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Welcome (to be included in e mail and/or online blog page not main report)
The Cultural Cornwall Research reports are aimed at all those involved with our programme:  tourism businesses, cultural venues and producers, volunteers and funders but really anyone with a passion for and interest in promoting the full range of Cornwall’s cultural opportunities to visitors.  With such a wide potential readership, the reports are designed to be short, focussed and clear whilst providing signposting to the original reports and statistics for more in-depth reading.  We welcome feedback and questions and hope that debate about the issues raised will help identify gaps in the existing research which can be filled through this programme and assist the network in finding people and organisations who may have innovative solutions and ideas.

The report will form part of series of regular reports (quarterly at least) which will be circulated to the network and which will eventually sit alongside source and other accompanying material stored in the Project Data Bank.

Defining cultural tourists
The overarching aim of our programme is to increase visitor numbers to Cornwall by reaching out to new markets for cultural tourism.  Identifying the key market segments will inform every part of our activity from the imagery and language we use for campaigns to the way in which we build our network and support infrastructure.  Cultural tourists are, however, notoriously hard to identify because of the slippery nature of culture itself.  We could be talking about material culture, for example an art collection or behaviours including traditions and lifestyle choices.  These can be universal cultures or those very specific to place.   Research conducted in Cornwall as part of European Region of Culture campaign suggested that Cornwall’s distinctiveness, as seen through the eyes of both residents and visitors, was based on the local behaviours, community values, customs and way of life. [footnoteRef:1]  [1:  Tims, C. and Wright, S.(2006) Bidding for a competition that doesn’t exist! How Cornwall imagined a Region of Culture and found a new future: A brief report outlining the findings of the Cornwall Region of Culture Campaign. Demos] 

The scope for defining cultural tourists is therefore as broad and subjective as the definition of culture itself and this difficulty has been acknowledged by the tourist industry and academics alike[footnoteRef:2].  The Audiences Agency point to three pillars of cultural tourism, which they illustrate with examples relevant to the urban culture on which the majority of studies are based:  [2:  Visit Britain; CultureHive, Richards, G. (1996)] 

· Cultural Heritage (eg Shakespeare) 
· Built or Historical Heritage (eg Tower of London) 
· Contemporary Culture (eg modern art, theatre)[footnoteRef:3] [3:  Audiences Agency http://culturehive.co.uk/wp-content/uploads/2013/07/BV_How-to-define-and-approach-culture-tourism.pdf] 

Defining cultural tourists through their interaction with or consumption of different categories of cultural products or activities, particularly through survey research, relies on the visitor identifying with pre-determined ideas of culture and runs the risk of excluding or misrepresenting cultural tourism behaviour.  A study commissioned by Visit Wales and the Arts Council of Wales assumed that “all tourism has culture as an intrinsic part of the total visitor experience”[footnoteRef:4] and whilst categories were used to quantify visitor behaviour the qualitative research using focus groups provided new understandings of how consumers  [4:  Strategic Marketing (2009) Executive Summary Cultural Tourism Research Visit Wales and the Arts Council of Wales p 6] 

interpret culture.  The participants identified with all aspects of a destination that create its distinct character but described them as “things to do” or “attractions”.  The introduction of the term “cultural tourism” seemed to narrow their views towards just a few kinds of activity:

[cultural tourism] evoked thoughts of a focus on the performing arts, galleries and possibly museums. Only a small minority would see themselves as a ‘cultural tourist’. People often describe this as ‘high-culture’ and it alienates more people than it appeals to. 

This study illustrates that the term “culture” is sensitive.  We might want to use culture to draw in those passionate about “high culture” - and we have a strong offering of visual art, performance and museums in Cornwall - but we need to test these assumptions first and tailor communications appropriately.  

What is driving interest in and growth of cultural tourism?
Many studies advocating the potential for growth and development of cultural tourism are informed by the HenleyWorld 2003 global consumer insight survey of 21,500 individuals across ten countries[footnoteRef:5].  The study indicated that consumers were growing tired of “stuff” and were increasingly seeking out experience over and above material consumption: [5:  http://www.marketingmagazine.co.uk/article/195417/intangible-desires-and-exploit-them] 

the biggest potential opportunities lie in satisfying consumers’ more intangible desires – for more time, space and energy, and a greater sense of wellbeing. They have also found that consumers are demonstrating a growing desire to connect with each other and feel more in touch with local communities.[footnoteRef:6] [6:  Todor, J (2006) Addicted Customers How to Get Them Hooked on Your Company Silverado Press p 80] 


This research has led to assumptions that a cultural tourist, who wants to experience these local connections and will be a more responsible type of tourist – one who will value and protect the fragile social and environmental eco-systems which support the authentic, cultural experiences they are in search of.  The most comprehensive study of cultural tourism, the ATLAS[footnoteRef:7] cultural tourism project running since 1991 in Europe, Asia and America identifies the cultural tourist as a younger, higher spending and well-educated traveller.   [7:  Association for Tourism and Leisure Education and Research] 

A major trend in cultural tourism has been the fragmentation of the market as a whole.  Tourists are now being bombarded with, and seeking out products in increasingly niche categories such as film tourism, architectural tourism and gastronomic tourism[footnoteRef:8].  This division of the market place is another driver of the supply side to cultural tourism with opportunities for small businesses who can respond to these new trends for diverse experiences.  The successful marketing of cultural destinations, however, needs to respond to this consumer behaviour by ensuring these specialist products add up to some kind of coherent whole. [8:  Smith, M. and Richards, G. (eds.) (2013) The Routledge Handbook to Cultural Tourism p 4] 



Cornwall’s Cultural Tourists

The first half of the report draws on academic research, articles and studies carried out in other contexts to provide a background to some of the challenges in researching and predicting cultural consumption in the visitor economy.  This section now draws on Visit Cornwall’s most recent research using Arkenford data collected through interview based surveys over the last three years[footnoteRef:9] to explore challenges particular to our region. This data is segmented in different ways to give a more detailed picture of our visitors.  These include segmentation by origin, socio-economic group, lifestage and using a values-based model called ArkLeisure.  The ArkLeisure model identifies eight segment profiles across the UK holiday market.    The Arkenford Report Perceptions Research: Generating Strategic Insight for Cornwall provides detailed descriptions of the profiles and how they relate to Cornwall’s visitor market.  Here we include a very short summary of each profile to show their likelihood to enjoy or show interest in cultural activity by way of an introduction.  [9:  Arkenford Interactive Data Browser 2012 – October 2014] 

Cosmopolitans 
Try new things, appreciate art and culture, high spenders
Appreciation and enjoyment of culture




Traditionals
Enjoy intellectual challenges, arts and culture
Functionals
Enjoy intellectual challenges, traditional ‘arts and culture’
Discoverers 
Value technology, new products, services and experiences, 
“Arts and culture” often negatively perceived;
heritage and history of interest.
High Streets
Active segment that is moderately interested
in intellectual pursuits, arts and culture
Style Hounds
Fun and excitement is what defines a good time; 
no real interest in ‘sophisticated’ arts, or cerebral activities
Followers
Avoid risk and will take up options when others have shown they work ;
little interest in intellectual challenges, arts & culture
Habituals
Very risk averse and show little interest in new options Low or no interest in culture

or opportunities; no interest in arts or culture




Whilst the key segments for Cornwall’s cultural visitor offer may be in the top half of the list, all the profiles represent an opportunity to encourage new audiences  – depending on how hard we are prepared to work to engage with them.  Informal consultation with the programme partners has suggested that many organisations view the visitor as high spending individuals whose entrance fee and ancillary spend in the peak summer months then enable a focus on outreach and audience development activity with local communities during the low season. There are lots of examples of how working with local communities then informs the work of the cultural organisation with different visitor groups for example families, young people and older people.  Could this thinking be turned on its head to explore how greater diversity in cultural audiences might inform work with local communities in Cornwall or bring benefits to residents through the more direct connection which, the literature suggests, the visitor increasingly desires?  Understanding the social impact of culture and tourism on our local communities is a key objective within the research workstream of this programme and will be the subject of a future Research Briefing.
From this programme’s perspective some of the most interesting statistics within the rolling survey data are around those influences which motivate visitors in choosing Cornwall as their destination and the attractions they plan to visit.  2014 is the first year visitors have had the option to nominate “visiting museums/viewing heritage” and “to attend a culture event/performance” as an influence in selecting Cornwall as their holiday destination.  6% of visitors gave visiting museums/heritage as an influence and 2% were swayed in their travel plans by a cultural event or performance. This category option will give us some baseline data against which to measure the impact of our activity as we go through the programme, though the earlier stated warnings about categories must remain in play.  This year’s data around attractions visited is a case in point. The data shows an interesting increase (10%) in visits to art galleries and studios.  This could be related to Open Studios Cornwall or studio openings promoted alongside festivals such as the St Ives September Festival but the difficulty in interrogating this statistic is in distinguishing this category of attraction from the seemingly synonymous category of “art galleries and exhibitions”.

The limitations of cultural tourism research: general and Cornwall specific
No research methodology will be perfect. A reliance on quantitative data collection and statistical analysis will be at the expense of more meaningful, in-depth qualitative research but will produce cost-effective data that can be compared over time and between different locations.  Ideally both kinds of research would be used and we are investigating the potential for organising focus groups which test out some of the hypotheses suggested by the quantitative data.  The Visit Wales/Arts Council of Wales 2009 research is a good example of qualitative research which builds on profiling using quantitative data.

Another challenge is in marrying two sectors with different means of collecting data and analysing market segments.  As referenced above, Visit Cornwall data has been collected using a consistent methodology for the last three years and analysed using the ArkLeisure model.  Within the cultural sector, our initial baseline survey and meetings with partners revealed differences in research priorities.  Some small or volunteer-led organisations do not have the capacity to collect any data whilst the larger organisations have regular and sophisticated schedules of data collection which respond to funder requirements.  The cultural sector are also directed towards two different value-based segmentation models:  The Arts Council Arts Audiences[footnoteRef:10] and the Audiences Agency Spectrum[footnoteRef:11]. The support which the Cornwall Museums’ Partnership are giving to the small, community-led museums has resulted in the adoption of a standardised Audiences Agency questionnaire which will enable the creation of a comparative data set for this sub-sector. This represents a huge step forward in beginning to create a comprehensive picture of cultural consumption across Cornwall but we will need to support other organisations and networks to collect and use data and agree, as a network, on the best way to profile our audiences to avoid confusion and incompatibility.  Another related concern is the use of T-stats as a means to store and observe patterns across visitor attraction data.  Currently only a very small number of attractions are inputting audience numbers into this database creating a very inaccurate picture of cultural consumption by the visitor. [10:  Arts Council (2011) Arts Audiences: insight http://www.artscouncil.org.uk/media/uploads/pdf/arts_audience_insight_2011.pdf]  [11:  http://audiencefinder.org/audience/audience-spectrum-summary
] 


And finally, whilst research has been carried out with “non-visitors” to Cornwall this is now rather out of date and requires a refresh.  The potential of the overseas market is also under-researched though the analysis of data collected by individual partners and attractions would be a simple way to begin formalising some of the anecdotal information about the economic behaviour of certain nationalities as cultural tourists notably those from the US and Germany.


Concluding remarks

So what conclusions can we draw from this swift tour through a select sample of existing research? Firstly we need to be aware that very few visitors will explicitly identify themselves as cultural tourists or as taking part in cultural activity and this must be considered when designing our research methods to ensure their behaviour is accurately documented. A closely related second point is that that sensitivity to the word “culture” should also inform the way we tell the story of what Cornwall has to offer the visitor: it may be enticing to a small and important audience segment but alienating to the majority.  The final point – which introduces a question to our network – is that if, in order to overcome this alienation we need to broaden our “cultural product” and assume that some form of culture is intrinsic within all our tourism activity, our potential market becomes huge.  This then presents the question - who do we want to be our cultural tourists?

Further reading
Links to all reports referenced and other relevant documents/websites.
 
Next report

Our next report (due February 2015) will have the theme of Creative Tourism.     Please let us know if you have any research material or interesting articles that we could include as part of this report. We will also aim to respond to any feedback to this report.


Other themes planned include:

Exploring the potential of the Cornish diaspora visitor market
Cultural Tourism indicators
Itineraries, bundles and packages
Measuring the social impact of culture
To suggest a theme please talk to Fiona.

 

