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Executive Summary & Recommendations

Tourism Partnership North Wales (TPNW) is one of four Regional Tourism Partnerships (RTPs) in Wales that were established in 2001 to replace the previous structure of four Regional Tourism Companies. Regional Tourism Partnerships have from their creation relied on Wales Tourist Board (WTB) funding, but as a result of the absorption of Wales Tourist Board into the Welsh Assembly Government Enterprise, Innovation and Networks Department as from April 2001, the Partnerships will in future have a direct contractual relationship with the Welsh Assembly Government (WAG).

In February 2006, the Board of Tourism Partnership North Wales commissioned Taro Consultancy Ltd to undertake a stocktake of its constitution and strategic priorities ahead of an expected review of RTPs by the Welsh Assembly Government. Specifically the stocktake was intended to:

· Identify a range of options for improving on Tourism Partnership North Wales’ existing constitutional and governance arrangements.

· Review progress to date in delivering “Planning Tomorrow’s Tourism Today” and to consider the need to review strategic priorities to support more effective engagement and fulfilment of Welsh Assembly Government’s policy agenda for North Wales. 
Though some of those interviewed suggested alternative regional structures could be created, for example as part of the North Wales Economic Forum, the great majority of those interviewed in the course of the study would prefer to keep and adapt TPNW. Its role as a partnership forum between public and private sectors and as the voice and interface of the North Wales tourism industry with Cardiff is seen as particularly important at a time when with the WTB/WAG merger there is nervousness about the extent of future Government support for the tourism industry in Wales
Recommendation 1: TPNW should devote more resources to inter-agency work as the voice and representative of the tourism industry in North Wales

For any partnership to function properly there needs to be clarity and understanding amongst its stakeholders as to its purpose. In turn this needs to be underpinned by accurate information on its activities. The current mix and number of tourism bodies was regularly described in the course of interviews as confusing and complex even by those who had long experience of the tourism industry, with the majority of business interviewees being unable to accurately describe or distinguish between the various bodies and their roles. The continued existence of the former Regional Tourism Company for North Wales, albeit with a changed role, was in particular a source of much confusion. As a result TPNW was not given sufficient recognition for its achievements, though where they were known, individual members of TPNW were widely seen as knowledgeable and committed to tourism in North Wales.

There were however mixed views as to the extent to which TPNW should be engaged as the principal strategic driver of tourism in the region. At one extreme there were those who did not recognise TPNW as having a strategic input or co-ordinating role and felt that money should flow direct from Wales Tourist Board to deliverers. Others whilst recognising the importance of a regional strategic overview considered that a much lighter touch was needed with TPNW should concentrating on fewer key priorities
The three aspects that emerged most frequently in the course of interviews were:

· Communication - despite various initiatives, with the notable exceptions when tourism businesses have had direct contact with individual TPNW staff, Tourism Partnership North Wales has a very low profile within the industry. There was a demand from the industry for information about visitor trends, educational developments and political changes, particularly on a sector specific basis.

Recommendation 2: TPNW needs to review its current corporate communication policy and processes so as to increase its profile and help the tourism sector properly understand its role.

Recommendation 3: Consideration should be given to TPNW disseminating information, research findings and trends relating to specific sectors within the North Wales tourism industry, possibly on subscription basis,

· The Structure of the Partnership -whilst Marketing Area Partnerships were felt to better reflect tourist destinations than local authority boundaries, there is a need to consider their future relationship with the Areas designated under the Welsh Assembly Government Spatial Plan for Wales. There was also concern that the extra procedures involved in having to work through both the TPNW partnership itself and Marketing Area Partnerships resulted in slower decision making.
Recommendation 4: Tourism Partnership North Wales should continue through its stakeholders to press the Welsh Assembly Government to resolve the anomalous position that as the strategic partnership of one of the most important industries in North Wales it is denied a place on the Spatial Planning Groups 
Recommendation 5: TPNW needs to keep under close scrutiny the time taken in processing bids for expenditure.
· Board Membership and Processes – There is general support for the concept of a partnership between public and private sector. However the lack of understanding on the part of individual members of the industry as to the functions of Tourism Partnership North Wales frequently includes an inability to identify the names of Board Members. It was also felt that as a result of the WTB/Welsh Assembly Government merger issues relating to compliance and the internal processes and conduct of Board meetings needed to be addressed.

Recommendation 6: The selection arrangements for Trade Directors should be reviewed with the aim of either creating clearer electoral “constituencies” based on local authority areas (including the Snowdonia National Park) or else moving to a more formal “Nolan” type appointment basis. 
Recommendation 7: Alongside any changes in the electoral system there is a need to revisit the issue of whether there should be individual membership arrangements for Tourism Partnership North Wales
Recommendation 8: Consideration should be given to the appointment using “Nolan” principles of an Independent Chair of TPNW.

Recommendation 9 : – TPNW should review as a matter of urgency its Standing Orders, Codes of Conduct and Declarations of Interest. and adopting best practice from ASPBs, also ensure that a regularly updated public record of Declarations of Interest is maintained on the Tourism Partnership North Wales Website
TPNW’s strategic framework “Planning Tomorrow’s Tourism Today” was published in 2003 and set out the role that the tourism industry in North Wales would play in contributing towards the national tourism targets as set out by WTB/WAG in the ten-year tourism strategy for Wales Prepared at the time that the North Wales Economic Forum had commissioned its own Development Strategy, it was intended that the two documents would complement each other. Tourism’s importance to the North Wales economy is recognised by the fact that all local authorities in North Wales, together with the major public sector bodies of WDA, ELWa and WTB were prepared to contribute funds towards the strategy’s preparation.

Knowledge of Tourism Partnership North Wales’s strategy tended however to be limited to those most closely involved in the process. Public sector stakeholders in particular felt that TPNW’s approach to their strategic development process had been soundly based on genuine consultation, had assisted with the integration of strategies across North Wales, and helped interpret all-Wales strategies at the North Wales level. Unfortunately knowledge about the strategy did not extend as widely amongst private sector interviewees, but once the themes and priorities had been explained to them, the response was one of general agreement and support especially for the three main strategic priorities of:
· Strengthening the unique sense of place

· Improving the quality of tourism facilities in North Wales

· Reducing seasonality across the region
In particular there was consistent support for TPNW promoting North Wales as tourism destination, and for helping the industry improve the quality of the tourism offering.

Recommendation 10: Consideration should be given to the publication of TPNW’s Strategy in a sharper and more easily accessible format, and to provide more feedback to the industry on progress 

Recommendation 11: TPNW should consider more actively promoting North Wales as a tourism destination within those UK areas (the North West, Cheshire and the Wirral, and Birmingham) where most day-break visitors have traditionally come from, and also in Ireland)

Recommendation 12: TPNW should continue to work closely with the Sector Skills Council and TTFW in addressing local skill needs

The overall impression is of a well-managed and monitored planning process, that responds flexibly to developments The delivery of the strategy is monitored through periodic meetings of three panels dealing with people, promotion and product development with an over-arching strategy panel, and the maintenance of up to date matrices recording progress on individual action points. This in turn is reported to the Board.
Each Annual Business Plan prepared by Tourism Partnership North Wales as part of its negotiations for financial support from WTB/WAG also takes stock of what has been achieved and in effect revisits the strategy, setting out the priority areas for action in the forthcoming year with, where appropriate, specific targets. Business Plans submitted by Marketing Area Partnerships for 2005/6 demonstrate linkages both with the overall “Planning Tomorrow’s Tourism Today” strategy and TPNW’s Business Plan. 
However since much of the delivery of the strategy lies in the hands of others there is a risk that progress may not fully reflect TPNW priorities. Interviews with other public bodies, in particular WDA and ELWa, point to a decline in attendance at Strategy Panels after the initial launch of “Planning Tomorrow’s Tourism Today” and an uncertainty as to how they might be involved in future after their merger into Welsh Assembly Government.
Recommendation 13: TPNW should seek clarification from WAG as to the basis for continued involvement of Government officials in the planning and delivery of TPNW’s Forward Strategy.
Since “Planning Tomorrow’s Tourism Today” was launched in 2003 a number of strategically important policy documents have been issued. These include:
· “A Winning North Wales” – The North Wales Development Strategy (2004-2015);

· “People, Places, Futures” – The Wales Spatial Plan (2004-2007)
· the West Cheshire- North East Wales Sub-Regional Spatial Strategy;

· “Wales – A Vibrant Economy”;

· “Achieving our Potential 2006-13”
Tourism Partnership North Wales will need to reconsider its existing strategy in the light of the agenda and targets set out in these various documents, including the emphasis arising out of the Spatial Plan and its linked studies on coastal resorts, higher value inland tourism, and more joint-working with West Cheshire, and also the new agenda and targets set out in “Achieving our Potential 2006-13”.Annex B sets out some suggestions here.

Recommendation 14: Before beginning a review of the component elements of the strategy set out in “Planning Tomorrow’s Tourism Today” the Board of TPNW and its stakeholders should discuss and agree a new vision on the role, nature and direction of the partnership
Recommendation 15: The aim should be to produce a revised, coherent and targeted strategy for tourism in North Wales, which whilst conforming with the overall expectations of a lean organisational structure, can nevertheless ensure that TPNW is able both deliver on the trade’s expectations and the direction set out in this latest Welsh Assembly Government document.
The overall conclusion is that there is support for TPNW continuing to act as a lead body in ensuring that North Wales enjoys a strong and prosperous tourism economy, but that there are some adjustments needed in its constitution and governance and that it needs to adopt a more focused strategy driving forward a limited number of key strategic objectives for North Wales.

1. 
Introduction

1. Tourism Partnership North Wales (TPNW) is one of four Regional Tourism Partnerships (RTPs) in Wales that were established in 2001 to replace the previous structure of four Regional Tourism Companies. It covers the administrative areas of the 6 North Wales County Councils (except for the Meirionnydd part of Gwynedd). It has a Board of Directors drawn from the 6 county councils, Snowdonia National Park and 7 tourism business representatives, and an executive team which acts as a coordinating and enabling body for partnership activities, the majority of which are contracted out.

2. Regional Tourism Partnerships have from their creation relied on Wales Tourist Board (WTB) funding, but as a result of the absorption of Wales Tourist Board into the Welsh Assembly Government Enterprise, Innovation and Networks Department as from April 2001, the Partnerships will in future have a direct contractual relationship with the Welsh Assembly Government (WAG).
3. The Board of Tourism Partnership North Wales decided it was opportune to take stock of the continuing applicability of Tourism Partnership North Wales’s strategic priorities against the changing political framework under which Tourism Partnerships would in future operate, and assess the impact this was likely to have on the workings of the partnership and its executive. This exercise would also serve as part of Tourism Partnership North Wales’s preparation for a wider Welsh Assembly Government Review of all four Regional Tourism Partnerships expected to take place in 2006/7. Taro Consultancy was therefore commissioned to undertake this work and to:
· Identify a range of options for improving on Tourism Partnership North Wales’ existing constitutional and governance arrangements.

· Review progress to date in delivering “Planning Tomorrow’s Tourism Today” and to consider the need to review strategic priorities to support more effective engagement and fulfilment of Welsh Assembly Government’s policy agenda for North Wales. 

4. As part of its fieldwork Taro Consultancy Ltd agreed with Tourism Partnership North Wales a list of 47 key tourism businesses across North Wales whose views were to be obtained either by telephone or face-to face interview. All 47 were informed by letter that Tourism Partnership North Wales had nominated them for 
interview and successful contact was made with 43 of these key businesses
 who were interviewed using the structure set out in Annex A. As Table 1 indicates, business interviewees were spread across all 6 North Wales local authority areas, and reflected a spread of tourism interests
:

Table 1 – Analysis of Business Interviewees by local authority and sector.

	Ynys Môn
	Gwynedd
	Conwy
	Denbighshire
	Flintshire
	Wrexham

	7
	16
	8
	5
	2
	4

	
	
	
	
	
	

	Hotels and Guest Houses
	Caravan Park
	Holiday

Cottages
	Attraction
	Outdoor Pursuit
	Tourism

Association

	15
	1
	2
	14
	4
	6


5. Eleven similar interviews were conducted with key personnel in the six North Wales local authorities and the Snowdonia National Park. Interviews were also carried out with all trade directors on the Tourism Partnership North Wales Board, its executive team and with representatives of WDA, ELWa, Wales Tourist Board and the FE sector in North Wales. It was a consistent feature of all interviews that those spoken to were extremely ready to discuss their views on the organisation of tourism in Wales. In all cases assurances were given that the views expressed would be treated in confidence and accordingly any quotations contained in this report are set out in a non-attributable format.

6. In addition to the interviews Taro Consultancy has also reviewed relevant documentation including TPNW’s Partnership Handbook, Accounts. Minutes of Board and other meetings, Marketing Area Partnership Bids, Wales Tourist Board’s “Achieving our Potential” Strategy, TPNW’s “Planning Tomorrow’s Tourism Today” Strategy and its various Progress Matrices, the Wales Spatial Plan, “Wales – A Vibrant Economy”, “Winning Wales”, “Making the Connections”, the North Wales Development Strategy, and the West Cheshire/North East Wales Sub-Regional Spatial Strategy.
7. So as to ensure a wider tourism perspective was obtained, Taro Consultancy were requested by the Board of TPNW to network with two other consultancies - The Moffat Centre at Glasgow Caledonian University Business School and MPA Consulting - in assessing TPNW’s strategy. An early draft of this report was circulated and discussed with these two organisations, however the final report and recommendations remain the responsibility of Taro Consultancy Ltd.

2. 
Tourism Partnerships – background and expectations
8. In July 2000 Wales Tourist Board published proposals for the creation of four Regional Tourism Partnerships to replace the existing 3 Regional Tourism Companies
. The rationale was described as follows:

“The weaknesses within the current system, especially the relationships between the three Regional Tourism Companies, the local authorities and the Wales Tourist Board are reflective of a general lack of accountability across the entire industry. The lack of clarity on roles and responsibilities manifests itself as confusion, competition, and, to a lesser extent, conflict between stakeholders…there is an urgent need to restructure tourism at the regional level in Wales.” (Paragraphs 10-13)
9. This initial analysis was not widely shared by the tourism industry in North Wales. Many of those interviewed saw the proposals to create Regional Tourism Partnerships as a means of solving a problem which had arisen with the South Wales Regional Tourism Company, and that this solution was then imposed on North and Mid Wales despite the fact that the Regional Tourism Company for North Wales (North Wales Tourism) was working well, was widely understood, and represented a genuine partnership mechanism between the industry and local authorities. Indeed, unlike South Wales the former Regional Tourism Company has continued to operate in North Wales albeit with a modified role. 

10. The current mix and number of tourism bodies was regularly described in the course of our interviews as confusing and complex even by those who had long experience of the tourism industry, with the majority of our business interviewees unable to accurately describe or distinguish between the various bodies and their roles. As a result TPNW was not given sufficient recognition for its achievements, which were generally ascribed to the bodies that it funds, for example supporting particular exhibitions or producing specific brochures. In addition the major hotels and tourism operators in North Wales saw their links with WTB and with other hotel/attraction associations as more relevant than engaging with either Tourism Partnership North Wales or Marketing Area Partnerships and anticipated this situation continuing post Wales Tourist Board/Welsh Assembly Government merger.
11. According to the July 2000 study:

“The primary purpose of the Regions is to unite the local authorities and the local trade in support of the national tourism strategy for Wales as prepared by the WTB in consultation with all stakeholders. The objective should be to use each of the regions as the catalyst around which to 
promote and present the leisure (holiday) business and activity tourism opportunities of the Region, under the national Wales brand.

“The primary responsibilities of the new RTPs should include:

· the implementation, delivery and monitoring of the regional tourism strategies (focusing on product development, project management, co-ordination, regional action plans, leverage of EU and other supported investments, appraisal of grant aid projects and administering small grant schemes);

· co-ordinating marketing in the region in skilful and imaginative ways accessing funding from the EU and other sources including local authorities. Marketing areas can be agreed within each region and in some cases marketing areas may cross regional boundaries.

· servicing the tourist; while the WTB will lead on the IT strategy and will establish the new Destination Marketing System, the RTPs have a crucial role to play in (i) providing guidance to the trade, (ii) collecting and maintaining the data and (iii) operating a strategic network of a new generation of TICs.

“Some secondary functions, such as business advisory services and events developments, will inevitably arise for the RTPs to consider. Priorities will have to be set…especially as others may be better placed to implement them…Identifying and working with these other bodies will be a clear requirement for the regional partnership.” (Paragraphs 29-34)

12. It is against this background and expectations that Tourism Partnership North Wales has understood its role, prepared its Tourism Strategy for North Wales for the period 2004-9 “Planning tomorrow’s tourism today” and generally engaged with the industry in North Wales. As interviews showed there were mixed views as to the extent to which TPNW should be engaged as an active strategic driver of tourism in the region. At one extreme there were those who did not recognise TPNW as having a strategic input or co-ordinating role and felt that money should flow direct from Wales Tourist Board to deliverers. Others whilst recognising the importance of a regional strategic overview considered that a much lighter touch was needed; they felt that the new structure of TPNW and Marketing Area Partnerships (MAPs) had resulted in slower decision making through the introduction of extra procedures. Tourism Partnership North Wales they argued needed to act in a more streamlined manner as a “banker” allocating and monitoring spend, as opposed to trying to manage and deliver on a broad strategic front.

13. Knowledge of Tourism Partnership North Wales’s strategy was on the whole limited to those most closely involved in the process, though there was general support for its key themes, once they were described. Public sector stakeholders in particular felt that TPNW’s approach to their strategic development process had been soundly based on genuine consultation, had assisted with the integration of strategies across North Wales, and helped interpret all-Wales strategies at the North Wales level. Whilst Tourism Partnership North Wales was given the credit for pursuing pan-North Wales strategic initiatives such as the Events Strategy, and Activity Tourism it was not seen as sufficiently well resourced to deliver what one interviewee described as “the big lift” to tourism in North Wales, or to manage major strategic projects.

14. Currently TPNW receives the bulk of its income - around £1.2 million - from WTB/WAG. These funds represented 89% of Tourism Partnership North Wales income in 2004/5 and attention was drawn in the course of interviews to the original expectations that RTPs would have a more diverse source of funding. As the July 2000 study described:

“Using [Scottish and Irish] benchmarks…RTP funding income from trade membership would be around 12-15% and from local authorities a similar proportion…Local authorities would be expected to contribute a total of, say £250,000 to £400,000 within each region (over and above their commitment to marketing). Commercial income should be expected to grow with a stronger commercial approach taken to managing TICs and other forms of information provision.” (Paragraphs 59-60)

15. The fact that these expectations have not been fulfilled has undoubtedly impacted on the way that TPNW has developed as a Partnership and the way it is regarded by its various stakeholders in North Wales, since as set out below there are concerns which need addressing. Though some of those interviewed suggested alternative regional structures could be created, for example as part of the North Wales Economic Forum, the great majority of our interviewees would prefer to keep and adapt TPNW rather than lose it. Its role as a partnership forum between public and private sectors and as the voice and interface of the North Wales tourism industry with Cardiff is seen as particularly important at a time when with the WTB/WAG merger there is nervousness about the extent of future Government support for the tourism industry in Wales.

16. This echoes a finding of responses received by the Welsh Assembly Government to their “Making the Connections: Delivering Better Services for Wales”
. These showed that respondents felt that the Regional Tourism Partnerships were of considerable value to the industry, allowed for regional variations, and that their advice and input was important to both regional and national economic strategies. At a strategic level it was felt that they should remain closely integrated with their regional economic fora.

17. It is encouraging to note, therefore, that the Minister for Enterprise, Innovation and Networks as the major provider of funding has given a commitment that RTPs will continue, seeing them as a “very powerful way of bringing the local authorities together with the industry”, though the extent of future funding will depend on the outcome of the forthcoming review of RTPs.
. Also that “Achieving our Potential 2006-13” refers to the importance of joint working and partnerships in stimulating higher levels of professionalism and profitability.
3. 
Partnership Working
18. Whilst there is a consensus behind keeping Tourism Partnership North Wales, there are equally consistent messages that changes are needed. This would be expected of any organisation after an initial period of operation, but is especially the case as regards partnerships where the initial expectations of stakeholders need to be revisited in the light of experience so as to ensure that there continues to be agreement on main purposes and functions.

19. The three aspects that emerged most frequently in the course of interviews were:

· Communication
· The Structure of the Partnership

· Board Membership and Processes

3.1 
Communication

20. Communications is a key issue. Tourism Partnership North Wales’s 2005/6 Business Plan sets out a policy on external relations involving contact with representative organisations, a Quarterly Newsletter, Website, and use of TPNW’s corporate logo in all delivery mechanisms. However despite these various initiatives, with the notable exceptions when tourism businesses have had direct contact with individual TPNW staff, Tourism Partnership North Wales has a very low profile within the industry.

21. There would appear to be two principal contributory factors. First, as already noted, the continued existence of the former Regional Tourism Company – North Wales Tourism – as a significant deliverer for TPNW makes for confusion about identity. Secondly though the 2005/6 Business Plan sets out a clear policy on external communications, it is understood that there has been a desire in the past to avoid spending over much money on corporate promotion of Tourism Partnership North Wales preferring that it is the end user of funds that gains the credit. However there is a risk that this approach could be counter-productive. For any partnership to function properly there needs to be clarity and understanding amongst its stakeholders as to its purpose. In turn this needs to be underpinned by accurate information on its activities. 
22. In the case of Tourism Partnership North Wales the challenge is how to communicate effectively with a diverse and fragmented tourism industry. Whilst those most engaged with TPNW within representative bodies such as Tourism Associations and Marketing Area Partnerships had a better understanding, interviews conducted with tourism businesses have generally shown:
· confusion as to the roles of individual tourism bodies;

· a lack of understanding, particularly amongst the private sector, on the functions of Tourism Partnership North Wales;

· an inability to identify the names of Board Members or other Partnership personnel.

23. In contrast the public sector demonstrated a better understanding of the role of Tourism Partnership North Wales, largely due to their closer contact with individual members of TPNW staff who were widely seen as knowledgeable and committed to tourism in North Wales. The attendance of the Chair and Regional Strategy Director at meetings of the North Wales Economic Forum was seen as helpful. However even with this personal contact there was still some confusion as to the exact roles of the various tourism bodies.

24. If Tourism Partnership North Wales is to fully meet the original expectations of being a genuine partnership between the private sector tourism industry and the public sector, then much more needs to be done on a sustained basis to clarify roles and engage directly with individual tourism businesses. It is recommended that TPNW reviews its current corporate communication policy and processes accordingly.

25. In addition the opportunity should be taken to revisit the nature and content of its Newsletters. Interviews have shown a demand from the industry for information about visitor trends, educational developments and political changes. Whilst the current Newsletter does provide such information in general terms, there as an appetite for more sector specific information. WTB/WAG is seen as the repository of high quality information which it is suggested TPNW could access, interpret, and disseminate to relevant sectors of the tourism industry in North Wales. This might be provided on a subscription basis or as a benefit of a new TPNW business membership scheme – a concept mooted when RTPs were first introduced.

3.2. The Structure of the Partnership

26. Of the funds received by Tourism Partnership North Wales from WTB/WAG, 28% represents VAT and administrative expenditure, and the remainder is spent 75% on regionally determined actions with 25% (some £220,000) allocated to Marketing Area Partnerships.

27. According to Tourism Partnership North Wales’s 2005/6 Business Plan, activities supported at regional level included the following:

Product Development, Promotional Development including e-mail Database Customer Relationship, Culture and Activity Themed Short Break Campaigns, Strategic Public Relations Campaign, North Wales Business & Conference, North Wales Coach & Group Marketing, Contribution to Tramor, Day Visitor Market Exhibitions & Shows, Distribution Cell in North West England, Support for Core TICs, Improve Bookability Contract, North Wales STEAM initiative, Evaluation & Monitoring plus People Development Initiatives
28. Interviews showed support for Tourism Partnership North Wales acting in this strategic fashion across North Wales with particular mention of the links that had been established with North West England and Liverpool “City of Culture”. Indeed there was a desire to see even more effort going into promoting North Wales as a tourism destination within those UK areas (the North West, Cheshire and the Wirral, and Birmingham) where most day-break visitors have traditionally come from, and also in Ireland)

29. It was also felt that TPNW should devote more resources to inter-agency work as the voice and representative of the tourism industry in North Wales. Three examples cited were: (a) helping to develop links with food suppliers and encouraging local sourcing to improve the “sense of place” theme; (b) working with local authorities to improve the retail experience; and (c) promoting linkages between tourism and environmental issues.

30. Like the main TPNW Board, Marketing Area Partnerships are constructed of a mix of representatives of the trade, local authority and other agencies. North Wales has four such Area Partnerships – Isle of Anglesey, Snowdonia – Mountains and Coast, North Wales Coastal Resorts (split into two areas: Llandudno & Colwyn Bay, and Rhyl & Prestatyn), and the North Wales Borderlands. Each has an Action Plan and an Annual Business Plan reflecting how they will deliver in ways tailored to their area TPNW’s overall strategy for North Wales. It is the latter that is submitted for consideration of funding by TPNW.

31. In 2005/6 bids received from Marketing Area Partnerships covered such matters as Golf Website, Brochure, Tee-Time Booking System and Golf Pass for the Isle of Anglesey, Promotion of Cultural Tourism on the Llŷn Peninsula, Retail Shopping Leaflet for Llandudno & Colwyn Bay, and Mailer Cards to raise the profile of the North Wales Borderlands.

32. Most interviewees saw Marketing Area Partnerships as a useful concept which more accurately reflected tourist destinations than artificial local authority boundaries. There were some concerns that tensions between local authorities might at times result in “turf wars” but Marketing Area Partnerships were generally felt to be workable provided that the various participants were prepared to engage in genuine dialogue in the production of their plans.

33. However, whilst Marketing Area Partnerships might reflect tourist destinations there is a need to consider their future relationship with the Areas designated under the Welsh Assembly Government Spatial Plan for Wales. This is not a matter unique to North Wales, but given the importance of the tourism industry to the economy of North Wales it is important that the Spatial Groups established for North West, North East and Central Wales properly take tourism issues into account. This issue is considered in more detail in Section 4 of this report.
3.3. 
Board Membership and Processes

34. Tourism Partnership North Wales Board meets 6 times a year and has a supporting Panel Structure comprising Strategy, Product Development, Promotional Development, and People Development Panels. The Board consists of 16 Directors 
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35. Whereas the individual local authorities (and Snowdonia National Park) can simply appoint a Director who continues until such time as they are replaced by the local authority, the provisions in respect of Trade Directors are set out in more detail in Tourism Partnership North Wales’s Articles of Association:

“12.3 The Directors shall consult with persons interested in the tourism industry within the Region in order to procure that such persons from time to time elect:

12.3.1 up to 3 General Trade Directors; and

12.3.2 up to 4 Marketing Area Trade Directors,

such elections shall be conducted on such terms as the directors from time to time determine in their absolute discretion.

“12.4 The General Trade Directors and Marketing Area Trade Directors shall be appointed for a term expiring at the date of the third annual general meeting of the Company after the AGM of the Company at which they were appointed.

“12.6 …In the case of a General Trade Director vacancy or a Marketing Area Trade Director vacancy, the director appointed must be the person who received the next greatest number of votes at the relevant election referred to in Article 12.3” 

36. The underlying rationale for this fuller procedure was to ensure that the persons serving as Trade Directors were truly representative of and engaged with the tourism industry across North Wales. This objective certainly appears to have been met with the initial recruitment exercise; advertisements led to a number of candidates coming forward, with “hustings” being held prior to elections. Unfortunately the same was not true of the second round of elections where with an exact number of candidates to vacancies, no elections took place, and where because of an unfortunate error of timing one of the main mechanisms – the TPNW Quarterly Newsletter – to industry members inviting them to vote, was sent out after it had been determined that there would not be an election.
37. This was unfortunate. Given the publicity surrounding the introduction of RTPs it is perhaps not surprising that there was a degree of interest in the first round of elections. However as interviews have shown, the lack of understanding on the part of individual members of the industry as to the functions of Tourism Partnership North Wales frequently includes an inability to identify the names of Board Members, and this must raise questions as to how well TPNW Trade Directors are equipped and supported to discharge their representative function, as well as wider issues regarding Tourism Partnership North Wales communications.

38. Where TPNW Trade Directors are known they are recognised as people who are ready to give of their time for free, which some interviewees contrasted with local authority councillors who might be getting attendance allowances. However even where they were known there were concerns about the exact role of the Trade Directors. Though in strict constitutional terms they serve as individuals, there appeared to be an expectation within the trade that they should have a more representative role – in the sense of keeping in touch with their “constituents” and acting as a conduit for wider trade views.
39. Given this tension, and based on the views put forward by interviewees there would appear to be two options:
(a) That there should be more clearly defined electoral constituencies each electing their own Trade Director instead of the present arrangement of a single Regional election process with the allocation of Marketing Area Trade Director and General Trade Director responsibilities taking place after the 7 successful candidates have been returned. This it is argued would produce a better spread of Trade Directors across North Wales and by working on the basis of electoral constituencies would help to sustain the commitment of the private sector and ensure the Trade Directors were able to access and draw on a wider spread of private sector opinion. These advantages are seen as more than outweighing the extra cost of the electoral process involved.

However there is little consensus as to what these constituencies might be with interviewees suggesting a range of options, from local authority areas; 5 Marketing Areas (Coastal Resorts being split in two) together with 2 sectors; or all 7 being based on tourism sectors. From a practical point of view the best choice, so as to secure a spread of representation across North Wales, would appear to be that of local authority areas.

(b) An alternative suggestion is to dispense with elections as such and instead to proceed with a “Nolan-type” public appointments process, with candidates responding to advertisements, and being chosen through a competence based interview process. This it is argued is better suited to the quasi ASPB nature of RTPs, would avoid the vagaries of the election process, and could enable candidates with a wider spread of interests and knowledge to be appointed to the Board.

40. Though less of an issue if the changes suggested in (b) are pursued, there is a need alongside any changes in the electoral system to revisit the issue of whether there should be individual membership arrangements for Tourism Partnership North Wales. Whilst it is recognised that the majority of individual tourism businesses are also members of an association or similar body which in turn does have more of an engagement with TPNW, the fact that there is no direct “membership” relationship between the individual businesses and their elected Trade Director will inevitably impact on their interest. It also means that TPNW is dependent to an extent on the continued existence of the intermediary representative body in its dealings with tourism businesses.
41. Though not raised as frequently in the course of interviews as the issues of a “constituency” for Trade Directors, other related suggestions for changes in the Board structure put forward included:

· moving to a four year term for Directors – as local authority elections take place every four years this would make for a more equitable length of service as between public and private sector Directors;

· introducing a staggered election process for Trade Directors with half standing for election every two years – this would it is felt help improve the profile of Tourism Partnership North Wales within the industry;

· providing that a Director should not be eligible (except for the Executive Director) to serve for more than two terms without a break – this would bring Tourism Partnership North Wales more into line with ASPB terms of appointment.
· Paying Trade Directors an allowance on similar terms to Local Authority Directors to notionally reimburse them for time spent on Tourism Partnership North Wales business.
42. Those interviewed were adamant that they wished to see the partnership concept embodied in TPNW preserved and strengthened. It was argued that in order to make for better partnership working, the chair should not be the preserve of one particular sector, and that simply to alternate between the public and private sector would be to lose continuity. Instead it was felt that a transparently independent person would help give Tourism Partnership North Wales an appropriate impartial profile in its dealings with Welsh Assembly Government on behalf of the tourism industry in North Wales, and in its allocation of funds within the region. Such a person however would need to be appointed on Nolan principles, in a selection 
process involving representatives of trade and local authority Directors and the Welsh Assembly Government observer.

43. More generally it was felt that as a result of the WTB/Welsh Assembly Government merger issues relating to compliance and the internal processes and conduct of Board meetings would be expected to come under closer scrutiny.

44. One immediate change is likely to be the role of the WTB observer. The presence of a Wales Tourist Board representative is not referred to in the Articles of Association but rather in the annual “Funding Agreement” between WTB and TPNW. Clause 8 of the 2004/5 Funding Agreement for example states that:

“TPNW shall permit the attendance of a Board representative as an observer at your meetings of the board of directors and shall give him/her notice and a copy of the agenda for such meetings at the same time as it notifies the directors of a forthcoming meeting and provide a copy of the minutes of the directors’ meetings. The purpose of a Board’s representative attending such meetings is so that the Board can monitor TPNW’s progress and on occasions give advice. However, the Board shall not be responsible for any advice given and TPNW shall be solely responsible for all business and decisions taken by TPNW.”

45. It is anticipated that with the novation of Funding Agreements to the Welsh Assembly Government, that arrangements will be made for a WAG official to attend future Board meetings. Paragraph 51 of the July 2000 study referred to earlier
 expressed the hope that RTPs would strive to achieve the joint goals of all three partners (trade, local authority and Wales Tourist Board) not the vested interests of any one partner. The WTB observer has hitherto contributed to Board discussions in this spirit, and it is hoped that the same approach will continue in future.
46. The merger of WTB/WAG does however move Tourism Partnership North Wales into a direct funding arrangement with Welsh Assembly Government. As “Achieving our Potential 2006-13” indicates this step can be expected to provide more opportunities for integrated public support for the industry
, however the change is also likely to mean a closer interest on the part of the Wales Audit Office and the National Assembly in the nature of the contract arrangement and the workings of RTPs.
47. Experience suggests that though RTPs are not ASPBs as such, there will nevertheless be greater external interest in compliance issues – including Standing Orders, Codes of Conduct and Declarations of Interest. This is particularly important given the dual role many of TPNW Directors have in being members of Marketing Area Partnerships or trade associations, including North Wales Tourism, that are direct recipients of funding from Tourism Partnership North Wales. Interviewees from the public sector in particular were concerned that the normal arrangements they were used to of those declaring interest from debate, were not replicated within normal TPNW Board practice. TPNW should review procedures here as a matter of urgency, and adopting best practice from ASPBs, also ensure that a regularly updated public record of Declarations of Interest is maintained on the Tourism Partnership North Wales Website.
48. One concern raised in interviews was whether TPNW would be required to be co-located with its WAG sponsoring department at the new North Wales offices at Llandudno Junction. On the one hand there were those who argued that there had been decided benefits through co-locating staff dealing with WTB grants and tourism training with TPNW staff and that there was a risk that these advantages would be lost when the new WAG offices opened. However the majority view lay with those who felt that TPNW’s scope for independent action would be compromised were it to be perceived to be part of the WAG administration.

49. Other suggestions for changes in Board processes put forward in the course of interviews included:
· A review of the number of advisors permitted to attend Board meetings. At present this includes one from each local authority and marketing area partnerships – a total of 11. Whilst not all attend at any one time, taken together with TPNW’s own staff, there is a potential for Directors to be in the minority of those attending.

· Whilst it was felt that the meetings themselves were very focussed and business-like, it was argued that more use should be made of sub-committees so as to reduce the amount of paperwork coming to Board meetings and create time in the course of a year for Board Members to have “blue sky” strategic meetings.

4. Partnership Strategy

50. Tourism is a major contributor to the North Wales economy. Its importance is recognised by the fact that all local authorities in North Wales, together with the major public sector bodies of WDA, ELWa and WTB itself, have wanted to have a voice in the future development of the industry, complementing the input of tourism businesses themselves, so as to secure for North Wales its share of the 6% annual growth forecast for the UK tourism industry.
51. The strategic framework adopted by TPNW “Planning Tomorrow’s Tourism Today” was published in 2003 and set out the role that the tourism industry in North Wales would play in contributing towards the national tourism targets as set out by WTB/WAG in the ten-year tourism strategy for Wales “Achieving our Potential” launched in April 2005. Prepared at the time that the North Wales Economic Forum had commissioned its own Development Strategy, it was intended that the two documents would complement each other. Funds to prepare TPNW’s strategy came from WDA, ELWa, WTB, NWEF as well as local authorities and TPNW itself.
52. The vision set out in Tourism Partnership North Wales’s Strategy was: 
“to build a viable and prosperous tourism industry attracting visitors throughout the year that:

· Provides an experience that exceeds visitors’ quality expectations

· Celebrates the excellence of the superb North Wales environment

· Takes pride in the unique culture and heritage of North Wales and its people
· Is a major contributor to the local economy and community
· Values and invests in the people involved in delivering the strategy
“To achieve the vision, the stakeholders need to work together to:

· Build a sustainable future for tourism

· Achieve agreed projects and activities

· Raise the quality of the tourism infrastructure and facilities

· Promote North Wales and its marketing areas to existing and potential markets

· Develop the welcome, skills and professionalism of people working in tourism and related sectors.”

53. Annex B sets out the key points from the Action Plan drawn up by Tourism Partnership North Wales to implement its strategy. It is an impressive and comprehensive plan requiring action by other bodies as well as Tourism Partnership North Wales, its supporting Marketing Area Partnerships and the tourism industry. Those interviewed, who were involved in its preparation, paid tribute to the care taken by TPNW to ensure that its strategic development process was soundly based on genuine consultation, and felt that it assisted with the integration of strategies across North Wales. Public sector interviewees in particular considered it provided a useful context against which to develop projects such as the North Wales Theatre and Conference Centre and WDA’s Small Towns and Villages initiative, and providing leverage for EU and other funding schemes.
54. Unfortunately knowledge about the strategy did not extend as widely amongst private sector interviewees. Individual tourism businesses in particular were not aware of the strategy. but once the themes and priorities had been explained to them, the response was one of general agreement and support especially for the three main strategic priorities of:
· Strengthening the unique sense of place

· Improving the quality of tourism facilities in North Wales

· Reducing seasonality across the region

55. This lack of awareness links with the points made earlier about the need for TPNW to tackle its low profile amongst the industry. “Planning Tomorrow’s Tourism Today” should not be seen as simply one amongst a number of public sector strategy documents, but rather the key document that is intended to give leadership and a sense of direction to the tourism industry in North Wales. Consideration should be given to its publication and distribution in a sharper and more easily accessible format, and to provide more feedback to the industry on progress.
56. Specific comments received included:
· A feeling that there is a danger of the presentation of North Wales wide tourism issues reflecting more “Snowdonia” themes as opposed to the links between North Wales, Cheshire & Wirral.

· A desire to see Chester incorporated more openly in North Wales marketing with stronger and more formal links with tourism bodies in Cheshire and the Wirral.

· A feeling that insufficient targeting takes place in the distribution of brochures, and that there should be more concentration on the Irish and the North West market where the majority of visitors to North Wales.

· Support for developing new marketing materials such as CD/DVD with TPNW being more active in helping the trade use the internet to promote North Wales through better designed, more user friendly web sites which can be updated easily. 

· Support for the Ryder Cup being used as a major opportunity to position Wales on golfing map, but at the same time a feeling that too much resource is being devoted to this single theme.

· A desire to see more resources allocated to the dissemination of research and feedback from marketing campaigns, and to interpreting market trend information on a sector specific basis so as to help individual businesses with their forward planning.

· The importance of ensuring that those employed in tourism and hospitality industries were properly trained and had the necessary customer skills to be able to deliver expectations as regards quality and customer satisfaction.
· Concern that the strategy tried to do too much and that there would be benefits, in concentrating on fewer and bigger strategic projects.
57. Since much of the implementation lies in the hands of others, the delivery of the strategy is monitored through periodic meetings of three panels dealing with people, promotion and product development with an over-arching strategy panel, and the maintenance of up to date matrices recording progress on individual action points. This in turn is reported to the Board. Each Annual Business Plan prepared by Tourism Partnership North Wales as part of its negotiations for financial support from WTB/WAG also takes stock of what has been achieved and in effect revisits the strategy, setting out the priority areas for action in the forthcoming year with, where appropriate, specific targets.
58. The 2005/6 Business Plan aims to deliver £20M Tourism Revenue Generated in North Wales, and contains the following key target areas:
 “For 2005/6 key targets include public realm environment and safety improvements, improved rail links, improved links to Liverpool and Manchester Airports, better tourist signage and more first person interpretation…Key passive targets include developing the Regional Cultural Tourism Partnership – to include Regional Events Network, facilitate the North West Wales Events Commission, develop liaison with Liverpool European Capital of Culture 2008, launch Film Trail and Gardens Trail campaigns…Key active targets include Golf, Adventure, Walking and Water sports. Innovation in ICT marketing will be a common priority.”

59. Business Plans submitted by Marketing Area Partnerships for 2005/6 demonstrate linkages both with the overall “Planning Tomorrow’s Tourism Today” strategy and TPNW’s Business Plan. The North Wales Borderlands Marketing Area Partnership Business Plan, for example opens with a recognition of these two overarching regional documents, briefly reviews progress in 2004/5 and identifies the MAP’s key priorities for 2005/6 noting that some of these are more appropriately actioned on a pan North Wales basis.
60. The overall impression is of a well-managed and monitored planning process, that responds flexibly to developments. However, given the number of action points within the strategy that are dependent on others to deliver, there is a risk of diluting the thrust of the strategy. In addition the fact that attendance at Panel meetings is increasingly confined to those most directly concerned with the tourism industry does give rise to concern as to the extent of continued commitment amongst agencies.

61. Interviews with other public bodies, in particular WDA and ELWa, point to a decline in attendance at Strategy Panels after the initial launch of “Planning Tomorrow’s Tourism Today” and an uncertainty as to how they might be involved in future after their merger into Welsh Assembly Government.
62. Since “Planning Tomorrow’s Tourism Today” was launched in 2003 a number of strategically important policy documents have been issued. These include:
· “A Winning North Wales” – The North Wales Development Strategy (2004-2015);

· “People, Places, Futures” – The Wales Spatial Plan (2004-2007)
· the West Cheshire- North East Wales Sub-Regional Spatial Strategy;

· “Wales – A Vibrant Economy”;

· “Achieving our Potential 2006-13”
63. As referred to earlier, the strategic plans set out in “Planning Tomorrow’s Tourism Today” were intended to complement those contained in the North Wales Development Strategy. The following actions listed by “A Winning North Wales” have a particular relevance for Tourism Partnership North Wales’s work:
Table 2 – Actions from “A Winning North Wales”
	NWEF Development Strategy Theme
	Actions Proposed

	Theme 1 – Business Enterprise & Innovation
	Action 3 - Increase the competitiveness and productivity of existing businesses in North Wales

	Theme 2 – Education, Skills & Learning
	Action 3 - Improve the sectoral focus of skills training

	
	Action 4 - Improving managerial skills and capacity

	
	Action 5 - Achieving a ‘step change’ in workforce skill levels

	Theme 3 – Community Cohesion
	Action 7 - Reversing physical and social decline

	Theme 4 – Communications & Infrastructure
	Action 1 – Improving Digital Connectivity

	
	Action 3 – Improving Transport Links and Access to Markets

	
	Action 4 – (added July 2005) Improving train service

	Theme 5 – The North Wales Offer
	Action 1 - Improving the visitor experience


64. As part of a review which Taro Consultancy Ltd carried out in Autumn 2005 for the North Wales Economic Forum into the realignment of the North Wales Development Strategy in the light of the agenda set out in the Wales Spatial Plan, it was recommended that support for Tourism Initiatives under Theme 5 of the North Wales Development Strategy should continue to be a priority for the North Wales Economic Forum. By the same token, TPNW’s strategy needs to continue to support those aspects of the Development Strategy listed above. 

65. In marked contrast to the pan North Wales approach of both the North Wales Development Strategy and “Planning Tomorrow’s Tourism Today” the Wales Spatial Plan
 set out a future pattern of economic development based on specific geographical areas of Wales. Its importance is perhaps underlined by its description in “Achieving our Potential 2006-13” as “a key document which will inform future public and private sector investment in the tourism industry”
66. In the case of North Wales the two areas identified were North West Wales (Gwynedd/Ynys Môn) and North East Wales (Flintshire/Wrexham). Whilst the Spatial Plan referred to “Llandudno, Llandudno Junction and Conwy occupying a strategic position as a hub connecting North East and North Wales and as a retail, service and employment centre for the hinterland.” it chose not to create a third, distinct Spatial Area in North Wales around the Coastal Resorts of Conwy and Denbighshire and their hinterland but instead opted to link these areas in part to the Central Wales Spatial Area, though both the North West Area Spatial Planning Group
 and the North East Group
; have taken steps to ensure that Denbighshire and Conwy are brought into their cross-border work.
67. As referred to earlier the choice of Spatial Planning Areas does have implications for the boundaries of the Marketing Area Partnerships in Wales. There is in North Wales an approximate alignment between the boundaries currently used and two of the Spatial Plan areas – North West Wales (Isle of Anglesey, Snowdonia – Mountains and Coast), North East Wales (the North Wales Borderlands) but Central Wales represents a much wider area than the North Wales Coastal Resorts MAP. In addition as Table 3 indicates some of the suggested tourism actions proposed by the Wales Spatial Plan in respect of North East Wales have greater relevance to the North Wales Coastal Resorts MAP than those proposed in respect of the Central Wales area.

Table 3 – Tourism Actions from Wales Spatial Planning
	Spatial Plan Area
	Tourism related comments contained in the Wales Spatial Plan & the West Cheshire/NE Wales Sub-Regional Spatial Strategy

	North West Wales

(Gwynedd & Ynys Môn)
	Tourism Partnership North Wales to prioritise action needed to develop higher value tourism.

	
	The WTB, WDA, Local Authorities and CCW to develop a Welsh coastal tourism strategy, to create a coherent network of routes, destinations and facilities. Detailed project implementation and development at the local level.

	North East Wales

(Flintshire & Wrexham)

	Coastal resorts need to reposition themselves to adapt to changing tourism markets and to develop a broader economic and social base, establishing connections with the rural hinterlands. The wider area’s tourism offer should be expanded to capture higher values, reflecting the high quality environment and its heritage

	
	Project to examine new futures for coastal resorts – possibly in collaboration with North West England 

	
	The sub-region will be promoted as a national and international tourist destination. [It] includes a wealth and variety of attractive landscapes, historic towns and villages and sections of coastline.

	
	Chester as a regional ‘Attack Brand’ [provides] opportunities to use the brand not just for promoting Chester itself but also to help in the wider promotion of the sub-region and region.

	
	Farm diversification projects may encompass a wide range of areas – from renewable energy to tourism accommodation. The role of tourism in particular…presents a considerable opportunity to benefit local economies.

	
	A concept that could be further explored [is that] of the River Dee Regional Park, which could straddle the boundaries of England and Wales…Linking recreational routes between communities, including walking and cycling routes, could improve the leisure offer of the sub-region and provide added value in terms of spend and employment

	Central Wales

(including Conwy & Denbighshire)
	Smaller [town] centres need help to establish a greater mass of services, for example based on the leisure and tourism market.

	
	Containing … a stunning coastline and many areas of natural beauty, the area has a huge potential for high quality tourism. This must be managed in a sustainable way to be sensitive to the environment. Leisure development within the region should emphasise the need to improve the quality of the visitor experience and length of stay. Developments should be sensitive and low impact and build upon the strengths of the region including the quality of the countryside and coastline.

	
	Tourism Partnership Mid Wales to lead project to identify opportunities and requirements for enhanced inland tourism 

	
	The WTB, WDA, Local Authorities and CCW to develop a Welsh coastal tourism strategy, to create a coherent network of routes, destinations and facilities. Detailed project implementation and development at the local level.


68. The table also includes in the case of North East Wales suggestions contained in the West Cheshire/North East Wales Sub-Regional Spatial Strategy which set as one of its priorities expanding “the wider area’s tourism offer…to capture higher values, reflecting the high quality environment and its heritage.” Whilst some of the proposals arising from both documents may find reflection within existing actions outlined in “Planning Tomorrow’s Tourism Today”, the focus on coastal resorts, higher value inland tourism, and more joint-working with West Cheshire do need to be allocated their own discrete action points in any revision of the strategy. 

69. In addition Tourism Partnership North Wales should continue through its stakeholders to press the Welsh Assembly Government to resolve the anomalous position that as the strategic partnership of one of the most important industries in North Wales it is denied a place on the Spatial Planning Groups though the NWEF Co-ordinator has “observer” status.
70. The remaining two documents need to be considered together since they provide the broad agenda within which WAG’s Enterprise, Innovation and Networks Department will issue guidance to RTPs. At the time the interviews took place,  before the publication of “Achieving our Potential 2006-13” there was concern that Tourism was not regarded as high up the Welsh Assembly Government agenda. Whilst there had been references within the Wales Spatial Plan, it had not featured greatly in the consultative document “Wales – A Vibrant Economy”, which outlined the strategic framework for future economic development, though some important messages from earlier documents were re-affirmed. These included the recognition in “A Winning Wales” that hospitality, leisure and tourism was one of the most important sectors for future growth in Wales; the intention to use the merger of the key public sector bodies involved in promoting Wales internationally to ensure that a consistent Wales brand is disseminated, and a commitment to improve transport links within Wales and between Wales and the rest of UK/Europe.

71. Published a few days after the merger of WTB/WAG had taken place “Achieving our Potential 2006 – 2013” however represents more than simply a mid term review of a tourism strategy produced for Wales. Prepared by the former Wales Tourist Board in consultation with the industry, the review sets out to ensure that strategic priorities align with tourism trends, emerging challenges and the strategic priorities of the Welsh Assembly Government. In particular it sets out the direction and targets which will guide WAG’s approach towards the tourism industry over the next seven years recognising that for tourism to grow there needs to be careful management of environmental, cultural and hisoric assets.
72. This includes drawing on a “Futures Exercise” commissioned from the Henley Centre which identified the following key drivers of change likely to impact upon tourism over the next ten years. These are seen as:

· Consumer Led
Consumer Time – short breaks at short notice

Affluence & Well-being – ready to spend on leisure experiences and lifestyle choice

Connected Society – internet and word of mouth the important sources of information.

· Supply Led
Gateways – travel to and within Wales other than by private car difficult

Skills gaps – insufficient investment in training combined with seasonality lead to recruitment difficulties and quality issues

Brand development – lack of awareness and perceptions based on myth rather than reality pose challenges in establishing the “Wales” brand
73. Amongst the conclusions reached is that is that there is a need to improve quality of both accommodation and attractions and that Government intervention to support improvement in quality should be driven by the requirements of Wales’ brand development. “Wales needs high quality, icon flagship attractions that are distinct to Wales and reflect the character and culture of Wales”
.  In addition emphasis is placed on the need for seasonality in the attractions sector to be addressed for the benefit of the whole industry including a more co-ordinated approach to the promotion and development of key events and festivals.

74. The future agenda set out for tourism in Wales is therefore seen as involving four strategic aims – realizing the importance of and responding to customer needs; accepting that there is a value to be gained from doing things differently through innovative ways of working; acknowledging the need to secure a sustainable, long term future through responsible destination and business management; and seeking to maximize business profitability to drive growth in the tourism economy.
75. Whilst the expected growth in tourism spending by UK visitors is put at 3% per annum over the period covered by the strategy; the challenge is to reach 6% growth. Similarly with spending from overseas visitors. It is recognized that these are demanding targets since whilst average length of stay in Wales is longer than the UK average at present, visitors tend to spend less in Wales per trip. “The challenge for tourism in Wales is to develop sustainable high yielding markets.” Together it is hoped this will generate 25,000 full and part-time jobs (some 16,000 FTE) in Wales. 
76. Tourism Partnership North Wales will need to reconsider its existing strategy in the light of the new agenda and targets set out in “Achieving our Potential 2006-13”. Some initial suggestions are set out in Annex B. It is recognised that the aim has hitherto been to keep RTPs lean and strategic, but what emerges from an initial analysis of the changes needed to ensure that TPNW can both deliver on the trade’s expectations and the direction set out in this latest Welsh Assembly Government document is the need for more targeted and strategic direction of public support for tourism, so that among other matters the industry can derive the maximum benefit from future EU structural funds programmes in Wales.
77. This has implications for the role of TPNW and other RTPs. As referred to earlier, one of the messages received in the course of interviews conducted for this study was the desire to see TPNW become more focused, driving forward a limited number of key strategic projects for North Wales. Before beginning a review of the component elements of the strategy set out in “Planning Tomorrow’s Tourism Today” there would be considerable benefit in the Board of TPNW and its stakeholders discussing and agreeing a new vision on the role, nature and direction of the partnership so as to ensure that North Wales continues to enjoy a strong and prosperous tourism economy.
Annex A 

Questions for Tourism Interviewees
 

1. Intro ​ reminding of letter and non-attribution of comments.

2. How much contact do you have with TPNW?

· What is the nature of that contact? Test with Name of Chair, Other Trade Directors,
· Are you involved in Marketing Area Partnership/Tourism Growth Area,
· Any involvement with Tourism North Wales?


· What benefits do you think TPNW brings? Phase 1 of 5yr review will look at questions such as Do we need TPNW, any other existing bodies that could fulfill its work. 

· Any shortcomings with Tourism Partnership North Wales - suggest improvements.

· Comments on composition of Board- adequate trade reps? adequate sector reps? adequate geographic area reps?
 

3.    
· How successful has TPNW been in setting up & maintaining partnerships?

· How good are lines of communication up & down? - How do you communicate with them, do they give you regular feedback on- Board decisions, quarterly tourism performance, Business plan performance

· Do you have any input into Business plans, strategy documents etc

6.     
· How do you see tourism developing over the next 5 years?

· What are the constraints? - finance, labour availability, skills?

7.    Currently TPNW has 3 key themes which drive its agenda:

· Strengthen the unique sense of place

· Improve the quality of tourism facilities in North Wales

· Reduce seasonality across the region

In your view are these the key themes that TPNW should be focussing on ​ if not what should they be?
 
8.    TPNW supports its Strategy by three Action Plans:
· Product Development (infrastructure e.g. putting targeted packages together for golf holidays)
· Promotional Development

· People Development

Can we discuss these in turn?
 
9. Finally what are your 3 key priorities as a business?
 
10 For the more informed, widen discussion on issues such as Merger, e.g. current involvement with WTB, WDA & ELWa, future prospects, Objective 1; Skills & Employment Action Plan; Entrepreneurship Action Plan, Current WAVE consultation, NWEF/Regional spatial planning groups.

Annex B

PLANNING TOMORROW’S TOURISM TODAY
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� Wales – A Vibrant Economy – Consultation Document on Welsh Assembly Government’s Strategic Framework for Economic Development issued November 2005


� In all unsuccessful cases at least four attempts were made to telephone including leaving messages; only in one case was a refusal to participate encountered.


� Totals add up to 42 since one interview came from outside the TPNW area


� Roles & Responsibilities: Regional Tourism Partnerships and the Implications for the Structure of Tourism in Wales – Stevens & Associates with KPMG – July 2000


� “Making the Connections: Delivering Better Services for Wales” Welsh Assembly Government, January 2005


� Welsh Assembly EDT Committee 8 December 2005


� Roles & Responsibilities: Regional Tourism Partnerships and the Implications for the Structure of Tourism in Wales – Stevens & Associates with KPMG – July 2000


� Para 5.33 “Achieving Our Potential 2006-13”  Welsh Assembly Government April 2006


� Wales – A Vibrant Economy – Consultation Document on Welsh Assembly Government’s Strategic Framework for Economic Development issued November 2005


� “People, Places, Futures” – The Wales Spatial Plan (2004-2007)


� WSP (NW-M) 05-08 Minutes of Ministerial Meeting held on 15 July 2005


� WSP (NE-M) 05-08 Minutes of Ministerial Meeting held on 30 June 2005


� Comments in italics are from the West Cheshire/North East Wales Sub-Regional Spatial Strategy


� Para 4.38 and 4.39 “Achieving our Potential 2006-13”  Welsh Assembly Government April 2006
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