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EXECUTIVE SUMMARY 
 

 

 

 

Blue Skies is the largest research and 

consultation exercise undertaken by North 

Somerset’s Marketing and Leisure Directorate 

and was prompted by: 

 

� changes within the local, regional and 

national tourism industry 

� a lack of confidence and direction amongst 

local tourism businesses  

� apparent anti-tourist feeling among 

residents 

 

Blue Skies is about the long-term future of 

tourism in North Somerset.  At the beginning 

of the project, it was unsure whether there was 

one.   

 

The aim of the project was to find out the views 

of stakeholder groups, look at the tourism 

trends nationally and regionally, and create a 

vision for the future of tourism to which most 

stakeholders could subscribe and support. 

 

 
SssssssssssssssssssssssssssssssssssssssssssssssssssssssssssSsssssssssssss 

 
 
Part one – the research  
 

 

National and regional – What does the 

future hold? 

 

Desk research was conducted to find out what 

is already known about the future for tourism.   

 

1. General trends 
 

� Tourism will continue to grow, although 

seaside resort holidays have nose-dived 

� Tourism is being supported nationally and 

regionally – in some cases with cash 

� Quality will become increasingly important 

across the whole spectrum – 

accommodation, attractions, entertainment 

 

 

 

 

 

 

2. Demographic changes  
 

� People will be more affluent,  but more 

cautious with their cash 

� People who are “money rich, time poor” are 

on the increase 

� Visitors want minimal effort (package), but 

have increasing knowledge (individual 

needs) 

� The population will become older but fitter  

� The population will continue to embrace 

new technology 

 

3. Growth Markets 
 

� Short breaks  

� Activity-based holidays  

� More demand for quality accommodation in 

hotel sector, B&B and self-catering cottages 

� Leisure and entertainment – increasingly 

important.  This encompasses “leisurely 

learning” or “Center Parc” style holiday. 

� Accessibility for all – disabled, single 

parent, low incomes will be centrally 

pushed 

� Health market, children’s market, couples 

with no children are all sectors with growth 

potential 

� Arts and culture, environment and 

conservation, cycling and walking, sailing 

and fishing – increase likely 

 

Blue Skies research 

 

A variety of methods were used to obtain 

response from the stakeholder groups.  The key 

results are below: 

 

The views of local businesses 

 

There was a large response from businesses in 

the area.  The main findings were that 

businesses:arre supportive of tourism 

� fear decline in business 

� want more all weather attractions 

� have differing ideas on the promoting of the 

whole area and/or Weston-super-Mare. 

� want more “higher spending” visitors, and 

more council assistance 
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� want the council to sort out areas such as 

litter collection, and take the lead on issues 

such as drug problems 

� business views are generally supported by 

trade organisations 

 

 

Local residents – What do they think about 

tourism? 

 

Generally, local residents were more in favour 

of tourism than had been expected (45%), 

although a large percentage do not know 

whether it is positive or negative for the area 

(23%). This was due to the high number of 

young people that responded.   

 

Local residents: 

 

� accept that tourism brings money and jobs 

into the area 

� are more likely to be positive in Weston 

� don’t like the congestion tourists bring 

� want more attractions/all-weather things for 

visitors (and themselves) 

 

Other groups representing residents were 

generally in step: 

 

� Views of residents backed-up by North 

Somerset Councillors in separate session 

� Town councils support residents views 

� Parish councils generally more negative 

about tourism than the residents 

 

Visitors 

 

Despite the down-turn in visitor numbers, there 

are still over 3 million day visitors and 250,000 

staying visitors a year to North Somerset, 

mainly visiting Weston-super-Mare.  They 

bring with them £145 million of income. 

Key points about the visitors:  

 

 

 

� Traditional visitors return again and again 

� They like walking along the promenade and 

shopping 

� The older generation is the prominent group 

� They come from the West Midlands, Wales 

and Bristol 

� Coaches are still a substantial source of 

income and visitors 

� A small pilot research project appears to 

show that our older visitors are being 

replaced by the next generation, contrary to 

popular belief 

 

Non-visitors 

 

A small amount of research was done to see 

what non-visitors of North Somerset thought 

about the area, and about Weston-super-Mare 

in particular: 

� Image is traditional/old-fashioned 

(Clevedon, Weston-super-Mare) 

 

 
SssssssssssssssssssssssssssssssssssssssssssssssssssssssssssSsssssssssssss 

 

 

Part two – the vision and action 
 

 

Themes 

 

Pulling together all the research and looking at 

the consultation has provided a series of themes 

that are applicable across the stakeholder 

groups.  

 

These overall themes include:- 

 

� The changing characteristics of tourists: 

they are generally older, fitter, more 

prosperous but short of time and have a 

range of new interests. 

� The changing nature of the tourism 

industry, away from the long stay 

traditional seaside holiday, towards short 

breaks, special interest and more tailored 

trips. 

� The forecasts for tourism (in the South 

West) are good, presenting real 

opportunities for this area. 

� Tourism is broadly supported within North 

Somerset. 

� North Somerset Council’s role is generally 

recognised as important. 

 

A range of issues consistently arose throughout 

the exercise.  These include the need to: 

 

� Improve the tourism infrastructure of the 

area, including the seafront areas. 
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� Enhance the visual appearance of the area 

including design, maintenance and 

cleansing. 

� Acknowledge the changing trends in 

accommodation needs and to improve the 

general quality of the accommodation stock. 

� Recognise the demand for new attractions. 

� Take account of the increased interest in the 

countryside, the environment, arts, heritage 

and activity based breaks. 

� Deal with the problems of traffic congestion 

both in the region and locally. 

� Improve the image and marketing of the 

area. 

 

These themes are expanded upon in each 

individual section to give local meaning and 

emphasis. 

 

The visions 

 

Based on the research, draft visions were 

prepared.  These visions represent the long term 

aspiration for the area.  Each is supported by a 

series of critical success factors; which, when 

achieved, will ensure the delivery of the visions 

(in the box below). 

 

Each critical success factor has many actions 

linked to it.  Timescale, resources and the most 

relevant partners were identified. 

 

Consultation on the visions, the critical success 

factors and the actions then took place. 

 

North Somerset 
 

North Somerset will take advantage of its 

geographical location and the growth areas in 

tourism to ensure that tourism is a high quality, 

profitable and sustainable activity. 

 

Weston-super-Mare 
 

Weston-super-Mare will become a seaside 

destination renowned for its distinctiveness and 

quality. 

 

Clevedon 
 

Clevedon will nurture its reputation as an 

elegant coastal retreat for visitors, enhancing 

the cultural and artistic heritage of the town. 

 
Portishead 
 

Portishead will build on its maritime links, 

become a sought after place to be and 

encourage business tourism. 

 

Nailsea 
 

Nailsea will be recognised primarily as a 

residential town. 

 

Rural 
 

Inland and coastal rural areas will be cherished 

and visitors will be encouraged to experience 

and enjoy them in a sensitive way. 

 

 
SssssssssssssssssssssssssssssssssssssssssssssssssssssssssssSsssssssssssss 

 
 

The Blue Skies action plan is not a council  

plan and the council can do nothing on its 

own.  The area needs: Partnership.  

Ownership.   Compromise.  Bravery.   

Teamwork.  Action. 

 

 

What next? 

 

Special tourism action partnerships covering 

Weston-super-Mare, Clevedon, Portishead and 

Rural North Somerset have been set up and will 

start taking the first steps towards the visions. 
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sSetting the scenes 
 

 
 
 
 
 
 
 
 

 
 
 
 
 
 
 

 

PART ONE 
 

SSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSS 
 
 

The research 
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sBackgrounds 
 

North Somerset has distinct identities and 

individual problems.  However, it is vital to 

understand the route being taken by the 

Government, the national and regional tourist 

organisations and others, to keep abreast of 

trends and funding opportunities. 

 

 
SssssssssssssssssssssssssssssssssssssssssssssssssssssssssssSsssssssssssss 

 

 

The national picture 
 

In 1999, the tourism division of the Department 

for Culture, Media and Sport (DCMS) 

produced the publication “Tomorrow’s 

Tourism.  A growth industry for the new 

Millennium”.  This strategy for England’s 

tourism is the first document to identify the real 

problems of tourism in a decade.   

 

A précis of many of the key points from the 80-

page publication are included here to give a 

flavour of the current picture, direction, 

emphasis and action likely. 

 

Firstly, the document reminds us of the key 

facts.   

 

Tourism generates wealth 
 

� Tourism expenditure in the UK is estimated 

at £53 billion a year. 

� It accounts for about 6% of England’s 

Gross Domestic Product (GDP) and 10% of 

consumer spending 

 

Tourism creates jobs 

 

� It accounts for 1 in 6 of all new jobs created 

in the last 10 years 

 

Tourism promotes entrepreneurship 

 

� Tourism consists of 125,000 businesses, 

80% of which are small 

 

 

 

 

 

Tourism provides social and environmental 

benefits, and supports local diversity and 

cultural traditions 

 

� Where popular, tourism underpins local 

commercial activity and services 

 

World-wide tourism is growing, but the UK’s 

share of the market is declining. The 

government wants to stop this decline.  It has 

recognised that tourism is an industry of 

growing economic importance. 

Its strategy focuses on a 15-point plan to make 

the industry a world leader.  These points 

include tackling: 

 

� Sustainable development 

� Widening access 

� More overseas visitors 

� IT 

� Raising quality of training 

� New accommodation grading system 

� Promotions and niche markets 

� Encouraging the regeneration of 

traditional resorts 

� More support for the regions 

 

The government acknowledges that the right 

framework is needed for tourism to flourish and 

a number of initiatives to “create the economic 

climate for enterprise and investment” have 

been put in place.  These include the formation 

of the Regional Development Agencies which 

are leading the regional regeneration 

programmes, with £160 million of additional 

money available through the Single 

Regeneration Budget from July this year 

(although this is likely to be the last money 

from this particular pot).   

 
 

Joined-up 

 

The “joined-up” approach is to be introduced.  

The following issues have been highlighted.  

 

� The importance of local planning 

authorities understanding the needs of the 

tourism sector and doing what they can to 

ensure that planning procedures do not 

constitute an unnecessary obstacle to 

tourism development 
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� Focussing new developments in existing 

built-up areas and re-using existing 

buildings wherever possible 

� Publicising good practice in the design and 

operation of tourism facilities 

� Integrated public transport systems that are 

accessible to all and, through quality and 

cost, should encourage tourists and 

residents to use them 

 

These and other issues are tackled in a 

subsidiary paper Tourism – Towards 

Sustainability. 
 

 

The tourist of the future 

 

Quality in everything is increasingly important.  

The tourists of the future are likely to be: 

 

� More affluent, but also more cautious 

with their money 

� More likely than ever before to be 

travelling alone 

� Likely to take more breaks of shorter 

duration, as they juggle demanding work 

schedules 

� Short of time and therefore seeking 

leisure and business tourism experiences 

which require minimum effort to 

research and book 

� Increasingly knowledgeable and keen to 

follow an approach which is tailored to 

individual needs, rather than buying a 

“package” 

� Older but fitter, and less likely to accept 

a sedentary lifestyle 

 

It follows that there will be different 

expectations of the tourism product than those 

of a decade ago.   

 

Quality and value for money are particularly 

important to this travel-experienced market  

 

New technology will gradually change the way 

in which tourism is run.  A further rapid growth 

in Internet, teletext and interactive television is 

predicted.  Not everyone has access to new 

technology, so brochures and guidebooks will 

continue to play a significant role in the tourism 

decision-making process, but they will need to 

be tailored to cater to a more tightly targeted 

audience.  Developing destination management 

systems is being encouraged.  This is an 

online integration of tourism related services, 

such as accommodation providers and transport 

services, linked together around a particular 

place.  

 
 

Developing the product 

 

According to the DCMS, if it is to prosper, 

British tourism must raise its standards to 

match the best in the world so it can satisfy the 

growing demands of both domestic and 

international tourists.  The main action here 

must be taken by the industry, supported by the 

tourist boards, local government and trade 

associations.  

 

 Action is needed in 3 priority areas: 

 

� Develop products to meet changing 

expectations  

� Provide better information for customers 

and businesses  

� Develop a trained and motivated workforce 

 

The good news is that over the next decade the 

Government has stated that it wants to help the 

tourism industry to respond effectively to 

changing customer expectations.   

 

There are 6 key areas being addressed by the 

Government when considering developing 

products to meet changing expectations, 5 of 

which are relevant to North Somerset (the sixth 

concerns a strategy for London): 

 

1.  Regenerating our resorts 

 

The reducing main holiday; the short breaks; 

the decline of the traditional core markets of the 

long established holiday resorts.  Going over 

the ground that we know well, the government 

says it has confronted the problems of resorts 

and their decline. 

 

It says that many resorts have failed to adapt to 

the new reality.   

 

It recommends imaginative, market-led and 

sustainable regeneration programmes 
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Making your resort more attractive to short 

break domestic holiday takers, diversifying into 

the business conference market or developing 

niche markets are given as examples.   

 

There is, it says, growing evidence that those 

that do invest in the right way can lay the 

foundation for new prosperity 

 

2.  Improving the quality of tourism     

accommodation 

 

Higher quality accommodation is demanded 

these days by a well-travelled holidaymaker, as 

well as by the increasing number of business 

visitors.  Brands offering guaranteed quality at 

a fixed price have been especially successful in 

this area.  

 

According to the DCMS, for growing numbers 

of visitors, the quality of accommodation and 

customer care are key factors in deciding 

whether or not to make a return visit.   

 

It is essential that all accommodation is able 

to compete with developments and standards 

in Europe 

 

The government will consider statutory 

measures to improve the quality of 

accommodation if the voluntary approach of the 

new harmonised rating system does not work. 

 

3. Developing Business Tourism 

 

This sector has been growing more quickly than 

most other kinds of tourism.   

 

Quality plays an important role in the choice 

of destination  

 

The DCMS say that it is essential that we 

continue to develop world class facilities to 

compete. 

 

4. Improving the quality and range of tourist 

attractions 

 

The increase in car ownership has resulted in an 

increase in day visits.  Attractions often draw a 

visitor to a location, and there can be a knock-

on effect for local hotels, restaurants and shops.   

 

Many attractions fail to meet customer 

expectations 

 

As fashions in the attractions sector are 

particularly fast moving, refurbishment and 

innovation is necessary.  The government wants 

standardised signage, training courses, signing 

up to the National Accessibility Standards and 

benchmarking within the sector. 

 

5. Developing products to promote our culture, 

heritage and countryside 

 

Although tradition is important, a different type 

of visitor is now attracted by our contemporary 

culture (fashion, arts, nightlife).  The British 

Tourist Authority (BTA) is working to 

encourage overseas visitors to come to this 

country for the arts, sport and film as well as 

our heritage and countryside. 

 
 

Information 

 

How does the government believe the tourism 

industry can provide better information for 

customers and businesses?  It believes that 

 

� brochures and guide books will continue to 

play a significant role in the tourism 

decision making process but will need to be 

tailored to cater more specifically to 

customers 

� destination management system should be 

developed 

� it should learn more about customers 

� provide the industry with better information 

about the tourism market 

 

 

Workforce 

 

With over 1.75 million people employed in 

tourism in 1998, developing a trained and 

motivated workforce is vital to a vibrant 

industry.  The Government is planning to: 

 

� provide the skilled employees the tourism 

industry needs 

� challenge negative perceptions about 

careers in hospitality 

� encourage best employment and 

management practice 
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� encourage investment in training and 

� enhance industry co-ordination in training 

 

This involves some of the current projects such 

as New Deal and Investors In People (IIP) plus 

a raft of partnership publications and joint 

actions working with the National Training 

Organisations, the DFEE, the British 

Hospitality Association, the Employment 

Service, Springboard and the Tourism 

Enterprise Councils (TECs).  This area is huge 

in itself and at a local level it is difficult to see 

how it will be translated into action on the 

ground and results within the businesses. 

 

 

Sustainability 

 

On the sustainability question, the government 

devotes a chapter to encouraging wise growth 

of tourism.  In particular it wants to develop 

and promote a sustainable approach and 

increase access to tourism for all.  

 

With Agenda 21 at its core, it pledges that the 

English Tourism Council (ETC) and the 

regional tourist boards (RTBs) will: 

 

� Encourage tourism businesses to source and 

promote the use of local goods and services, 

employ local people and offer discounts to 

encourage residents to use facilities 

provided by tourists;  

� Encourage tourism partnerships so 

strategies benefit residents and visitors. 

� Encourage payback schemes so tourists or 

businesses can contribute to local 

environmental protection and enhancement 

programmes 

� Make sure incentive schemes incorporate 

sustainable development in their selection 

criteria 

 
 

Accessibility 

 

“The Government is determined to help people 

– the elderly, people with disabilities, single 

parent families, families with young children, 

carers, and people with low incomes – who 

find difficulty in taking holidays.” 

 

The “access for all” issue highlights many 

growing marketing opportunities.  Many of the 

groups mentioned are as yet, largely untapped 

and there is significant volume and growth 

potential in this area. 

 

 

 
SssssssssssssssssssssssssssssssssssssssssssssssssssssssssssSsssssssssssss 
 

Top 5 growth areas 
 
Out of the limited research available, the 

English Tourism Council’s Tourism Trends 

Task Force paper produced in January 2000 is 

the most recent and helpful piece of work on 

futures.  Listed below are the top 5 areas where 

growth is predicted.  

 

1. Health Market 

 

This market ranges from one extreme of the 

health sector to the other.  At one end there is 

the medical treatment in spas, health farms, 

country clubs with beauty facilities, retail 

therapies, alternative therapies, and physical 

activities such as aerobics, cycling, or 

swimming.  At the other end are the spiritual 

activities and personal empowerment such as 

Tai chi, yoga, and meditation.  Finally,  walking 

in scenic beauty is considered a healthy activity 

and is on the increase. 

 

This market brings together multiple 

benefits, embracing social inclusion, non-

participation and resort regeneration issues 

 

2. Children’s Market 

 

In comparison to international markets, 

England is seen as child-hostile, where meal 

times, opening hours, play facilities, crèche and 

nannying facilities are often barriers, or “also-

rans”, rather than mainstream.  The dominant 

paradigm seems to be “children come too” 

rather than holidays geared to children, “parents 

come too”.  Single parent families, of both 

sexes have similar needs and prefer not to be 

segregated.   

 

Research shows that both for holidays and 

attractions, parents’ consideration of value for 

money and, indeed, value for time are 
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determined primarily by the children’s 

enjoyment.  Some upmarket gaps exist for 

product development in this area. 

 

If looking to develop in this area, remember 

that volume growth predominates with younger 

families, and value growth amongst older 

families.  The best place to focus efforts would 

be with the 5-14 year olds. 

 

3. Grey Market 

 

This is a significant part of domestic tourism, 

where there are high levels of satisfaction with 

the product and a high likelihood of visitor 

return.  This market drives shoulder-season, 

seaside and coach holidays.   

 

As an expanding market significant benefits 

can be achieved by moving into or increasing 

product and marketing for this sector  

 

It will inevitably involve disability and special 

needs, but equally there is a sector within this 

with a new thirst for life, and a growing interest 

in the grey-net-surfing (aka silver surfers). 

 

4. Couples Market 

 

A significant sector of the market either do not 

have children, or choose to holiday without 

children for subsequent breaks.  This group has 

a high spending per capita and includes gays.  It 

also overlaps to some extent with the singles 

market, and hence the grey market.   There is 

considered to be an up-market growth 

opportunity within this sector. 

 

5. Youth Market 

 

This market stimulates other markets and if not 

addressed runs the danger of growing up 

internationally, dismissive of the domestic 

product.  Albeit in decline, it is strategically 

important for recruitment.  Activities are a 

primary interest for this sector. 

 

 

Holiday closer to home 

 

Although these five markets may well be on the 

increase, it involves attracting visitors from 

around the country for any real impact to be 

made with these niches.  There are some that 

believe that there will be increased demand for 

facilities close to home.  In their paper 

Transforming Travel and Tourism – New 

Patterns for the new Millennium, Bill Martin 

and Sandra Mason of Leisure Consultants, 

Suffolk, argue that leisure may become more 

centred on the home locality for environmental 

and time reasons.   

 

If this is the case, North Somerset is well placed 

to provide for substantial numbers of visitors in 

its easy-to-reach location.  This highlights the 

fact that residents must be well catered for and 

will then use local facilities.   

 

Visiting Friends and Relatives (VFR) could 

become an increasing market for North 

Somerset 

 
Are hotels on the way out? 

 

Although hotel occupancy has begun to fall 

across the UK, this does not indicate the onset 

of a period of recession for the hotel industry.  

Melvin Gold and Andy Williamson of Pannell 

Kerr-Forster in their paper The UK Hotel 

Market: 1999 and beyond argue that the service 

sector will remain fairly buoyant.   

 

“The outlook is remarkably positive” 

 

Occupancy may decline gently and consistently 

as the industry itself continues to grow. The 

strength of new brands in the industry (like 

Travel Inn) is set to become increasingly 

dominant. 

 

The holiday is essential 
 

Last year in the UK, 25% of employees did 

not take their full holiday.   

 

The main reason for this was pressure of work.  

As jobs become less secure and working 

conditions more flexible people are now 

reluctant to leave work for a long period of time 

and they prefer to stay in contact with their 

place of work while they are away.   
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The priority now in trade union negotiations is 

to push for more family friendly working hours 

rather than paid holidays.  The “money rich, 

time poor” example is quoted frequently in 

current tourism research and certainly provides 

a way forward if one chooses to take this route.   

 

Colin Clark, Director of Horwath UK believes 

that if the tourism industry is to survive, it will 

need to reinforce the concept that a holiday is 

essential and will need to streamline the 

processes of booking and travelling. 
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sThe regional pictures 
 

The West Country name and area has all but 

disappeared with the West Country Tourist 

Board which is now re-branded as South West 

Tourism (SWT), sometimes adopting different 

boundaries to the West Country Tourist Board.  

There is some confusion with statistics because 

of this, that will take a year or so to iron out.   

 
ssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssss 

 

 

Stay longer, spend more 
 

However, the new South West accounts for one 

sixth of all tourism spending in England.  SWT 

say that market share has been lost in terms of 

tourism trips, but the region’s tourism has 

generally out-performed the English averages 

for nights and spend.   

 

Translating this, there are fewer visitors 

coming to the South West, but they stay for 

longer and spend more  

 
Sssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssss 

 

 

No top attractions 
 

This sounds promising, but it must be 

remembered that the South West does not 

feature in the top 19 attractions charging 

admissions.  This is because large, national 

attractions do not exist in the West Country.  

There is some evidence to suggest that the 

visitor to the West Country comes for the 

natural (and free) attractions, rather than the 

man-made. 

 

The West Country received 16.6% of UK 

trips, but the Heart of England which 

receives 16.8% exceeds this.  (1998, Star UK, 

Tourism Facts and Figures, 1998) 

 
Sssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssss 

 

 

Growth Forecasts 
 

Current forecasts from the British Tourist 

Authority up to 2003 suggest growth of over 

20% in trips and 14% in real spend.  Assuming 

that such forecasts are maintained for the 

whole period up to 2020, then the implications 

for the South West would be for increases 

between 1997 and 2020 of around: 

 

� 80% in tourism trips 

� 40% increase in total visitor days 

� 50% increase in real value of visitor 

spending. 

 

There is considerable uncertainty associated 

with any long-term forecasts and the actual 

growth achieved nationally may well be 

significantly lower or even higher than the 

above figures would suggest.  The figures, in 

any case, are unsustainable unless accompanied 

by substantial changes in the distribution and 

nature of tourism. 

 

Having said that, all the arrows point to a 

sustained increase, as long as the product and 

infrastructure can keep up with visitor 

requirements.   

 

It is clear that tourism has a bright future in 

the South West as a whole 

 
Sssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssss 

 

 

Leading tourism destination 
 

In March 1999, SWT produced a strategy for 

the South West looking towards 2020.  Its 

vision for the year 2020 is that  

 

“the South West will be one of the leading 

tourism destinations in Europe, with a strong 

and prosperous tourism industry delivering a 

high quality experience for the visitor” 

 

Many of the statistics and key objectives in the 

SWT strategy echo those of central 

government.  SWT believes that the future 

growth of tourism will be affected by a range of 

economic, social, cultural and technical 

changes including: 

 

� A significant ageing population in the UK 

and European populations 

� A continuing growth in single households 

� Lifestyle trends which will affect holiday-

taking include a growth in participation in 
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informal recreation, an increasing interest in 

art and culture, and a continued interest in 

personal health and the environment 

� A continuing fragmentation of the market 

place 

� Disposable income and leisure spending are 

expected to grow, generating additional 

demand for higher quality products and 

services 

� Increasing traffic congestion and measures 

to control car use may increase costs and 

reduce mobility 

� Growth in the “money rich, time poor” 

population . 

� The revolution in communications and IT 

will have growing impact on the sale of 

tourism products, while…  

 

…the Internet will become increasingly 

important in distributing information and 

for on-line booking and reservations 

 
Sssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssss 

 

 

Tourism – a key sector 
 

The Regional Strategy for the South West of 

England 2000-2010, produced by the Regional 

Development Agency (RDA)… 

 

…highlights tourism as a key sector in the 

economy of the South West 

 

For the RDA “The vision of the South West of 

England is of a region where people and place 

combine as the springboard for success.” 

 

The RDA are concerned with the development 

and innovation of the region as a whole, but 

tourism is mentioned specifically (along with 

leisure) as one of the seven sectors that the 

region will promote. 

 

 
Sssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssss 

 

 

SWOT 
 

In its SWOT analysis of the area it cites tourism 

in each sector: 

� As a strength generally along with the food 

and drink industries. 

� As a weakness because it is vulnerable to 

cyclical fluctuations and seasonality. 

� As threatened because of the pollution and 

continued environmental degradation 

arising from tourism, housing, economic 

development and traffic. 

� As an opportunity to be capitalised on along 

with the leisure sectors 

 

 
ssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssss  
 
 

Monitoring 
 

On the monitoring side, there are three “region 

specific indicators” which are related to 

tourism.   

 

� Value and volume (trips and nights)  of 1+ 

night tourism 

� Seasonality of tourism 

� Room and bed-space occupancy levels in 

serviced accommodation 

 

 
ssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssss  
 
 

The RDA and North Somerset 
 

The RDA endorses the principles outlined in 

the draft Regional Planning Guidance which 

provides a planning framework to cater for 

future economic growth in the region.   

 

The North Somerset area falls within a priority 

area, that encompasses Bristol and Bath, for 

urban transport improvements.  There is also a 

green belt review that includes areas to the 

North of the area.  (See Weston-super-Mare 

results, the local picture, for details of the 

recent Single Regeneration Budget (SRB) bid).   

 

 
ssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssss  
 
 

 

 

Trends  
 

A report produced for the West Country 

Tourism Board (now South West Tourism) in 

May 1998 by Haydn Morris Tourism examined 
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new products and new markets in tourism in the 

South West.  This is the most recent research of 

its type. 

 

Some of the highlights are listed here: 

 

World-wide 
 

� In Europe and America, demographic trends 

suggest that the volume of tourists will not 

greatly increase in the next few decades, but 

that the ageing population will mean that 

people have more time for travel.   

 

Interests will change from sunbathing and 

skiing to art, culture and walking  

 

� Package holidays to the UK have grown 

faster than business trips or independent 

holidays.  There are still more than twice as 

many independent trips than package 

holidays. People will expect easier booking 

arrangements, so the differential may be 

eroded. 

� If Great Britain join the single currency, the 

pound would be stabilised, the need for 

currency exchange eliminated and would 

further promote travel within Europe.  

 

Europe is Britain’s largest growth market 

 

Domestic 
 

� Seaside holidays decreased by about a third 

between 1980 and 1998.  There were 

increases in domestic short breaks, and in 

non-seaside holidays. 

� Between 1998 and 2008, it is projected that 

there will be a decline in the number of 

people under the age of 40, and an increase 

in the over-40s (most marked in the 40-59 

age group). 

� Participation rates in gentle activities 

(especially walking and cycling) are 

increasing.  Interest in art, culture and the 

environment is growing together with 

concerns about conservation issues. 

� The standard of living will continue to rise, 

with more and higher quality electrical and 

electronic equipment and more home 

comforts.   

 

People will expect holiday accommodation 

to have at least as good facilities as their 

home 

 

� Incomes and leisure time are increasing. 

The “money rich/time poor” will increase.  

Growth in domestic tourism is likely to 

continue to be in short breaks.   There will 

be an increase in competition from abroad 

for the short break market.  

� Technology will play a major role in the 

sale of tourism products e.g. interactive 

television may have a strong positive effect 

on convenient, well-packaged holidays. 

 

The West Country 
 

Many of the trends for the West Country follow 

the National ones. 

 

� The largest overseas markets for the region 

recently have been Germany, France, USA, 

Eire and Australia/New Zealand all with 

more than 1 million nights in 1996.  Then 

come Spain, the Netherlands, Canada and 

Italy, each with around ½ million nights.  

Most growth has been from the EU 

especially Germany, the Netherlands and 

Eire.  

� There will be an increase in the number of 

people with reduced mobility, so attention 

to accessibility for buildings and transport 

will be needed. 

 

“Leisurely learning” is on the increase from 

archaeology to arts and crafts 

 

� Consumers are no longer looking for a 

beach holiday, but want entertainment and a 

centre for touring. 

� The perceptions of the seaside resort 

holiday need to be changed. 

� There is greater potential to attract new 

visitors outside the main season through 

sightseeing opportunities, activities and 

special interests. 

� There will be a rising expectation for ease 

of booking – packages linking transport, 

accommodation and activities. 

 

The WCTB domestic segments that are target 

markets include: 
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� ABC1¹ adults – 45-54 – seeking city & 

countryside, culture & heritage 

� C1C2 families, parents – 25-44 

� Career couples, no children 

� Career singles 

 

Accommodation 
 

� Main increases in demand in the quality 

hotel sector, B&B and self-catering cottages 

 

Higher quality services and facilities will be 

demanded across all sectors 

 

� Accommodation aimed at the family market 

should enhance facilities for children e.g. 

play areas, children’s menus 

� Warmth of welcome and customer care will 

help to overcome negative perceptions 

� A growth in consortia of independent hotels 

seeking to gain advantages such as joint 

marketing, branding, centralised booking. 

� A demand for branded (probably) budget 

hotels on main roads and near airports and 

rail stations will increase 

 

Increase in demand for farm 

accommodation, both B&B and self-catering 

with an emphasis on quality, character and 

experience of the countryside 

 

� Consider special events such as theme 

weekends.   

� Collaborate with excursion operators to 

organise and promote sightseeing trips and 

activities. 

� Need for the continual upgrading of static 

caravan parks and holiday centres.  A strong 

demand for high quality Centre Parcs-type 

holiday with large-scale indoor leisure and 

entertainment centres as well as outdoor 

footpaths, cycle hire and countryside 

settings has been demonstrated. 

 

Attractions 
 

� Coast and countryside are the region’s 

strengths.  They will become more 

appealing as the population ages. 

� Local distinctiveness will become more 

valued by the customer.  Unique traditions, 

foods, architecture should be emphasised. 

 

Quality needs to be improved in some 

areas rather than increasing volume 

 

� Opportunities for new development include 

wet weather facilities and attractions that 

relate to the already stated themes.  

� Expectations of visitors will increase  and 

they will want exciting, innovative, 

activities using the latest technology 

� There is a need for traffic-free cycle routes 

and better-signed footpaths 

� Activities such as sailing could be on the 

increase 

 

Environment 
 

� New marketing and product development is 

likely as the public interest in the 

environment increases 

� Concerns about conservation issues need to 

be addressed e.g. congestion, footpath 

erosion, quality of new development 

� Opportunities for tourism businesses to 

become involved in conservation in various 

ways, to bring commercial benefits as well 

as making a positive contribution to the 

countryside which is the foundation of 

tourism in the South West 

 

Transport 
 

� Increasing congestion on the motorway and 

the government action to restrain the car 

could have a negative impact on the West 

County’s tourism industry.   

� Increasing demand for air travel and rail 

services could mean local car hire operators 

benefit.  Opportunities for tours using 

minibuses and specialist guides may 

increase. 

� Regional airports may continue to expand. 

� Improvements in rail services are needed. 

� Coach parties are expected to increase due 

to the expansion of the older age groups. 

 
 
• Socio-economic group breakdown – Institute of 

Practitioners in Advertising: AB (professional and 

managerial), C1 (clerical and supervisory), C2 (skilled 

manual), DE (unskilled, state pensioners) 
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PART TWO 

 
 

SSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSS 
 
 

The Blue Skies consultation 
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sBlue Skies researchs 
 

The research took place between 30
th

 March 

2000 and 11
th

 August 2000.   

 

 
ssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssss 

 

 

Aims and methodology 
 

The main aims of the Blue Skies research were: 

 

� To find out the views of local residents and 

businesses towards tourism  

� To look at the perceived positive and 

negative factors associated with tourism 

� To find out what role the council should 

play in tourism (if any) 

 

In addition, local people were asked what 

leisure facility they would most like to see in 

their area and for any additional views they 

might have.   

 

Businesses were asked for information on the 

trends noticed over the past 2 years and about 

predictions for the future. 

 

Response was sought through a number of 

methods: 

 

1. Businesses 
 

� Questionnaires to those on Business Matters 

mailing list – 2712 questionnaires sent out.  

The questionnaire for business was more 

detailed than for residents, particularly 

concerning investment and the future.   

� Hand delivery to retailers in Weston-super-

Mare, Clevedon, Portishead and Nailsea – 

400 questionnaires delivered 

� Questionnaires sent out via parish councils 

to rural shops and businesses  

� Questionnaires sent out through National 

Farmers Union mailing lists for Clevedon 

and Weston offices  

� Individual letters and/or visits to local 

organisations including Chambers of Trade, 

tourism groups and business clubs 

� Tourism businesses Think Tanks in 

Clevedon and Weston-super-Mare 

2. Residents 

 

 

� North Somerset News – article and ½ page 

questionnaire – 70,000 copies sent out 

� North Somerset Times – pull out 

supplement and questionnaire – 31,000 

copies sent out 

� Weston and Somerset Mercury – pull out 

supplement and questionnaire – 21,000 

copies sent out 

� Open Days at Tourist Information Centres 

(Gordano Services, Clevedon, Weston-

super-Mare) 

� Focus groups for residents – 5 groups 

chosen randomly from Citizens’ Panel 

� Weston College and Clevedon School - 

young people’s project 

� Young people’s groups – North Somerset 

Youth Section 

� Councillors’ Think Tanks  - all North 

Somerset Councillors invited 

� Parish and town councils each received  

questionnaires – a total of 39 councils 

� Local Plan tourism responses 

� A dedicated phone number, a freepost 

address and an e-mail address were 

provided to assist in responding 

 

 

3. Visitors 
 

� The 1999 Weston-super-Mare Visitor 

Survey was consulted along with the 1997 

Weston-super-Mare Travel Trade Survey 

� Visitor research by North Somerset Council 

from 1994 for Clevedon, Portishead and 

Nailsea was used 

� A project by Weston College benchmarked 

Weston against Torquay.  The aim was to 

test subjective views and see whether the 

views of local residents and businesses were 

backed up concerning their town. 
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Dying market 

 

There is accurate, up-to-date, research on 

visitors to Weston-super-Mare, so no additional 

research was required in most areas.  However, 

with the number of references by residents and 

businesses to the “dying market”, a small 

sample of generational research was conducted 

by North Somerset Council to find out whether 

this can be backed up objectively or whether 

there is hope that older visitors are being 

replaced. 

 

Samples of the questionnaires used can be 

found at Appendix B. 
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North Somerset results 
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sBusiness researchs 
 
The results of the research of all businesses in 

North Somerset follows.  It was encouraging 

that a response of over 10% was received in 

this sector. 

 

There were a total of 355 responses to the 

business questionnaire, including 81 from 

Weston-super-Mare, 20 from Clevedon, 12 

from Portishead, 47 from elsewhere in North 

Somerset, with the remainder not including a 

stated area.  The results have been analysed 

together, as either retail or business, and 

individually for each area in the relevant 

section.   

 

 
ssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssss  
 
 

Overview  
 

 

� Most businesses employ only a few staff, 

many of whom are part-time. 

� They employ roughly the same number of 

staff as they did 12 months ago. 

� Most businesses get either over 75% or less 

than 5% of their custom from non-residents 

of the area. 

� Most track their customers’ details through 

their own experience rather than with 

technology. 

� Most respondents (78%) have invested in 

their business within the last two years, 

usually amounts below £50k. 

� The majority plan to invest in the next 5 or 

10 years, again, amounts below £50k.  

� Most do not operate similar businesses in 

other parts of the country, and those that do 

are performing at about the same level, 

with no particular reason for this given. 

 

� Businesses are generally positive to tourism 

(64%) with the ‘don’t knows’ and the 

‘generally negative’ almost equally split.  It 

would be useful to find out why 16% are 

negative and in what way they find it so.   

� Business trends over the last 5 years include 

decreased business, increased business and 

competition, so there are no clear trends 

emerging.   

� Predictions for business over the next 10 

years include decreased business and 

increased business.   

� Most continue to operate their business in 

this area due to it being their livelihood, 

living here, and the quality of the location.   

� Preferred new leisure facilities include 

swimming, sports, seafront improvements, 

family attractions and a theme park.   

� 93% of respondents thought the council 

should continue to promote tourism. 

� 61% thought the level of promotion should 

increase, and 28% thought it should stay the 

same.   

� Highlighted areas for improvement include 

promotion, transport, road maintenance and 

seafront attractions.   
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Q4  What percentage of your customers are non-

residents of the area?

Q19  Do you think the council should continue 

to promote tourism?

Yes

93%

Don't know

2%
No reply

2%
No

3%

Q6  Do you think the impact of tourism on 

the area is generally positive or negative?

No reply

3%
Don't know

17%

Generally 

negative

16%

Generally 

positive

64%
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ssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssss 

 
 

General Comments   
 

Comments from businesses were encouraged 

and followed a consistent pattern.  The need for 

further support from the local authority was 

stressed, especially in relation to small 

businesses.   

 

Weston-super-Mare respondents remarked on 

the need to promote Weston-super-Mare as a 

town in its own right, without reference to the 

surrounding area.  They felt that the town 

should not be a centre for tourism, but a single 

holiday destination. 

 

“We need to look forward.  If the residents are 

happy it will attract visitors to the town” 

 

Respondents from elsewhere stressed the need 

for financial input to Clevedon and Portishead, 

who felt they had been ignored in favour of 

Weston-super-Mare.  The rest of North 

Somerset felt that they did not benefit from 

tourism and wanted better access to the towns 

and shops.   

 

“We need family orientated leisure facilities 

‘in town’” 

 

Many people had views about the seafront and 

about the airfield, feeling that radical change 

was needed, including plans for a theme park, 

an all-weather fun pool and water sports in the 

sea.  Signage was also pointed out as a weak 

area, suggesting that visitors are not made fully 

aware of all that Weston-super-Mare has to 

offer.  Many of the requests for seafront 

improvements were aimed at Clevedon as well 

as Weston-super-Mare.   

 

“Weston has improved a lot in the last 10 

years, but investment needs to continue” 
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sResidents’ researchs 
 
There were 625 responses to the residents’ 

questionnaire.  289 of these were from the 

Weston-super-Mare area, postcodes starting 

BS22, 23 and 24.  100 were from the Clevedon 

area, postcodes starting BS21, 90 were from the 

Portishead area, postcodes starting BS20, and 

119 were from the North Somerset area, 

postcodes starting BS25, 29, 40, 48 and 49.  27 

responses did not state the area.   

 

There were responses from a variety of age 

groups, but the largest by far was 0-15 years 

group, due to the response from the local 

college and schools research.   

 

 
SssssssssssssssssssssssssssssssssssssssssssssssssssssssssssSsssssssssssss 
 

 

Overview 
 

 

� 45% of residents believed that tourism had 

a positive impact on the area.  23% said it 

had a negative impact, and 30% didn’t 

know.   

� When asked to state the top 3 things that 

they thought were positive about tourism, 

the most popular, in order of priority were  

- generation of income 

- facilities (shops/toilets) 

- employment 

- marketing 

� When asked to state the top 3 things that 

they thought were negative about tourism, 

the most popular, in order of priority were: 

1. Appearance of town/resort 

2. Traffic 

3. Lack of facilities/attractions 

4. Too many people 

� The most popular new leisure facilities in 

order of priority were an indoor leisure 

complex on Weston seafront (with 

swimming pool), an all-weather attraction, 

and a multi-screen cinema.   

� It was mainly those respondents aged 

between 25 and 64 who believed that 

tourism had a positive impact on the area, 

and it was mainly those aged under 15 years 

who replied ‘don’t know’.  The highest 

‘generally negative’ response came from 

those aged over 65 years.   

� The “indoor leisure complex on the 

seafront” was the most popular demand 

from all age groups, and the all-weather 

attraction and multi-screen cinema were the 

most popular demand with those aged under 

15 years.  There were a few responses from 

those over 45 suggesting a 

theatre/entertainment or arts centre.   

 

 
SssssssssssssssssssssssssssssssssssssssssssssssssssssssssssSsssssssssssss 
 

 

General Comments  
 

 

Many people thought that tourism was a 

necessary evil.  It annoyed and frustrated them, 

especially in summer, but they understood the 

benefits, and the reliance of the local economy.   

 

“Weston-super-Mare has an excellent location 

which should not be wasted!” 

 

Overall, people thought that the council should 

be marketing North Somerset and not just 

Weston-super-Mare.   

 

Several people expressed their concern at 

deterioration of the natural environment.  They 

believe that to maintain tourists in the future, 

we need to protect the area and not over-use the 

land.   

 

“Pay more attention to cleanliness and 

tidiness” 

 

The area, especially Weston-super-Mare, needs 

to be cared for better and cleaned up.  Weston-

super-Mare seafront area was mentioned 

frequently, especially the presence of arcades. 

Q3 Do you think the impact of tourism on 

the area is generally positive or negative?

Don't 

know

30%

Generally 

negative

23%

No reply

2%

Generally 

positive

45%
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Many people said that they thought Weston-

super-Mare had an old-fashioned and Victorian 

image and needed updating.   

 

“The Victorian era was Weston’s heyday, but 

now we are in 2000 and people want 

contemporary leisure attractions” 

 

Many point out the lack of activities and 

‘interesting’ amusements which are needed to 

extend the market from elderly visitors to 

families.  They point out that Weston-super-

Mare lacks a major attraction.  Tea rooms were 

mentioned a few times, as was the high cost of 

parking.   

 

“Weston should make its claim as the (top) 

resort at the top of the West Country” 

 

 
ssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssss 

 

 

sResidents’ focus groups 
 

Five focus group meetings comprising 26 

people were held in North Somerset to find out 

what residents think about tourism now and 

how (or if) they would like to see a tourism 

strategy develop.  The participants were a 

random selection of members of North 

Somerset’s Citizens’ panel, who were 

approached and asked if they would like to be 

part of the exercise.   

 

Participants in the Portishead and Clevedon 

focus groups were combined due to a lack of 

interest from residents   

 

The specific results of the focus groups can be 

seen in the individual sections, but a summary 

of all is given below. 
 

� The meetings were lively and generated a 

good debate, although at most the numbers 

were disappointingly small.  The main 

reason given for non-attendance was that 

tourism had no relevance to them as 

residents. 

� The importance of tourism to the main 

centres in the area was generally 

recognised. 

 

 

 

 

The majority expressed support for 

continuing efforts to maintain visitor 

numbers in the future 

 

� Generally people wanted to encourage 

staying visitors, especially families. Large 

numbers of day-trippers were less welcome. 

� There was a general recognition that 

residents could benefit from facilities 

supported by tourist spending.  

� Most thought a decline in visitor numbers 

would cause significant difficulties for 

many businesses, and a loss of amenities for 

residents; there was little support for a 

significant increase in visitor numbers. 

� There was considerable dissatisfaction with 

the current facilities for tourism in Weston-

super-Mare and the poor image it is seen to 

have. 

� Many suggestions for improvements were 

made, generally concentrating on the 

provision of more, better quality, all 

weather attractions. 

� A small minority held negative attitudes to 

tourism and thought that the area should 

concentrate on promoting other sources of 

jobs. 

� Participants found it difficult to broaden 

their focus to envisage how they would like 

to see the area as a place for residents over 

the next 10 – 20 years. They were generally 

satisfied apart from comments on the need 

for a better variety of shops in Weston-

super-Mare, a solution to transport and 

parking problems, and the need to improve 

levels of cleanliness and tidiness.  

� Lack of facilities for young people was 

recognised as a problem, but facilities 

specifically for older people were generally 

thought to be adequate. 

� The meeting at Clevedon showed a similar 

recognition that tourism was important but 

revealed less dissatisfaction with the current 

situation and more reservations about the 

potentially negative impacts of any 

significant increase in numbers. 
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� The participants at Nailsea thought that 

tourism is relatively unimportant in the 

town… 

 

…and that there are few attractions or 

facilities for visitors but that an increase in 

visitor numbers could bring benefits.  

� North Somerset Council was criticised for 

lack of leadership in improving facilities for 

visitors and residents alike, although there 

was recognition from some that the 

Council’s resources are limited. 

 
ssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssss 

 

 

 

sYoung  peoples 
 
Young people (age groups 15 and under and 16 

to 24) were thought to be an important group 

for Blue Skies and they were given the 

opportunity to respond in two ways. 

 

1. Through the residents’ questionnaire in the 

Weston & Somerset Mercury, Admag, and 

North Somerset Times 

2. Through the schools’ questionnaire 

administered by Weston College and 

Clevedon School.  This included an element 

of image and holiday preference research. 

 
ssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssss 

 

 

1. Residents’ Questionnaire 
 

There were 281 responses from young people, 

45% of the total residents’ response.  A much 

smaller percentage of young people thought the 

impact of tourism on the area was generally 

positive (24%) than the other age groups (45%). 

 

The huge majority of them said that they 

didn’t know whether tourism was positive or 

negative (57%)   

 

This has had an effect on the total residents’ 

response, but as the effect can be subtracted, it 

gives valuable pointers towards the ways in 

which tourism is explained and the possible 

links with schools and colleges for the future. 

 

Leisure complex 

 

The facilities most desired by young people 

were an indoor leisure complex on their 

seafront (with swimming facilities), a multi-

screen cinema, and an all-weather attraction.  

Again, many young people (34%) did not 

respond to this question. 

 

In overall comments, pollution seemed to be a 

particular concern, more so than for other 

groups. 

 

 
ssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssss 

 

 
2. Schools’ questionnaire 
 

There were 143 responses from young people 

(0-24 years) at Weston College and Clevedon 

School.  This questionnaire was expanded to 

include some questions about general holiday 

likes and requirements.  They were particularly 

positive about the income, facilities and 

employment, and particularly negative about 

overcrowding and the appearance of their 

respective resort towns. 

 

With regard to UK seaside resorts in general, 

they are attracted by the beach, facilities, the 

sea, and entertainment.  The least attractive 

elements of a UK seaside resort are cleanliness, 

appearance, the weather, and facilities.   

According to this research, they would be 

unlikely to visit this area! 

 

Ice rink 

 

Their favourite leisure facility would be an ice 

rink, followed by an indoor fun pool and a 

theme park. 

 

As UK holiday destinations, Cornwall, Devon, 

Blackpool and Newquay were most popular.  

The students generally commented that 

entertainment, in the form of pubs and night 

clubs was most important to them, as was being 

around people of their own age, in an exiting 

atmosphere.  They were concerned about 

cleanliness and pollution, not liking run down 

attractions. 
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sTown and parish councils s 
sresultsssssssssssssssss s 
 

Twenty-four town and parish councils out of 39 

responded to the questionnaire, and respondents 

are listed opposite.   
 
ssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssss 
 

 

Overview 
 

� Just over half of the respondents said that 

tourism had a positive impact on the area.   

 

 

� When asked what the top three positive 

things about tourism were, most 

respondents mentioned income, 

employment and facilities (shops/toilets), 

and increasing business.   

� When asked what the top three things that 

are negative about tourism were, most 

mentioned traffic, parking, and the poor 

appearance of the resort of Weston-super-

Mare.   

� The leisure facilities most requested by 

town and parish councils were all-weather 

swimming facilities, conference 

facilities/village halls and seafront 

improvements.   
 
ssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssss 
 

 

General comments  
 

Many rural parishes felt that investment in 

tourism was disproportionately concentrated 

into Weston-super-Mare and they only felt the 

negative effects, such as traffic congestion.  

Some highlighted the room for potential in 

Clevedon and Portishead, and many felt 

resentful of the investment in tourism, which 

they felt deprived their parishes of necessary 

services.   
 

  “We need to smarten up the seafront” 
 

Some showed an appreciation of the value of 

tourism to employment, and some felt that it 

did not effect them at all.  Overall, they felt 

they each had quite specific needs and should 

not be treated as a homogenous group. 
 

“Tourism should be steered away from 

farming areas” 
 

The tourism issues highlighted by Town and 

Parish councils in the Local Plan Issues Report 

backed up the Blue Skies findings but added the 

need for a conference hotel as well as the 

support of green tourism, following niche 

markets and keeping the beach lawns. 

 
Respondents – Barrow Gurney, Burrington, 

Butcombe, Cleeve, Clevedon, Congresbury, 

Dundry, Easton-in-Gordano, Flax Bourton, 

Kenn, Kewstoke, Kingston Seymour, Loxton, 

Nailsea, Portishead and North Weston, Puxton,  

Tickenham, Walton-in-Gordano, Weston-in-

Gordano, Wick St Lawrence, Winscombe, 

Wraxall and Failand, Wrington PC, Yatton 
 

 

 

Q1 Do you think the impact of tourism on 

the area is generally positive or negative?

No reply

12%

Generally 

Positive

57%

Don't 

know

12%

Generally 

Negative

19%
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sCouncillors’ think tankss 
 
During April and May 2000, three “Think 

Tanks” were arranged for North Somerset 

councillors.  Twenty councillors attended these 

one-and-a half-hour sessions.  The rural and 

“out-of- Weston” areas were well represented. 

 

The councillors that attended, in alphabetical 

order, were: Councillors Ap Rees, Bates, Clark, 

Cook, Cotton, Crew, Cummings, Fisher, 

Frappell, Hockridge, Hogg, Kraft, Lake, 

Morris, Parker, Prosser, Roberts, Skinner, 

Walters, and Wiltshire.  None of the comments 

are attributable to any individual. 

 

Individual groups ignored various elements, but 

overall a similar thread ran throughout the 

sessions.   

 

Interestingly, there was broad consensus 

between the members sitting on each group, 

as well as between the groups themselves   

 

The participants were asked: 

 

“What do residents see as the most 

important issues to address when it comes to 

tourism?” 

 

Overall, it was determined that tourists are a 

nuisance to most residents.  Elderly residents 

were likely to be more anti-visitor than younger 

residents were.  Weston and Clevedon residents 

were more likely to be anti-visitor, although 

residents in villages can be greatly affected by 

major events in their area (e.g. Long Ashton).   

 

Anything that upset the personal routines of 

residents would be considered negative. 

 
ssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssss 

 

 

The main issues identified were: 
 

1. Traffic 
 

The issue that came top of the list for all groups 

related to traffic – its volume, its noise, the 

parking (i.e. residents not being able to park), 

cost of parking (for residents) and congestion of 

roads.  

2. Quantity and quality of visitors 

 

Next on the list was the physical number of 

visitors - the volume of people in the town 

(Weston), the litter and noise that visitors bring.  

Law and order then becomes an issue – it is 

perceived that law breaking is the domain of the 

visitor.  It was accepted that the reality was that 

it was often locals who were the perpetrators. 

 

Day visitors spend much less than staying 

visitors and finding ways of increasing this 

expenditure was thought to be important    

 

The linking of shopping areas (Clevedon and 

Weston) through a clear “route” was thought to 

be important in bringing visitors into all the 

areas of the town so they would distribute their 

spending. 

 

3. Facilities 
 

Lack of facilities (particularly wet weather) for 

visitors was thought to be a problem for 

residents as the visitors then have nowhere to 

go.  Also, they see the shops as catering to 

visitors rather than residents with the range of 

goods, the high prices (that residents have to 

pay) as well as opening Sundays in summer and 

not in winter.   

 

Some councillors thought that Weston (in 

particular) would not have the range of shops if 

the visitors did not come.  The consensus was 

that attractive shopping areas and other 

facilities are necessary for both visitors and 

residents.   

 

4. Image 

 

Image was raised in many ways.  Many 

councillors felt that tourism was focussed on 

Weston and Clevedon and that these resorts had 

old-fashioned images.  The whole of North 

Somerset wishes to be promoted for tourism, 

from the industrial heritage of Nailsea through 

to the small villages.  

 

Other suggestions included making more use of 

our excellent climate, promoting at Bristol 

airport, links to Bristol (@ Bristol campaign), 

and night-clubs (more per capita in Weston 

than in London). 
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There are concerns that “the money is all spent 

in Weston” and the benefits of tourism are not 

spread. 

 

“What should the council involvement in 

tourism be?” 

 

Councillors thought that although most 

residents are generally negative about tourism, 

once they became aware of the amount of jobs 

and income generated, they did see tourism as a 

positive contribution.  

 

A case could be made for diverting the 

remaining funds away from tourism, but 

councillors thought that abandoning tourism 

was not sensible  

 

Some resorts on the south coast are now very 

derelict and although Weston and Clevedon 

have their problems, they are still successful in 

many ways.   

 

It was thought that residents are well aware 

of the tourism problems but do not know 

how to tackle them 

 

The role of the council was considered to be: 

 

� Co-ordinating – with businesses in district, 

outside bodies 

� Physical – infrastructure, cleaning beaches, 

litter, upgrading and running our own 

facilities, putting on events 

� Planning – sympathetic view, proactive 

� Positive – inspire confidence, talk the area 

“up”, lead the way, invest 

� Enabling – promotion, funding, 

organisation, inter-authority links, 

� Monitoring – making sure we receive a 

good return for investment in tourism 

 

The general consensus was that: 

 

� tourism, particularly in Weston, is a major 

industry and must continue because of the 

income and jobs 

� tourism in other parts of the district needs to 

be increased 

� the effects of tourism on residents need to 

be minimised where possible (including 

traffic, litter and law & order problems) 

� making facilities (particularly shopping 

and wet weather) attractive for residents 

(and visitors) would be most acceptable 

� to achieve greater income from less visitors 

would be welcomed 

� to effectively compete, we need to keep up 

with other places 

� tourism should be all year round 
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Weston-super-Mare results 
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sThe local pictures 
 

Since Victorian times and the coming of the 

railways the seaside town of Weston-super-

Mare has been a popular destination for 

tourists.  

 

Weston-super-Mare is the primary tourist 

destination in North Somerset, receiving the 

majority of its visitors   

 

Research on tourism in Weston-super-Mare is 

published in the annual STEAM report, the 

resort tourism strategy and various other 

independent research initiatives.   
 

In 1998 there were 3.616 million visitors to 

North Somerset   
 

This was a slight drop from 1997: 

� 1998 visitors spent a total of £142.5 million. 

� Between 1996/97 and 2000/2001, the 

authority’s expenditure on tourism fell by 

31% (see appendix c).   

� Over 4000 people are employed (directly 

and indirectly) by the tourist industry, in 

sectors such as accommodation, food and 

drink, recreation, shopping, and transport.  

This 1998 figure is a slight drop on 1997 

(1998 STEAM report).  
 

The employment and income provided by 

tourism is fundamental to the local economy   
 

Weston-super-Mare is particularly popular with 

certain sections of the visitor market.  These 

are: 

 

� families with young children, principally in 

socio-economic groups C1 and C2 (lower 

middle class/skilled working class) living in 

the Midlands, South Wales, South East and 

the West Country 

� the over-50s, coach parties 

� day visitors 

� short stay visitors who are touring the West 

Country.   

 

The decline of the seaside resort as a 

destination was addressed by North Somerset  

in 1993 with the publication of ‘Turning the 

Tide, A Heritage and Environment Strategy for 

a Seaside Resort’, produced in conjunction with 

the English Tourist Board and the Civic Trust.  

A strategy was established and several 

improvement schemes suggested and 

implemented.  It resulted in the Promenade 

Project and general up-grading of the resort that 

in turn attracted private sector funding and with 

it confidence.   

 

Substantial investment into the infrastructure of 

Weston-super-Mare has seen developments 

such as the Sovereign Shopping Centre, Winter 

Gardens Conference Centre, Sea Life 

Aquarium, Pavilion Hotel and the M5 link road 

to the town centre.   

 

Smaller, significant new investment has also 

taken place recently   

 

In the last year alone, several new tourism 

related businesses has been established, such as 

Yates’s Wine Lodge in Regent Street and 

Senorita’s bar on Beach Road.   

 

Shearings, an important player in the national 

coach tours market, have recently bought the 

Grand Atlantic Hotel.  The new owners have 

redevelopment plans in place to improve 

quality at the hotel.   
 

Several existing tourism businesses have also 

invested during the past year   
 

Three neighbouring hotels on the seafront, The 

Old Colonial, The Mentone, and The 

Carrington have all improved their facades and 

outside seating areas.  The Sea Palace 

Restaurant in James Street has extended its 

capacity.   

 

These examples are only illustrative and there 

are many other examples of new or existing 

businesses investing.   

 

However, this must be tempered by the fact that 

there are between 20 and 30 accommodation 

businesses currently on the market (see 

appendix D).  There is also the lack of 

investment in key leisure sites, such as 

Knightstone Island, Birnbeck Pier, the 

Tropicana and Royal Crescent.   

 

 

There is strong industry representation in the 

town in the form of the Weston-super-Mare 
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Hotels and Restaurants Association and other 

important groups that impact greatly on tourism 

in the resort such as the Weston-super-Mare 

Regeneration Partnership and the Weston-

super-Mare Town Centre Company.   

 

There has been a striving towards 

environmentally sensitive and sustainable 

forms of development which encompass the 

whole area  

 
Help for tourism in Weston 
 

The good news is that in August 2000 

Weston-super-Mare was granted £2.36 

million of SRB grant being matched by £10.2 

million from the public and private sector   
 

The use of this will be set within an overall 

vision for the reshaping of Weston-super-Mare 

over the next 20 years.  It will concentrate on 

the town centre, the seafront, and residential 

areas within Ellenborough and West wards. 
 

Reverse the decline 
 

In order to halt and reverse the decline of 

tourism and the retail economy, the underlying 

problems need to be solved.  The main themes 

of the key activities taking place are community 

development; healthy living and whole life 

learning;  housing, crime and community 

safety; and encouraging sustainable prosperity.  

 

Under this last theme will be projects aimed at 

the town centre, supporting the tourism 

industry, and providing opportunities for local 

unemployed people.  An example is street 

enhancement to improve the look of the town 

centre. 

  
It is important that Blue Skies and the Weston 

Regeneration Partnership are coordinated in 

their aims, and that communication takes place 

concerning delivery of profits.  
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sBusiness researchs 
 
ssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssss 

 

 

Quantitative response  
 
Overall, there were 81 questionnaires received 

from businesses in Weston-super-Mare. The 

highlights are below: 
 

� Most businesses have been operating for 

more than 10 years (63%).   

 

� Most businesses employ few staff, typically 

less than 10, with roughly equal numbers of 

part-time and full-time.  In 63% of cases 

this is about the same as a year ago.   

 

� 38% of respondents get over 75% of their 

business from non-residents of the area, and 

17% get under 5% of their business from 

non-residents of the area.  Almost 50% 

track this by experience.   

 
� 73% of respondents think that tourism has a 

positive impact on the area.   

 

 
 
 
� Most have invested in their business in the 

last two years, usually less than £50k.  

About half intend to invest in their business 

in the next five or 10 years, mostly less than 

£50k with 22% investing over £250k.  The 

majority don’t operate similar businesses 

elsewhere.  Noticeable trends over the last 

five years include a decrease in business 

(45.7%), an increase in business and price 

reductions.   

 

� Predictions for the next 10 years include a 

decrease in business and an increase in 

business.  When asked why they continue to 

operate their business in this area, most said 

because it is their livelihood or because they 

live here.   

 

� As a new leisure facility 25% suggested 

swimming facilities, 16% family attractions 

and 12% seafront improvements.   

 

� 98% believed that the council should 

continue to promote tourism and most 

thought that the level of promotion should 

increase.   

 
� When asked for the top three changes that 

the area needed in order to compete in the 

future the most popular by far was 

improving seafront attractions.   
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Q4 What percentage of your business comes 

from non-residents of the area?

Q6  Do you think the impact of tourism on 

the area is generally positive or negative?

Generally 

positive

73%

Don't know

10%
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1%

Generally 

negative

16%

Q20  Do you think the level of promotion 

should increase, decrease, or stay the same?

Stay the 

same

19%
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4%

No reply

6%

Increase

71%



Blue Skies  31 
ssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssss 
 

 
Qualitative response 
 

Sixteen tourism-related businesses gave up time 

to be personally interviewed or to attend a 2-

hour Think Tank.   

 

There were also presentations to and feedback 

from the Weston-super-Mare Chamber of 

Trade, the Weston-super-Mare Hoteliers and 

Restaurants Association and Weston-super-

Mare Town Centre Company.  Weston-super-

Mare Town Council was consulted soon after 

its formation but has been unable to contribute. 
 

Overwhelmingly positive 
 

It is to be expected that the responses in this 

group are overwhelmingly positive towards the 

continuation of tourism.  It is their livelihood.  

In addition, this group is the most 

knowledgeable concerning tourism, very keen 

to make their views known and share their 

experience. 

 

There was a great deal of agreement between 

businesses about what needs to be done.   

 

The businesses care about the town and want 

the town, and their businesses, to succeed   
 

There is currently a lack of confidence, to 

varying degrees, among the business sector in 

Weston-super-Mare.  Some businesses are 

doing well and investment is planned. Others 

are likely to leave the resort unless business 

improves.  These quotations show both ends of 

the spectrum: 

 

 

“Weston is at crisis point” 

 

“We are very confident in Weston and what it 

has to offer” 

 
 

Highly critical 
 

Many highly critical comments, particularly 

towards North Somerset Council were noted 

during the interviews.  These comments, 

although negative, provide a target list for the 

council and businesses to address.   
 

The responses are welcomed as the raison 

d’être of Blue Skies was to find out what is 

wrong, what needs to be changed, and what 

needs doing in the future. Some comments are 

perceptions and are likely to be subjective. 
 

 The overall feeling was not one of complete 

negativity: 
 

 

“The fabric of Weston is sound” 

 

“The basics are there” 
 

“Its (Weston’s) location, accessibility and 

architecture are all good” 
 

“We need something like this (Blue Skies) to 

get back on track” 

 
 

Litter 
 

Of all the issues, litter was mentioned most 

often.  Overall, it was thought to be 

unacceptable that litter had become a problem 

again.   

 

 

“What do people pay their council tax for if it 

can’t even keep the streets clean and up to 

standard?” 

 

 “More litter bins are needed.  Litter is 

definitely a problem” 

 

“On any busy day there is a litter problem.  

There are not adequate collections until June.  

If you arrive in the resort at 6 pm you would 

see a very dirty resort” 

 
 

Often, the business people interviewed had 

experience in other seaside towns and 

comparisons were inevitable. 

 

 “Poole, Bournemouth and Torquay are 

cleaned during the night” 
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Although the responsibility for litter was put 

firmly in the council’s hands, many thought the 

offenders should contribute. 
 

 

”Any business allowed to sell takeaways 

should pay a levy for litter” 

 

“The litter is disgraceful.  The takeaways 

should be forced to clean up or pay” 

 
 

The Seafront 
 

Most businesses believe that the seafront needs 

investment. The future of Knightstone Island 

forms the heart of this with businesses 

believing that if this is sorted out, other 

investment will follow 
 

 

“Something must happen at Knightstone.  It 

doesn’t matter what happens, but something 

must and the council must be the catalyst” 

 

“Knightstone is the perfect location in Weston  

It could be turned into shops and flats to raise 

money.  The council must break the log-jam 

on the site.” 

 

 

“The council should find a way around the 

listing for Knightstone.  There should be a 

‘can do’ attitude rather than a ‘can’t do’ 

attitude that is in planning” 

 

“The seafront is an amenity for residents and 

should be upgraded” 

  

“Give priority to the seafront.  Keep the 

quality up” 

 

“We have bottomed out in ‘down-marketness’ 

on the seafront” 
 

 

Quality, upkeep of open space and, particularly, 

the Beach Lawns appeared often in the 

consultation.  The Beach Lawns are thought to 

have potential but to be under-used and an 

eyesore. 
 

 

 “The beach lawns are a mess.  Can we dig 

them up?” 

 

“There is a huge amount of space on the 

seafront that is not being utilised.  There are 

no enclosed bandstands or arenas or 

anything” 

 

“There are no flowers or green on the 

seafront.  If other resorts can manage it why 

can’t Weston?” 

 

“The beach is the main selling point” 

 

“Torquay have developed their whole seafront 

as living and tourism space.  This integrates 

the two and means that people move there 

because they want to be part of the excitement 

of tourism” 
 

 

Parking 
 

Always a contentious issue, but one where 

everybody has an opinion.  The businesses, as a 

whole, believe there is enough parking but it 

should be organised differently.  There was no 

consensus about how this should happen. 
 

“Beach parking could be extended” 

 

“There is plenty of parking in the town” 

 

“The council should ban parking on the 

seafront and extend parking on the beach” 

 

“There should be a park and ride at Drove 

Road.  A terminus at Alexandra Parade would 

be good” 

 

“I am sceptical about park and ride.  You have 

to make it attractive.  It could put off visitors if 

they cannot park here” 

 

“Park and ride would not work f or a town the 

size of Weston” 

 

“Parking is the key.  Car parking needs to be 

free with a proper park and ride.  The nearer 

to town you get, the more you pay” 
 

“Coaches and cars should not park on the 

seafront” 
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“£4 a day for parking is steep” 

 

Drugs 
 

Nearly all businesses interviewed believe that 

there is a drug problem in the town.  This was 

thought to be because of the drug rehabilitation 

centres.  Businesses would support any 

endeavours to reduce the number of centres but 

believe that the council must take the lead.  

This issue is currently being addressed through 

the SRB bid and through the Community Safety 

Drugs Action Team (DAT).   
 

 

“There are too many drug rehabilitation 

centres in Weston and it gives the town a bad 

profile and a bad name” 

 

“Drugs is a problem.  It gives the town an 

early evening culture of anarchy” 

 

“The drug element must be tackled and is a 

major problem” 

 

“In the national press, Weston is often seen as 

a drugs haven” 

 

 
The Image 
 

None of those interviewed thought that Weston 

had a good image. 
 

 

“The image of Weston is mud and drugs” 

 

“Knightstone is a symbol of decay” 

 

“If you want something smart to wear, you go 

out of Weston to buy it” 

 

“Weston is just too scruffy” 

 
 

Some businesses had ideas on how the image 

could be enhanced. 
 

 

“Make the taxi drivers learn a bit about the 

resort and be nice to people as a condition of 

their licence” 
 

“Give awards for those seafront hotels who 
have made an effort, for best lights, best 

flowers” 
 

Development 
 

These comments on development do not 

exclude the use of Knightstone Island to house 

them.   

 

The Tropicana was very much in the news 

during the time of the interviews with MACE 

Estates being sent back to the drawing board on 

their initial ideas.  Generally, the businesses 

thought that the Tropicana should go ahead, 

although they were not specific in what way.  

Indeed, they did not mind what happened there, 

as long as it was a good quality attraction.   

 

Most businesses have strong views on what is 

needed in the town.  Swimming facilities were 

mentioned most often with a variety of other 

ideas for new attractions and development. 

 

 

“We need proper facilities and a big 

attraction.  A new leisure facility, an indoor 

water park would be best” 

 

“A new, unique, all-weather attraction is 

needed” 

  

“We should aspire to have a Riviera Centre 

like Torquay” 

 

“I would like to see some sort of theme park” 

 

“We should look at creating a show-ground” 

 

“Invest in the Old Pier enabling boat trips to 

and from Wales” 

 

“We should turn the Playhouse into retail use 

and move the theatre back to Knightstone” 

 

“We need a business hotel” 

 

 

“Weston needs a top quality hotel with fitness 

and other leisure facilities” 

 

“We need more decent café-style restaurants” 
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“A factory outlet centre in town would be 

good” 

Other issues 
 

Other issues that came up less frequently 

concerned retail, signage and special events: 
 

 

“Keep Orchard Meadows as a speciality 

shopping area with no more residential” 

 

“Arts, crafts and Somerset-type things, more 

upmarket, would be good for shops” 

 

“There are too many pound shops, not enough 

range” 

 

“We want more (and better) special events to 

bring people into the town” 

 

“Different events are needed every weekend” 

 

“The route into town is wrong, there must be 

another way.  The entrance must be tackled” 

 

“The signage is bad.  There are brown signs 

for the Tropicana (closed) and the Helicopter 

Museum but not much else” 

 

“We should retain the seaside element of the 

town and focus on it.  It is why many people 

moved here in the first place” 
 

 

It was surprising that transport was not 

mentioned more frequently.  However, some 

businesses felt that a good transport link 

between the three key waterfront sites 

(Knightstone, Birnbeck and Tropicana) is vital  

A tramway was suggested. 

 

The Council 

 

Many of the comments were negative towards 

the council (both councillors and officers), and 

there is a sense of frustration within the 

business community that the council does not 

take a lead.    

 

The Blue Skies project itself does show that the 

council are listening and the businesses were 

appreciative of that, albeit sceptical that action 

would follow. The businesses were encouraged 

to “speak their minds” in a climate of 

confidentiality. 

 

 

“The council can’t promote tourism and close 

toilets.  It must make a choice” 

 

“The council are all talk and no action” 

 

“The council need to stop dithering and make 

some decisions” 

 

“There is no sense of direction for the town.  

The councillors and officers need to look at 

other towns to see what is happening there” 

 

“North Somerset are difficult to get answers 

from“ 

 

“National companies say that North Somerset 

is the most difficult council they have come 

across” 

 

“Weston is unique in its insular approach.  All 

other authorities we deal with are difficult to 

some degree, some moving forwards slowly, 

some moving backwards, but Weston is unique 

in its “do nothing” approach” 

 

“The council spend too much time listening to 

the NIMBYs” 
 

 

There was a great deal of concern focussing on 

planning decisions that were seen to be 

detrimental to the overall look of the town. 

 

 

“There is no enforcement.  There are things 

out there without planning permission” 

 

“We need consistency from the planning 

department” 

 

“Lidl got the OK, but Tropicana didn’t.  The 

first impressions of such a strategic gateway 

site are terrible” 

 

“There is a problem with councillors from 

other areas who do not know what is 

happening in the town centre” 

 

“It is a great shame to see the better quality 

hotels be allowed change of use” 
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Work together 

 

The businesses thought that it was important to 

work with the council and each other if changes 

are to be made.  This was not happening 

generally and the Town Centre Company was 

frequently quoted as an example. 
 

 

“If we do not have a ‘work together’ culture, 

we may as well go home” 

 

“There are too many working groups” 

 

“Pro-active people are needed” 

 

“Officers and councillors need to be educated.  

There is a breakdown of communication 

between the community and the council” 

 

 

Consultation 

 

The businesses were in favour of the council 

continuing to promote tourism without 

exception, although many felt that more 

consultation was necessary. 

 

 

“Decisions about the tourism marketing 

budget should be made in consultation with 

the business community” 

 

“Tourism should be everyone’s responsibility, 

across directorates in the council and the 

business community” 
 

 

Sceptical 

 

There was scepticism about whether Blue Skies 

would be “just another report” or whether 

action would result from it. 

 
 

“Bravery is needed by the council.  Will the 

councillors go along with the 

recommendations?” 

 

“How do we know that the council will 
respond to the result of this Blue Skies?” 
 

 

 

 

“The council must embrace the future, make 

changes” 

 

So, what do businesses think the council 

involvement in tourism should be? 

 
 

“You (the council) should support, encourage 

and look after the infrastructure like 

cleanliness, toilets and pavements” 

 

“Keep the resort clean and support it with a 

good transport system” 

 

 “I am not convinced there is enough focus on 

transport policy by the council” 

 

 

Summary 

 

The Weston-super-Mare businesses responded 

in volume to Blue Skies and were more likely 

than any other group to be positive to tourism. 

 

These businesses have strong ideas about what 

needs to be done, and these mainly focus on the 

litter and drug problems within the town, the 

redevelopment of key sites such as Knightstone 

Island, and the council taking a lead.  

 

It is crucial that businesses and the council 

work together more closely and in a spirit of 

co-operation in order to ensure the future 

prosperity of the town. 
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sResidents researchs 
 
ssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssss 
 

 

Quantitative response 
 

289 people responded to the residents’ 

questionnaire.  A summary of the findings is 

below: 

 

� The majority of respondents were aged over 

45 years.   

 

� Although 62% thought that the impact of 

tourism on the area was generally positive, 

25% thought that it had a negative impact 

on the area.   

 
� When asked what the top three things were 

that they thought were positive about 

tourism, the most popular answers were 

generation of income, employment, 

facilities (shops/toilets) and the image of the 

resort.  When asked the same question, but 

about the negative things, the most popular 

answers were appearance of town/resort, 

lack of facilities/attractions and parking 

problems.   

 

� The new leisure facilities that were 

suggested by the residents of Weston-super-

Mare were an indoor leisure complex on 

seafront with swimming pool, an all-

weather attraction and an ice rink or roller 

skating facility.   
 
 
 
 
 
 
 
 

Sssssssssssssssssssssssssssssssssssssssssssssssss 

 
 
Qualitative response 
 

Attitudes to tourism in Weston-super-Mare 
 

The general attitude to tourism in Weston-

super-Mare was positive in the sense that 

participants in the focus groups recognised that 

tourism was important to the town’s economy.  

 

Most people were keen to see action taken to 

strengthen the local tourist industry but in one 

group some said that the importance of tourism 

is over-rated and that more attention should be 

given to industrial and commercial 

development as future sources of jobs in the 

town.  

 

In each group there was agreement that tourist 

spending supports local businesses, including 

shops and facilities used by residents, and 

generates local jobs. 

 

“without tourism (the town) would be 

nothing” 

 

It was claimed that Weston-super-Mare 

continues to be still popular proved by the large 

numbers of visitors who still come. Most also 

recognised that tourism to the town has 

changed, identifying a reduction in the length of 

stay, a growth in short breaks and touring 

holidays and a large number of day trips. 

Indeed, in one group there was quite a heated 

debate about whether day-trippers were really 

‘tourists’ at all. 

 

However there was a fairly widespread feeling 

that the attractiveness of the town had 

deteriorated and that the town had a poor 

image, especially in Bristol, and that too little 

was being done to improve the situation. 

  

“the beach is a mess…our main asset” 

The place looks…”worn out, tired and dirty” 

 

There was consensus that facilities in Weston-

super-Mare are limited and that, if visitors are 

to continue being attracted to the town, there 

needs to be a wider variety of things for them to 

do, especially when it rains. Many comments 

focused on the Tropicana, and there was 

Q3 Do you think the impact of tourism on 

the area is generally positive or negative?

Generally 

positive

62%

Generally 

negative

25%

Don't 

know

13%
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general support for making it an all-year-round 

facility by covering it in. There was more 

divergence of opinion as to whether it should 

also incorporate a cinema or other activities at 

the Tropicana site. Some had strong views that 

the sea front is the prime attraction in Weston-

super-Mare and that there should not be clubs 

or cinemas allowed actually on the front. 

 

Specific suggestions included:  

 

� a covered swimming pool  

� a promenade around Marine Lake which 

could provide cover when it rains (as some 

claimed it used to) 

� a theme park on the airfield: Alton Towers 

rather than Center Parcs – the latter was 

thought too elitist and exclusive by one 

participant 

� an art gallery 

� a skating rink . 

 

It was thought that the hotels should do more to 

provide entertainment and special packages as 

some in other English resorts do. 

 

Improving the future for the residents 

 

The participants at these focus groups did not 

have very strong views on what residents would 

like to see at Weston-super-Mare in 10 – 20 

years time, and found it rather difficult to think 

about this separately from the question of what 

was needed for the tourist trade.  

 

The issues that came up were a desire to see a 

wider variety of shops, including more smaller 

specialist shops and fewer charity shops. 

Participants called for greater tidiness and 

cleanliness everywhere, and the repair of 

broken pavements. There was a desire to see 

more employment opportunities. 

 

 “the only jobs available are for care 

assistants” 

 

The need for improvements in transport was 

mentioned by almost everyone. Suggestions 

included: improving public transport links, 

especially with Bristol airport; the need for an 

integrated transport system and a request for 

free parking for residents.  

 

In the context of providing a welcoming face 

for visitors, tidying up the bus station and the 

railway station were mentioned more than once, 

as was the need for a clear route to the sea-

front.  

 

Young people 

 

When pushed on facilities specifically for 

young people there was a consensus that these 

are seriously lacking. Several mentioned they 

would like to see skating facilities, 

improvements at the Tropicana, a new cinema, 

go-karting, and/or a scrambling track. 

 

It was also pointed out that leisure facilities for 

young people need to be close to where people 

live.  There was some confusion between 

facilities for local young people and visiting 

young people.   

 

“Hutton Moor is difficult to access without a 

car” 

 

Older people 

 

The needs of older people also revolved around 

transport and accessibility. The general view 

was that there are facilities for this age group if 

people can get there. More leisure facilities 

suitable for older residents would be welcome, 

as would more small halls/meeting places near 

where people live.  

 

“there is nowhere for over-40s to go for a 

quiet late night drink” 

 

One group identified worries about security and 

fear of violence in the centre of town as a 

deterrent to older people going out at night, 

although one participant in that group said that, 

in several years of going into the centre on 

weekend evenings, he had never seen a fight.  

 

Benefits of tourism for Weston-super-Mare 

 

On the specific issue of the benefits of tourism 

for residents, participants recognised that 

tourism spending supported facilities that are 

also available for residents. 

 

 “Tourism brings money in” 
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However difficulties with traffic and congestion 

were also highlighted – and there was a view 

that residents avoid the crowds by not going 

into town at weekends and shopping at quieter 

times.  

 

“We (residents) batten down the hatches from 

Friday to Monday” 

 

 

Potential changes in tourist numbers 

 

When asked to consider what would happen if 

tourist numbers declined the reaction was that 

shops would close, Weston-super-Mare would 

become a commuter satellite town, or a place 

solely for retirees and more DSS claimants – 

not a prospect welcomed by the participants in 

these focus groups. 

 

There was a definitely negative view expressed 

by some at one of the meetings. These held that 

it was inevitable that tourism would decline and 

that nothing should be done to try to avoid this; 

tourism had no benefits for the residents and 

only paid minimum wages or less. Instead 

action should be taken to promote alternative 

employment opportunities.  

 

Others challenged this view at that meeting, 

who questioned whether sufficient alternative, 

high tech jobs could be brought to Weston-

super-Mare.  

 

Apart from this, the overall consensus favoured 

a strategy for growing numbers.  

 

“The town is under-utilised” 

 

The preference was for a strategy that targeted 

particular groups, especially staying visitors 

rather than day-trippers, families with young 

children and retirees, i.e. what they called 

holiday-makers. A lack of self-catering 

accommodation was thought to be a problem 

for the family market.  

 

“the key is to attract more families, not day 

trippers” 

 

There was some discussion of the potential for 

conferences/business tourism but it was thought 

that the limited facilities at the Winter Gardens, 

lack of suitable accommodation, parking 

problems and competition from Bristol would 

inhibit its development.  

 

Residents’ involvement  

 

While those attending these focus groups were 

clearly interested and supportive of tourism in 

the town
1
, they recognised that many residents 

of Weston-super-Mare are indifferent to 

tourism (although they thought probably not 

actively hostile). 

 

It was suggested that residents could be more 

welcoming and that they could encourage 

Visiting Friends and Relatives to come – 

perhaps special passes or reduced entry prices 

at e.g. the Tropicana would encourage this.  

 

The participants welcomed these focus 

groups meetings as a way of encouraging 

residents to be involved  

 

Several also expressed an interest in seeing the 

report of the outcomes of the meetings. 

 

Role of the council 

 

As far as the role of the council was concerned: 

it was recognised that the council’s main role 

was marketing but there was also a widely held 

view that the council could take a much higher  

profile in supporting tourism and facilitating 

those who could provide new facilities.  

 

On several issues the Council was accused of 

lack of leadership, for example in not taking the 

initiative on Knightstone and the Tropicana; for 

allowing the Marine Lake to become dirty; for 

removing the shelter at the Marine Lake by 

closing off the promenade. 

 

The Council….”should get at those who are 

putting up charges” 

 

“It is the planners job to be able to integrate 
the residents and the visitors…and make 

residents aware of what tourism does and does 

not do for us” 

 

                                                           
1
 only 2 of the 18 participants in the focus 

groups in Weston-super-Mare had ever worked 

in tourism 
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Again parking came up – with a strongly 

expressed dissatisfaction that disabled drivers 

now have to pay for parking. There was also 

concern that by-laws about dog fouling were 

not enforced. 

 

A favoured strategy was for the Council to help 

with the staging of more special events on the 

sea-front, such as the Classic Car show, the 

Heli-days and, in the past, the Flower Show. 

These were seen as bringing in visitors, many 

of whom stayed over-night, without having 

many long term negative impacts.  
 

There was also a strongly expressed view that 

the Council should act to make sure visitors got 

a good first impression at arrival points and 

along access routes.  

 

“the town does not present a smiling face to 

the stranger” 
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sVisitor researchs 
 

Tourism is well researched in Weston-super-

Mare and there is occupancy data going back to 

the 1970s.  The information here has been 

gathered from the draft report of the Weston-

super-Mare Visitor Survey 1999 produced by 

Tourism Associates.  Figures are based on face 

to face interviews with 408 visitors to Weston-

super-Mare over the period April 1999 to 

August 1999.  The interviews took place on the 

seafront and shopping area.  

 
ssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssss 
 
 

Visitors 
 

The majority of visitors to Weston-super-Mare 

are day visitors, both those coming here directly 

from home (46%) and those coming here for a 

day during their holiday elsewhere (9%).  Day 

visitors are the biggest group, totalling 55% of 

respondents, who will spend around £15 each a 

day whilst they are here.   

 

 

� 44% are staying visitors, of which 53% stay 

for seven nights or longer, but nearly a 

quarter of staying visitors come here on a 

short break of between one and three nights.   

� Staying visitors will, on average, spend 

more for every day that they are here, due to 

accommodation costs.  They spend just over 

£40 a day.  

� Visitors of the older generation are a 

prominent group, with 40% of all visitors 

being 55 years old and older.   

� The average group size is 2.9 people, 

suggesting that most visitors are elderly 

couples, or small families, and not large 

groups or families.   

� 38% of visitors are classified as ABC1s
*
.   

                                                           
 

� Those staying rather than visiting for a 

day tended to be slightly more affluent.   

� The largest group from any one region is 

the West Midlands, from which 13% of all 

visitors interviewed came.  12% came from 

Bristol and 12% from Wales.  

 

Most people come here time and time again: 

 

� The largest group of return visitors are the 

day visitors, of which 87% had been to 

Weston-super-Mare before.   

� The resort relies heavily on a loyal visitor 

base for the majority of income from 

tourists, many of which are 55 years and 

older.   

� 43% of staying visitors stayed in hotels, 

13% stayed in B&B’s and guest houses, and 

11% stayed in self catering accommodation.   

 

Activities and Attractions 

 

When they are here the most popular activities 

are to walk on the promenade, go to a 

café/restaurant, or to go shopping.  Most visit 

the Grand Pier and many visit the Winter 

Gardens.   
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20% of respondents indicated that they had 

not visited any attractions/places of interest 

whilst visiting the town   

 

The things that they liked the most about the 

town were the friendly and relaxing 

atmosphere, the sea and beach, the shops, the 

ease of getting around and the pier and 

promenade area.   

 
ssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssss 
 

 

Benchmarking 
 

A project benchmarking Weston-super-Mare 

against Torquay was conducted by NVQ 

students from Weston College.  This study adds 

interesting information to the overall picture of 

image and non-visitors, but is mainly concerned 

with the marketing side.  The students report is 

available on request but has not been 

reproduced here.  Their key findings include: 

 

� More people live in Torquay than in 

Weston and more work in tourism (directly 

and indirectly). 

� Both towns are easily accessible by a 

number of routes, Weston-super-Mare more 

so than Torquay, being the closest seaside 

town to Birmingham.   

� Parking and traffic congestion appear to be 

a greater problem in Weston-super-Mare 

than in Torquay.   

� Torquay appears to offer its visitors more 

entertainment and activities.   

� Torquay has more hotels, and many more 

upmarket hotels than Weston-super-Mare.   

� Both resorts seem to have the same 

experiences trying to fill their hotels, and 3* 

or below hotels fall into roughly the same 

price band.   

� Retail facilities appear similar, but with late 

night shopping in summer and several 

shopping centres, shops in Torquay appear 

to be more geared to tourism.   

� Most people find that Torquay is ‘prettier’ 

and more attractive than Weston-super-

Mare, with particular reference to the 

seafront area.   

 

 

 

 

ssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssss 
 

 

Travel Trade  
 

Weston-super-Mare receives a substantial 

number of visitors through the travel trade, on 

coach parties.   Both staying visitors and day 

trippers  use this form of transport. 

 

The information here is based on the 1997 

Travel Trade Survey, produced by Economic 

Development and Community Leisure, North 

Somerset Council.  It shows that: 

 

� The travel trade contributes an estimated 

10% to tourist income to North Somerset, 

bringing many large groups of 40 or more 

people. 

� The visitors tend to be older, between 56 

and 70, many of them only on day trips, 

with the company returning several times in 

a year.   

 

The research shows that the coach operator 

finds it easy to make arrangements for 

accommodation and visiting attractions.  

However, they claim that the coach park is too 

far away from the town centre and is expensive 

and lacking in security.   

 

Touring base 

 

Their visitors tend to visit shops and the beach 

as opposed to specific attractions such as the 

Sea Life Centre. As part of their tour many 

operators visit Clarks Village and other 

attractions in the surrounding area.   

 

Events to keep groups entertained appear to 

be a particular area for improvement   

 

At the time of this survey Weston-super-Mare’s 

main competitors were the major British 

seaside resorts of Torquay, Blackpool. 

Bournemouth and Eastbourne. 

   

Important 

 

Overall, the travel trade is an important element 

of the current tourist trade and should be 

valued.   
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The loyalty of potential visitors to coach 

companies offers the chance to attract new 

visitors.  On the other hand, the loyalty of 

visitors to Weston-super-Mare contributes to 

the coach companies supplying the destination. 
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sGenerational researchs 
 
ssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssss 
 

 

Aims and methodology 
 

The aims were to find out: 

 

� whether the younger generation are likely to 

visit Weston-super-Mare for their holidays  

(if their parents visit Weston-super-Mare) 

� whether the image and purpose they 

associate with Weston-super-Mare is 

different from that held amongst the older 

generation.   

� what was important to them in choosing 

how they spend their leisure time and how 

Weston could develop to meet their needs.   

 

Problems we encountered from the start 

 

It was difficult to access this target group 

within the time because of the data protection 

act.  A tester letter to a small sample of current 

visitors asking them to pass on a questionnaire 

to their children resulted in just 3 responses.   

 

Pilot 

 

A small pilot research project then took place 

locally.  This comprised structured interviews 

on the seafront on two separate weekday 

afternoons.  Older visitors were asked about 

the leisure habits of their children.   11 surveys 

of this kind were collected and added to the 3 

previously collected.  These, despite being 

small in number, have been analysed and give 

some interesting qualitative information.   

 
ssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssss 
 
 

Overview  
 

� 8 of the 14 respondents (referring to the 

children/grandchildren in the case of the 

structured interviews) were from the 

Birmingham area 

� 50% were aged between 25 and 44 years 

� 71% of them have visited Weston-super-

Mare, but, like their elders, those who have 

visited, have been more than once.   

 

There are roughly even numbers going to the 

Mediterranean, British seaside resorts, 

elsewhere in the UK, and places outside these 

categories.   

 

The beach is important 

 

Popular kinds of holidays were relaxing, family 

entertainment, and sightseeing.  Important 

factors in choosing a holiday destination were a 

beach, accessibility, countryside, daytime 

entertainment, and evening entertainment.   

 

Visitors were asked about their strongest image 

of Weston-super-Mare.  The most popular 

response was ‘traditional’, which is taken to 

mean that … 

 

…Weston-super-Mare is a traditional, 

familiar-style, typically English seaside 

resort  

 

Suggestions for leisure facilities were an indoor 

swimming pool, more night-clubs, a fairground, 

health club, water-sports, and a holiday village.   

 

Visitors “not dying” 

 

Younger visitors (whose parents are regular 

visitors) appear to have been more than once, 

suggesting that they have been introduced by 

their parents and continue to come here with 

their families.  However, Mediterranean beach 

holidays, non-coastal UK holidays, and other 

holidays abroad all compete with the traditional 

seaside resort for their time.   

 

It seems highly possible that if their parents are 

visitors here then they are more likely than 

most to come here. This disproves the usual 

charge that “our target audience is dying.”   

 

It would mean that older visitors are being 

replaced 

 
Escape 

 

The respondents said that they like relaxing 

holidays.   

 

This kind of experience is available in seaside 

resorts, but also abroad and so new languages 

and cultures may be a factor pulling people 
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away.  They also like family entertainment and 

sightseeing.   

 

Weston-super-Mare is well placed 

 

Weston-super-Mare has a beach, is very 

accessible from many areas of the UK, and has 

a lot of surrounding countryside.   

 

Weston appears to have the basic physical 

criteria that people look for in a holiday even 

if many go elsewhere  

 

Despite this, the image that many people have 

is of typicality, and familiarity, i.e. they don’t 

think it has anything unique to offer.  In line 

with this, and the factors most important in 

choosing a holiday destination, the leisure 

facilities required suggest that entertainment 

facilities need upgrading, such as an indoor 

swimming pool or better night-life.   

 

Atmosphere 

 

From the results of  the schools questionnaire, it 

appears that entertainment and 

cleanliness/resort appearance rate quite highly 

as important holiday aspects to young people.  

The beach and the sea are also very important, 

as many students mentioned surfing somewhere 

in their survey.   

 

They were very concerned with the 

atmosphere of the resort, and wanted to be 

around people of a similar age   

 

In their general comments, some said that they 

would rather go abroad and that the UK had 

very little to offer.  Activities and night 

clubs/pubs featured highly.   

 

It is recommended that further research is 

conducted to establish, in more detail, patterns 

of visiting through the generations.   
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Clevedon results 
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sThe local pictures 
 
The most recent available research for 

Clevedon was conducted six years ago and 

focuses on the backgrounds and holiday habits 

of visitors (Clevedon Peak Period Visitor 

Survey July/August 1994 and Clevedon Off-

peak Visitor Survey July/August 1994).   

 

The research shows that: 

 

� the majority of visitors to Clevedon are 

older, with few children 

� they are usually day-trippers taking a half-

day visit to Clevedon, as there appear to be 

insufficient attractions to keep them there 

for longer 

� they found Clevedon to have a peaceful and 

relaxing, somewhat old-fashioned 

atmosphere 

� they were critical of the beach and sea area 

 

Clevedon relies on repeat day visitors. 

 

Little Data 

 

There is no available data on the economic 

impact of tourism locally in Clevedon   

 

There are figures available from the STEAM 

Review of Tourism Impact for District of 

Woodspring 1994, with the Weston-super-Mare 

information excluded, but this is now likely to 

be out of date, and does not specifically refer to 

Clevedon, but to Portishead, Nailsea, and rural 

North Somerset as well.  These figures show 

that 22% of tourist revenue in North Somerset 

is generated outside Weston-super-Mare, and 

the area contains 27% of North Somerset’s bed 

stock (primarily in the touring caravan and 

camping category).   

 

Day visitors are most important   

 

There has been little economic input in 

developing Clevedon as a resort, although the 

Victorian pier has been recently renovated in 

partnership with private investors, the Heritage 

Lottery Fund and North Somerset Council.   

 

 

 

There is an active Clevedon Tourism Group, 

set up in 1994.  The group instigated the 

production of publications specifically selling 

Clevedon and worked to attract additional 

travel trade.   

 
The attractions in the resort of Clevedon tend to 

be placed from the Salthouse fields along the 

seafront to the Pier.  However, Clevedon has 

attractions away from the seafront area, such as 

the National Trust Property; Clevedon Court, 

the Clevedon Craft Centre and the specialist 

shopping centre at Hill Road.   
 

There is an informal Tourist Information Centre 

based at the Heritage Centre and the accredited 

hotel stock comprises only four establishments. 
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SSummary of researchs 
 
ssssssssssssssssssssssssssssssssssssssssssssssssssss 
 
 
Quantitative business research 
 
Of 20 replies from Clevedon, 65% of 

businesses have been operated for 10 years or 

more.  They typically employ less than 10 staff, 

mainly part-time workers, with the situation 

roughly the same as a year ago.   

 

� Only 10% of businesses get more than 75% 

of their custom from visitors.  70% get 

between 0 and 50% of their business from 

this group.  This is tracked by experience.   

 
� 47% think tourism has a positive impact on 

the area.  10% said that the impact was 

negative.   

 
� 85% have invested in their business in the 

last two years, mainly under £50k.  Most 

plan to invest over the next five or 10 years, 

mainly under £10k.  Most don’t operate 

similar businesses elsewhere.   

 
Mixed messages from the business community 

give trends in the last five years as including an 

increase in business, a decrease in business, 

and availability of technology.  Predictions for 

the next 10 years include a decrease and an 

increase in business.   

 

Most continue to operate their business in this 

area because it is their livelihood, they live 

here, and it is considered a good location for 

business.   

 

When asked for suggestions for a new leisure 

facility, over half of the respondents did not 

reply.  Those that did mainly said swimming 

facilities.   

 

All respondents thought that the council 

should continue to promote tourism   

 
65% said that the level of promotion should 

increase, and none said that it should decrease.   

 
When asked to state how the area should 

change to compete in the future, no significant 

answers were given. Transport, car-parking, 

seafront attractions and town centre 

improvements were all mentioned a few times.   

 
ssssssssssssssssssssssssssssssssssssssssssssssssssss 
 
 
Qualitative business research 
 
14 tourism businesses from the Clevedon area 

attended a Think Tank in May 2000 to discuss 

general views on tourism in Clevedon, the 

factors considered most important and the role 

the council should play.   

 

The group form part of a regular Clevedon 

Tourism Group that has been in existence for 6 

years and there was general consensus among 

members on most issues. 
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The businesses believe that residents are against 

tourism. They believe that parking facilities are 

poor for coaches and in the summer residents 

cannot park.  This gives a negative view of 

tourism. 

 

“Residents do not want tourism because they 

cannot see the benefits.  They may be 

converted if they could see the benefits to 

business and residents” 

 

Appearance is important 

 

The group mentioned the tidiness and 

appearance of the resort is believed to be 

extremely important.  There was some 

disagreement as to whether there was a litter 

problem in Clevedon.  It was agreed that there 

is not a litter problem on the seafront, 

especially the Pier end, but that dog mess on 

Salthouse Fields was sometimes bad.   The 

control of vandalism, and law and order issues 

were also raised. 

 

Marine Lake 

 

High on the list of infrastructure problems was 

Marine Lake.  It was felt that this must be 

tackled, and North Somerset Council was seen 

as the body that should take the lead.   

 

Although there is little agreement about parking 

issues in Clevedon, a shuttle bus or park and 

ride system was thought to be beneficial. 

 

Clevedon is seen as special   

 

All members of the group were adamant that 

they did not want to be “another Weston.” The 

type of tourist they would like to attract would 

be more up-market staying visitors, but they 

realise that this is not possible at the moment 

because of the lack of hotel accommodation.   

 

The future 

 

As there is little current research, the group 

consensus was that some was needed as well as 

a marketing plan that would link facilities and 

activities together. 

 

 

 

“ We need a sort of package that could be used 

to attract more visitors” 

 

 On the marketing side, several members of the 

group thought that the whole of Clevedon 

should be promoted, not just the beach.  The 

nostalgic appeal was mentioned as a selling 

point.  It was agreed that the older aged group 

of visitor that comes to Clevedon needs to be 

replaced. 

 

On the economic development side, the 

businesses think that there needs to be more 

employment locally rather than local people 

driving to Bristol to work. 

   

All members of the group thought that the 

council should be involved in the promotion 

of tourism   

 

The list of areas below were developed by the 

group as roles for the council: 

 

� Co-ordination and partnership – the 

council should co-ordinate between the 

businesses, internally with Planning, and on 

large projects such as economic 

development.  The council should also draw 

in other groups to tourism such as the arts, 

the voluntary sector, and the police. 

 

� Overview – the council should keep an 

overview and keep tourism businesses 

informed. 

 

� Promotion – the council should produce a 

leaflet selling all the facilities and assist the 

local businesses in working together and 

marketing themselves. 

 

� Maintaining its own facilities – the council 

should provide certain facilities and have 

certain duties, such as litter clearance, parks 

and toilets, and need to upkeep these 

properly 

 

 

� Planning - The tourism businesses need 

tourism-friendly planning. 

 

� The future – the council should look at the 

question of putting out tourism to the 
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private sector with a grant from the council 

to run it. 

 

� Community spirit – the council should pull 

plans and partnerships together and give a 

positive lead in Clevedon. 

 

� Special events – the council should assist in 

helping to build on current special events 

and look at other events that would be ‘in 

keeping’ with the resort, such as a town 

festival, like the one at the re-opening of the 

Pier.   
  
ssssssssssssssssssssssssssssssssssssssssssssssssssss 
 
 
Quantitative residents research  
 
Over three-quarters of the 100 respondents 

were aged under 24, due to the large response 

from the schools.  This gives the results a heavy 

bias towards this age group. 

 

39% thought that tourism had a generally 

positive impact on the area, 44% said that they 

didn’t know, due to the high proportion of 

young people returning questionnaires.  When 

asked what was positive about tourism in the 

area, the most popular replies were generation 

of income, employment, and seafront 

attractions.   
 
 

 
When asked what was negative about tourism 

in the area, the most popular replies were 

appearance of town/resort, lack of 

facilities/attractions and parking.   

 

The most popular new leisure facilities as 

suggested were an indoor leisure complex on 

the seafront, an all-weather attraction and more 

places to eat out.   

 
 

Generally negative 
 

The Town Council believes that the impact of 

tourism on the area is generally negative.  This, 

it believes is due to inadequate marketing.   

 

The development of the seafront particularly 

the Marine Lake area would be appreciated by 

local people   

 

New facilities required would be cultural, 

conference and sporting activities.  The Town 

Council are particularly concerned that 

Clevedon is not marketed equally with Weston-

super-Mare and that money spent on tourism in 

Weston reduces the money spent on basic 

services in the rest of the district. 

 

More exploration and encouragement of 

commercial and entrepreneurial development 

opportunities outside Weston are called for. 

 

 

Q3  Do you t hi nk  t he  impac t  of  t our i sm on 

t he  a r e a  i s gene r a l l y  posi t i v e  or  ne ga t i v e?

No reply

1%
Generally 

posit ive

39%

Generally 

negat ive

16%

Don't  know

44%
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sResidents focus groupsss  
sClevedon and Portisheads 
 

Few people responded positively to the 

invitation to participate in a focus group 

meeting in either of these towns, so just one 

meeting was held. There were four participants, 

two from Clevedon and two from Portishead.  
 

General attitudes to tourism 
 

Tourism was not thought to be very prominent 

in either town, although they did recognise that 

Clevedon sea-front does attract quite a lot of 

visitors. It was said to be in a steady state, with 

the hotels/B & Bs mainly dependent on 

business visitors.  
 

Visitors to Portishead were thought to be 

mainly day-trippers from Bristol. Although the 

new marina was welcomed, there was some 

concern that it might increase numbers too 

much. 

 

Improving the future for the residents 

 

The main problem in both places was seen as 

difficulties with the levels of traffic resulting 

from all the new homes being built – a point not 

related to tourism. 
 

“we feel like prisoners blocked in by 

roads…we cannot get out” 
 

There were relatively few suggestions for 

improvement apart from opening up the 

railway, expanding the library in Clevedon, 

having a new supermarket and more little shops 

in Portishead  
 

“too many charity shops” 
 

Suggestions for extra facilities included: 

 

� A Tourist Information Centre at Clevedon 

� Sign-posting from the motorway 

� Attracting more boats to Clevedon pier 

� An additional small hotel in Clevedon 

� The marine lake to be cleaned up 

� Rubbish to be cleaned from the beaches 

 

“keep the toilets open” 
 

Young people 
 

Although there seem to be few facilities for 

young people in either town, the general view 

was that there was plenty to do if they looked 

for it. A new cinema was mentioned as a 

potential benefit. 
 

Older people 
 

Again, these participants thought that there 

were lots of facilities, but they did say that 

many older people do not like going out at 

night. Lack of money and lack of accessibility 

were also a problem for some people.  
 

Benefits of tourism 
 

The participants said that the residents can also 

use facilities for visitors. There did not seem to 

be the same strength of feeling shown in 

Weston-super-Mare that tourism was vital for 

the economy of either of these two towns.  
 

 

Potential changes in tourist numbers 
 

Overall the preference was for little change 

from current numbers. One participant said she 

would move away from Clevedon if numbers 

increased, others thought that the sea front and 

pier would suffer if numbers decreased. 
 

Clevedon… “mustn’t change at all” 

 

It was suggested that having a travel lodge at 

the motorway junction would bring money to 

the town without bringing in people at all! 

Others said that older people, families and 

staying holiday-makers were the type of tourists 

who should be targeted. 

 

“We want …quality people…people like us” 
 

It was thought that day visits from Bristol to 

Portishead would continue almost regardless of 

any attempts to promote or decrease tourism to 

the town. 
 

Residents’ involvement 
 

Suggestions here were limited to pointing out 

that some people in Clevedon get involved as 

volunteers at the cinema and the pier. 
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The role of the council 
 

Some felt that the council should have some 

responsibility and should encourage more street 

entertainment such as a band on the band-stand, 

a choir, Punch & Judy; others recognised that 

the Council had limited resources and 

suggested that sponsorship should be sought for 

the hanging baskets. 

 

“there is something going on most weekends” 

 

“the council is strapped for cash” 
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Portishead results 
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sThe local pictures 
 

Very little is known about tourism in 

Portishead.  The latest information is from the 

Portishead Peak Period Visitor Survey 

July/August 1994.   

 

In the past Portishead has shied away from 

tourism   

 

The research shows that the most popular 

attractions for tourists in Portishead are the 

Lake Grounds, Marine Lake and Esplanade.  

Visitors are normally on a days outing from 

home (mainly within the former Avon area) and 

constitute mainly families with children who 

live relatively locally.  They enjoy the peaceful 

and relaxing atmosphere and the pleasant 

scenery.  Many are repeat visitors.  They don’t 

stay for long and they don’t spend very much 

whilst they are there.  

 

In 1993 the Portishead Partnership formed to 

encourage additional business for local 

retailers.  Bristol was targeted and a number of 

projects were developed.   

 

Portishead in Bloom has recently been 

progressed and also the theming of the High 

Street in ‘Portishead Blue’.  The Portishead 

Partnership are important consultees on traffic 

calming proposals in the High Street. 

 

A ‘Days Inn’ lodge was opened at the Welcome 

Break service area in November 1999, with 60 

rooms.  This was originally opened as a 

Welcome Break lodge several years ago.   

 

With the new Portishead Quay development 

underway, a whole new horizon opens for the 

residents and businesses of the town.  The 

increase in the number of houses and the leisure 

facilities offer boundless opportunities for 

moving into tourism in a focussed way.   
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sSummary of researchs 
 
ssssssssssssssssssssssssssssssssssssssssssssssssssss 
 
 
Quantitative business research  
 
There were 10 business responses only from 

Portishead that reflects perhaps the lack of 

interest in tourism in the area.  Those that did 

respond, were tourism-based businesses. 

 

Most respondent businesses have been in 

operation for more than 10 years.  They employ 

very few staff, who are usually part-time.  

 

� 60% got over 75% of their business from 

non-residents of the area.  

 
� 60% thought that the impact of tourism on 

the area is generally positive, and 20% 

negative. 

 
� All respondents have invested in their 

business within the last two years, mainly 

less than 50k, and most are planning to 

invest in the next five or 10 years.  None 

operated similar businesses elsewhere.   

 

� Noticeable trends over the last five years 

include an increase in business and 

increasing competition.   

 

� Most people continue to operate their 

business in this area because they live in the 

area and because it is a good location for 

business.   

 

� When asked to suggest leisure facilities, 

those suggested were family attractions, 

better accommodation, sports and 

conference facilities.   

 

All respondents thought that the council 

should continue to promote tourism, and 

70% thought that the level of promotion 

should increase   

 
Sssssssssssssssssssssssssssssssssssssssssssssssssss  
 
 
Qualitative business research 
 
There is not a tourism business group in 

Portishead.  On the qualitative side, the retail 

sector through the Chamber of Trade felt that it 

would be difficult for businesses to relate to 

tourism, although they thought there might be 

benefits when the marina comes on line. 

 
ssssssssssssssssssssssssssssssssssssssssssssssssssss 
 
 
Quantitative residents response  
 
Over half of the respondents were aged under 

15 years.  This skews the results dramatically.   

 

When asked about the impact of tourism on 

the area over half said that they didn’t know   

 
29% thought it had a negative impact and 16% 

thought it had a positive impact.   

 
Things that they thought were positive about 

tourism were facilities (shops/toilets), 

promotion, generation of income, and seafront 

attractions.  Things that they thought were 

negative about tourism were traffic, too many 

people, and lack of facilities/attractions.   

 
Suggested new leisure facilities include a multi-

screen cinema, an indoor leisure complex on 
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seafront with swimming pool, and ice 

rink/roller skating.   

 
ssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssss 
 
 

Qualitative residents response  
 

Through the Town Council, the residents are 

thought to be generally positive to tourism 

provided the infrastructure (toilets and car 

parking) is in place.  Indeed, they would like to 

see Portishead promoted. 

 

Increased traffic at peak times would be 

unacceptable and there was concern about the 

environmental damage done by visitors using 

amenities. The Town Council has several 

innovative marketing ideas that could be 

worked on in the future.  

 

The new marina is welcomed 

 

Playing fields and sports facilities are thought 

to be needed along with a hotel and conference 

facilities. 

 

More flexibility with North Somerset Planning 

Department is called for to promote and 

encourage rural tourism. 

 
note: See previous section for focus group information 

from Portishead 
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Nailsea, villages and rural results 
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sThe local pictures 
 

No information can be found on the role and 

impact of tourism in North Somerset outside 

Weston-super-Mare, Clevedon, and Portishead.  

Very little is known and it is suspected that 

tourism plays a very minor role in the local 

economy.  

 

There are businesses in rural North 

Somerset for whom tourism is an important 

source of income 

 

Bristol International Airport lies within rural 

North Somerset, and there are a significant 

number of accommodation providers and pubs 

that benefit substantially from the airport’s 

location.  The importance of having a major 

regional airport within North Somerset should 

not be underestimated.   

 

The product infrastructure needed to develop 

rural tourism that is already there, evidenced in 

such places as Redwood Lodge, Lyncombe 

Lodge and Mendip Outdoor Pursuits.   

 

The natural environment is particularly rich.  

There are several lakes at Blagdon and Chew 

Valley, and the area includes the finish of the 

West Mendip Way.   

 

There is potential for rural tourism  and 

more research is needed 
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sSummary of researchs 
 
This area covers all areas outside the three 

coastal towns of Weston, Clevedon and 

Portishead, including Nailsea, villages and rural 

areas. 

 

Very little is known about rural tourism in 

North Somerset.  There is no basic research and 

no database of rural tourism businesses. 

 
ssssssssssssssssssssssssssssssssssssssssssssssssssss 
 
 
Quantitative business research  
 
Most of the 47 respondents have been in 

operation for more than 10 years.  Most have 

under five members of staff, part-time or full-

time, and these figures are roughly the same as 

they were a year ago.   

 

55% of businesses get either under 5% or 

over 75% of their business from non-

residents of the area   

 

This is mainly tracked by experience   

The impact of tourism on the area is 

generally thought to be positive   

 

Nearly 70% of businesses have invested in their 

business within the last two years, usually 

under £50k.  Most plan to invest in their 

business over the next five or 10 years.  The 

majority do not operate similar businesses in 

other parts of the country.   

 
Noticeable trends in business over the last five 

years include a mixed message with both an 

increase in business and a decrease in business 

featuring as well as increased competition.  

Predictions for the next 10 years include the 

same diversity of confidence featuring an 

increase in business and a decrease in business.   

 
Most people continue to operate their business 

in the area because they live in the area and it is 

a good location for business.   

 

The most sought after new leisure facilities 

include family attractions and sports 

facilities   

 
94% thought that the council should continue to 

promote tourism, and 62% thought that the 

level of promotion should increase.   

 
Suggested changes, in order to compete in the 

future include additional seafront attractions, 

promotion and transport.   

 
The Chamber of Trade were supportive of the 

business views generally and positive towards 

an increase in tourism. 
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ssssssssssssssssssssssssssssssssssssssssssssssssssss 
 
 
Quantitative rural business research 
 

There were 17 respondents within the rural 

business sector.  This figure may seem small, 

but in rural locations where shops and 

businesses are often sparse, it could represent 

17 different rural areas within North Somerset.  

  

Overview  
 

� Most rural businesses have been in 

operation for longer than 10 years. 

� They employ very few staff, mainly part-

time, about the same as a year ago. 

� Most rely on a small percentage of business 

from non-residents of the area. 

� This is mainly tracked by experience. 

� The impact of tourism on the area is thought 

generally to be positive. 

 

82% would like more tourism to be brought 

to rural locations 

 

� 88% have invested in their business in the 

last 2 years. 

� 64% are planning to invest in their business 

in the next 5 years. 

� 65% are planning to invest in the next 10 

years. 

� Noticeable trends in business over the last 5 

years include an increase and decrease in 

business and competition.   

� Predictions for trends over the next 10 years 

include mainly a decrease in business. 

� Most stay here because they live here and 

their livelihood depends on it.   

 

 

 

 

 

 

 

88% think the council should continue to 

promote tourism, with 53% voting for an 

increase in the level of promotion, and 35% 

for it to stay the same 

 

� Regarding changes to the area, the most 

popular were promotion and help from the 

local authority.   

 

 

General comments  

 

The rural business respondents made few 

additional comments.  Those that did comment 

stressed the need for funding throughout the 

district and not just in Weston-super-Mare.  

They felt they were losing business to the towns 

and required support from the local authority.   

 
 

ssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssss 
 

 

Quantitative residents response  
 
One hundred and nineteen residents responded 

in this section.  However, the huge volume of 

response from young people has skewed the 

results from residents and accounts for the large 

percentage of “don’t know” responses.   

 

� 37% of respondents are under 15 years of 

age 

� 47% said that they didn’t know whether or 

not tourism had a positive impact on the 

area 

� 33% said that they thought the impact was 

generally positive 

� Positive things about tourism that were 

mentioned include generation of income, 

employment and facilities (shops/toilets).   

� Negative things include traffic, number of 

people, and appearance of area.   

 

Suggested new leisure facilities included an 

indoor leisure complex on Weston-super-Mare  

seafront and a multi-screen cinema.   

 

 

 

 

Q8 Would you like more tourism brought 

to your rural location?

Yes

82%

No

6%

Don't know

12%
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ssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssss 
 
Qualitative residents response   

 
Nailsea residents’ focus group, general views 

on tourism in Nailsea 

 

There was agreement that not many tourists 

came to Nailsea, and some uncertainty about 

what would be on offer even if people did visit. 

Potential attractions mentioned included the old 

coal mine, the leisure centre, Backwell Lake, 

rural walks, Morgan’s Hill 
 

Additional facilities that could be beneficial 

included: 

 

� A leisure pool 

� Somewhere for a cream tea 

� Doing up Wraxall House Hotel 

� Developing trails, such as literary trails – 

e.g. with Thackeray at Clevedon Court 

� Something on the history of the glass-works 

� More signposts/information are wanted 

 

Improving Nailsea for the Residents 

 

The view was that Nailsea is a family-

orientated town and had gradually improved as 

a place to live. There were no general 

suggestions about how to make it a better place 

for residents as a whole, apart from those 

mentioned above as facilities to attract visitors, 

and those identified more specifically below for 

older or younger people.  These are facilities 

required for residents, and not for visitors 

 

Young People 

 

Some said that there is very little for teenagers 

to do; others said that there are facilities for 

young people if they look for them. 

 

Specific suggestions included: 

� A cinema 

� A concert venue 

� Better and cheaper public transport, with 

later buses from Bristol 

� A cyber cafe 

 

Older people 

 

The view was that there is plenty for older 

people in Nailsea. 

 

“the Leisure Centre is not used enough in the 

day…or advertised enough” 

 

Benefits of tourism 

 

Although there was so little tourism now, it was 

thought there could be potential benefits if 

numbers grew. This would generate extra 

revenue and new business in the area 
 

 

“(tourism)…adds a good feeling for the area” 
 

 

There was also positive support for the idea of 

encouraging more tourism to North Somerset 

generally, and a recognition that any fall off 

in numbers would cause difficulties in the 

district as a whole – and might even put up 

rates in Nailsea! 

 

There was agreement that the sort of tourists 

that would be welcome in Nailsea would be 

“cultured tourists”, those that enjoyed the 

outdoors. 

 

Residents’ involvement 

 

They liked the idea of more groups like this one 

(i.e. the focus group) but said that many people 

are reticent about coming forward. 

 

Role of the council 

 

It was felt that there was a lack of publicity 

about Nailsea and some dissatisfaction with the 

performance of the Town Council on this. 

 

“it is the Town Council’s job to publicise it 

(the town)” 

 

North Somerset Council should also be 

involved, although there was a perception that 

any spending on tourism is directed at Weston. 

There was an expressed desire for themed 

advertising, on e.g. literary themes, targeting 

grey power and promoting the Somerset image.  

 

“Stop using Avon in names” 
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Views on tourism in Weston-super-Mare 

 

In a more general discussion of tourism in 

Weston-super-Mare, and possible links between 

there and Nailsea, some very negative views 

were expressed.  

 

“There is no heart to Weston; the buildings 

are not attractive” 
 

“are they the sort of tourists that we want 

anyway?” 

 

It was said that Weston-super-Mare has very 

negative images of noise, lights, vomit, and 

amusement arcades. The buildings near the pier 

were described as disgusting – and likely to put 

families off visiting. However one person did 

say that she shops in Weston-super-Mare every 

week. 

 

 

 

 

Nailsea Town Council believe that the 

impact of tourism on the area is generally 

positive.  They want to attract people to the 

town and would welcome investment from the 

council. 
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sThe regional pictures 
 

The West Country name and area has all but 

disappeared with the West Country Tourist 

Board which is now re-branded as South West 

Tourism (SWT), sometimes adopting different 

boundaries to the West Country Tourist Board.  

There is some confusion with statistics because 

of this, that will take a year or so to iron out.   

 
ssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssss 

 

 

Stay longer, spend more 
 

However, the new South West accounts for one 

sixth of all tourism spending in England.  SWT 

say that market share has been lost in terms of 

tourism trips, but the region’s tourism has 

generally out-performed the English averages 

for nights and spend.   

 

Translating this, there are fewer visitors 

coming to the South West, but they stay for 

longer and spend more  

 
Sssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssss 

 

 

No top attractions 
 

This sounds promising, but it must be 

remembered that the South West does not 

feature in the top 19 attractions charging 

admissions.  This is because large, national 

attractions do not exist in the West Country.  

There is some evidence to suggest that the 

visitor to the West Country comes for the 

natural (and free) attractions, rather than the 

man-made. 

 

The West Country received 16.6% of UK 

trips, but the Heart of England which 

receives 16.8% exceeds this.  (1998, Star UK, 

Tourism Facts and Figures, 1998) 

 
Sssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssss 

 

 

Growth Forecasts 
 

Current forecasts from the British Tourist 

Authority up to 2003 suggest growth of over 

20% in trips and 14% in real spend.  Assuming 

that such forecasts are maintained for the whole 

period up to 2020, then the implications for the 

South West would be for increases between 

1997 and 2020 of around: 

 

� 80% in tourism trips 

� 40% increase in total visitor days 

� 50% increase in real value of visitor 

spending. 

 

There is considerable uncertainty associated 

with any long-term forecasts and the actual 

growth achieved nationally may well be 

significantly lower or even higher than the 

above figures would suggest.  The figures, in 

any case, are unsustainable unless accompanied 

by substantial changes in the distribution and 

nature of tourism. 

 

Having said that, all the arrows point to a 

sustained increase, as long as the product and 

infrastructure can keep up with visitor 

requirements.   

 

It is clear that tourism has a bright future in 

the South West as a whole 

 
Sssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssss 

 

 

Leading tourism destination 
 

In March 1999, SWT produced a strategy for 

the South West looking towards 2020.  Its 

vision for the year 2020 is that  

 

“the South West will be one of the leading 

tourism destinations in Europe, with a strong 

and prosperous tourism industry delivering a 

high quality experience for the visitor” 

 

Many of the statistics and key objectives in the 

SWT strategy echo those of central 

government.  SWT believes that the future 

growth of tourism will be affected by a range of 

economic, social, cultural and technical 

changes including: 
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� A significant ageing population in the UK 

and European populations 

� A continuing growth in single households 

� Lifestyle trends which will affect holiday-

taking include a growth in participation in 

informal recreation, an increasing interest in 

art and culture, and a continued interest in 

personal health and the environment 

� A continuing fragmentation of the market 

place 

� Disposable income and leisure spending are 

expected to grow, generating additional 

demand for higher quality products and 

services 

� Increasing traffic congestion and measures 

to control car use may increase costs and 

reduce mobility 

� Growth in the “money rich, time poor” 

population . 

� The revolution in communications and IT 

will have growing impact on the sale of 

tourism products, while…  

 

…the Internet will become increasingly 

important in distributing information and 

for on-line booking and reservations 

 
Sssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssss 

 

 

Tourism – a key sector 
 

The Regional Strategy for the South West of 

England 2000-2010, produced by the Regional 

Development Agency (RDA)… 

 

…highlights tourism as a key sector in the 

economy of the South West 

 

For the RDA “The vision of the South West of 

England is of a region where people and place 

combine as the springboard for success.” 

 

The RDA are concerned with the development 

and innovation of the region as a whole, but 

tourism is mentioned specifically (along with 

leisure) as one of the seven sectors that the 

region will promote. 

 

 
Sssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssss 

 

 

SWOT 
 

In its SWOT analysis of the area it cites tourism 

in each sector: 

� As a strength generally along with the food 

and drink industries. 

� As a weakness because it is vulnerable to 

cyclical fluctuations and seasonality. 

� As threatened because of the pollution and 

continued environmental degradation 

arising from tourism, housing, economic 

development and traffic. 

� As an opportunity to be capitalised on along 

with the leisure sectors 

 

 
ssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssss  
 
 

Monitoring 
 

On the monitoring side, there are three “region 

specific indicators” which are related to 

tourism.   

 

� Value and volume (trips and nights)  of 1+ 

night tourism 

� Seasonality of tourism 

� Room and bed-space occupancy levels in 

serviced accommodation 

 

 
ssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssss  
 
 

The RDA and North Somerset 
 

The RDA endorses the principles outlined in 

the draft Regional Planning Guidance which 

provides a planning framework to cater for 

future economic growth in the region.   

 

The North Somerset area falls within a priority 

area, that encompasses Bristol and Bath, for 

urban transport improvements.  There is also a 

green belt review that includes areas to the 

North of the area.  (See Weston-super-Mare 

results, the local picture, for details of the 

recent Single Regeneration Budget (SRB) bid).   
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ssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssss  
 
 

 

 

Trends  
 

A report produced for the West Country 

Tourism Board (now South West Tourism) in 

May 1998 by Haydn Morris Tourism examined 

new products and new markets in tourism in the 

South West.  This is the most recent research of 

its type. 

 

Some of the highlights are listed here: 

 

World-wide 
 

� In Europe and America, demographic trends 

suggest that the volume of tourists will not 

greatly increase in the next few decades, but 

that the ageing population will mean that 

people have more time for travel.   

 

Interests will change from sunbathing and 

skiing to art, culture and walking  

 

� Package holidays to the UK have grown 

faster than business trips or independent 

holidays.  There are still more than twice as 

many independent trips than package 

holidays. People will expect easier booking 

arrangements, so the differential may be 

eroded. 

� If Great Britain join the single currency, the 

pound would be stabilised, the need for 

currency exchange eliminated and would 

further promote travel within Europe.  

 

Europe is Britain’s largest growth market 

 

Domestic 
 

� Seaside holidays decreased by about a third 

between 1980 and 1998.  There were 

increases in domestic short breaks, and in 

non-seaside holidays. 

� Between 1998 and 2008, it is projected that 

there will be a decline in the number of 

people under the age of 40, and an increase 

in the over-40s (most marked in the 40-59 

age group). 

� Participation rates in gentle activities 

(especially walking and cycling) are 

increasing.  Interest in art, culture and the 

environment is growing together with 

concerns about conservation issues. 

� The standard of living will continue to rise, 

with more and higher quality electrical and 

electronic equipment and more home 

comforts.   

 

People will expect holiday accommodation to 

have at least as good facilities as their home 

 

� Incomes and leisure time are increasing. 

The “money rich/time poor” will increase.  

Growth in domestic tourism is likely to 

continue to be in short breaks.   There will 

be an increase in competition from abroad 

for the short break market.  

� Technology will play a major role in the 

sale of tourism products e.g. interactive 

television may have a strong positive effect 

on convenient, well-packaged holidays. 

 

The West Country 
 

Many of the trends for the West Country follow 

the National ones. 

 

� The largest overseas markets for the region 

recently have been Germany, France, USA, 

Eire and Australia/New Zealand all with 

more than 1 million nights in 1996.  Then 

come Spain, the Netherlands, Canada and 

Italy, each with around ½ million nights.  

Most growth has been from the EU 

especially Germany, the Netherlands and 

Eire.  

� There will be an increase in the number of 

people with reduced mobility, so attention 

to accessibility for buildings and transport 

will be needed. 

 

“Leisurely learning” is on the increase from 

archaeology to arts and crafts 

 

� Consumers are no longer looking for a 

beach holiday, but want entertainment and a 

centre for touring. 

� The perceptions of the seaside resort 

holiday need to be changed. 



Blue Skies 

 

 

65 

� There is greater potential to attract new 

visitors outside the main season through 

sightseeing opportunities, activities and 

special interests. 

� There will be a rising expectation for ease 

of booking – packages linking transport, 

accommodation and activities. 

 

The WCTB domestic segments that are target 

markets include: 

 

� ABC1¹ adults – 45-54 – seeking city & 

countryside, culture & heritage 

� C1C2 families, parents – 25-44 

� Career couples, no children 

� Career singles 

 

Accommodation 
 

� Main increases in demand in the quality 

hotel sector, B&B and self-catering cottages 

 

Higher quality services and facilities will be 

demanded across all sectors 

 

� Accommodation aimed at the family market 

should enhance facilities for children e.g. 

play areas, children’s menus 

� Warmth of welcome and customer care will 

help to overcome negative perceptions 

� A growth in consortia of independent hotels 

seeking to gain advantages such as joint 

marketing, branding, centralised booking. 

� A demand for branded (probably) budget 

hotels on main roads and near airports and 

rail stations will increase 

 

Increase in demand for farm 

accommodation, both B&B and self-catering 

with an emphasis on quality, character and 

experience of the countryside 

 

� Consider special events such as theme 

weekends.   

� Collaborate with excursion operators to 

organise and promote sightseeing trips and 

activities. 

� Need for the continual upgrading of static 

caravan parks and holiday centres.  A strong 

demand for high quality Centre Parcs-type 

holiday with large-scale indoor leisure and 

entertainment centres as well as outdoor 

footpaths, cycle hire and countryside 

settings has been demonstrated. 

 

Attractions 
 

� Coast and countryside are the region’s 

strengths.  They will become more 

appealing as the population ages. 

� Local distinctiveness will become more 

valued by the customer.  Unique traditions, 

foods, architecture should be emphasised. 

 

Quality needs to be improved in some areas 

rather than increasing volume 

 

� Opportunities for new development include 

wet weather facilities and attractions that 

relate to the already stated themes.  

� Expectations of visitors will increase  and 

they will want exciting, innovative, 

activities using the latest technology 

� There is a need for traffic-free cycle routes 

and better-signed footpaths 

� Activities such as sailing could be on the 

increase 

 

Environment 
 

� New marketing and product development is 

likely as the public interest in the 

environment increases 

� Concerns about conservation issues need to 

be addressed e.g. congestion, footpath 

erosion, quality of new development 

� Opportunities for tourism businesses to 

become involved in conservation in various 

ways, to bring commercial benefits as well 

as making a positive contribution to the 

countryside which is the foundation of 

tourism in the South West 

 

Transport 
 

� Increasing congestion on the motorway and 

the government action to restrain the car 

could have a negative impact on the West 

County’s tourism industry.   

� Increasing demand for air travel and rail 

services could mean local car hire operators 

benefit.  Opportunities for tours using 

minibuses and specialist guides may 

increase. 
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� Regional airports may continue to expand. 

� Improvements in rail services are needed. 

� Coach parties are expected to increase due 

to the expansion of the older age groups. 

 
 
• Socio-economic group breakdown – Institute of 

Practitioners in Advertising: AB (professional and 

managerial), C1 (clerical and supervisory), C2 (skilled 

manual), DE (unskilled, state pensioners) 
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