TICs, if it could be demonstrated that staff were sufficiently knowledgeable to provide authentic information.
· It is envisaged that it would benefit both the visitor, by giving them access to a higher level of information and the outlet, by bringing in more potential trade.

4.5 
Information distribution via the Web 
According to the Pendragon’s ‘The Value of Tourist Information Centres’, the World Wide Web is becoming one of the most popular trusted sources of information prior to a visit. Once at the destination however, the accommodation provider is the favoured trusted source.
As was clear in the interviews, on-line information without personal backup does have some detractors within the sector, however this is mainly within a context of no other provision. There is no doubt that more and more people are using the Web as their main source of information, and that there are a large number of specialist sport websites and outdoor informational websites such as ‘Outdoors Magic’ that receive a large number of visits each day. The Snowdonia-Active website which receives over 10,000 unique visitors per month is testament to the rising popularity of the Web as a source of information. Indeed, an on-line introductory rock climbing and bouldering PDF guide posted in the documents library of the site was downloaded 350 times in 4 weeks despite not being advertised in any way! With the advent of more widespread broadband this type of information gathering is set to increase.

4.5.1
How could this work?
· Clearly therefore there is a need to increase the quantity and quality of on-line information in a way that better serves the adventurous visitor. A starting point would involve linking area and activity information to lists of activity and accommodation providers. Providing tide timetables, weather forecasts, information on outdoor retailers, and details of various events and competitions are other obvious ways to move forward.  
· The above could be achieved by linking existing smaller specialist sites, or alternatively by creating a portal for the area. Maintaining the information to a sufficient quality, and keeping it up-to-date and fresh would require much effort, as would accrediting businesses and managing membership.

· A set of standards and branding that became recognized at a national level would be important as the success of www.wtbonline and www.visitwales has demonstrated. Branding local activity information under an overall umbrella organization would give customers a recognizable name and a reasonable expectation of the level and quality of information.
· The quality of the available on-line information would clearly impact on the success of information provision through such means as the Outdoor Activity Information Points. 

4.6
DMS/Regional Information Line

As the interviews demonstrated, many of the respondents were supportive of a DMS company of some form such as Loop Management based in Parc Menai. 
4.6.1
How does this operate?
· The DMS operates / can operate on a number of levels:
· Disseminating useful information to the public about activities and areas;
· Connecting the public to appropriate activity and accommodation providers in order encourage business (this could involve some level of commission or fee);
· Developing and selling activity packages in partnership with appropriate providers. These could be marketed both to the public and corporate customers and to both the domestic and overseas market. Fees for the activity providers could be agreed in advance.
· To function effectively, the DMS combined with a regional information line would need to have access to up-to-date and pertinent information about the sector. Meaningful partnerships would need to be developed with a wide variety of outdoor businesses.

· It is important to point out that many outdoor businesses are deeply suspicious of people/organisations outside the sector selling their product. This suspicion has arisen from past experience – miss-selling products by ‘sexing them up’ or by setting unrealistic expectations are common problems. For a DMS/Regional information line to work it would need the support of the sector - to achieve this, it would have to demonstrate an ability to provide accurate information, and set realistic expectations of products. 

· On the basis that activity providers may be expected to commit to providing a service on certain dates in the hope that the DMS company would be able to sell their product, there would clearly be an element of risk. However, it is important that this is a reasonable level of risk and not of an unacceptable level for such a system to work. 

· The DMS would need to work with a wide number of activity providers so that the benefit is experienced by all and not just a few exclusive businesses. If the DMS was part or wholly public funded, this would be essential to keeping the activity sector as a whole ‘onside’. A privately funded DMS would be much less bound by this, and freer to work with a few preferred providers. 
4.7
Partnerships

Although not directly mentioned in the interviews with activity and accommodation providers, there is scope to encourage private operators to set-up their own partnerships to create joint working. Indeed, there are a number of small operations already in existence that appear to provide a BDG service, but more accurately are marketing fronts for a very small number of co-operative businesses. Within the industry this informal partnership has long been the norm and enables small operators to work together effectively to deliver a greater product portfolio, with the benefit of increased business. This study is however unaware of fully formed partnerships centred around an activity booking outlet. 
4.7.1
How could they operate?

Key characteristics
· Similar in concept to the BDG, private sector partnerships of peer group businesses could work together to develop more business for themselves. Clearly, these businesses would be less encumbered by the niceties of not being in competition with other activity providers. Of course, they would however be in direct competition with other operators that were not part of their partnership. 

· The level of visitor information provided would depend on the amount of return that the partnership expected to receive from providing the service. If for example, they thought that visitors using the information service could be persuaded to use the activity and accommodation services on offer, then they would be more likely to provide a greater depth of information.

· The scale of the operation would match the aspirations of the group and could range from the full BDG setup, down to a limited opening booking service in much the same way as some of the smaller BDGs operate. The latter would normally involve opening hours from 7.30 or 8am until around 10am, and then again in the late afternoon, from 4 – 7pm. In such cases the service provided is typically fairly basic, and does not meet all the information needs of the visitor. The partnership could choose to offer access to on-line information, although it may be the case that this would have to be restricted so that visitors couldn’t reach competitor sites. 
· One option might be to contract such a group to provide outdoor sector information as an income stream for their business, however this naturally would be a controversial move given the added influence this would give the partnership.

Membership

Membership criteria would in all likelihood be down to friendships, peer groups, and like mindedness, and would be exclusive. Given the fact that it would be a private partnership, accreditation would be self-regulated. The best interests of partners would clearly depend on providers of a similar quality working together.

The partnership would only sell and market the products of its members as well as any level of retail that it chose to involve. Members could come from both the activity and accommodation provider sides with benefits to both from cross-referral. 
4.8
Outdoor activity information provision – recommendations
The prior analysis demonstrated that outdoor activity information provision is currently inadequate and that the general level of outdoor knowledge within present information services is unsatisfactory. 
However, as this study has shown, there are a number of avenues that could be pursued in relation to improving outdoor activity information provision. Three of these options, namely TICs, BDGs, and partnerships, are of a similar nature, and essentially propose to offer like services (although of course TICs are public sector, partnerships are private sector, and BDGs could potentially fall somewhere in between). Which particular option/s is/are decided upon would depend to some degree on the wider strategy for activity tourism.  

However, there does appear to be considerable support for the existing TIC network despite the fact there is considerable room for improvement. There is the feeling therefore that the best way forward is to work with the present TIC network in order to develop a better product and make it more applicable to the outdoor activity sector. This was generally seen as preferable to creating a completely new network of BDGs, which as section 4.3 and appendix 7 showed could prove costly. 
There also appears to be a number of opportunities to broaden the provision of outdoor activity information, and complement the TIC network. Some of these could be delivered through this network, whilst also being a stand alone product (such as Web driven information sites). Outdoor Activity Information Points (OAIP) could prove an excellent means of broadening access to outdoor activity information at a range of different venues – these were particularly popular with activity providers because they potentially could provide both Web based information, and support and advice of a more personal nature. 
There is also the opportunity (and support from activity providers providing issues concerning levels of commission were rectified) to set up a DMS company selling north-west Wales activity products to individuals, companies and the travel trade. This would perhaps work best by being run alongside a regional information line (with appropriate expertise available to meet customer needs).

By adopting the approach outlined above, it should be possible to increase the amount of information available to the visiting public whilst making every effort to maintain an appropriate level of quality. 
KEY STEPS TOWARDS IMPLEMENTING THE OUTDOOR ACTIVITY INFORMATION PROVISION MIX

5.1
Introduction

The following provides a framework towards implementing the outdoor activity information provision mix as detailed in section 4.8; by highlighting key issues that need to be addressed. In the case of TICs, it is very much a case of building on the current means of working, as well as rectifying core problems. For the other methods of information provision, there appears to be a strong argument for setting up a series of pilot studies in order to more accurately understand how they could work most effectively.  
5.2
Improving the present TIC network in order to make it more applicable to the outdoor sector
As has been consistently emphasized in this report, the TIC network could potentially prove a particularly effective means of information provision to activity tourists - this section provides a spotlight on those key areas that need addressing in order to enable this.  
5.2.1
Resolving membership and accreditation issues that are limiting use of the TIC network
Background

As mentioned in section 4.2 one of the main stumbling blocks for expanding the use of TICs is the issue of accreditation. In order to become WTB or AALA accredited (the access points to TIC/WTB representation) there is significant cost both in respect of financial commitment, and in allocation of one’s time. This means that many providers already sceptical of the value of such services choose not to take them up.

Possible solutions - discussion

In order to remove some of this burden and encourage further uptake there needs to be some movement in terms of the criteria for accreditation. The WTB is presently working towards accrediting the NGB’s, so that there would be no need to accredit activity providers already operating under NGB qualifications (a timeframe for completion is sometime later in 2004). This would prove a major breakthrough and may well form the basis for opening up the TIC/WTB to smaller providers. 
The issue of accreditation clearly needs to be considered in a broader context than just TICs - should the databases from all the NGBs be amalgamated by the WTB as part of their checking and accreditation process, then those lists could be shared with other providers of on-line information as part of their own accreditation process. This would considerably lower the cost and burden of accrediting local websites, making them a step closer to becoming self-sustaining. It would also prove an important step forward in better organizing and managing outdoor activity information because it would enable organizations like the WTB to refer customers to other websites with a high degree of confidence that those websites were able to check and accredit their lists to a similar level as the WTB. Significantly, the above would also allow the WTB to form stronger partnerships with the emerging ‘Active’ groups.  

Once this is possible then a truly integrated system of websites and information would become possible with the WTB marketing and informing at a national level and other cluster sites such as Snowdonia-Active or Pembrokeshire-Active providing local information.

Given that parts of the outdoor sector do not see either the AALA or WTB accreditation as a mark of quality, an alternative option would be for TIC membership to be linked simply to the production of insurance documents. While this would not physically prevent activity providers from operating outside of their qualification and/or insurance remit, neither does the WTB or AALA accreditation. 

A natural progression from this development would be for the industry or the WTB to develop a quality scheme which those businesses wishing to stand out could subscribe to. This scheme could be purely focused on quality of service, equipment, welcome, transport, and systems etc. This would be a quality mark for ‘qualities sake’, rather than one “disguised” as a membership accreditation scheme.

Recommendations

5.2.2
Ensuring Outdoor Activity Providers make the most of the TIC network
Discussion

It became abundantly clear during the interviews that took place as part of this study, that a large proportion of outdoor businesses were not making the most of the TIC network. Some relatively simple steps could be taken which should make a vast difference to the quality of service received by outdoor businesses.

It would be very straight forward to create a set of targeted guidelines for present and future users of the TIC network in order for them to gain maximum value from their investment. These guidelines would:  
· Encourage activity providers to get to know TIC staff i.e. so that they invest time in developing the relationship;
· Emphasize the importance of keeping TIC staff up-to-date with their program along with information on availability, prices, special offers, new products, etc.;
· Suggest delivering promotional material by hand to local TICs in order to assist with the above;
· Encourage activity providers to create some informative material specifically for TIC staff - pictures of venues and equipment, descriptions of activities and courses etc., so that they can use these when talking to potential customers;
· Inform the TIC what an activity provider is not willing or able to do (e.g. particular activities or types of groups etc.) so as to minimize time wasting for both parties.

Recommendations

5.2.3
Training and up-skilling TIC staff

General discussion

TIC staff admitted to being relatively under informed about the outdoor activity sector, and mentioned they were unable to provide the same depth and accuracy of information to activity enquirers, when compared to answering questions regarding the accommodation or attraction sectors. It is possibly the case that TIC staff need to be informed of the value of the outdoor activity sector to the economy of north-west Wales for them to really appreciate its significance. 
5.2.3.1 Familiarisation visits for TIC staff
As mentioned previously, a relatively simple means of helping to solve this problem would be to instigate a system of familiarization visits, as are presently used for both the accommodation sector and attractions. These could take the form of visits to activity provider premises and to sites that are commonly used. The aim would be to inform TIC staff as to the actual activities (and at what level), as well as how they are run in practice. This would go a long way towards giving TIC staff a better picture of the businesses and activities around them, and should enable them to feel more confident and informed in front of potential customers. These should be organised and managed by someone with a good understanding of outdoor activity tourism so as to develop as informative a training event as possible.
5.2.3.3
Using a ‘Champion’ system within the TIC network
Another way of disseminating information across the TIC network would be to use Champions - these could simply take the form of TIC staff that already have good knowledge of an activity area such as mountain walking. After receiving further training on the various activity businesses, they could then be responsible for informing other TIC staff.

5.2.3.4
Additional training for TIC staff from partnerships organisations
There are a large number of organizations, from the public, private and voluntary sectors, who could potentially play a role in TICs taking a more informative role with regard to the outdoor scene and the environment. Organizations such as the Mountain Rescue, Coastguard, RNLI, National Trust, SNPA, CADW, and Farming Organizations etc., could provide training to TIC staff in order to increase their knowledge of the outdoor environment. This could take the form of seminars or training events aimed at getting TIC staff and relevant organizations together, to share information. This could lead to better interpretation and use of informational documents such as the Mountain Rescue’s “Will you be going home tonight?” mountain safety leaflet and warning notices such as the farming communities ‘lambing’ poster.

Recommendations

5.2.4
Creating an Advanced interest and bookings structure
Discussion

There is a need to create an advanced interest and bookings structure for outdoor activity businesses. This need not be complex, in that fees for referrals ending in a booking could be developed in a similar way to the system currently used by the accommodation sector (fixed fee plus a percentage of the booking). Alternatively, a fixed one off fee per positive referral might encourage more outdoor businesses onto the scheme and this should be consummate with the effort required to make the referral.

This would give the TIC an alternative form of much needed income. However, for it to become a success it is envisaged that more outdoor businesses would need to become members, and that the TIC network would need to re-brand itself inline with recommendations made in this study.

Recommendations
5.2.5
Other suggestions/improvements
Introduction

A number of relatively straight forward improvements to TICs that could be implemented quickly are detailed below, as are a number of other suggestions.
Recommendations


5.3
Exploiting existing infrastructure to carry out pilot studies related to outdoor activity information provision
Introduction

There are a number of projects that are already in existence that could be used as a basis to carry out pilot studies related to some of the means of outdoor activity information provision that were recommended in section 4.8.
5.3.2
Exploiting the ‘Active’ Network to help provide local activity information
Lead by Snowdonia-Active, there is a growing trend towards the provision of local activity information on-line. There are now ‘Active’ networks in development in Pembrokeshire, Brecon, Dyfi Valley, and around Rhaeadr. The emphasis of all of these is on reflecting the unique selling points of each locality through the promotion of peaceful, environmentally and culturally sensitive recreation pursuits. Each of these networks provides an opportunity to look at the provision of locally focused information at a level below the WTBs national campaigns. 
It is also an opportunity to begin the work on a strategic network of information provision involving joint working between a number of organizations and levels. Linking with and assisting these fledgling groups at this stage of their development should pay dividends in terms of the quality and robustness of the information that they provide. It may even be possible to take this one step further and contract these organisations to provide local activity information on behalf of the WTB.
Recommendations


5.3.3
Learning from existing Outdoor Activity Information Points 

As explained earlier outdoor retailers have traditionally played a key role in providing information to activity tourists on an ad hoc basis. A number of retail outlets in Eryri are already developing Web portal provision on their premises as a way of disseminating information and attracting more trade to their outlet. Specifically, these are Café Active in Betws-y-Coed, Wannabees in Barmouth, and V12 Outdoor in Llanberis.

There is an opportunity to work with them to gain an understanding of how such an information point might work, what the visitors are looking for, which websites they use and so on. One of these outlets (Café Active) is also intending to develop a limited booking service for activities, and this would provide further useful information for understanding the mechanisms for a BDG type service.

These outlets are set to become the third, and more local community level of outdoor activity information, working below the WTB and Active network to deliver their information to the end user, as well as pertinent local information such as local MTB routes, which crags to use, how high the rivers are, etc.

They would complement the TIC network given that not all villages have these, and they may be able to give out useful specialist information that TIC staff would not be aware of. It may prove to be that the TIC and OAIP cross-refer each other, one for general information and accommodation, and the other for specialist activity advice. This does depend to a degree on the quality of on-line information available to the OAIP, as well as the knowledge and experience of the outlet staff. 

Clearly, ensuring initiatives such as the OAIP (which is likely to prove to be a public/private partnerships) are managed appropriately so that the public body is happy with the quality of service to the customer, and that an acceptable level of accreditation/ monitoring has taken place with regard to the activity providers is critical to success. 
Recommendations

5.3.4
Running a pilot outdoor activity booking service from one of the key TICs
There is the potential to set-up a pilot outdoor activity booking service at one of the key TICs. This should involve working with a number of the existing outdoor users to create closer links, suitable products, fee levels etc. This could run for 12 months and be used to develop the template for seeding into other TICs should it prove to be a success.
Recommendations
 
6.0
SUMMARY AND CONCLUSIONS

There is an obvious hierarchy of provision developing with the WTB at the top working on a national and international scale as well as managing accreditation databases etc. Next come the Active networks providing regional and local information as well as protecting the resource, lobbying for sympathetic development etc. The third level is the TIC and OAIP both working with the information provided by the previous two levels plus the local knowledge and expertise that they develop through their staff. Obviously the TIC offers a more formal and broad range of info while the OAIP offers informal browsing and some level of activity knowledge.

6.1
Joint Marketing – Activity & Accommodation

It has become clear from this and other studies undertaken by Snowdonia-Active that a large number of accommodation providers position themselves firmly inside the outdoor activity sector. A glance at websites, leaflets and other promotional material shows that selling the accommodation as a “great base for activities such as walking and cycling” is a well known and tested strategy.
It is the opinion of this study that a large percentage of outdoor orientated visitors plan their trips in the following manner, first they decide on their preferred activity or activities, they then choose which area they will visit to undertake those activities and finally they will look for suitable accommodation. Activity – Area – Accommodation.
With this in mind there would be as many opportunities for marketing activities with accommodation as there are opportunities for marketing accommodation with activities. Encouraging joint marketing partnerships between accommodation and activity providers may prove to be a valuable way of providing the best experience. This would provide an opportunity to market in both directions, i.e. to those who decide via their accommodation provider that they would like to do some activities and those who decide through their activity provider which accommodation to use. 

There are likely to be economies of scale from such an approach with less marketing material being created as each item would serve a number of providers.

It may also enable the partners to offer discounts on either accommodation or activities booked through themselves, creating further incentive to buy.
Recommendations


6.2
Framework for information provision

6.2.1
The present framework

The situation at present is fractured into a number of areas and these in turn are fragmented into sub areas.

Network

· The TIC network is funded and managed by a number of different agencies including Gwynedd CC, Mon CC, Conwy CC, TPNW, SNPA Abersoch Tourism Assoc, Llanbedr Tourism Assoc etc 

· Some TICs are funded and managed by the same group e.g. the SNPA TICs are funded and managed in this way. Others are funded by one group and managed by another

· There are two ways of gaining accreditation to the network (for activity providers) and that is via the WTB and AALA licensing schemes

· In order to use the network it is necessary to become a member of NWT

WTB

· Providing national and international marketing efforts on behalf of Wales as a whole including trade missions, written material, TV adverts, mail shots, niche marketing etc

· Managing a number of websites and associated publications along a number of themes including, adventure, walking, cycling, golf, fishing etc

· Providing the branding for the TIC network

· Providing grant aid schemes for developing tourism businesses to develop their own marketing efforts

· Attending national trade and consumer exhibitions

The Active network

· Presently a loose association of existing and emerging activity orientated marketing groups. Spearheaded by Snowdonia-Active but being followed by Cambrian-Active, Dyfi-Active, Brecon-Active and Pembroke-Active. Providing locally focused outdoor activity information based around a geographically specific website

· Manning area specific stands at national trade and consumer exhibitions

· Creating support information re area and activities

· Developing new outdoor activity products and infrastructure
Private provision

· Businesses providing public access to leaflet distribution

· Businesses providing web portal access to outdoor activity information as a means of drawing in additional custom for their primary business e.g. café or retail outlets

· Private businesses own websites carrying informational material

· Private businesses that have traditionally been used by the public as informal sources of outdoor activity information e.g. climbing shops

· NGBs providing information pertaining to their particular sport or activity

· Specialist interest magazines disseminating information with regard to their areas of activity

· Special interest websites disseminating information with regard to their areas of activity

6.3
Future Framework for Outdoor Activity information provision.


[image: image2]
At present there are few formal links between many of these areas, particularly the public / private sector interfaces. While it may never be possible to completely integrate all sources into one organized framework it would be desirable to make some inroads into organizing this information more effectively.

Additionally in an ideal world there would need to be a serious reorganizing of the TIC network. This would lead to all TIC’s become either funded and managed from one source or funded from one source and managed by regional organizations under a national strategy. This would remove much of the uncertainty about their futures, the differences in provision, staff training etc whilst allowing initiatives such as adding an outdoor activity booking service to happen more easily.

The present multi agency system is likely to make any restructuring of the system a much more difficult process potentially leading to vast differences in the type and level of provision. This is not in the best interest of the visitor nor the business reliant on the service provided by their local TIC. 

Given the growing importance of tourism to the Welsh economy and particularly to the Welsh rural economy it is high time that more thought was given at a national level to the way that the TIC network is both funded and managed. 

6.4
Realistic next steps or 5 steps to unification!

There are, in the opinion of this study a number of achievable and realistic next steps that can be taken as the first moves towards a more integrated system.

1.
The WTB complete their work on accrediting the sporting NGBs and a system is developed where other providers such as Snowdonia-Active can access that information to assist them with their own accreditation and monitoring.
2.
The other Actives are assisted to develop to a point where the Active network brand is recognized as a reliable source of local information.
3.
The WTB and Actives develop a partnership whereby the WTB provide the national focus and the Actives provide the local focus of online outdoor activity information provision. That this relationship be formalised in some way.
4.
The TIC network undertakes some restructuring so as to better place them to work with the outdoor activity sector as well as the Active brand and that some form of advanced booking service is developed.
5.
OAIPs are developed in outdoor orientated business locations including potentially some or all of the TICs. These focus visitor’s enquiries at WTB and Active websites as primary sources of information. They also inform the visitor as to other useful websites e.g. Local Authority, NGB, special interest sites, emergency services etc that are managed to a level whereby the WTB can be confident of the quality of information provided.

This framework would allow information to be disseminated on a number of levels

· The WTB to continue its work at a national level and the Active network would develop their local focus. 

· It would deal with the provision of information prior to visiting the area and access to information once the area was reached. 

· It would allow generic information to be supplied to the less experienced and more specific expert level information to be provided to practitioners.

Obviously each of these steps is a project in its own right and requires a considerable effort to achieve especially given the number of agencies and groups involved. However these are not unrealistic expectations if a more unified and well managed framework is to be achieved.
Recommendations
6.5
Conclusion

This study has highlighted that there is both a desire and willingness to change the way that outdoor activity information is supplied to the visiting public. It makes a number of positive and practical recommendations as to how to make those changes. 

However above these recommendations at a strategic level are some fundamental questions regarding the funding and management of the TIC network. The most fundamental of these are, 

· Why is the TIC network not centrally funded as a business development tool for the tourism industry? 

· Why, of all the business support agencies and organizations does the TIC network have to rely on funding from a number of different sources as well as having to generate income of its own?

· If tourism is so vitally important to the Welsh economy (and outdoor activity tourism is a growing part of this) why is the TIC network funded and managed the way that it is?

Until such important questions receive an appropriate level of attention then whatever changes can be made will continue to be made in a piecemeal and fractured way.

APPENDICES

Appendix 1
Abbreviations
TICs
- Tourist Information Centre.

AIO
- Alternative Information Outlet

AIC
- Alternative information Centre

IAK
- Internet Access Kiosk

TIP
- Tourist Information Point

DMS
- Destination Management System

ICT
- Information Computer Technology (IT)

BDG
- Bureau des Guide

OAIP
- Outdoor Activity Information Point

RIL
- Regional Information Line

WTB
- Wales Tourist Board

NWT
- North Wales Tourism

TPNW - Tourism Partnership North Wales

SNPA - Snowdonia National Park Authority

GCC
- Gwynedd County Council

NT
- National Trust

LAG
- Local Area Government

WDA
- Welsh development Agency

NGB
- National Governing Body

Appendix 2
- Executive Summary “The Active Economy”
This study establishes the contribution of the adventure tourism industry to the local economy of the area within the Snowdonia National Park as well as the wider economy of North West Wales. North West Wales is an established destination for adventurous activities which include Bouldering; Caving; Canoeing; Climbing; Coasteering; Diving; Fell running; Kayaking; Kite surfing; Mountain biking; Orienteering; Paragliding; Road cycling; Sailing; Mountain Scrambling; Skiing; Snowboarding; Surfing; Walking; White water rafting and Windsurfing.

Based on the business survey data collected during the course of this study the adventure tourism industry is estimate to contribute over £140 million per annum to the North West Wales economy, £60 million of which is contributed to the economy within the Snowdonia National Park area. The industry creates (directly and indirectly) over 8,400 jobs across North West Wales, almost 5,500 of which are created within the Snowdonia National Park area. This equates to almost 6% of all employment across North West Wales. 

Although the industry creates a great deal of employment opportunities, less than half of those employed directly within the industry enjoy year-round employment. The industry is also highly dependent on freelance workers. 

Recruiting individuals into employment within the industry does not appear to be a significant problem for most employers surveyed. However of those that claimed that they had encountered difficulties most cited a lack of candidates with a lack of specific qualifications and experience to be the main reason for these. Despite a common perception that adventure tourism businesses do not offer many local employment opportunities the survey findings suggest the contrary with employers reporting that the vast majority of those recruited into the sector did indeed live locally at the time that they were recruited. It should be noted however that the survey did not establish whether or not these individuals had recently moved to the area before gaining employment. This is thought to be highly likely given the number of outdoor activists who move to the area to further their sporting ambitions.

Although recruitment is not a significant issue for the sector within North West Wales staff retention within the sector is relatively low. Furthermore and somewhat worryingly individuals leaving posts are often those with specific qualifications and experience, the most difficult to recruit and therefore replace. Despite these retention issues there is also a high degree of movement within the sector and as such specific skills and experience lost from individual businesses are not necessarily lost from the sector as a whole. 

These relatively high staff turnover rates and the reliance on freelancers create challenges for upskilling and training across the sector as employers are reluctant to invest in training for staff that are unlikely to remain within their employment. Indeed the degree of work based training that takes place within the sector is relatively low. Unsurprisingly therefore a number of skill gaps are evident especially IT skills and specialist qualifications relating to specific areas of adventure tourism activities. Those employers that do participate in workforce development training appear to value informal ‘learning by doing’ modes of learning over and above more formal training provision delivered by external providers.   

As well as creating additional employment and income to the North West Wales area, the adventure tourism industry and the activities associated with it also contribute to the positive clean and healthy image of the surrounding environment which in turn attracts more tourism and creates an attractive location for individuals and businesses in general.  

High and low level walking remain the most important activity attractions that influence businesses operating within the sector, although these are closely followed by rock climbing and to a lesser degree canoeing, kayaking and mountain biking. However opportunities for businesses operating in the area are not without their limitations with some of the main issues facing businesses operating within the industry being access to suitable activity venues, notably access to inland water as well as the availability of funding. The additional competition created between businesses as the sector grows is also a challenge increasingly faced by those operating in the area. 

Areas cited by businesses surveyed where they would most welcome support include marketing, IT training as well as the opportunity to network. Creating a network of employers across the sector would enable skills needs to be aggregated which in turn would create a platform from which to influence appropriate training provision and relevant areas of business support could be influenced. Organisations such as ELWa and the WDA should play a significant role in facilitating the development and support of such a network. 

It is clear that the adventure tourism industry is a distinct area of the wider tourism industry. Furthermore this study has clearly demonstrated that the sector creates a significant positive influence upon the local economy. However, its full contribution is yet to be realised and as such offers further excellent social and economic opportunities for the North West Wales. If these opportunities are to be capitalised upon the sector will require a great deal of business development and skill development support.  
Appendix 3 – TICs in North Wales 

	
	Name
	Funding Body
	Managing Agent
	Location
	Rank 02

	1
	Betws y Coed
	SNPA
	SNPA
	Royal Oak Stables
	2

	2
	Beddgelert
	SNPA
	SNPA
	Canolfan Hebog
	14

	3
	Dolgellau
	SNPA
	SNPA
	Eldon Square
	N/A

	4
	Blaenau Ffestiniog
	SNPA
	SNPA
	Square
	N/A

	5
	Harlech
	SNPA
	SNPA
	Village
	N/A

	6
	Aberdyfi
	
	
	Harbour
	N/A

	7
	Porthmadog
	Gwynedd CC
	TPNW
	High Street
	1

	8
	Bangor
	Gwynedd CC
	TPNW
	Deiniol Road
	19

	9
	Llanberis
	Gwynedd CC
	TPNW
	High Street
	13

	10
	Caernarfon
	Gwynedd CC
	TPNW
	Castle Street
	10

	11
	Pwllheli
	Gwynedd CC
	TPNW
	Station Square
	5

	12
	Barmouth
	Gwynedd CC
	Gwynedd CC
	Station Road
	N/A

	13
	Bala
	Gwynedd CC
	Gwynedd CC
	Leisure Centre
	N/A

	14
	Corris
	Gwynedd CC
	Gwynedd CC
	Village
	N/A

	15
	Tywyn
	Gwynedd CC
	Gwynedd CC
	High Street
	N/A

	16
	Abersoch
	AT Assoc.
	AT Assoc.
	Village
	N/A

	17
	Wrexham
	Wrexham CC
	Wrexham CC
	Lambpit Street
	11

	18
	Llanbedr
	Gwynedd CC
	Volunteer
	Village
	N/A

	18
	Colwyn Bay
	Conwy CC
	TPNW
	Princes Drive
	15

	19
	Conwy
	Conwy CC
	TPNW
	Conwy Castle
	4

	20
	Llandudno
	Conwy CC
	TPNW
	Chapel Street
	7

	21
	Rhos on Sea
	Conwy CC
	TPNW
	Promenade
	17

	22
	Holyhead
	Anglesey CC
	TPNW
	Terminal 1
	12

	23
	Llanfairpwll
	Anglesey CC
	TPNW
	Station site
	3

	24
	Llangollen
	Denbighshire CC
	TPNW
	Town Hall
	6

	25
	Prestatyn
	Denbighshire CC
	TPNW
	Central Beach
	18

	26
	Rhyl
	Denbighshire CC
	TPNW
	West Parade
	9

	27
	Ruthin
	Denbighshire CC
	TPNW
	Craft Centre
	8

	28
	Mold
	Flintshire CC
	TPNW
	Earl Road
	16

	29
	Machynlleth
	Powys CC
	TPMW
	High Street
	N/A


Appendix 4 – Activity and accommodation provider interviews
	1. Ted Sylvester
	Former Manager Petes Eats, Llanberis.

	2. Ian Mc Neill
	Snowdonia Adventures Ltd, Air Time Extreme Shop, Talsarnau/Harlech.

	3. Kevin Jones
	Betws y Coed web site, Betws y Coed.

	4. Phil Nelson
	Surf Lines, Llanberis.

	5. Roger Payne
	Artro Adventures, Llanbedr.

	6. Andrew Enniver
	Cader Outdoor Shop, Dolgellau.

	7. Carl Borum
	Snowdon Lodge, Tremadog.

	8. Chris Swan
	Parcnet.com, Dolgellau.

	9. Pete Galimore
	Tyred out, Penmachno.

	10. Richard Wyatt
	Adrenalin Antics Aberdovey.

	11. Jenny Sampson
	Activity Pubs, Bala.

	12. Ray Goodwin
	Canoe Coaching, Bala.

	13. John Gorman
	Canolfan Tryweryn, National White Water Centre, Bala.

	14. Ian Wright
	Outdoor Alternative, Holyhead.

	15. Rhys Davis/M. Wells
	Outlook Expeditions, Bethesda.

	16. Nick Pipe
	Snowdon Gliders.

	17. Spout
	West Coast Surf, Abersoch.

	18. Mandy Whitehead
	High Trek, Deniolen.

	19. Stuart Gibson
	BIC Eryri, Marine Sector Cluster, Bangor.

	20. Iain Peter
	Plas Y Brenin National Mountain Centre.

	21. Chris Holden
	Underwater Guide to North Wales.

	22. Trys Morris
	Café Active, Betws Y Coed.

	23. Stuart
	Cotswold Outdoor Rock Bottom, Betws Y Coed.

	24. Simon Panton
	V12 Outdoors, Llanberis.


Appendix 5 – An analysis of costs of joining the TIC network
AALA Licensing costs £620 per inspection leading to either a 1 or 2 year license and is a legal requirement for those wishing to work with groups of under 18’s.

WTB Accreditation costs are illustrated below:

	Activity provider fully inspected by recognised governing body of sport

	Number of activities
	No sleeping accommodation
	Sleeping accommodation provided

	1 – 3
	£56.00
	£137.00

	4 – 5
	£75.00
	£155.00

	Over 5
	£94.00
	£174.00

	All other providers of activities (those that are not recognised by governing body of sport)

	Number of activities
	No sleeping accommodation
	Sleeping accommodation provided

	1 – 3
	£132.00
	£211.00

	4 – 5
	£188.00
	£268.00

	Over 5
	£257.00
	£336.00


Clearly, these costs are substantial. However, they do not fully reflect the true costs involved. In preparing for either a WTB or AALA inspection, large amounts of paperwork needs to be undertaken and time needs to be spent organising internal systems. This can take days or even weeks, and yet neither scheme is seen by the trade as a mark of quality - merely that systems and boxes have been ticked. The reality of the matter is that quality comes from the people involved and their ability to deliver the experience to the client and yet this is not recognised.

NWT membership costs at the basic level of membership (i.e. material in just one TIC) costs £74.00. For full membership (i.e. distribution of material in all 46 TICs and TIPs throughout North Wales) it costs £78 for activity providers. Interestingly it appears that activity providers appear to operate on a different basis with NWT than attractions.

Of the 200 activity businesses in north-west Wales, 12 are WTB accredited and 58 AALA licensed, giving a maximum total of 70 that would be able to take advantage of the TIC network for a further investment of £78.00. As mentioned in the main document only about 11 actually do so, although this is only an approximate figure, it does suggest that a significant number either choose not to use the service or are ignorant of it.

Given that many providers in North West Wales are sole traders who buy in extra ‘freelance’ staff when required, the cost of upgrading their business to a level where they could use the TIC network may be prohibitive. While a figure of somewhere between £136 and £698 may not seem particularly high there are two other significant costs to factor in (as well as the time and effort mentioned earlier). These are firstly the cost of designing and producing a high quality leaflet for distribution which would be between £1,000 and £1,500 for the 5,000 required by NWT. Secondly, the insurance cost associated with increasing the business size to one which would be able to make use of the TIC network. As a freelance mountaineering instructor teaching mountain walking, rock climbing and scrambling the public liability insurance would be £260 for £2 million cover (Insurance provided by Perkins Slade via the AMI, Association of Mountaineering Instructors scheme). If a centre was to offer courses for children and provide accommodation, the insurance costs would jump to anywhere between £2,500 and £5,000 (based on interviews with providers). On a fairly standard rate of £100 - £120 per day, one would need to be confident of gaining somewhere between 20 and 70 extra days work in order to cover the outlay involved before any additional benefit would be felt.

Appendix 6 – Estimate of set-up costs for developing a BDG
Based on one full time staff member (but possibly split into two part time posts) in a small office in a prominent position in a key village such as Llanberis, Capel Currig or Betws y Coed. The first year costs include setup costs and the costs for the second year have a 3% inflationary increase.

First year
Second year

Staff costs at £20,000 pa plus 10.8% NIC
            = £22160        £22824

Rent






= £2472
£2546

Rates






= £744
            £797

Electricity





= £300
            £309

Phone






= £1000
£1030

Internet





= £228
            £234

Web marketing




= £900
            £927

Marketing





= £1200
£1236

Stationary & post




= £500
            £515

Web site





= £1500
£1545

Leaflets





= £1000
£1030

Signage





= £1000

Computer, printer etc



            = £2000

Furniture & shop fitting



= £1500

Translation





= £500
            £515

Total






= £37004
£33508

Given these figures it is relatively easy to make some calculations for self sustainability and / or breakeven. We have calculated both the number of bookings required at different levels of booking fee and also the amount of turnover required at varying levels of commission.

	Year 1
	Number of bookings required at £10 per booking
	£15 per booking
	Amount of turnover required at 5% of booking
	10% of booking
	20% of booking

	£37,000
	3,700
	2467
	£740,000
	£370,000
	£185,000

	Year 2
	
	
	
	
	

	£35,500
	3,350
	2233
	£670,000
	£335,000
	£ 167,500


From these figures one can see for example that there would need to be 3700 bookings made in the first year to cover costs, this equates to almost 100 per day at the £10 per booking level. Alternatively in year two the BDG would need to be responsible for generating £335,000 of business to cover its costs at the 10% commission level.

This does presume that the BDG does not generate any income from other activities such as book and equipment sales or café revenue etc. However it is useful in that it does give some indication of the numbers required.

Appendix 7 Steering Group members
Jim Embrey

 WTB  

- Senior Product Development Executive. 

Gwen Tudor

 WTB 

- Contact Centre, TIC Networking Senior Executive.

Dewi Davis

TPNW

- Regional Strategy Director. 

Andrew Forfar
 
TPNW 

- Partnership Development Manager.

Dee Reynolds
 
TPMW

- Regional Strategy Director.

John Ablitt

SNPA 

- Head of Recreation and Information Services.  

Tim Manson

CCC 

- Director Tourism and Culture CCC.

John Munro

WTB 

- Activity Products Marketing Manager.

Sian Pennant Jones
GCC 

- Gwynedd County Council

Pete Bursnall

S-A 

- Snowdonia-Active Projects Manager.

Arran Cartwright
S-A

- Researcher and Project Manager 

That a system of familiarization visits is created and centred on existing adventure tourism members of NWT. This could provide good PR for the network, with members feeling that their needs and services were becoming an established part of the system.


That the existing outdoor sector orientated skill sets (as well as the skills gaps) of TIC staff be ascertained, and consideration is given to developing a system of Champions with a broader role within the TIC network. The latter would have the additional advantage of providing a new role for some existing staff who presently have limited opportunities for progression within the network.


That thought is given to engaging relevant organizations in an information training scheme to give TIC staff a fuller understanding of important advice and information available to the visiting public.





That guidelines are developed to enable activity providers to make best use of the TIC network and that this is disseminated appropriately to existing members, potential new members, and more generally to the activity tourism industry as a whole.








Accreditation of adventurous sports NGB’s is completed as soon as possible in order to create the opportunity for wider TIC membership.


Cross links are formalized with other providers of outdoor activity information such that accreditation information can be shared for the benefit of all businesses.


The possibility of ‘accrediting by insurance document’ be explored for suitability.


The system of national and regional outdoor information provision is examined with the development of a multi-layered system in mind - this would potentially involve the WTB at a national level, and area specific groups at the local level. However, the only way the WTB can work with such groups, is if their accreditation systems are equally robust and this would depend on the above.


Consideration should be given to developing a quality mark for outdoor activity provision that is based on quality of service, instruction, and equipment etc. This to be over and above a simplified accreditation process.





This study therefore recommends the following core outdoor activity information provision mix:





Working with the present TIC network in order to develop a better product and make it more applicable to the outdoor activity sector.


Developing or building on existing Web based outdoor activity informational sites.


Disseminating information through Outdoor Activity Information Points.


Examining the TIP concept to see how it can be made more useful to activity businesses, possibly incorporating the mini card concept.





National Governing Bodies, 


websites and promotional material





Activity Operator Websites





Accommodation Operator Websites





Accommodation Operator  websites





Activity Operator Websites





Regional Tourism Partnerships, joint marketing & grants
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TIP, local leaflet racking





TIP, local leaflet racking





TIP, local leaflet racking





OAIP, local specialist information and web portal





OAIP, local specialist information and web portal





OAIP, local specialist information and web portal





TIC, local information, booking and web portal





TIC, local information, booking and web portal





TIC, local information, booking and web portal





OAIP, local specialist information and web portal





TIC, local information, booking and web portal





Local Government managed websites, marketing material & grants








The Active Network, regional marketing & website, product development





WTB, national and international marketing, grant and product development





TIP, local leaflet racking





That the outlets mentioned above are assisted in developing their product in return for information about its use, type of users and value to both the customer and the outlet.


That the OAIP is developed into a brand that receives a level of support to cover the running costs of providing the service.


A minimum standard of service guideline should be drawn up in order that the quality of brand becomes uniform. This would take a similar form to “WTB criteria for Alternative Information Outlet in Wales”. Support related to the above would be dependent on meeting the minimum standards, both in terms of the quality of the Internet terminal etc., and the level of information provided by staff. 





That closer ties be made with the Active Network and that they are assisted to develop to a point where they are able to provide the local level of outdoor activity information to a standard allowing them to be part of a cross-referring network with the WTB.


That the WTB be supported and encouraged to complete the work of accrediting the sporting NGBs and that a process be created whereby that information is made available to all other purveyors of activity information.


That the WTB be encouraged to explore the possibility of sub contracting some local information provision to members of the Active Network.


That these recommendations be incorporated into any strategy pertaining to the delivery of recommendations from section 4.8.





Internet access - for a relatively small outlay it should be possible to equip every TIC with Internet access via a branded (and advertised) access point, together with the option to use an onsite printer and to use writing materials. This could be used by visitors to access existing websites and e-mail etc and would have the effect of drawing people into the network who might not otherwise visit. Further into the future when accreditation and association issues have been dealt with, it should be possible to signpost visitors to key national and local websites.


Racking – re-organizing the racking into themed areas of complimentary activities coupled with information pertinent to each particular theme would go some way to highlighting businesses that are of a similar nature. Signage on the racks could be improved to make the search easier for visitors.


Activities - themed local walks and activities starting and/or ending at the TIC should be created and branded. Local activity businesses could be invited to provide staff for the walks etc. The walks and activities could be marketed nationally and locally via the WTB and TICs in order to generate interest. Key staff from other agencies such as wardens should be encouraged to participate where appropriate.


Opening hours – further consideration needs to be given to TIC opening hours. An examination of visitor activity patterns would shed some light on this. Early opening and late closing (with a break in between) could possibly prove most appropriate with visitors.  A second issue is which days in the year TICs should remain open? Some consultation with local businesses would be very useful on this, especially as a number have voiced the opinion that there are now a number of periods of the year, such as half term and New Year week that are growing in importance.


Embedding the TIC network into local communities - TIC staff and management should look at ways to further embed the network into the day-to-day life of the town or village in which they are based. The TIC should not be seen just as a resource for outside tourists, but also as a resource for locals who may be equally keen to try new activities etc.


Location – serious consideration should be given to ensuring TICs are located appropriately such as on High streets. 





That a system for creating and managing advanced bookings and referrals to the outdoor activity sector be developed with the assistance of present NWT members. 


That this be used as part of a marketing effort designed to draw more members from the activity tourism sector.





That serious consideration be given to actioning the steps above over the next 12 – 24 months.


That an inclusive cross agency group be formed to look at the ways of developing the breadth of both tourist and activity information. Partnerships with other agencies such as the RNLI, FC, NT, Mountain Rescue, Sustrans, Chambers of Trade and Commerce, Coastguard etc could be included to make as much pertinent information available as possible. 


That further funds be made available to ascertain the needs and thoughts of the visiting outdoor activity public so that any developments can be further informed by this information.


That the W.A.G. be pressed to consider a better funding and management structure for the TIC network throughout Wales.








That thought be given to developing a line of funding specifically targeted at joint marketing efforts between activity and accommodation providers.


That consideration be given to marketing ready made packages through the WTB website and promotional material etc as a specific product.





That a working party be created to develop this theme with the aim of establishing a pilot study for the 2005 - 2006 season.
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