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Federal-Provincial-Territorial Culture/Heritage and Tourism Initiative

Background
. The Federal-Provincial-Territorial Culture/Heritage and Tourism Initiative (FPTTI) was officially launched in
November 2003 as a two-year pilot project that ended in October 2005.

. This partnership between all provincial and territorial ministries responsible for Culture and Heritage and the
Department of Canadian Heritage is co-chaired by Manitoba and New Brunswick.

. Three working groups were created to implement this initiative:
0 The Aboriginal Cultures and Tourism Working Group (led first by Alberta and then Saskatchewan);
0 The Building Market-Readiness Capacity Working Group (led by Ontario); and
0 The Economic Benefits Distribution Research Working Group (led by British Columbia).

Products

. The Initiative’s aim is to support partnering jurisdictions in ensuring their culture/heritage stakeholders are able to
become active in tourism on their own terms.

. The products to date reflect input from each jurisdiction.

. These products were created to stimulate discussion and create opportunities for dialogue between culture, heritage
and tourism counterparts.

. The FPTTI partners are responsible for disseminating the products and key messages within their jurisdictions as
they deem appropriate.

. The FPT Culture/Heritage and Tourism Initiative Coordination Office is prepared to respond to requests. They can

be contacted at FPTTI@pch.qgc.ca
Benefits of the FPTTI
=  Continued collaboration with tourism counterparts on culture/heritage-driven projects creates opportunities for
increased information sharing and strategic partnerships. The FPTTI will continue to develop the tools and
information that will enable FPT culture/heritage ministries to:
1) Provide leadership on cultural and heritage aspects of tourism-related policy;

2) assist the culture/heritage sector to build capacity in tourism; and,

3) create and promote understanding that the promotion, retention, and support of Canada’s cultures and
the sustainability of tourism are mutually reinforcing.
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How to Use This Report

This report provides the summary findings of a large
number of primary research studies on consumer
attitudes and motivations for a significant number of
cultural and heritage sub-markets. It is not exhaustive in
that time was limited to gather all the studies, and only
those available at no cost and written in English, French,

German and Spanish were included.

It has become evident that primary market research
related to cultural and heritage tourism is still quite limited
at all levels: provincial, national and international. A
considerable number of the individuals contacted for the
purpose of this were unaware of any market research,
and, when asked, provided materials such as, Marketing/
Strategic Plans, Annual Reports, Media Releases,
Discussion Papers or website addresses. These
publications largely rely on site specific or supply side
information, expert opinion and anecdotal evidence, and

therefore do not conform to the purpose of this study.



Introduction &
Purpose

he importance of culture and heritage tourism has

increasingly been recognized both in Canada and

worldwide, and is well-accepted as a significant
new tourism trend. As a result, in 1997, the Federal-
Provincial-Territorial (FPT) Ministers responsible for
Culture and Heritage met and directed the FPT Directors
of Culture and Heritage (FPTDCH) to take concrete
action in the area of tourism and the FPT
Culture/Heritage and Tourism Initiative was formed with

three working groups.

What is the FPT Culture/Heritage
and Tourism Initiative

The FPT Culture/Heritage and Tourism Initiative was
mandated by the Federal-Provincial-Territorial (FPT)
Ministers responsible for Culture and Heritage to develop
Canada’s cultural/heritage sector. The “Building Market-
Readiness Capacity Working Group” is one of three
groups of the Initiative. The goal of the Building Market-
Readiness Capacity Working Group is to develop,
primarily for the benefit of the culture/heritage sector,
Canada’s cultural/heritage tourism through collaboration
and increased understanding between the

cultural/heritage sector and other tourism stakeholders.

INTRODUCTION & PURPOSE

The group aims to fulfill this goal by pursuing two main

objectives:

= To develop and share a model to strengthen
relations between the culture/heritage sector and
other tourism stakeholders by undertaking joint
projects.

= To build a collaborative approach to developing
tourism market-readiness capacity within the

culture/heritage sector.

In order to provide an updated culture and heritage
specific argument for cultural tourism that reinforces the
need for strengthened capacity and collaboration, and in
support of the two objectives above, the group needed to
identify what current market research exists to
substantiate the growing interest in culture/heritage

tourism.

Purpose

The purpose of this report is to present a summary of

existing primary market demand research on cultural and

heritage-related tourism in the last 10 years. Specifically,

the research called for:

= The provision of definitions of C/H used by the
different regions or survey/reports,

= The analysis of the quality of the methodology and
findings of all studies sourced;

=  The identification of consumer needs/preferences by

different demographic and psychographic groupings;
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= Adiscussion of specific trends impacting and
shaping consumers' interests/needs/ requirements in
relation to cultural and heritage experiences.

= A profile of how other jurisdictions are responding to
these trends (consumer, social, cultural,
environmental, technological) with respect to their
heritage/cultural tourism product; and

=  The creation of an annotated bibliography.

How This Report Is Organized

Shown below are the major sections of this report.

SECTION PAGE
Introduction and Purpose 1
Executive Summary 3
Definitions of Cultural and Heritage 6
Tourism
Review of Existing Market Research 9
Future Implications for Cultural and

. : 28
Heritage Tourism
Jurisdictional Response to Trends 30
Glossary 32
Appendices 34



EXECUTIVE SUMMARY

Executive Summary

Definition

Growth

Demographics

Psychographics

Definitions of cultural and heritage tourism are abundant; some are very
broad, others very specific. The definition adopted by the Federal-Provincial-
Territorial Culture/Heritage and Tourism Initiative includes the five main
categories: 1) performing arts, 2) visual arts and crafts, 3) festivals, 4)

museums and cultural centers, and 5) historic sites and interpretive centers.

Cultural and heritage tourism seems to be growing between 13-15%,
significantly faster than travel in general. For most segments, spending is

growing somewhat faster than arrivals, making them higher yield.

Americans participate in all cultural activities more frequently than do

Canadians.

Cultural and heritage travellers tend to be older (age 39 and above) or
younger (age 30 and less), well educated, employed and have high incomes.
The 39-59-age bracket is a typical age bracket for cultural travelers in Europe
with a majority of women (55% in 2002, 52.7% in 2004) in all countries,
except for certain segments such as heritage tourism. The younger age
groups (20-29) represent the single largest age group that is a very important
component of the culture audience (almost 40%). They are particularly
important because the cultural experiences they have in their youth influence
their tourism behaviour in the future. They also respond well to the youth
discount cards which makes cultural attractions particularly accessible to

them.

They participate in many more activities than other travellers, and are also
interested in activities other than cultural/heritage ones, e.g., outdoor

activities.

They are more attracted to smaller establishments (specifically in Europe)
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with more personalized service or any roofed accommodation (in North

America), followed by the home of friends and family.

They are very likely to learn about the cultural destination through the
recommendations of friends, travel guides, and increasingly the Internet.

The majority does not book transportation and accommodation in advance,
and a minority purchase all-inclusive packages. 56% of cultural travellers plan

trips at the last minute and only 14.7% purchase all inclusive packages

Daily newspapers and magazines, followed by television programs and club/
association memberships could be the best way to reach both Canadian and

American culture and heritage travelers.

Education/learning is one particularly important factor in cultural tourism.
Traditional attractions such as museums and galleries are the most important
sites, while attending local festivals or fairs are one of the most common

cultural activities during trips.

The United States, Europe, Sun/Sea destinations, Mexico and the Caribbean
are all strong competitors for the Canadian culture and heritage tourism

product.

Despite the growing awareness of the importance of cultural tourism, there
have been hardly any changes in the major destinations considered to be
attractive cultural destinations by Europeans. Rome, Paris and London
remain the top three cities. The only non-European destinations considered
are New York (12t place), Hong Kong ( 21st), Buenos Aires (24t), and
Capetown (25t).

Various opportunities exist for cultural and heritage tourism in Canada. The
United States represent a major potential market for Canada (26.3 million) as

does Mexico (20.5% of their outbound market).

The growth of cultural tourism is not just occurring in cities and towns, but



EXECUTIVE SUMMARY

also in rural and more remote areas.

Many of the cultural and heritage participants are local, followed by domestic
and then international visitors. The domestic market is very important for
most cultural tourism attractions in Europe (66% are from within the country).
Similarly, visitors to cultural attractions are mainly local residents, followed by
domestic and international tourists.There is a strong correlation between
participation in various cultural activities while on vacation and at home,
especially for art galleries, opera, live theatre and ballet performance. This
suggests that travellers hobbies and interests could be good indications of

their vacation activities.

There is overlap among cultural segments and also with various outdoor
segments, thus there are opportunities for cross-packaging promotions

among cultural segments and with various outdoor segments.

Although Canadian destinations have a good reputation, Canada is not
currently regarded as a ‘top of the mind’ cultural destination by either

domestic or international tourists.

Most cultural travellers want to enrich their lives with new travel experiences
in which they can learn something new, thus the trips become more
memorable and enjoyable to them. For them, a leisure or vacation trip is not
complete without visiting a museum, historic site or landmark or attending a
cultural event or arts performance. Thus, there is an opportunity to
incorporate culture and heritage learning with other branch of tourism, e.g.

Learning Travel, Experiential Travel, Enrichment Travel, etc.



DEFINITION OF CULTURE/HERITAGE TOURISM

Definition of Culture/Heritage Tourism for the
Purpose of This Report

Introduction Definitions of cultural and heritage tourism are abundant; some are very
broad, others very specific. The following are a few that are widely accepted.

IN THIS SECTION ...

»  What does the World Tourism Organization say?
= What definitions do other countries use?
= Whatis the definition used by the by the Federal-Provincial-

Territorial Culture/Heritage and Tourism Initiative?
|

Wor | d Tour | sm In 1985, World Tourism Organization (WTO) provided two definitions of
0O rg anization cultural tourism. The narrower definition includes: “movements of persons for
essentially cultural motivations such as study tours, performing arts and
cultural tours, travel to festivals and other cultural events, visits to sites and
monuments, travel to study nature, folklore or art, and pilgrimages.’ The wider
definition includes: ‘all movements of persons, ... because they satisfy the
human need for diversity, tending to raise the cultural level of the individual
and giving rise to new knowledge, experience and encounters.’ [Richards,

Cultural Tourism in Europe, 2000: 23].

Euro pe an d Within Europe, the European Commission and the Association for Tourism

Australia and Leisure Education (ATLAS) definition of cultural tourism is still used: ‘The
movement of persons to cultural attractions away from their normal place of
residence, with the intention to gather new information and experiences to
satisfy their cultural needs’ (cultural definition) and ‘All movements of persons
to specific cultural attractions, such a heritage sites, artistic and cultural
manifestations, arts and drama outside their normal place of residence’

(technical definition). [Richards, Cultural Tourism in Europe, 2000: 24].
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DEFINITION OF CULTURE/HERITAGE TOURISM

In an earlier seminal study on the cultural tourism market in Europe, the
following definitions had been proposed: culturally motivated (those who
choose a destination based on its cultural offerings), culturally inspired
(those who visit well known cultural icons), and culturally attracted (those
who include cultural events and attractions as part of their trips) [Bywater,
The Market for Cultural Tourism in Europe, 1993]. These definitions have
also been adopted in Quebec’s study on “Culture and Urban Tourism”
[Archambault & Caron, Culture et Tourisme en Ville: une Affaire de
Créativité, 1999].

Australia defines a cultural traveler as a person who stayed more than 40
kilometers away from home for at least one night and attended a cultural
venue (art gallery, museum, animal/marine park/botanical garden, library,
popular/classical music concert, theatre, dance, opera or musical theatre,

other performing arts, and cinema) [Australian Bureau of Statistics, 1997].

In Canada, cultural/heritage tourism occurs when participation in a cultural or
heritage activity is a significant factor for traveling [CTC Packaging the
Potential 1999: 2]. Most of the insight gained into various segments of this
market are derived from the Travel Activities and Motivation Survey (TAMS),
which distinguishes between enthusiasts (those who participate in a multiple
of segmentation specific activities), seekers (those who participate in at least
one segmentation specific activity occasionally or frequently) and
minimalists (those less likely than others to participate in most cultural and

entertainment activities, but who had taken an urban trip).

The definition used for the purpose of this study by the FPT Culture/Heritage
and Tourism Initiative covers the meanings suggested above, but also
narrows it down to five main categories for the purpose of this research:

= Performing Arts,

= Visual Arts and Crafts,

= Festivals,

=  Museums and Cultural Centers, and

= Historic Sites and Interpretive Centers.

[FPT Culture/Heritage and Tourism Initiative First Semi Annual Report, 2004]
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DEFINITION OF CULTURE/HERITAGE TOURISM

These categories are the basis for the annotated bibliography covering the
primary research studies. In addition, the specific definitions used in each

study are provided.

Other areas closely associated with culture and heritage are: Aboriginal
Tourism, Language Learning Tourism and Culinary Tourism. [CTC Packaging
the Potential 1999: 3]. In addition, niche markets such as Enrichment
Tourism, Experiential Tourism and Learning Tourism also tend to have
culture and heritage as their underpinning, but not necessarily as their
primary motivation. Similarly, food and drink (e.g., wine, beer, coffee, tea)
have long been associated with a country’s culture and agricultural heritage.
Hence, forms of tourism based on food and drink are often included as part of

cultural and heritage tourism.

It has also been argued that sports can be an important aspect of a country’s
culture and heritage, for example hockey in Canada, but for the purpose of

this study, a narrower definition was adopted.

Prince Edward Island furthermore identified the principles underlying culture
and heritage: authenticity, uniqueness, preservation and protection, quality,
superior customer service, cooperation and equal participation, island-wide in
scope and experience diversity [A Strategy to Develop Cultural and Heritage

Tourism for Prince Edward Island, 2004]
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Review of Existing Market Research

Introduction

The vast majority of the market research studies received and that qualified
under the definition for culture and heritage tourism as adopted by this report
were conducted in North America. Many of them derive directly from the
Travel Activities and Motivation Survey (TAMS), with segmentation studies
prepared either by Lang Research Inc. or by Research Resolutions and
Consulting Ltd. for the Canadian Tourism Commission, the Department of
Canadian Heritage, or the Ontario Ministry of Tourism and Recreation. TAMS
was also used as a foundation for other market research and graduate
theses. The U.S. research is mainly derived from The Travel Industry

Association of America (TIA) and Smithsonian Study in 2003.

The remaining bibliographical sources are a combination of publications
received from provincial authorities in Canada, and internationally. Two major
European market research studies are by the European Commission and the
Association for Tourism and Leisure Education (ATLAS). Considering the
importance of cultural and heritage tourism in Europe, the number of studies
in the public domain was surprisingly limited. Many of the publications
received are in the form of a descriptive analysis of cultural and heritage
tourism or are general market research studies, in which cultural and heritage

tourism only represents a small portion (if any).

Australia and New Zealand are the only two countries representing Asia
Pacific, while Mexico is the only Latin American country, for which research
was located. No studies, except for some work on behalf of commercial
interests, were found for Asia and Africa. This is in keeping with the lack of

primary market research in these countries in general.

It would appear that serious research interest in the potential of cultural and
heritage tourism at the macro level is relatively recent in most countries, a
situation that has not changed much in the last few years [Archambault &

Caron, Culture et Tourisme en Ville: une Affaire de Créativité, 1999].
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IN THIS SECTION...

= Which regions of the world have undertaken market research?
= Whatis the market for culture and heritage tourism?

= What are the demographic and psychographics of this market?
= What are its media and accommodation preferences?

=  What image challenges and population changes is it facing?

According to TAMS, minimalists were more prevalent in Canada than in
the United States (35 %), reflecting the higher participation rate in cultural
and entertainment activities among Americans. Relative to Canadian urban
travellers, Americans were 141 % more likely to be Entertainment Seekers.
Americans were also somewhat more likely to be classified as Culture
Seekers and Knowledge Seekers than Canadians. [Lang Research, Culture
and Entertainment Segmentation, 1001:9] The top ten US cities in terms of
population pursuing cultural activities, are: Boston, Chicago, Dallas, Detroit,
Houston, Los Angeles, New York City, Philadelphia, San Francisco and
Washington D.C.

In general, Americans travel to a greater number of destinations than
Canadians due to a much higher incidence of inter-state travel by Americans
(33% vs. 13% for Canadians). Americans have an east-west orientation,
while Canadians have a north-south orientation. Europeans, on the other
hand, tend to favour European destinations for cultural and heritage tourism.
[TAMS Overview Report, 2001)

13% of the US adult population (18+) took at least one overnight pleasure trip
to Canada in the past two years, with the most frequent visits to Ontario
(7.2% visiting at least once), British Columbia (4.0%) and Quebec (3.3%).
The highest incidence of travel to Canada comes from Americans living along
the Canadian border, particularly in urban centers, with Detroit, Boston,
Chicago, New York City and Seattle as the generators of the largest number

of trips to Canada. Among Culture Seekers, there was relatively little variation

10
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across the various regions of the United States: The South Atlantic, Pacific/
Hawaii, Middle Atlantic and New England regions represent a high of 11%
each, while the West North Central and East North Central regions are at a

low of 8% each.

The TAMS 2003 reports pointed out that Quebec attracts travelers in the
performing arts sectors, while both Quebec and Atlantic Canada attract
disproportionately high levels of Americans in the heritage, performing arts,
visual arts and wine/culinary segment. Ontario has special appeal to travelers
interested in wine/culinary activities, while British Columbia has lower appeal
for its cultural related activities [TAMS Activity-based Tourism Segments In
Canada and the USA: An Overview, 2003].

Ontario, Quebec, Alberta and British Columbia were the four most visited
provinces by inter-provincial pleasure travelers. In Atlantic Canada, Manitoba
and Saskatchewan, the number of intra-provincial trips was comparable to
the number of inter-provincial trips. In general, the highest incidence of
travel was from a neighbouring province with very few exceptions. Culture
Seekers are likely to originate from Quebec (9%),0Ontario, BC, and Nova
Scotia (8% each). Part of the reason is that the larger provinces could be
more likely to offer opportunities to experience and cultivate an interest in

culture. [TAMS Culture and Entertainment Segmentation Report, 2001]

In general, major urban centers are hubs for cultural activities. The top
four Canadian cities, in terms of population pursuing cultural activities, are:
Edmonton, Montreal, Toronto and Vancouver. These differences, partially,
may reflect the fact that many cultural activities are more readily available in

larger urban centers [TAMS Overview Report, 2001].

Eastern and western Canada have appreciably higher attraction rates
than do Ontario and Quebec among Canadian travellers in general, therefore
luring a higher proportion of their tourism from outside their regions (ranging
between 2.4 and 2.8% compared to Quebec at 1.5% and Ontario at 1.3%).

Atlantic Canada has special appeal to Canadians interested in heritage,

11
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performing arts and wine/culinary tourism, while British Columbia is the most
popular market for visual arts and wine/culinary enthusiasts, and Alberta
ranks highly among heritage tourism enthusiasts. In contrast, Ontario and
Quebec exert a comparatively lower attraction for most activity-based market
segments. Nevertheless, Quebec has particular appeal for wine/culinary
tourism [TAMS Activity-based Tourism Segments In Canada and the USA:
An Overview, 2003].

Historically, Europe is well-known for its cultural and heritage tourism. There
have been hardly any changes in recent years in the ranking of cities that
Europeans consider to be significant cultural destinations: Rome (rating
51/60), Paris (49/60) and London (34/60) are always the top three. A fairly
consistent group of cities, including Athens (33/60), Florence (32/60) and
Barcelona (29/60), contest the second rung on the ladder. New York (17/60)
was the only North American destination represented, ranked 12t out of 29
cities worldwide. Other non-European cities in the ranking are Hong Kong
(21t place with a rating of 8/60), Buenos Aires (24t place with 5/60), and
Capetown (25! place with 4/60) [Atlas Cultural Tourism Research Project,
2004].

The domestic market is very important for most cultural tourism
attractions in Europe. About 36% of the survey respondents were locals,
less than one third were foreign travelers, and the remaining were travelers
from within the country [Atlas Cultural Tourism Research Project, 2002]. This
is also borne out in the visitation to the European City of Culture, a program
that aims to raise the international profile of the title-holding city and its
region, through cultural activities and arts events. Local residents represent
30-40% of visitors, same day excursionists 10-20%, domestic tourists 30%
and foreign visitors 10-20% [European Cities and Capitals of Culture, 2004].
“Tourism is a subjective term, there is little consistent data on its true market
profile, and only indirect conclusions can be drawn on its true size, growth
and potential” [R. Hammond, 2004].

WTO estimates that cultural tourism is growing at a rate of 15%/year and that

12
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37% of all international travel includes a cultural component [G. Thornton,
2002]. However, Greg Richards, co-coordinator of the ATLAS Cultural
Tourism Research Project, pointed out that the market size is approximately
5-8%, if the narrow term of cultural travelers is used (only includes those who
are motivated by culture and specifically go on holiday to visit a cultural

attraction — see the ATLAS definition on p. 6).

Canada’s culture and heritage is an important and growing source of
experiences sought by many travelers. The potential market from the United
States to Canada is higher (26.3 million) than the domestic potential market
(14 million) [TAMS Culture and Entertainment Segmentation Report, 2001].

Top 3 Activity-based Market Segments Canada u.S.

2.2 million 8.3 million
1.7 million 7.0 million
1.5 million 5.5 million

Heritage Tourism Enthusiasts
Visual Arts Enthusiasts
Wine/Culinary Enthusiasts

Source: TAMS Activity-based Tourism Segments In Canada and the USA: An Overview, 2003

However, 56% of the U.S. adult population (118.1 million) are culture/heritage
travelers, mostly domestically, who have included at least one of fifteen arts,
humanities, historic or heritage activities or events while traveling in 2002. In
fact, the culture/heritage travel volume has increased by 13% since 1996,
(from 192.4 million to 216.8 million person-trips), which is twice the growth of
overall travel [TIA/Smithsonian, 2003].

As highly motivated as culture and heritage travelers appear to be, this does
not mean that they will not consider other types of destinations and
experiences. For instance, Canada’s cultural and heritage tourism product
competes with destinations in the United States, Europe, Mexico and the
Caribbean, and indeed even straightforward sun and sea holidays, in the
domestic, U.S. and European markets. Canadian wine/culinary, visual arts
and performing arts tourists especially show a strong inclination to visit sun
and sea destinations, making the Caribbean and Mexico particularly strong
competitors. [TAMS Overview Report, 2001].

13



Mexico has potential
for Canada

Demographic
Characteristics

Age group, gender and
household composition

Canada and the United
States

REVIEW OF EXISTING MARKET RESEARCH

The United States is strong in capturing its own domestic market for wine
fculinary and visual arts tourism, as it is seen to have strong competitive

advantages in these product categories.

Mexico’s outbound market has been fairly stable in the recent past (57.0%
have not altered their travel behaviour due to events in the last few years).
After the US (91.9%), Europe (27.4%) and Canada (20.5%) are the next most
popular destinations. 14.1% took a trip to Canada for vacation or to visit
family in the past three years. They also tend to appreciate travel for its
educational value and overwhelmingly consider international travel an
investment in the education of their children. On their international trips,
affluent Mexicans place a high value on comfort and convenience and tend to
be ready to pay a premium to treat themselves and their families to top-
quality experiences and services. [Mexicans as International Travelers

Action-oriented information for marketing decisions, June 2003].

This sections covers:

= Age group, gender and household composition

=  Income, education and employment
The demographic profile of the cultural heritage travel segment today is
younger, wealthier, more educated and more technologically savvy when
compared to those surveyed in 1996. However, the general cultural and
heritage tourism market in Canada and the United States is composed of
older travelers than are the outdoor oriented activity segments: Indeed, for all

segments, Americans are considerably older than Canadians.

Average Age in years
Activity-based Market Segments Canada u.S.

Outdoor oriented

14
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Hard Outdoor Adventure 334 39.0
Soft Outdoor Adventure 39.2 44.1
Winter Outdoors (excluding alpine skiing) 40.2 43.5
Alpine Skiing 35.7 40.1
Culture and Heritage 48.9
Heritage Tourism 45.1 49.2
Performing Arts 42.9 47.4
Visual Arts 43.3 48.2
Wine/Culinary 46.5

Source: TAMS Overview Report, 2001

Heritage tourism enthusiasts are evenly divided between men and women in
both the United States and Canada, however other cultural segments are
dominated by women in Canada: performing art (63%), visual arts (63%),
and wine/culinary (54%) [TAMS Heritage Tourism Enthusiasts (2000-2001),
Performing Arts Enthusiasts (2003), Visual Arts Enthusiasts (2003) and
Wine/Culinary Tourism Enthusiasts (2003) Reports].

Consistent with the aging of these markets, performing arts, visual arts and
wine/culinary enthusiasts are more likely to live in adult-only households.
Thus, they are less likely to seek travel experiences that would appeal to
children less than 12 years of age than are younger outdoor segment
members [TAMS Overview Report, 2001].

In general, cultural travelers tend to be female (55% in 2002, 52.7% in 2004)
and in the 39-59 age bracket, although younger people represent a very
important component of the culture audience. The single largest age group is
in the 20-29 age range, and almost 40% of travelers are under 30. The
importance of this youth market to cultural tourism is not only that they visit
cultural attractions when they are young, but also because the cultural
experiences they have in their youth influence their tourism behaviour in the
future. Youth discount cards make these cultural attractions particularly
accessible to them. [European Commission report and Atlas Cultural Tourism

Research Project, in Travel and Tourism Analyst No.20: 23, 2004].

European cultural travelers have broader travel experience, are more quality

conscious and sensitive to environmental and social concerns. They are

15
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reported to regularly take holidays outside normal peak seasons. Coupled
with the fact that Europe’s population is “getting older but staying active
longer, means that seasonality should be seen as an opportunity rather than
a threat for this form of tourism.” [European Commission report in Travel and
Tourism Analyst No.20: 23].

Cultural and heritage segments tend to have higher incomes than many of
the outdoor market segments. In Canada and the US, wine/culinary
enthusiasts are one of the two most affluent market segments (average
income of Cdn$65,500 and US$76,600, respectively).

27% of Canadians and 37% of Americans in this segment have a university
degree. This is particularly true of performing and visual arts enthusiasts
(36% of Canadians and 41% of Americans). [TAMS Wine/Culinary Enthusiast
Report, 2003].

Cultural travelers have very high levels of education. Over 50% of cultural
travelers have some form of higher education vs. about 33% of the European
Union population, with 37.3% holding a bachelor degree. Furthermore,
“higher education levels tend to lead to better jobs and higher incomes.”
Cultural travelers tend to be employed (50.3%), are students or self-
employed (15-16%). “They tend to exercise professional (34%) or managerial
occupations (18%) and their incomes are about one third higher than the EU

average.” [Atlas Cultural Tourism Research Project, 2002].

This sections covers:
=  Basic traveler needs

= Trip purposes and activities

I EEEEEEEE——
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The market research study of the New Zealand Tourism Strategy (NZTS)
2010 has identified six key need states which apply to both international and
domestic travelers, as follows:

1. Energizing (To feel vital and alive)

2. Socializing (To feel social and carefree)

3. Belonging (To feel balanced and bonded)

4. Traditional (To feel safe, comfortable and relaxed)

5. Learning (To feel mentally stimulated and knowledgeable)

6. Exclusive (To feel rewarded and personally satisfied)

The “interactive traveller” has been identified by Tourism New Zealand as
the primary target for its international marketing activity. The purpose of this
identification is to increase the value of tourism to New Zealand where
spend grows at a faster rate than volume. Interactive travellers, who attend
many cultural activities are represented in every need state. However, the
energizing and learning states are particularly important (80% of travellers
are driven strongly by these needs) [Tourism New Zealand’s Demand for

Cultural Tourism Research Report, 2003].

Less than 20% of cultural travelers consider that their normal holiday was a
cultural holiday, and just over 20% would do so. Even visitors to cultural sites
would not generally consider themselves to be cultural tourists. A consistent
finding has been that more visitors to cultural sites are on a ‘city break’ (25%)
or ‘touring holiday’ (28%) with a slightly higher proportion of cultural travellers
in 2002 than in the 1997 and 1999 ATLAS surveys. Travellers who ‘usually’
take cultural holidays represented 29% in 2002 compared to 21.5% in 1997
[ATLAS Cultural Tourism Research Project, 1997-2002].

Traditional attractions such as museums, monuments and galleries were the
most important attractions visited by cultural travellers in 2004; over 55%
visited a museum, 43% a monument, 38% historic sites, 30% a gallery, and
25% visited traditional galleries. There has been no substantial growth in the
proportion of travellers visiting museums since 1997, while visits to

monuments lost market share, and visits to art galleries, performing arts
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attractions and festivals increased their share of travellers. Thus there

appears to be a shift from heritage attractions to arts attractions.

The same survey found that travelers value the tangible elements of a trip
most. Museums, cultural attractions and historic architecture score highest
(about 3.7 on a five point scale) in terms of the image of a destination. On
the other hand, multicultural regions received a lower score of 3.5 and
culturally distinct regions 3.35. Linguistic diversity received 3.2, regional
gastronomy, customs and traditions, and festivals & events 3.15 [Atlas
Cultural Tourism Research Project, 2001-2004].

It would appear that the type of event has a strong influence on the type of
visitor attracted, e.g. local residents are more strongly represented at
theatre performances and tourists are more strongly represented at
exhibitions. Information and language barriers appear to be the main reason
why tourists are less likely to attend theatre performances [European Cities
and Capitals of Culture, 2004].

In a survey of visitors to Ireland, respondents were asked to make
suggestions about other cultural activities/factors that would influence a
greater level of attendance at artistic performances. The majority suggested
that experiences of traditional Irish culture, sites of historic significance, and
more live performances should be included on their tours, either as part of
the program or as elective options. The most common reasons given for not
attending cultural events were that they were not included in the tour and
that there was no advance information on schedules and programs. Another
suggestion was to provide a sample of a live performance to encourage
attendance at paid performances [Tourism & The Performing Arts in Ireland,
2004).

Experiencing Australian culture was an influencing factor for 5% of visitors to
Australia in 1999, while 3% wanted to experience aboriginal culture, and
less than 1% to attend a festival or carnival. The extent that 'culture factors'

influenced decisions to come to Australia varied according to the main

18



North America

REVIEW OF EXISTING MARKET RESEARCH

purpose of the visitor's journey. Travelers whose main reason was for a
holiday tend to have more desire to experience Australian culture or
aboriginal culture [Cultural Tourism Statistics by National Center for Culture

and Recreation Statistics of the Australian Bureau of Statistics, 2001].

In North America, cultural and entertainment activities have gained in
popularity. Visiting museums (35%), attending local festivals or fairs (34%),
and art galleries (32%) are common cultural activities during trips. In the
heritage segment, the most popular activities include visiting museums
(86%), farmers’ markets (67%), festivals and historic sites (65%), followed
by historical replicas of cities/towns (54%) and French Canadian cultural
experiences (31%). For the performing arts segment, the two top activities
are theatre (87-92%) and classical music concerts (60-66%). For the visual
arts segment, the three top activities are local arts & crafts studios (96-
99%), art galleries (98-99%) and international film festivals (8%-12%). For
the wine/culinary segment, going to wineries for day visits (73-85%), touring
a region’s wineries (60-74%), and dining at internationally acclaimed
restaurants (58-70%) are the top three activities [TAMS Heritage Tourism
Enthusiasts (2000-2001), Performing Arts Enthusiasts (2003), Visual Arts
Enthusiasts (2003) and Wine/Culinary Tourism Enthusiasts (2003) Reports].
PEI has noted a trend towards craft shopping, with 69% to 85% of visitors
from various Canadian provinces expressing an interest. It is one of the four

top activities of visitors to PEI [Prince Edward Island Marketing Plan, 2004].

In general, Americans participate in all cultural activities more often
than Canadians, e.g., concert attendance (16% vs. 9%), museum visits
(12% vs. 6%). According to TAMS Overview Report (2003), this may
indicate that the United States has more cultural activities readily available
than Canada. Some cultural activities are considered to be emergent, e.g.,
French Canadian culture, attending national or international sporting events,
attending musical festivals, carnivals, literary festivals, and film festivals,

suggesting a strong desire for innovation [TAMS Overview Report, 2003].

Among Americans, visiting a designated historic site and/or attending a
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performing art event (48%) are among the most popular cultural and
heritage activities to do while traveling. 30% of the audience (35.3 million)
say that their choice of destination is influenced by a specific arts, cultural or
heritage event or activity. The TIA/Smithsonian research confirmed these
findings and found that 40% (47.2 millions) of travellers will extend their stay

because of an arts, cultural or heritage event or activity on many occasions.

Quebec had noted already in 1999 that there was a significant increase in
the consumption of cultural product by the domestic market, and suggested
that it might lead to an increase in tourism consumption of these products.
[Archam-bault & Caron, Culture et Tourisme en Ville: une Affaire de
Créativité, 1999]. TAMS confirmed this suspicion in demonstrating a strong
correlation between participation in various cultural activities while on
vacation and at home; e.g., travelers who visit art galleries at home are
48% likely to do so during vacations (correlation of 0.48). Similarly for opera
(0.42), live theatre (0.39) and the ballet (0.34). This finding is consistent with
research undertaken in Europe, where a low level of interest in attending a
performance while on holiday has been shown to be closely related to a lack
of interest in the subject. Having no interest in the subject / performance was
the most often cited reason for not attending opera (39%) and cabaret (45%)
[Tourism & The Performing Arts in Ireland, 2004]. This suggests that the
potential future target market may come from those segments for whom
cultural activities have become a way of life [TAMS Overview Reports,
2003]. Indeed, over 50% of cultural and heritage tourists to the United States
believe that their hobbies and interests influence where they choose to
travel, and that most cultural travellers want to enrich their lives with new
travel experiences. 75% of Generations X and Y (ages 18-34) agreed that
trips where they can learn something new are more memorable (vs. 63% of
Matures aged 55+), and that trips that include cultural, arts, historic,

heritage activities or events are more enjoyable (39% agreement). They
prefer destinations that have some historical significance (38%). For 29% it
is important that the trips they take for vacation or leisure provide cultural

experiences. They also believe that such a trip is not complete without
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visiting a museum, historic site or landmark (26%) or attending a cultural

event or arts performance (17%) [TIA/Smithsonian, 2003].

Despite the increasing discussions on aboriginal-related vacations, the
level of interest is still limited compared to other experiences. Interest is
substantially higher in the US (26.2%) than in Canada (15.3%) [TAMS
Aboriginal Tourism Reports, 2001].

Based on the rank order of various activity-based segments, Canadian
travellers appear to have a stronger outdoor and winter orientation than do
their American neighbours. Among American adults, heritage, visual arts and
wine/culinary, and performing arts take 1¢t, 314, 4t and 7t place, respectively,

much higher than for Canadians.

There is significant overlap among Canadian cultural segments (heritage,
visual arts, wine/culinary and performing arts). Some cultural segments also
overlap with some outdoor ones. Similarly, about 50% of Americans in the

hard outdoor adventure enthusiast and other winter outdoor segments are

Rank Order - Adults with Recent Travel Experience in Canada

Canada United States
1. Soft Outdoor Adventure 1. Heritage
2. Winter Outdoors 2. Soft Outdoor Adventure
3. Alpine Skiing 3. Visual Arts
4. Heritage 4. Wine/Culinary
5. Visual Arts 5. Alpine Skiing
6. Wine/Culinary 6. Performing Arts
7. Hard Outdoor Adventure 7. Winter Outdoors

8. Performing Arts
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8. Performing Arts

Source: TAMS Activity-based Tourism Segments In Canada and the USA: An Overview, 2003.

also heritage tourism enthusiasts, and about 33% of each culture/heritage-
oriented segment overlaps with the soft outdoor adventure enthusiast segment
[TAMS Overview Reports, 2003].

Awareness of the extent of these overlaps could be useful for packaging and

marketing Canada’s tourism products.

Media Sources and 46% of European cultural travellers reported personal recommendations from
Bo Okl n g friends/family as the main source of their travel information, followed by
Preferences guidebooks as the most important source of printed materials (27%), while

the Internet was used by 17% in 2002 (with 8% booking their travel or
accommodation online), more than tour operator brochures and tourist board
information (14%) [ATLAS Cultural Tourism Research Project, 2004].
American heritage and cultural travellers also mainly received word of mouth
information (48%), but their use of the Internet to gather travel information is
considerably higher at 40% [TIA/Smithsonian, 2003].

A minority of European cultural travellers book their transportation and
accommodation in advance, and only 14.7% purchased all-inclusive
packages. This finding is consistent with that of the TIA/Smithsonian study,
which suggests that 56% plan trips at the last minute (one month or less)
[TIA/Smithsonian, 2003]. A cultural visit is part of half of all holidays, included
as part of visiting friends and relatives in 16.4% of cases, and part of cultural
events activities in 12.3% of cases. 39.8% of cultural travellers consider their
cultural trip as a city trip and about 30% consider it as a cultural holiday or a

part of a touring holiday [ATLAS Cultural Tourism Research Project, 2004].

Daily newspapers (over 84%) and magazines (over 91%) may prove to be
the best way to reach both Canadian and American culture and heritage
tourists, followed by television programs (63%) viewed regularly and
club/association memberships, e.g., AAA (59%)/CAA(45%) [TAMS Heritage
Tourism Enthusiasts (2000-2001), Performing Arts Enthusiasts (2003), Visual
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Arts Enthusiasts (2003) and Wine/Culinary Tourism Enthusiasts (2003)
Reports].

Availability of information in as many different types of media as possible
(before and during the visit) has been shown to be the single most
important factor in encouraging a higher level of interest and
attendance at artistic performances in Ireland, followed by venue and
access. The research also highlighted the important roles of the travel trade
and tour organizers in influencing attendance at live performances,
disseminating information and selling tickets. 65% of group visitors to Ireland
received tickets as part of the tour packages, and 35% made purchases at
their own discretion. American group visitors tended to receive tickets as part
of an inclusive package, while European group visitors tended to have
purchased tickets as an option, for which the travel trade is the primary
source. Europeans are more interested than Americans in promotions. 37%
of Europeans (vs. 27% for Americans) are interested in a discount card and
26% (vs. 18%) in a pre-paid voucher [Tourism & The Performing Arts in
Ireland, 2004].

The types of accommodation used by the cultural and heritage travelers
ranged widely; Canadians heritage tourists tended to divide their 19.6 million
nights almost evenly between paid roofed lodging (34%) and the homes of
friends and relatives (35%), while Americans tended to divide their 13.7
million nights between paid roofed lodging (7.6 million or 55%) and other
forms of lodging including camp sites (1.9 million or 14%), the homes of
friends and relatives (1.6 million or 12%) and other forms of accommodation
(2.3 million or 17%) [TAMS Canadian Heritage Tourism Enthusiasts (2000)
and US Heritage Tourism Enthusiasts (2001) Reports]. The rate of American
culture travelers who stay in hotels, motels or B&Bs is higher than at 62%,
(63.2 million trips), and compared to the average trip in the U.S., their trips

are more likely to be seven nights or longer [TIA/Smithsonian, 2003].

23



New Zealand

Europe

REVIEW OF EXISTING MARKET RESEARCH

Nearly all domestic cultural travel by Americans includes overnight travel, with
an average of 5.2 nights. In Canada, Ontario reported that 23% of its
overnight visitors in 2002 (11.5 million) participated in cultural activities
[TIA/Smithsonian (2003) and Ontario’s Overnight Cultural Tourist Market
(2002)]. Compared to the average trip in the United States, historical/cultural
trips are more likely to be seven nights or longer and include air travel, a
rental car and a hotel stay [TIA/Smithsonian, 2003]

In New Zealand, small proportions of visitors stay in niche accommodation.
For example, 4% of domestic visitors and 11% of international visitors stay at
B&Bs or hotels in a heritage building. 2% of domestic visitors and 15% of
international visitors enjoy farm and homestays. Experiencing local cuisine,
shopping, and visiting museums and exhibitions of Maori history are most
commonly pre-planned. The extent to which international and domestic
visitors plan ahead in this regard varies considerably by product from 16% for
a visit to an arts and craft market to 96% for a festival or event. International
visitors are more likely to plan ahead than domestic visitors, particularly for
museum visits and shopping for souvenirs [Tourism New Zealand's Demand

for Cultural Tourism Research Report, 2003].

In Europe, culture travellers are more likely to be attracted to smaller
establishments (2-3 stars) with good and comfortable quality and
personalized service than to large luxury hotels. A growing trend shows that
travellers are looking for ‘character and charm'’ in their accommodation, thus
properties that meet these needs, e.g., using local quality crafts or located in
vernacular buildings, are becoming increasingly popular [European Cities and
Capitals of Culture, 2004]. A recent WTO survey of German cultural travellers
found that they expect local management of small accommodation
businesses (50%), local cuisine with local ingredients (41.2%) and local
hospitality (41.2%) [WTO in Travel and Tourism Analyst No.20, 2004].

However, the ATLAS survey suggests that cultural travellers whose main
motivation is to visit exclusively cities for their cultural attractions, generally

stay in hotels or with family and friends. These travellers have booked their
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accommodation along with the rest of their travel arrangements on the
Internet or as part of a short break package holiday [ATLAS Cultural Tourism
Research Project, 2004].

A destination that is perceived to offer opportunities to experience
culture and entertainment is seen to be a popular, trendy place, with
many cultural attractions and events, a great place to see historical sites and
important places in history and a great place to experience different cultures
and ways of life. Such a place is also considered to be a great place to
experience city life, with many interesting shops and lots to see and do. A
cultural and entertainment destination tends to be better known for its urban
(cultural and entertainment) centers than its natural richness and
opportunities for outdoor vacation activities. [Lang Research, TAMS Technical
Appendix 10, 2001:16]

As a vacation destination, Canada is better known for its natural richness than
for its culture and entertainment. Canadians tend to give higher ratings to
Canada for many of its cultural and entertainment attributes than
Americans, and were more likely to view Canada as having many historical
sites, vibrant city life and places where one can experience “the good life”.
However, Americans who have taken a trip to Ontario had a much more
favorable impression of the province. Overall, attention must be paid to
strengthening the image of Canada’s urban centers with the American cultural
enthusiasts to promote Canada’s cultural attractions, events and ample

opportunities for entertainment [TAMS Overview Reports, 2001].

Due to immigration, provinces and regions throughout Canada will grow at
different rates. Ontario and British Columbia are experiencing the highest
growth rates; Quebec and Atlantic Canada the lowest. Older people (over 55
years of age) will represent an increasingly sizeable proportion of the
Canadian population (from 28% today to 42% by 2026). Market segments
identified with older Canadians, including heritage, performing arts and
wine/culinary, will grow at appreciably higher rates. As the population ages,

the proportion of residents living in households with children will decline
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[TAMS Overview Report, 2001].

Canadian residents born outside Canada will increase from about 21% today
to 28% of the population by 2026. In contrast to outdoor activities that tend to
draw almost exclusively Canadian-born travellers, performing arts enthusiasts
are the least homogenous (75% Canadian born). Cultural activity-based
segments are expected to have more members as there is a strong
relationship between immigrants and Canadian-born adults in the national

population (vs. in outdoor segments) [TAMS Overview Report, 2001].

Americans are also aging rapidly and are more highly concentrated in Tier Il
states, the furthest from the Canadian border. However, the number of
Americans who will come to Canada over the next two decades is predicted
to be somewhat higher at 31% than is growth of the American adult
population as a whole (27%), due to their high degree of affluence. Significant
growth is also anticipated for heritage, performing arts and wine/culinary
segments, followed by visual arts enthusiasts, which mainly attract older
Americans [TAMS Overview Report, 2001].

= The growth of cultural tourism is not just linked to cities and towns, but is
also occurring in rural and more remote areas [Travel and Tourism
Analyst No.20, 2004 and TAMS Overview Reports, 2001].

= Generic cultural tourism has recently been fragmented into niche
segments with their own specific market trends and characteristics, e.g.,
gastronomic, wine and religious tourism. [Travel and Tourism Analyst
No.20, 2004 and TAMS Overview Reports, 2001]. Some of these trends
include a more energetic, educational and environment-oriented tourism
[World Heritage Centre in Travel and Tourism Analyst No.20, 2004) or
creative/self-improvement holidays whereby tourists seek personal
cultural experiences, e.g., painting, cookery and language learning
[Richards in Travel and Tourism Analyst No.20, 2004].

= A number cultural tourism activities are moving from niches to more mass
market; For these, an attractive offering will be a combination of several of
these activities carried out at a lower level of intensity and less focused on

any one activity [Travel and Tourism Analyst No.20, 2004].
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= Invisiting heritage sites, there is growing interest in the everyday life
stories of the past, not just the lives of famous historic figures,
representing a broadening perspective of history [National Trust for
Historic Preservation, 2004].

= The majority of the cultural visits are generated by a relatively small
proportion of the total events, particularly ‘blockbuster’ and other signature
events [European Cities and Capitals of Culture, 2004].

= Preservation efforts have become an important consideration in choosing
a travel destination. 61% of American tourists surveyed believe that travel
experiences are better when the destination is a well-preserved natural,
historical, or cultural site. One in three American travelers are influenced
by a travel company’s efforts to preserve the environment, history, or
culture of the destinations it visits [TIA and NGT, 2002]. This finding is
also supported by research in Europe, where a stronger collaboration
between cultural and tourism interests has emerged to manage the
conflict between tourism and preservation. [Travel and Tourism Analyst
No.20, 2004].

27



FUTURE IMPLICATIONS FOR CULTURE AND HERITAGE TOURISM

Future Implications for Culture and Heritage

Tourism

Introduction

Based on the information reviewed, several patterns have been identified. In the

past, cultural and heritage tourism was only available to the wealthy social elite

with the purpose of searching for culture, education and pleasure. The rich and

very affluent only represent small portion of the population. Since the 19t century,

more of the middle class has access to participation in this type of tourism. Today,

the general audience consists of the mid- to upper class, who are older and have

high level of education and income.

PATTERNS

PRESENT

FUTURE

‘Classical Grand Tour’

Mass Market

Niche Market

Demographic

e Upper class
Elite only (very affluent)
Female

o Middle to upper class

o High levels of income

o High education

 Older age groups

o Female (equal splitin some
sub-segments)

o Adult only household

Lower to upper class
Most levels of income
Most levels of education
All age groups (shift to
younger audiences)

o Equal gender split

o Household with children

e Pleasure, learning and

Motivation e Status; Culture, Education and | e Leisure experience
Pleasure o Hobbies and daily activities
¢ Intangible “experience”, e.g.
Types of e High Culture o Tangible festivals
attractions
o Word of mouth o Word of mouth
Media o Word of Mouth o Newspapers, magazines e Internet
Source o Television
o Internet
¢ Private accommodation o Hotels o Smaller establishments
Wants and e VFR e VFbR e VFR
Needs e Shorter break, distance
e Available offerings were o Accessibility, e.g., o Affordability
Required sufficient wheelchairs, language e Dietary requirements
offerings o Comfortable/deluxe ¢ Language assistance
o Convenience
Incre asi ng Due to the increase in attendance and types of demands, cultural and

Fragmentation

heritage tourism has become increasingly complex, with more and more

sub-segments and niche markets forming. Along with the formation of these




Changing Motivations

FUTURE IMPLICATIONS FOR CULTURE AND HERITAGE TOURISM

segments, the demographic characteristics of the market are shifting
towards younger audiences, who also, despite their youth, have a high level
of education and income, and a more equal gender split in some of the

niche market, e.g., heritage tourism.

Longer working hours, the aging of baby boomers, population changes, and
the role of education for Generations X and Y, are strongly impacting the
psychographics of the cultural and heritage tourism segments. Trips tend to
increasingly consist of shorter breaks (e.g., weekend trips and fewer
overnights) at destinations closer to home (which increase domestic travel).
The motivations and decisions regarding cultural and heritage tourism are
increasingly based on pleasure, education/learning, experience, and
enjoyment of a hobby or interests. In other words, the travelers’
psychographic characteristics, e.g., values, daily interests, topics of
education, etc., could prove to be highly related to their activities and

preferences during travel.

A shift is occurring from larger to smaller accommodation establishments,
and from standardized service (e.g., chain hotel) towards personalized
service (e.g., B&B). The desire to experience local cultures, including
aboriginal culture, meet local residents and taste local foods are also
expressed. The increase in the domestic market suggests trends towards
short-distance air travel, car rental, motor coach and train. The demand for
group tours is mainly for long haul international travel. In this case, they
prefer the package to include performance events or free-time options to

attend performances.

There is a shift from tangible attractions, e.g., museums and monuments,
towards intangible attractions and experiences, such as theatre and
festivals. This trend requires commitment from travelers in terms of
allocated time commitment, and purchasing tickets in advance. In addition,
they require information prior to and during the trip about events and

incentives in the form of discounts, sample performances, etc.
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Jurisdictional Responses to These Trends

North America

New Zealand

Formation of culture tourism initiatives group;

Development of cultural tourism strategies;

Prints of cultural/heritage map, guides, and other publications;

Creation of itinerary planning aids, e.g., heritage attraction passports,
cross promotions between sites, corridor proposals (e.g., by the
Association of Heritage Industries);

Establishment of a system of standards and certification for cultural and
heritage tourism products;

Formation of ecomuseums, e.g., in Newfoundland including woodworking
in Amherst Cove;

Education to residents and travelers regarding cultural preservation;

Use of a product clustering system (creation of cultural/heritage programs
in strategic locations across the province);

Facilitation of cultural tourism roundtable (e.g., for both suppliers and
customers);

Demonstration and production of high quality crafts;

Formation of arts, culture and heritage centers;

Creation of package tour around arts and culture/heritage;

Declaration of a Culture Tourism Week;

Encouragement of dialogue/communication between culture and tourism
industries (information sharing);

Development of an endowment fund to support cultural programs and
events;

Further market research on various topics, e.g., hands-on learning tours
at Elderhostels, etc.

Development of the Tourism Strategy 2010 to guide the sustainable
growth of the sector;

Cultural tourism was specifically identified as a sector requiring further

development to maximize its potential;



JURISDICTIONALRESPONSES TO THESE TRENDS

= Tourism New Zealand has identified the “interactive traveler” as the
primary target for its international marketing activity.

Euro p e Ll 21 cities have held the title of “European City of Culture (ECOC)” since
1995;

= The purpose of this program is to raise the international profile of the city
and its region, to run a series of cultural activities and arts events, to
attract travelers and to enhance community pride and self-confidence;

Ll Some cities have additional objectives, e.g., expanding the local audience
for culture, making improvements to cultural infrastructure, developing
relationships with other European cities and regions, promoting creativity
and innovation and developing opportunities for local artists;

Ll This program has been successful and powerful in developing a new
image for cities in terms of culture awareness;

= However, a significant drop in traveler numbers was usually noted in the
following year (on average almost 4%) after strong growth during the
ECOC year (on average up 12.7%);

= ECOC cities have performed much better than other European cities in
2000;

= Although city cultural tourism continues to be dominated by the
established ‘cultural capitals’, there is evidence of a shift towards more
trips to smaller destinations and new regions of Europe [European Cities
and Capitals of Culture, 2004].
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Glossary

Aboriginal Activities

Emergent Vacation Interests

Hands-On Leaning While on
Vacation

Heritage Tourism Enthusiasts

Performing Arts Tourism
Enthusiasts

= Aboriginal cultural experiences in a remote or rural location

= A powwow or other aboriginal celebration

[TAMS Aboriginal Tourism Report, 2001]

= Vacation activities and experiences which are more likely to be pursed within

the next two years or in future travel activities than during the past two years

[TAMS Emergent Vacation Interests, 2002]

= People who exhibited an interest in participating in a hands-on learning

experience (such as an archaeological dig, cooking course, learning another

language) while on vacation during the past two years, as well as people

who expressed an interest in this type of vacation experience.

[TAMS Hands-On Learning on Vacation, 2001]

= Canadians/Americans who have taken leisure trips in Canada and exhibit a

particular interest in heritage-oriented activities when they travel. Their

leisure trips (Canada and worldwide) in the past 2 years have included at

least four of the following 11 heritage tourism activities:

1) Aboriginal cultural experiences
in a rural setting

2) Pow Wow/other Aboriginal
celebration

3) Aboriginal attractions

4) French Canadian cultural
experiences

5) Carnivals and western theme
events

6) Farmers’ fairs or markets

Local festivals or fairs
Museums: Children’s, general
history, and science or
technology

Historical replicas of cities/
towns

Historic sites

Own farms / harvesting

[TAMS US/Canada’s Heritage Tourism Enthusiasts, 2000/2001]
= Canadians/Americans who have taken leisure trips in Canada and exhibit a

particular interest in performing arts-oriented activities when they travel.

Their leisure trips (Canada and worldwide) in the past 2 years have included

at least three of the following activities on their travels:

1) Theatre or theatre festivals
2) music festivals

3) literary festivals or events
4) classical music concerts

5)
6)
7
8)

jazz music concerts
opera

musical attractions
ballet or other dance

[TAMS US/Canada’s Performing Arts Tourism Enthusiasts, 2003]



Us Tier Il

Visual Arts Tourism
Enthusiasts

Wine & Culinary Enthusiasts

GLOSSARY

Nevada, Utah, Colorado, Kansas, Missouri, Kentucky, Tennessee, West

Virginia, Delaware, New Jersey, Rhode Island, California, Arizona, New

Mexico, Texas, Oklahoma, Arkansas, Louisiana, Mississippi, Alabama,

Georgia, North Carolina, South Carolina, Florida, Hawaii.

[TAMS Overview Report, 2001]
Canadians/Americans who have taken leisure trips in Canada and exhibit a

particular interest in the visual arts when they travel. Their leisure trips
(Canada and worldwide) in the past 2 years have included at least one trip
that focused on experiencing different cultures/ways of life or experiencing
city life and at least two of the following visual arts tourism activities:

1) art galleries 3) international film festivals
2) browsing in arts and crafts

studios
[TAMS US/Canada’s Visual Arts Tourism Enthusiasts, 2003]

Canadians/Americans who have taken leisure trips in Canada and exhibit a

particular interest in fine foods and wine. Their leisure trips (Canada and
worldwide) in the past 2 years and have engaged in the any of the following
wine & culinary activities:

1) Stay at cooking school, b) wine 2) Any two of these activities: a)

tasting school, and c) gourmet tour a region’s wineries, b) go to

restaurant with accommodation on | wineries for day visits, and c) dine

the premises at internationally acclaimed
restaurants.

[TAMS US/Canada’s Wine and Culinary Enthusiasts, 2003]
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