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ABSTRACT

‘Operational Issues Faced by Heritage Attractions:

A case Study of South, West Wales.’

The study is an investigation into the operational issues faced by heritage sites. Focusing on seasonality, marketing, interpretation, quality, sustainability, access and inclusion and funding. The study aims to determine and evaluate the measures implemented by heritage sites regarding the above issues, also including future recommendations. 


The methodology used in the research process involved both secondary and primary data. The secondary research involved a review of existing literature associated to the topic.  The primary research comprised of a case study involving eleven heritage attractions within South West Wales. Namely Dinefwr Park, Aberglasney Gardens, Carmarthenshire County Museum, Castell Henllys Iron Age Fort, Rossili National Trust natural heritage site, Pembrokeshire Coast National Park, Kidwelly Castle and Carreg Cennen Castle, St David’s Cathedral, Bishops Palace in St David’s and Kidwelly Industrial Museum.

The findings reveal that the heritage attractions identified a number of challenges regarding the operational topics stated above.  Predominant issues that needed to be addressed included funding, health and safety and accessibility. There were notable contrasts between the public, private and voluntary sectors, in the issues that they identified, mainly due to varying financial constraints.  

CHAPTER I

INTRODUCTION

AND

RATIONAL 

INTRODUCTION AND RATIONAL

Introduction

“Tourism is the temporary, short-term movement of people

to destinations outside the places where they normally live

and work, and activities during their stay at these

destinations; it includes movement for all purposes, as

well as day visits or excursions”






Tourism Society cited by Youell (1998, p.9) 

As highlighted above tourism can involves the movement of people from one peace to another for any purpose and as Lavery (2003) notes it can include day trips or overnight stays. Tourism is an international phenomenon and according to Lavery (2003) it is one of the worlds largest and complex industries, with a diversity of organisations developed to meet the needs of tourists.

 In 2003 according to Star UK (2005, online) there were 151 million overnight trips within the UK, which generated over £26.4 billion. Overseas trips to the UK amounted to 24.7 million, generating £11.9 billion. The tourism industry is also a major contributor to the world economy:


“International travel arrivals totalled at 700 million in 2001


and world spending for international travel amounted to over


$464 billion”

WTO cited by Lavery (2003, p. 1-7)
Therefore the tourism industry has great significance to world trade and to the UK economy. 

Heritage tourism has developed as a niche or special interest market of the tourism industry, and as Drummond (2001) notes is important to the economies of many countries throughout the world including the UK. Cultural and heritage tourism activities account for 2.45 million of UK domestic holiday trips and over 80% of overseas visitors to Britain take part in cultural and heritage activities, (Wales Tourism Board 2002, online). 

Rational

The title of this study is:

‘Operational Issues Faced by Heritage Attractions:

A Case Study of South West Wales’

The overall aim of the study was to investigate the operational issues faced by heritage attractions, using a case study of South West Wales.  To realise this aim three objectives were implemented:

1. To identify the issues or challenges faced by specific heritage attractions with regards to seasonality, marketing and interpretation, quality control, access and inclusion, sustainability and funding. 

2. To determine and analyse what measures the heritage attractions implement to resolve these issues.

3. To evaluate future recommendations proposed by heritage attractions, and if needed suggest alternative measures to overcome or prevent the issues identified. 

This topic was chosen for a number of reasons. Firstly the popularity of culture and heritage has seen growth in recent years, particularly over the past three decades there has been an increased awareness for the need to preserve ones heritage. Yale (1997) notes the reason for this trend is the fast pace of modern life; society feels the need to hold on to its roots and heritage. This has encouraged the development of heritage, which is now a well-established sector within the tourism industry.  As highlighted by the Wales Tourist Board (2000) the heritage and culture sector accounts for the majority of the tourist attractions within Wales at 64%.

Secondly the development of heritage sites as tourist attractions can have potential advantages and disadvantages. Due to the unique nature of heritage attractions specific issues can arise in the operation and management of these sites. These issues as Leask, Yeoman (1999) note, can include the problem of cooperate objectives conflicting with the conservation objectives of the site.

 Also authenticity in the interpretation of heritage is another potential issue as McManus (1997, online) suggests that the presentation of heritage can be ‘dressed up’ or oversimplified to depict a more appealing image of the past. 

Other operational issues can also affect heritage attractions, for instance seasonality has been identified by Williams (2004) to affect local attractions. Quality is an ongoing issue within the heritage industry, as Leask and Yeoman (1999) emphasise, heritage attractions must continually look to improve quality and consistently offer a safe, quality visitor experience that satisfies customers. 

With the recent Disability Discrimination Act, which came into force in October 2004, access and inclusion is a topical issue for many heritage attractions. 

Marketing is vitally important to attract visitors to the heritage site and as Prentice (1993) identifies, challenges can potentiality arise in the implementation of promotional methods. For the majority of visitor attractions, funding can also be a potential issue as Yale (1997) notes, many heritage sites aim to attract extra funding through bidding for grants from bodies such as the Heritage Lottery Fund.


 Therefore it is evident that there is much room for debate concerning this topic, which the author will endeavour to address in this study. 

CHAPTER II

LITERATURE REVIEW 

LITERATURE REVIEW 
Historical Development of Tourism 


“Throughout the ages man has travelled in search of new places,


new lands, new cultures and new experiences.”








Lavery (2003, p. 2-1) 

Since the dawn of time people have travelled for reasons of necessity, to gather food, for religion and trade.  According to Theobald (1998) and Lundburg (1990), it was the Romans who first engaged in tourism activities.

 The end of the Roman Empire extinguished the beginnings of tourism for many centuries.  During the dark ages and medieval times leisure activities were mainly related to religion as Youell (1998) emphasises:
“The austere times between the fall of the Roman Empire around 


AD 400 provided little opportunity for travel and leisure pursuits.


the rise of Christianity during these so called ‘dark ages’ relegated


leisure activities to those associated to worship and religious 


festivities.”








Youell (1998, p. 4)

Mass scale tourism, as we know it, started to develop significantly in the 1950’s and 60’s. New technological developments, led to cheaper air fares and a dramatic rise in car ownership as Jenkins and Lickorish (1997) note, by 1970 there were 100 million cars worldwide

. Faulkner et al (2001) notes that the growth in tourism is also linked with an increase in paid holidays, as well as a shift in attitudes, from people viewing a holiday as a luxury to an accepted part of life.  Boyd and Timothy (2003) support this idea noting that:

international travel and domestic travel to a lesser

 extent,  to view new spaces and places, meet new

 people experience new challenges and soak up 

new experiences, has for many become a lifestyle.




Boyd and Timothy (2003 p.1.)

Consumer demand for new experiences and places has fuelled the progression of the tourism industry, and this has lead to several subsets within the industry as Boyd and Timothy (2003) note.

Notably heritage tourism has become established as a popular sector within the industry.  Boyd and Timothy (2003) note that the World Tourism Organisation identify heritage a component of 40% of all trips undertaken internationally. Other subsets have become prominent within the tourism industry, including package tours, adventure tourism, eco-tourism, events and business tourism. 

Package Tours 

The first package tour as Youell (1998) notes was first introduced in the 1950’s to the Mediterranean and has since grown dramatically to become a popular, value-for-money tourism product that appeals to the mass market. The concept of package tourism is defined below:

“ Tour operators buy transport, accommodation and other services

and package them into a single holiday product which is sold to

the customer directly, or more usually through a travel agent,”






Callaghan, Long et al (1994, p.55).

Youell (1998) notes, the increasing demand for new tourism experiences, has lead to emerging trends in package holidays, particularly adventure tourism and eco-tourism.  
Adventure Tourism

Adventure tourism can be defined as:


“ A broad spectrum of out door touristic activities, often commercialised 


and involving an interaction with the natural environment away from the

participants home range and containing elements of risk; in which the 

outcome is influenced by the participant and setting and management of

the touristic experience. “






Hall, Weiler (1992 p. 143)
Adventure tourism is a rapidly developing industry.  As reported by The Adventure Tourism Society cited by Hudson (2003) it is continuing to grow at a rate of10 to 15 percent and includes a diversity of destinations. 

Eco-tourism 

Eco-tourism is an alternative form of tourism that aims to be more harmonious with the surrounding environment. Eco-tourism can be defined:


“Ecotourism is travel to fragile, pristine, and usually protected areas


that strives to be low impact and (usually) small scale.  It helps to


educate the traveller; provides funds for conservation; directly

 
benefits the economic development and political empowerment of

 local communities; and fosters respect for different cultures and 

for human rights.”







Honey (1999)

Eco-tourism provides the consumer with an alternative choice to mass tourism. It enables the tourist to bring direct benefit to the host communities, and minimal impact on the natural environment, as emphasised below: 

“Eco-tourism if harnessed and managed in a progressive 

and sensitive way, can be both a sustainable and extremely

enriching and rewarding form of tourist experience. “






Dowling and Page (2002)

Therefore eco-tourism if developed effectively can provide a sustainable tourism formula for the future. 

 Events

Events are another area of tourism, which as Goldblatt (1997) suggests, over the past 50 years has risen to prominence within the industry. Allen, Harris et al (2002) state that special events is a phrase used to describe:


“Specific rituals, presentations, performances, or celebrations 

that are consciously planned and created to mark special 

occasions or to achieve particular social, cultural or corporate 

goals and objectives”









Allen Harris et al (2002 p.11 )

Festivals and events are one of the most diverse types of tourism, and can range from a small-scale event such as a village show, to a mega international event such as the Olympic Games.   

According to Hall (1992), events are also used by tourism organisations to generate business during the quieter shoulder season months.  Yale (1997) emphasises heritage attractions use events as a strategy to encourage more visitors throughout the year. 

Business Tourism 

For centuries across the world people have been travelling for trade purposes and in a sense business tourism is one of the oldest forms of tourism. 


“Business tourism is concerned with people travelling for purposes


which are related to their work.” 





Davidson cited by Horner, Swarbrooke(2001)

Business tourism today is very lucrative, according to Lavery (2003) the UK business travel alone is worth approximately £17billion.

There is an increasing trend for organisations to diversify into this sector of the industry, including heritage attractions:

“Business tourism is economically beneficial for a number of 

other reasons, including the fact that it is less seasonal than 

most leisure tourism and it spreads the benefits of tourism to 

areas not normally associated with tourist activity.”







Youell (1998, p. 12)

Heritage Tourism

 All the tourism subsets discussed above have grown in prominence within the tourism industry.  However it is suggested that it is heritage tourism that has emerged as the most significant subset within the tourism industry. As Faulkner and Laws et al (2001) emphasise, heritage has seen an explosion in its popularity and growth in recent years. 

Defining Heritage

The word ‘heritage’ as Uzzell (1992) has existed a long time, but over recent times its context has changed and it’s meaning has become very broad.

 Johnson and Thomas cited by Millar (1999) define heritage as being associated with the past. 

“In short, over the past decade heritage has been employed ‘to

 describe virtually anything by which some link, however tenuous,

 can be made with the past’.”



Johnson and Thomas cited by Millar (1999 p.2)

Other authors offer a more precise definition:   


“The word heritage means inheritance or legacy; things of value, 

which have been passed down from one generation to the next.”







Prentice (1993 p5)
Heritage can include the tangible or the intangible as Drummond (2001) emphasises:


“Heritage is ‘what is or may be inherited’ – this can include 


traditions, values, historical events, industrial machinery from 

a bygone era, historic houses, art collections, cultural activities

and natural riches such as beaches, mountains, flora and fauna.” 

  




 Drummond (2001 p.6)

The growth of the heritage industry has lead to numerous heritage sites opening up to the public as well as the development of many heritage attractions, man made and natural.  

The development and Growth of Heritage Tourism

Heritage tourism is not strictly a new form of tourism, as Boyd and Timothy (2003) emphasise:

“It is the oldest form of tourism, and certainly not what some


writers claim to be a new form of tourism.” 





Prentice cited by Boyd and Timothy (2003, p.11)

Heritage tourism existed in ancient times; Lundberg (1990) highlights the Romans having a keen interest in past cultures: 

“they visited Egypt to see the Pyramids, the sphinx, and


the Valley of the Kings -  just as modern tourists do.”







Lundberg (1990, p.16)

However UK heritage tourism, started to grow in popularity during the 1970’s, when, Yale (1997) notes there was an emergence of action groups, set up to save British heritage. Drummond (2001) also supports noting that heritage tourism grew significantly during the 1980’s and 1990’s:


“In the UK alone in terms of value and volume it is roughly


estimated that it has increase 5 per cent and 19 per cent 


respectively on an annual basis”







Drummond (2001, p7)


Drummond (2001) emphasises Heritage visitor attractions inject over £3 billion into the UK economy annually. Moreover Star UK (2005, online) identify that in a 2002 attraction survey, heritage accounted for 56% of the total sample, thus identifying the prominence of the heritage sector within UK visitor attractions. 

Government Policy and Funding on Heritage

In the UK the first governmental legislation was introduced in 1882, as Boyd and Timothy (2003) note, when the Ancient Monuments Protection Act was passed. Britain was one of the first countries to implement such policies and take the first steps towards the protection of historical sites.  

Throughout the early 20th Century further legislation concerning heritage were passed. Boyd and Timothy (2003) note, after World War II the government recognised the need for conservation of the built environment.  This led to the development of much heritage legislation in the following decades.  

As Yale (1997) notes the 1969 Tourism Development Act lead to the establishment of the English, Scottish and Wales Tourist Boards, thus encouraging further investment in tourism and heritage. Public funded organisations such as English Heritage and Cadw are in place to safeguard and manage heritage sites throughout England and Wales.

 In 1979, Yale (1997) notes, the National Heritage Memorial Fund (NMFH) succeeded the National Land Fund, with the passing of the National Heritage Bill.  The NMFH is a significant provider of heritage funding in the UK ad as Yale (1997) emphasises numerous heritage sites have benefited from the funding.

The National Heritage Memorial Fund is responsible for administrating the Heritage Lottery Fund, operating since 1994, which as Yale (1997) notes has been hailed as:

“the single greatest improvement in funding for tourist 

attractions this century”       



Yale (1997, 23)

Trends in Heritage Tourism
Today the concept of the 19th Century Grand Tour has evolved and according to Boyd and Timothy (2003) heritage tours and trails have become popular worldwide. Boyd and Timothy (2003) note numerous new tours have emerged, indicating this as an international trend.


“Heritage tourists travelling the slave routes of West Africa,


the silk routes across Asia, the routes between temples in


South East Asia and routes throughout the regions of the


Former Aztec and Mayan civilisations of Latin America.”







Boyd and Timothy (2003 p12)

Heritage trails have also emerged in America to remember the Afro-American history, for example the Museum of Afro American History (2005 online) in Boston offers the ‘Black Heritage Trail’.

Heritage relating to ethnic groups is a trend that Boyd and Timothy (2003) forecast will continue in the future:
“If one excepts the argument that tourists are in the 

business of collecting places, then heritage particularly

that attached to culture and ethnic groups, will have 

continual appeal.“





Boyd and Timothy (2003 p. 285)
Another trend that has emerged over recent decades are open-air museums and heritage attractions. 

“One specific form of museum has developed and gained 


popularity over the past century is the open air folk life


museum. These are known by several names including


among others, living museums, historic theme parks, and


folk life museums.”






Boyd and Timothy (2003 p. 24)

As Lavery (2003) explains these heritage attractions are restored or reconstructed to portray a particular period in history. UK examples of open-air museums include the Beamish museum in England and the St Fagan’s National Folk Museum in Wales (Lavery (2003), Boyd and Timothy (2003).  These types of heritage attractions enable visitors to interact with staff and watch demonstrations, bringing the heritage experience to life for the visitor
Industrial heritage tourism is another trend that has seen significant development within the heritage sector.


“By 1988 the BTA estimated that there about 5 million visits


to industrial heritage attractions in the UK, and that market


was likely to grow rapidly to between 8 and 9 million visits”






Yale (1997 p 192)
Typologies of Heritage Attractions 

The above trends in heritage, highlight the diversity of heritage attractions that can be found throughout the world. The following identifies and defines the most common types of heritage sites. 

Museums

A museum can be defined as:


“An institution which collects, documents, preserves, exhibits


and interprets material evidence and associated information for


public benefit”



The Museums and Galleries Commission cited by Yale (1997 p.33)

Museums are arguably one of the most well-known and oldest forms of heritage. Some museums have been open for centuries such as the British Museum, which was founded in 1755. 

The 1960’s saw a boom in the opening of museums as well as a shift in focus as Yale (1997) notes, museums started to emphasise entertainment for the visitor and profitability. Today as Edson and Dean (1994) note one of the primary roles of the museum is to educate, to do this a museum must also be appealing and interesting to attract visitors:

“ To complete their mission, they must provide pleasure and

excitement, as well as information and education.”






Edson and Dean (1994 p. 6)

Although collections are still a vital part of a museum, like many other tourism organisations, Edson and Dean (1994) note that museums have had to change. They have had to adapt and develop new ways to interpret and display information and exhibits. 

Religious Heritage

Religion was one of the earliest causes that inspired people to travel.

“In the middle ages pilgrims regularly covered great distances


to visit cathedrals (and Churches) which contained relics of


the holy family or the saints.”






Yale (1997, p.5)

. 

Today as Yale (1997) notes religious buildings throughout the world provide some of the greatest heritage tourist attractions. Religious heritage can take many forms, as Boyd and Timothy (2003) emphasise include:


“Temples, churches, mosques, rivers, grottos, forests,

 mountains, cemeteries, historic sites associated with the development 

of religion”






Boyd and Timothy (2003, p.30)
Castles, Historic Houses and Gardens 

Castles are fortified buildings and as Yale (1997) notes many date back to the Norman Conquest of Britain.  Castles are popular heritage attractions because of their imposing aesthetics (Yale 1997).  

Historic houses or stately homes according to Yale (1997) are ‘magnificent houses’. Over the 20th Century owners of many large stately homes encountered financial difficulties from heavy taxes or death duties. This has led to numerous historic properties being opened to the public as visitor attractions by their owners, or various trusts such as the National Trust, as noted by Yale (1997) 

Many historic houses have extensive parkland and gardens that are open to the public. Yale (1997) identifies in the UK there are over 790 historic houses with gardens open as part of the heritage attraction. 

Natural Heritage

The natural and rural environment is also regarded as part of heritage tourism. As Sharpley (2003) highlights heritage can embrace:


“virtually everything associated with the nations history, culture,


 wildlife and landscape. It is therefore not unusual to hear the


countryside being described as part of out heritage.”






Sharpley (2003, p.1-17)

Natural heritage as Boyd and Timothy (2003) identify, can include national parks, such as Yellow Stone national park in America or the 12 National Parks in the UK. Sites of Special Scientific Interest and National Nature Reserves are other forms of natural heritage found within the UK (Yale 1997). The UK is also renowned for its 954 miles of heritage coast in England and Wales.

Natural Heritage is important to the UK tourism industry as Sharpley (2003) notes, a quarter of all tourism and day trips are to the countryside.

Industrial heritage

Industrial heritage can be defined as:


“man-made sites, buildings and landscapes, that originated with


industrial processes from earlier periods.”





Edwards and Lurdes cited by Boyd and Timothy (2003 p36)

As noted earlier industrial heritage is a growing trend within the heritage sector, as traditional industries have declined, there is recognition that industrial history should be conserved. Past industries in the UK have left a legacy of numerous types of heritage sites and attractions including mines, mills, and railways (Yale 1997, Boyd and Timothy 2003 and Sharpley 2003).    Sharpley (2003) notes there also are five million visits a year to modern industrial sites such as breweries, glass factories, and distilleries. 

Heritage Tourism in Wales

The tourism industry in Wales is a major contributor to the country’s economy, generating £2.0 billion each year, as well as sustaining 100,000 jobs, (Wales Tourist Board [WTB] 2000 online).  Every year Wales attracts approximately 10 million UK visitors and one million overseas tourists, (Wales Tourist Board 2002 online). 

Heritage tourism is a significant sector of the Welsh tourism industry.  As identified by the Cultural Tourism Strategy for Wales, WTB, (2002 online), between 1997 and 1999 there was 1,342,666 visits to heritage sites, as an activity pursued by holidaymakers, which amounted to £247 million spending. 

The WTB, (2002, online) notes that in 1996, 63 per cent of overseas visitors visited heritage sites while in Wales.  This illustrates the importance of the overseas market to Welsh Tourism. 

 Many of the heritage sites within Wales are managed by Cadw, The National Trust, or other private and voluntary organisations.  Wales has a diverse and unique heritage resource both natural and manmade, which has significant appeal. 


‘Visiting heritage sites is the most popular cultural tourism
activity for both UK and overseas visitors. Collectively, there 

were 2 million visits to castles, historic houses and monuments

 in 2000.’







Wales Tourist Board (2002, online)

Also identified by the Cultural Tourism Strategy for Wales, Wales Tourist Board (2002, online), Wales has a wealth of ecclesiastical architecture, historic gardens, outstanding landscapes including coast and country, and Boyd and Timothy (2003) emphasise the varied and valuable industrial heritage in Wales. 

The Wales Tourist Board is a public organisation sponsored by the National Assembly of Wales.  In fulfilling their mission statement the Wales Tourist Board identify their key role as providing the leadership and strategic framework, to enable

tourism enterprise to achieve sustainable growth and success (Wales Tourist Board 2002, online). 

Achieving Our Potential – A Tourism Strategy For Wales identifies the tourist board’s key aims, focusing on branding, seasonality, customer service and quality, strengthening and improving the identity and structure of the industry, and it’s sustainability,(The Wales Tourist Board 2000 online).  


Wales’ abundant heritage tourism resources and unique culture are key strengths to the Welsh brand.  However as the South West Wales Regional Tourism Strategy outlines, the Welsh tourism industry has serious endemic weaknesses:

· ‘Dependency on traditional long holidays and low value 

tourists

· Seasonal markets and products – winter closures and wasted

off peak resources

· Weak business skills in many new enterprises     



· Lack of quality serviced accommodation

· Difficulty in recruiting/retaining good staff

· Uneven standards in private sector and municipal services’

The Tourism Company (2004,online)

The above issues are not just localised to South West Wales, and the Wales Tourist Board (2000, online) also identifies the above, as well as issues with branding, identity and lack of awareness in international markets. As identified there are strategies and initiatives in place that attempt to over come these issues on both national and regional levels.  The Wales Tourist Board (2000, online) emphasises that sustainability, quality, competitiveness, and partnership are key principles that should be inherent in tackling these issues and achieving Wales’ potential. 

Operational Issues 

Heritage attractions are irreplaceable in nature as Miller cited by Boyd and Timothy (2003) emphasises, if not managed correctly, heritage can be damaged or lost. Conversely heritage attractions are also tourism businesses, and particularly in the private sector their aim is to be financially viable, to do this as Millar (1999) notes they have to give access to visitors.

 Millar (1999) suggests that it is often a precarious balance between meeting the needs of visitors and conservation of the heritage site. Boyd and Timothy (2003) and Sharples et al (1999) emphasise good management is a key principle in the sustainability of a heritage attraction. 

“Quite simply, a business relies on efficient management of


its operations in order to survive.” 






Sharples et al (1999)

Sharples et al (1999) emphasises that for some heritage organisations, operational management is inclusive of functions like marketing, financial management and human resources.  Therefore operations management can be defined as:

“The operations function is charged with the management of


resources required to produce a product or service, including


people, facilities, inventory, processes and systems.”   





Finch and Luebbe cited by Sharples et al (1999, p.24
Heritage sites can face many issues in the operational management of the attraction (Sharples et al 1999).  The following, gives evidence of previous research concerning the challenges faced in the operational management of heritage attractions, concentrating on seasonality, access and inclusion, quality, marketing, interpretation, funding and sustainability. 

Seasonality 

Seasonality is the term used in a tourism context to refer to the demand, or visitor fluctuations throughout the calendar year (Grant, Human Le Pelly cited by Goulding 2003). Seasonality can be defined as:


“a temporal imbalance . . . which may be expressed in terms of


dimensions of such elements as numbers of visitors, expenditure 


of visitors, traffic on highways and other forms of transportation 

employment and admissions to attractions.” 




Butler cited by Goulding (2003, p. 142)

.

According to Goulding (2003) the main challenge regarding seasonality concerns personnel.  Seasonal demand dictates short working contracts and employers find it difficult to recruit staff willing to work such a short period and often rely on students.   

Goulding (2003) identifies that seasonality can hamper the training and development of short-term employees.  Goulding (2003) notes there can be a loss of skills and experience if the same staff do not return for the next season, which can effect consistency in the quality of service delivered. Additionally Goulding (2003) identifies that high staff turn over rates can be costly to attractions. 

 Barlow (1999) highlights, demand fluctuations can cause capacity and visitor flow problems.  Barlow (1999) suggests that these issues could be managed by increasing capacity of the heritage site or introducing measures such as price incentives or promoting off peak demand; although these would not be appropriate to every attraction. 

 Lavery (2003) emphasises that due to seasonality, sales are concentrated into a few months of the year, this is particularly relevant to private heritage attractions, as they have to ensure enough profit is made to be financially viable for the whole year. 

  Yale (1997) highlights, heritage attractions like gardens and historic houses, tended to be open for fewer days than other attractions, and many UK heritage attractions have to close during the winter months. 


Closing for part of the year could prove problematic for heritage attractions however heritage attractions are also focused upon conservation and there is evidence to suggest that they could benefit from seasonality:


“in certain contexts where tourism utilises environmental or 

fragile built resources, a defined and limited season may 

actually be beneficial.”



Goulding (2003, p.144)

Therefore seasonality could be advantageous for some heritage attractions, but as discussed there is considerable research that conversely suggests seasonality is a significant issue to be considered in the management of a heritage attraction.


“Seasonality is often identified as a key symptom of market 

failure and as such is seen as a ‘problem’ to be overcome.” 





Bull; SQW; STCG; Wanhill cited by Goulding (2003, p. 144)

Access and Inclusion 

Boyd and Timothy (2003) identify that there are two typologies of access, physical access and market access, they are both defined below:


“Physical access means physically being able to get to a place.”


“Market accessibility is more of a perceived notion, where no 

literal  physical barriers exist, but where other less tangible

obstacles keep people away from heritage places.”





Boyd and Timothy (2003, p.75)

As suggest above visitors can be deterred from visiting heritage attractions, because of physical barriers, such as a lack of public transport, or a lack of disabled acess. Market inaccessibility’s as Boyd and Timothy (2003) note are commonly a lack of time and money.

Access is a contemporary topic within UK heritage tourism, as noted by Disability (2004, online) the final stage of the Disability Discrimination Act (1995) came into force in October 2004.  As highlighted by the Disability Rights Commission (2004 online) the DDA promotes an ‘Open for All’ attitude in the provision of services, goods or facilities.   

It also means that heritage attractions have a legal obligation to make ‘reasonable adjustments’ to the way they provide services, so that it is not unreasonably difficult to use the service, by providing ramps, lifts or interpretative mechanisms  (Boyd and Timothy 2003). It should be noted that access is still an on going challenge for heritage attractions:


“Lack of access is one of the most significant roadblocks


To participation in heritage tourism for a significant

 Segment of the world’s population.”






Boyd and Timothy (2003, p.77)

As noted, many heritage sites are fragile environments and altering the structure or surroundings would be detrimental to the heritage site.  Heritage attractions need to explore other avenues by providing some form of accessibility even if actual physical access is not possible. 

 
Nurick (2000, online) notes the need to address social inclusion and the attention to social groups, which may not normally benefit from a heritage initiative.  Additionally Nurick (2000, online) identifies education and lifelong learning as a priority within access, as well as emphasising upon information technology for providing a ‘richer’ access to heritage. 

Drummond (2001) also emphasises that accessibility is directly associated with customer satisfaction and therefore quality.  

Quality

Quality has become increasingly prominent within the tourism industry, Drummond (2001) supports stating it’s importance to the competitiveness and survival of heritage organisations. The following definitions identify quality from two perspectives:


“Quality is in it’s essence a way of managing an organisation.”




Feigenbaum cited by Drummond (2001 p. 12)


“Quality should be aimed at the needs of the consumer, 

present and future. “



Deming cited by Drummond (2001, p12)

The above quotes suggest that quality and should be inherent in the management of a heritage organisation, with the focus on satisfying customer needs. 

Drummond (2001) supports that there are many quality issues in heritage tourism, and identifies conservation as a critical issue, but notes that there is a diversity of customer needs to consider also.  Drummond (2001) summaries several quality issues below:

“Authenticity, conservation and presentation, funding issues in 

the HVA [heritage visitor attraction], understanding the critical 

success factors of the HVA and the sector, the use of quality tools

and techniques to gain advantage and in some cases survive.”





Drummond (2001 p. 17)

 Drummond (2001) identifies that there is much debate about an authentic heritage experience, yet many heritage attractions must be appealingly marketed to be successful business ventures.

Marketing


“A conventional definition of marketing is the production of 


goods and services to suit the needs and wants of an end user


or consumer.”







Boyd (2003, p191)
The above definition as Boyd (2003) highlights is conventional, but still relevant to the tourism industry, as heritage attractions must fulfil the needs and expectations of visitors in order to remain a viable business. However Boyd (2003) suggests that marketing should consider the sustainability of the heritage resource as well as visitor needs.


“Ensuring the sustainability of the product is a key challenge


that cannot be ignored, as marketing should focus on attractions

and opportunities that have long term viability. Heritage tourism


differs from other types of tourism, and sustainability principles


must reflect this.”  






Boyd (2003, p195)

The main purpose of heritage tourism is conserve the past and therefore it is not always the objective of a heritage site to increase visitor numbers greatly. As Boyd and Timothy (2003) note promotion of the heritage attraction is often about raising awareness and learning. 

Regarding the marketing of heritage attractions, funding is identified as an issue as Boyd and Timothy (2003) note many heritage sites have very limited budgets, and advertising is notably expensive.  Boyd (2003) identifies that developing partnerships between a collective of heritage sites is a marketing strategy used by some attractions, although differing objectives, can make collaborations difficult. 

Interpretation 

Interpretation assists visitors in their experience of a heritage resource and Boyd and Timothy (2003) define interpretation as:


“…a process of communicating or explaining to visitors the


significance of the place they are visiting.”






Boyd and Timothy (2003, p195)

Interpretation can take many forms, and can include live interpretation via storytelling, re-enactments or through a variety of media formats such as audio-visual equipment (Boyd and Timothy 2003, Goulding 1999, Uzzell 1992). 

There is criticism regarding interpretation. Firstly Moscarado cited by Boyd and Timothy (2003) identifies the concern that interpretation hinders visitor’s experience of a heritage site, however Boyd and Timothy (2003) argue that people need interpretation to help them realise the full significance of a heritage place. There are other issues concerning the authenticity and motivations of interpretation:


“First, when interpretation is propelled by economic motives

 there is a danger that it is done for the wrong reasons (e.g. profit


making). Second, heritage events and places are sometimes 

simplified to meet the harried needs of visitors.”





Bramwell and Lane cited by Boyd and Timothy (2003, p.196)

Additionally Boyd and Timothy (2003) emphasises that the commodification of heritage is an issue, as the heritage place can become a ‘show’ that overshadows the true message of the interpretation. 

Funding

Funding, and financial management as Griffiths (1994) notes is vital to the success and viability of an organisation.

 
“Financial management is often looked upon as one of


the least attractive management tasks, but one which is


dangerous to ignore.”





Griffiths (1994, p.234)#

Heritage is an expensive business, as Yale (1997) and Boyd and Timothy (2003) identify. Finding the financial resources to buy and sustain a heritage site can be a challenge for most heritage managers, (Du Cros and McKercher 2002).   Additionally Boyd and Timothy (2003) emphasise that cut backs in government funding for heritage have exacerbated the situation. 


“ Such a prospect has led 30 per cent of museum managers in the UK    


to describe the situation as ‘bleak’ and some 65 per cent to express it

 as ‘challenging’, reflecting on an economically induced lack


of confidence in the future of heritage.” 






Davies cited by Boyd and Timothy (2003, p143)

A common challenge for heritage managers is to find new methods to increase revenue, (Boyd and Timothy 2003), and noted that attractions have developed extra facilities, such as shops, cafés, and conference facilities.

 Admission charges are a primary source of income for most heritage sites however, as Boyd and Timothy (2003) note there has also been much debate related to admission charges including whether. 
Sustainability

Sustainability with regards to heritage is to uphold and maintain the site for the future. 


“The goals of sustainable heritage management, therefore


should be twofold: to maximise visitors’ appreciation and


enjoyment of heritage places and to minimise the negative 

effects…”




Boyd and Timothy (2003, p. 157)

As suggested above the challenge in ensuring sustainability involves balancing access with conservation. Too many visitors as Boyd and Timothy (2003) identify can cause physical damage to the historic site through general wear and tear, also by the inappropriate behaviour of visitors through littering, vandalism. 

As Konrad cited by Boyd and Timothy (2003) notes a tension exists between the use of heritage by visitors and conservation.  However educating visitors can be an effective method of counteracting the problems caused by visitation:


“…through education, entertainment and the proper use of 

heritage attractions, it is possible to instil a spirit of conservation

awareness in visitors.” 





Boyd and Timothy (2003, p. 128)

Heritage places also need to be sustainable as a commercial attraction, to meet their maintenance costs. This is an issue that McGregor (1999) discusses, noting again that potential conflicts can arise when heritage is commodified as tourist attraction.


“If managers get the balance wrong then either income levels


will be too low to sustain the organisation commercially, or 


visitor pressures will be so great that the heritage resource 


becomes damaged in some way.”







Berry cited by McGregor (1999, p.192)

Therefore, sustainability of a heritage attraction relies on a fine balance between visitor usage and conservation.  However it is suggested that there is also interdependency between the heritage site and the visitor, and the challenge for management is to ensure the needs of both are satisfied. 

CHAPTER III

RESEARCH

METHODOLOGY

RESEARCH METHODOLOGY

Definition of Research

Research is defined by the Collins Gem English Dictionary (1987) as a:

“scientific study to discover facts”






Collins Gem English Dictionary (1987 p. 449)

Another dictionary definition of research does not emphasise it as being scientific, but again the similar concept of instigating a study is common. 

“Study and investigation, especially to discover new facts”




The Oxford Minidictionary cited by Clark, Riley et al (1998, p7)

As the above definitions highlight research is conducted to investigate and establish new facts.  However as Clark, Riley et al (1998) emphasise that research can also be undertaken to confirm the validity of existing facts, also existing knowledge can be reviewed in order to establish a new perspective on the information. 

The purpose of the research within this study ‘Operational Issues Faced by Heritage Attractions’ was to critically review the existing knowledge on the subject area, as well as to contribute a new slant on the topic.

Aims and Objectives of Research 

The aim of the research is to investigate the operational issues that heritage attractions face within the UK, using a case study of South West Wales. This was achieved by focusing on three objectives:

1. To identify the issues or challenges faced by specific heritage attractions with regards to seasonality, marketing and interpretation, quality control, access and inclusion, sustainability and funding. 

2. To determine and analyse what measures the heritage attractions implement to resolve these issues.

3. To evaluate future recommendations proposed by heritage attractions, and if needed suggest alternative measures to overcome or prevent the issues identified. 

Types of Research

As noted by Clark, Riley et al (1998) a distinction can be made between two types of research, secondary research and primary research. 

“Secondary research normally denotes an activity whereby no


original data is collected but where the research project draws 


on existing (secondary) sources alone.”
“ Primary research generally refers to that research the collection


of original data using an excepted research methodology” 

Clark, Riley et al (1998 p. 8)

The study  ‘Operational Issues Faced by Heritage Attractions” used the combination of both primary and secondary research types. Secondary research as identified by Clark, Riley et al (1998) includes written works such as books and reports for example; while primary data is new or original data sourced by an author. 
Firstly, the secondary research as Clark, Riley et al (1998) note, is needed to identify what work has previously been undertaken on the subject area.  The secondary data that was used, originated from a variety of sources including, books, surveys, leaflets and Internet websites. 

As highlighted above primary data is first hand data.  It is data originally researched by an author, using an appropriate research method, to gain new ideas or perspectives. There are two types of research methods that could be used, quantitative research and qualitative research. 

Qualitative and Quantitative Research

Quantitative data is concerned with specific statistical measurement in terms of strength of a view.

It is defined as:


“The Quantitative approach to research involves statistical analysis.


It relies on numerical evidence to draw conclusions and test 

Hypotheses.”






Veal (1997,p.34)

As noted by Denscombe (2003) quantitative research has benefits in that it is perceived to be objective, have scientific basis and data can be represented in graphs or tables for clear analysis. However as Veal (1997) emphasises, quantitative research involves studying a large sample group to gain reliability in the results. Additionally the data collected is usually numerical in nature and information can be limited in depth. 

Qualitative research is concerned with individuals and their perceptions rather than statistical analysis. Qualitative research can be defined as:


“Any kind of research that produces findings not arrived


at by means of statistical procedures or other means of


quantification. It can refer to the research about a persons’


life or behaviour, but also about organisational functioning,


social movements, or interactional relationships. “









Corbin and Strauss (1990 p.19)

Qualitative research as Corbin and Strauss (1990) note can be used to study organisations, groups and individuals.  Qualitative data tends to be narrow in scope often focusing on an individual case study or a small group.  As Richardson (1992) notes qualitative data can give a more rounded, in-depth picture of its subject matter, taking note of features that quantitative research tends to ignore. 

Justification for Research Methodology

Qualitative research is the chosen methodology adopted for the topic of investigation.  The justification for qualitative research methods is that it has distinct advantages, which are discussed below.  

As highlighted above Corbin and Strauss (1990) noted qualitative research is appropriate to researching organisational function and as Veal (1997) suggests qualitative methods enables a study to gain a ‘full’ and ‘rounded’ perspective.   Therefore qualitative methods would enable insightful and valuable opinions to be gained from individuals who have specialist knowledge of the heritage sector.  

“Qualitative and quantitative methods are not simply different 


ways of doing the same thing. Instead they have distinct strengths


and logics and are and are often used to address different questions


and purposes.  The strengths of qualitative research derive primarily


from its inductive approach, its focus on specific situations or people,


and its emphasis on words rather than numbers.” 






Maxwell (1996 p.17)
As suggested above qualitative research has advantages in its inductive style, it educates with emphasis on situations and words, thus giving more encompassing findings.  Quantitative research methods as Finn et al (2000) and Maxwell (1996) note are structured and focused on gaining numerical data, which would not provide the flexibility to gain probing, in depth data. 


Qualitative data is also advantageous as it can often provide reflective and refreshing perspectives on subjects that have already had much consideration as Corbin and Strauss (1990) support:


“Uncover and understand what lies behind any phenomenon


about which little is known.  It can be used to gain novel 


and fresh slants on things about which quite a bit is already 


known”




Corbin and Strauss (1990 p.19)

This strength of qualitative methodology is beneficial to this study, because as the literature review highlighted considerable information has previously been revealed regarding the subject of operational issues.   


There are also disadvantages inherent to qualitative methodology.  Firstly as Finn et al (2000) highlights qualitative methods can take a long period of time, in order to gain enough information for a holistic and full insight. The second weakness to qualitative data is that it can be difficult to find representatives willing to take part in the study and as Gill and Johnson cited by Finn et al (2000) identify problems can arise when generalising from a small sample framework, which could affect the validity of the study. 

Despite the above weaknesses, qualitative data is still justifiably suitable for this study, as it enables the researcher to collect a quantity of rich information, for reflection and analysis. As Cohen cited by Finn et al (2000) identifies traditionally within leisure and tourism research, qualitative methods have been largely ignored in preference for quantitative methodology.  Therefore it is notable and advantageous that qualitative research is chosen fore this study as it may reflect a level of insight not previously gained.  Lastly Kelly cited by Veal (1997) and Finn et al (2000) stress the aptness of the qualitative method, in its ability to correspond, and gain in-depth understanding of the complexities of the tourism industry. 

Survey Techniques

The survey technique that was adopted involved a case study of heritage attractions within South West Wales. 


“This form of research consists of a detailed investigation, often with data


collected over a period of time, of one or more organisations or groups


within organisations.







Hartley cited by Finn et al (2000, p, 81)

As Finn et al (2000) also identify case studies can produce rich and unique data. 

The research was gathered via semi-structured interviews. This was considered to be the most appropriate and straightforward technique.  As, Veal (1997) highlights the less structured formation enables the interviewer to probe for the more comprehensive level of information needed.

The interviews took a mainly semi-structured form, with mostly open-ended questions; so as to gain direction during the interview and gather relevant data without limiting the depth of information collected. As recommended by Creswell (1998) the interviews where audio taped and transcribed after the interview had ended. As highlighted by Veal (1997) audio taping interviews can in some instances inhibit representatives, and other methods could be to write notes.  However due to the length of interviews, it was decided that taping would be the most appropriate and less disruptive method of recording, but respondents where always offered a choice in the matter. 

Pilot Testing

Piloting enables the researcher to test the interview procedure and as Finn et al (2000) notes to check if the process would run smoothly.  Therefore a pilot interview was undertaken for this study, with the property manager of the National Trust Property Newton House in Dinefwr Park, Llandeilo. Preceding the interview feedback was invited and given from the property manager.  The managers feedback was considered and adjustments were made to make the interview less structured so that respondents could take more direction, in identifying challenges specific to their attraction, and also to save repetition throughout the interview. 
Sampling Framework

As noted above, an interview technique was adopted. The case study concentrates on operational issues faced by heritage attractions within South West Wales, focusing on heritage attractions within the counties of Carmarthenshire, Pembrokeshire and Glamorgan.

The sampling framework involved interviewing 11 heritage sites within the region. To gain the relevant data, the appropriate members of staff (mainly managers) where interviewed, the interviewees included both men and women. It was intended that the sample of heritage attractions chosen would reflect the broad range of heritage sites within Wales and the UK.  Therefore the types of heritage attractions  included historic houses and gardens, industrial heritage attractions, museums, castles, natural heritage, and religious heritage. Moreover the heritage sites interviewed were under ownership or guardianship from private, public and voluntary sectors. Some also included a partnership between two sectors.

The sampling was arranged between January and March 2005, as this was proposed to be a quieter time before peak season, whereby managers were more likely to be available.  Additionally as it was the preparation period before peak season, it was projected that managers would be able to reflect on the past seasons or any issues that had arisen during the early part of this year. 

Data Analysis

The Qualitative research methodology used, enabled comprehensive information to be gathered from professional management of heritage attractions in Wales and therefore should represent, accurate and valid information for analysis of the chosen topic.

“Validity is the extent to which the information collected by the researcher 


truly reflects the phenomenon being studied.”








Veal (1997, p35)

However, qualitative methods such as interviews are reliant on an individual’s opinion of a situation and as Veal (1997) notes there is no certainty that imperfections wont occur.  Due to the dynamics of the tourism industry there is no certainty that contextual changes will not occur.  Therefore as Veal (1997) highlights, this could affect the reliability of the study. If it was repeated at a later date or place it is accepted that differing results could be found, because of variations in sample framework or changes within the tourism industry. Conversely Veal (1997) identifies:  
“While measures can be taken to ensure a degree of generalisability,

strictly speaking, any research relate only to the subjects involved,

at the time and place the research was carried out.”








Veal (1997, p36)

However it is argued that as far as possible the methodology has been carried out to ensure results are accurate and reliable for sound analysis. 

For easy analysis the interview results were transcribed into three tables, reflecting the three objectives stated earlier. Summary tables of the results are also shown in the following chapter. 
Research Ethics


“The principles underlying research ethics are universal: they concern


things like honesty and the respect for the rights of individuals.”








Veal (1997, p198)

As identified above ethical considerations are important when undertaking research. It is essential to respect the privacy of others and therefore as recommended by Veal (1997) the respondents remain anonymous within this study. 

Free choice and informed consent are also as Veal (1997) notes important to consider.  Therefore respondents were contacted previously and invited to take part, then a letter detailing the topic and content of the interview were send to the respondents before the interview date, so ensuring their informed consent to the interview. 

Additionally Veal (1997) identifies four other vital elements to ensure correct ethical procedures are followed: Firstly the researcher bust be competent and not take advantage of the or risk the reputation of the person or organisation; Secondly literature should be reviewed as thoroughly as possible to make sure the same study has not been done already. Plagiarism is a vital consideration and as Veal (1997) underlines the use of others’ information should be given due reference and acknowledgement. Lastly results must not be false or misleading (Veal 1997).
Research Time Scale

The time framework for the undertaking and the research was seven months from October 2004 to April 2005. The timescale of the research process is seen following.

TIME SCALE

	RESEARCH

ITEM & TARGET
	MONTHS

October       November   December   January        February          March           April

	Deadline

For proposal
	
	
	
	
	
	
	

	Tutor allocation
	
	
	
	
	
	
	

	Research for literature review
	
	
	
	
	
	
	

	Draft lit review completion
	
	
	
	
	
	
	

	Arrange sampling
	
	
	
	
	
	
	

	Completion of research methodology chapter
	
	
	
	
	
	
	

	Interview heritage sites
	
	
	
	
	
	
	

	Draft submission
	
	
	
	
	
	
	

	Completion of final draft
	
	
	
	
	
	
	


Assessment of Limitations and Recommendations

As highlighted previously time was a considerable limitation in completing this study, it is recommended to allow plenty of time, in case contingency measures need to be taken.  One of the main limitations in undertaking the research is that a few potential respondents were unable to take part due to their own time constraints, and therefore it is recommendable to arrange interviews well in advance. 

.

CHAPTER IV

RESULTS

RESULTS

This chapter will discuss the results achieved from the research. Appendix one, two and three give full account of the results regarding this study’s objectives.  For easier consideration summaries of the main findings can be viewed in figures one, two and three of this chapter. 

Objective One Results

Objective One of the study was implemented to determine the operational issues that heritage attractions encounter with regards to seasonality, interpretation and marketing, quality, sustainability access and inclusion, and funding. The following discusses the findings in relation to the named topics.

Seasonality

 The literature reviewed identified that seasonality that as before presented many issues for heritage sites.  As Goulding (2003) suggested the main challenges facing heritage attractions were recruiting personnel willing to take on seasonal positions, limited chance for progression and the loss of skills at the end of the season.  The results concur that staffing was a key issue, for most of the heritage attractions.  In particular the cost of recruitment and staffing surfaced as an issue, which when coupled with low demand of visitors, resulted in a reduced service or closure over the winter months. Two heritage attractions identified that skills were lost if the same staff did not return the following season. One natural heritage attraction (as seen in figure 1) identified seasonality causing minor problems to visitor flow and capacity. This also correlates with Barlow (1999) who identified in the literature that 
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fluctuation in demand could cause such problems in the operation of heritage sites. In the literature Yale (1997) highlighted that heritage attractions tended to close over winter months as a result of seasonality.  However the results found that seven of the heritage attractions remained open throughout the year, suggesting that issues arising because of seasonality were not severe enough to reduce opening times, or that the issues were being resolved effectively.

Marketing

According to Boyd and Timothy (2003) the main issues that arise in the implementation of marketing of heritage sites are the high cost of advertising and the limited budgets attractions. The majority of results supported this theory however it was found that independent charities, private sector and local public sector attractions identified it as causing serious limitations. Heritage attractions, supported fully or partly by national government such as Cadw and the Pembrokeshire Coast National Park, did not identify any serious budgetary limitations.  A privately owned attraction Carreg Cennen castle identified that it was difficult and costly in time and money, to evaluate how effective marketing techniques actually were. Also other attractions identified certain marketing techniques as unsuccessful and costly. It is suggested that there is a need for cooperation and the exchange of information between industry sectors. 

Interpretation

The reviewed literature identified that implementing interpretation raised issues regarding authenticity, as noted by Boyd and Timothy (2003). The results reveal that authenticity was not identified as the predominant issue within this topic. A couple of heritage sites noted that it was challenging to make interpretation interesting and informative, whilst conforming to conservation requirements. This suggests that authenticity had been considered. 

One of the main concerns encountered by heritage attractions was access to the site and interpretation; several interpretation rooms where up or down stairs with no lifts for disabled visitors. It was also identified that interpretation quickly becomes dated, from the day it is installed and there is a continual need to update interpretation, keeping sites fresh and visitors interested. However one site identified that interpretation quality can be affected because it is costly to install. 

Quality 

The management of quality according to Drummond (2001) presents several issues for heritage attractions to consider including, funding, conservation, and presentation.  The results correlated in most parts with Drummond’s identification. As Figure one identifies, cost was an issue especially for the maintenance and restoration of heritage sites. The private sector heritage site revealed that implementing formal quality measures and assurance standards was too costly, and that customer surveys would disrupt visitor enjoyment.

 Health and Safety featured prominently as a quality issue by most of the heritage sites, although it was not specifically noted in the reviewed literature. It is suggested that the physical nature of heritage sites, with their inherent dangers pose challenges that must be monitored and made safe. 

Conservation is highlighted by Drummond (2001) as a potential quality issue and is reflected in results. It was noted by Carmarthenshire County Museum (see appendix one) that conservation needs can conflict with the needs of visitors, when displaying delicate objects.  Presentation issues were noted in the results, as heritage sites identified the need to keep it fresh and interesting for visitors.  

Sustainability

In the reviewed literature Boyd and Timothy (2003) emphasised that sustainability involved the careful balance of access to visitors and conservation. It was evident from the results that most attractions concurred with this theory, however conflicts and between access and conservation do occur.  Some managers identified general wear and tear or litter as an issue. The two natural heritage attractions identified erosion as a prominent issue. This concurs with the reviewed literature and also highlights the fragility of heritage, particularly the natural environment.

 McGregor’s (1999) emphasis on heritage attractions being commercially sustainable was irritated in the results, notably by the private sector attraction. For some privately owned sites, sustainability is ultimately ensured by the profitability of the attraction.

Access and Inclusion 

Access and inclusion were highlighted, by Boyd and Timothy (2003) as being a challenge for heritage attractions to implement, because of the finite nature of heritage attractions. Also Nurick (2000, online) identified that access and inclusion were particularly important for life long learning and for a fulfilling heritage experience. The literature also suggested that Disability Discrimination Act (1995) could present challenges for heritage attractions.   The results strongly underlined the difficulties encountered by heritage attractions, in trying to adhere to the DDA.

 Many of the heritage attractions interviewed stressed that the topography of the site, made it unfeasible for visitors with wheelchairs to access all areas. At least three sites stated that main attraction or interpretation area that was inaccessible. This presented concerns for site management, as it was stressed that alterations would threaten the sustainability of the heritage site. This was also an issue presented by Boyd and Timothy (2003).  

There were other issues that the literature did not highlight. The results identified that funding was a considerable challenge to implementing accessibility. Alterations must conform to listed building regulations, as well as health and safety regulations, and be aesthetically suitable, making improved access costly to implement. Two heritage sites identified (see appendix one) that it was a challenge to get social groups to visit the attractions. One heritage site suggested certain groups are deterred by preconceived misconceptions of the attraction.

Funding 

Boyd and Timothy (2003) and Du Cros and Mckercher (2002) underline that funding is a challenge for heritage attractions. This was confirmed by the results however it was more of an issue to some attractions than others, in particular the local public sector, voluntary and private sector. As previously highlighted national government supported attractions did not over emphasise budgetary constrictions.  

It was noted in the results that public sector heritage sites have difficulty in raising funds to match grant aid.  It was also highlighted that there is much competition and expense surrounding the grants process. These results correlate with the reviewed literature supporting Boyd and Timothy (2003) in reference to public sector financial cutbacks. 

Objective Two Results

Objective two was set to determine and analyse the current measures taken by the heritage attractions to resolve or prevent the issues identified above.  The measures discussed are identified regarding the same operational management topics of; seasonality, marketing and interpretation, quality control, sustainability, access and inclusion and funding.  A summary of the findings can be seen in Figure Two on the following page.

Seasonality

In the reviewed literature Goulding (2003) suggested that in certain contexts seasonality could be beneficial for the heritage conservation. The findings revealed that one heritage attraction did identify that year round access would present further problems regarding visitor impact on the historic house. These results concur with the literature. Seasonal closure presents opportunity for maintenance and conservation work without disturbing visitors.  Conversely most attractions took the view that seasonality was a problem to be combated or at least limited. Some sites used events in shoulder season months, or had developed extra facilities such as cafes or conference centres that could be used throughout the year. 

Marketing

The literature reviewed suggested that partnerships could potentially be a method of improving marketing and lowering costs, (Boyd 2003).  The results did identify one partnership whereby a private sector attraction (Carreg Cennen Castle) had an agreement with Cadw to market the site. However the majority of organisations did their own marketing.  It was notable that organisations that had centrally operated 
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marketing had fewer constraints. Pembrokeshire attractions identified the National Parks Coast to Coast Newspaper as an effective marketing tool.  It is suggested that the paper offers a more coordinated effort to marketing local attractions. 

Interpretation 

As noted by Boyd and Timothy (2003), Goulding (1999) and Uzzell (1992), interpretation can take many forms, and there is a need to ensure that these interpretive methods suit the heritage environment, and enhance the visitors experience of the site.  The results highlight the need for different types of interpretation, as people learn in different ways. Therefore the majority of the attractions provided a combination of interpretation methods, including audio and visual tours, guided tours, information panels and re-enactments, endeavouring to be as inclusive as possible. However it was noted that technology based interpretation although effective is limited in use due to cost.  The heritage garden attraction implemented hand held interpretation and tours, considering it less intrusive on the surroundings.

Quality 

As noted in Objective One Results, health and safety was a prominent quality issue for the heritage attractions interviewed. This was also continued through into the Objective Two results, which identified that a number of heritage sites identified health and safety as the foremost priority for ensuring quality.  This was not specifically noted in the reviewed literature, however Drummond (2001) did highlight that quality is satisfying customer needs. Safety can be an intangible element of the product, but it is one that visitors do expect.  Therefore in considering visitor needs, it is logical and vital that safety comes first. 

Sustainability 

The Objective Two results irritated the importance of the correct balance between, visitor access and conservation and it was noted that sustainability is a long-term process. Objective two results noted that to prevent and overcome erosion and visitor wear and tear, some sites closely monitor visitor numbers, and site maintenance.

 It was highlighted in the results, by two attractions, that raising visitor awareness of conservation and sustainability helped to limit visitor impact. Boyd and Timothy (2003) also support this, noting that educating visitors can promote the proper use of attractions. 

Access and Inclusion 

The Objective Two results noted, that attractions had implemented reasonable measures to try to combat the limited accessibility for disabled visitors. Some sites implemented specific routes or lifts, or ensured that the main interpretation was placed on the ground level. Sites with first floor exhibitions, try to ensure alternative forms of interpretation, which also concurs with the suggested measures by Boyd and Timothy (2003). 

However a few of the sites acknowledged that due to limited resources or the physical nature of the attraction, access was still considerably restricted for disabled visitors. 

Social inclusion has also been highlighted as a challenge to heritage attractions. The Objective two results emphasised that most attractions took measures to actively encourage social groups to visit the heritage site. It is was noted by the attractions without initiatives certain members of the public might not normally visit the heritage site, considering it valuable to try to include all groups. 

Funding 

Objective One noted that funding was a challenge for the majority of the attractions, especially the private and local public sectors.  Boyd and Timothy (2003) identified possible measures to increase revenue for heritage sites, and in the most part the results did concur with reviewed literature. The majority of sites had developed extra facilities or services to increase revenue (as seen in figure 2.). 

The Castell Henllys site, which is municipally funded, identified un-profitability as an accepted cost, justified by the education and awareness gained by visitors. There is a notable contrast between public sector and private sector aims with regards to financial sustainability For privately owned heritage sites, profit is a pressing necessity and one which ultimately decides the sustainability of the attraction.  

Objective Three Results

Objective three was implemented to evaluate future recommendations identified by the heritage attractions in the results. The following recommendations are discussed regarding the same format seasonality, marketing, interpretation, quality control, sustainability, access and inclusion, funding. The summarised results are also seen in figure 3. 
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Seasonality

The results revealed a similar line of development that was discussed in Objective two, heritage sites commented on the expansion of new services, extra facilities or events. Dinefwr Park in Carmarthenshire suggested the possibility of liasing with coach tour operators to encourage winter day trips to the attraction.  This recommendation presents a more unified approach to tackling seasonality. Different providers of the tourism industry coordinating together, could prove more effective than tackling seasonality on an individual basis.  It was identified by some sites that there was a limitation of what could be done to over come seasonality. However one site recommended the tourism sector liasing with the education sector, to stagger school holidays throughout the year, to balance seasonal demand. This again places heritage tourism issues within a broader social-cultural and economic context.

Marketing and Interpretation

Notably a few sites indicated that there were no future recommendations other than existing measures; due to budget limitations. However one site identified that there was a need to actively seek marketing opportunities, in an endeavour to widen customer base. Another recommendation was to encourage more repeat visits. 

With regards to interpretation; recommendations differed from the suggestions in the reviewed literature. Results suggested, a continual progression of interpretation was needed, to keep it interesting and appealing to customers. Two sites recommended future implementation of more inclusive interpretation methods. This mergence between interpretation and access illustrates the complex interdependencies between such issues, in the operation of heritage sites. 

Quality 

As noted by Drummond (2001) quality is key to the competitiveness of attractions.  This was reflected in the various recommendations given by the heritage sites, to develop new facilities to enhance the visitor experience. The results also revealed, that securing future funding was a key goal to ensure continuing quality.  The lack of financial resources could be identified as a possible reason why some attractions did not identify future developments with regards to quality control. 

Sustainability

As emphasised in previous objectives, sustainability is a long term and continuous process. One site, identifies the need to plan ahead 10 to 20 years, to ensure future sustainability. This emphasises the fragile and finite nature of heritage sites, their future must be carefully planned and sustained for generations to come. 

Access and Inclusion

As highlighted previously, it was recommended that interpretative methods should be used to enhance access and inclusion, this was also highlighted in these results, and noted that it would be particularly beneficial to sites where the main attraction was inaccessible. It is noted that the ‘open for all’ ethos of the DDA has yet to be significantly developed in some attractions, which would involve a great deal of financial investment. 

Another key recommendation with regards to access and inclusion was illuminated. It was suggested that heritage sites would benefit from expert insight, to improve access and inclusion, and to evaluate future needs. 

Funding 

As emphasised by Griffiths (1994) funding is vital to the success and viability of an organisation.  In all three objectives this issue has been reiterated, and therefore the recommendations for funding were to seek more, thus encouraging the viability and sustainability of the attraction. Also highlighted was the need to plan projects and developments so that if funding did arise, implementation could progress quickly. 

CHAPTER V

CONCLUSIONS

AND

RECOMMENDATIONS

CONCLUSIONS AND RECOMMENDATIONS

The aim of the study was to identify operational issues faced by heritage attractions in South West Wales. The focus of the study was to achieve three objectives. The first objective was to identify operational issues or challenges encountered by heritages sites focusing on seasonality, marketing, interpretation, quality, access and inclusion, funding and sustainability. The second objective was to determine and analyse measures implemented by the attractions to resolve the issues. The third objective was to evaluate future recommendations proposed by the heritage sties. 

The travel and tourism has become an increasingly important element of people’s lives, seeking new experiences and places to visit. It has been established that heritage tourism has evolved and become a significant sector of special interest tourism. As highlighted new trends have emerged within heritage tourism adding to the diverse typologies within this sector. 

In the literature it was emphasised by Timothy and Boyd (2003) that heritage attractions have to be accessible to visitors, to be commercially viable. Conversely Millar (1999) reflected that heritage sites are sensitive and irreplaceable in nature, suggesting that in operating a heritage attraction there is a delicate balance needed between access and conservation. 


It was suggested in the literature that operational management is a complex process that involves many challenges for heritage sites to overcome.


Several operational issues were featured in the literature review, but it was evident from the results that the most emphasise was placed on three issues namely; health and safety with regards to quality control, access and inclusion, and funding. These operational issues were a main focus for heritage attractions because of various external pressures including, ethical and legal obligations, as well as public expectations.

Health and safety is a primary focus for heritage attractions when attaining to a quality visitor experience. Safety is a basic quality standard expected of attractions. Heritage sites in their very nature can be potentially hazardous, therefore safety is a challenge that no heritage attraction can afford to be lax about.  

Access and inclusion raises extensive issues in the operational management of heritage sites. It was noted in the reviewed literature and in the results that heritage attractions encountered difficulties in providing access to all areas for all people. The Disability Discrimination Act (1995), the Disability Rights Commission (2004, online) identified that ‘reasonable’ measures had to be taken to ensure access; some sites identified such measures were in place or were in the process of  being developed. However the physical nature of many sites still presents limitations to what can be implemented to improve access.  

Funding is identified as being crucial to the viability and sustainability of, the attraction whether it’s within the private, pubic or voluntary sector, as supported by the literature and the results. It is also noted that funding is a critical element to the successful implementation and management of operations. This was strongly reflected in the results regarding quality control, interpretation, marketing, access and inclusion, and sustainability. 

Seasonality can pose challenges to heritage attractions concerning personnel, visitor capacity and flow problems. The results did concur with the literature review to a certain extent, however seasonality did not focus as the predominant issue. Nevertheless for the majority of heritage sites seasonality is still a concern.  It was tackled by introducing extra facilities, attractions or events.  It was also established that the shoulder months proved valuable for extending the season. Staffing problems were lessened by employing people who were able to be flexible. There is a need for a more coordinated effort between tourism and other organisations to lessen seasonality. However it is suggested that due to the British climate it is likely there will always be seasonal demand to a certain degree. 

It has been established that marketing presents a number of issues for heritage attractions, however the cost of marketing was the foremost constraint. 

It was presented in the reviewed literature that interpretation if not implemented authentically and correctly could have detrimental effects on the heritage site. However the results prioritised other issues, noting that the very nature and layout of sites presented problems in implementing interpretation, accessible to all.  Another consideration that arose in the results was the need for interpretation methods that were sympathetic to the heritage environment. 

It was emphasised in the literature and results chapters that the sustainability of heritage attractions involves the careful balance between conservation and visitor access.    It has been discussed that in some cases, visitors do have negative effects on the physical heritage. However most heritage sites closely monitor the impacts visitors have and take remedial or preventative action. As highlighted by the results raising visitor involvement and awareness can lessen the effects of visitation on the site, as well as educate people about the need for heritage sites to remain sustainable

Heritage sites recognise that financial resources are vital to the long term sustainability of the attraction, however as discussed the need for profitability is more pronounced in private sector organisation than public or voluntary sector; who have municipal or greater grant support. 

It is identified that the uniqueness and fragility of a heritage site can give rise to limitations and complexities when the place is managed as a heritage attraction. 

Therefore it is evident that heritage sites encounter numerous challenges in the operational management of the attraction, and as seen in this study the majority of these are resolved or controlled.  Many of these issues, such as funding, have become endemic challenges that have to be continually monitored and managed by heritage attractions to ensure the future preservation of the site.

 It is evident that there is a primary need to conserve and protect heritage, however in doing so, it must be accepted that this will present limitations in the resolution of some other issues, particularly access. 

The operational management of heritage sites present issues, which need to be managed both in the short-term and long-term future. It was noted that in the results few recommendations were given for future developments concerning these operational issues. It is recommended to resolve these issues in the long term; strategic planning is needed to ensure the future progression and sustainability of heritage attractions.   
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