
Customer connections –
plug into the new generation

Karen Brazier (Winchester)
was looking for quick, cheap
wins and some longer term
projects.  She wanted a
balance between the ideal
world and what is achievable
within budgets.  Alison
Patrick (Shrewsbury &
Atcham) wanted ideas for
integrating TIC and museum
and signposting visitors to
other collections.  Both
wanted to know where
technology was going so
they could work smarter and
plan ahead.

For Alison, the high point
was clearly the session on
mobile technologies, where

she learned what’s
happening now and what’s
going to be possible in the
future.  Although the
technology may be a bit
ahead of some of her target
markets, she plans to
explore a text campaign
linked to specific events next
year.  Her key learning point?
“At the heart of every
success story lies a really
good PR/marketing idea –
technology just helps
destination managers put
that idea into action.”

Karen was more interested in
DMS.  She’s determined to
find more ways to generate

revenue from her site and
improve data capture
through ideas like ring tone
downloads and viral games,
as well as encourage user
generated content to
complete the user cycle.
“For me, the best sessions
were the ones where we
were sharing ideas and
learning from other
destinations’ experience”.

The verdict?  Both came
away relieved to find they
were not alone.  Other
delegates faced the same
dilemmas – print vs web,
aspirations vs. resources.
Both were inspired by the

sessions, enthused by at
least one idea to put into
practice, and keen for more
information. Karen’s parting
words were: “Building your
own programme works very
well – More please!” 

TMI plans to develop more
short workshops on
technology, so watch this
space... And don’t forget to
book your place at the
Annual Convention, Global
Changes – Local Challenges,
10-11 October 2007 in
Oxford.  For details 
and to book, visit
www.emmm.co.uk/
tmiconvention

The recent Hot Topic event in Leeds proved once again that TMI delivers timely and inspirational workshops,
keeping destination managers in touch with the latest developments.  Destination Matters asked two TMI
members after the event just what they found so exciting.
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Increasingly applied to destination
development and marketing, in
recognition of the importance of
the visitor and their myriad
activities, ‘visitor economy’ is a
more place-centric term,
consistent with Lyons’ proposed
place shaping agenda.

Tourism - multi-faceted,
fragmented, but first and foremost,
destination-specific
The destination, where most tourism
activity and spend takes place, is an
amalgam of attractions,
accommodation, transport, and many
non-tourism functions. Although
visitors usually identify a specific
activity or interest as their reason for
choosing which destination to visit, the
‘visitor journey’ involves a more
significant ‘bundle’ of products and
services. 

Interaction between local residents and
visitors combines with core attractors
and other intangible attributes (history
and heritage, ambience and
atmosphere, friendliness, walkability,
security, other quality of life indicators)
to form a destination’s spirit of place.
These non-tangibles create a positive
destination image and contribute to the
visitors’ experiences, memories and

word-of-mouth recommendations.

Benefits and Implications for
Destination Managers
Fostering a sense of civic pride and
ownership of aspects of the visitor
experience amongst the host
community and local businesses
should lead to a successful and
competitive destination. Especially
when focusing on the difference and
importance of each visitor segment in
terms of what they bring to the
destination. Identifying more
specialised markets served by a
portfolio of tailor-made products will
lead to an enhanced visit experience,
a longer length of stay and higher

visitor spend, and increase the
probability of repeat visitation. 

The move towards a visitor economy
poses three questions for destination
managers: 

• Do you fully understand all of the
visitors, and potential visitors, to
your destination? The central tenet
of a visitor economy strategy is
intrinsically dependent upon
designing visit experiences that
successfully meet the precise
requirements of each target
segment. 

• Approximately 80% of the
motivating factors influencing a
decision to visit a particular
destination relate to the intangible,
qualitative and service elements of
the visitor product. Do you
understand the complex nature of
your total destination product, the
amalgam of sectors and the various
co-supplier interrelationships that
collectively deliver a satisfactory
visitor experience?

• The place-shaping agenda will
significantly impact upon all UK
destinations. Do you fully
understand the visitor economy
implications of the much wider
place-shaping recommendations?

Paul Williams, Principal Lecturer at Staffordshire University, puts the case for the term
‘visitor economy’ and poses some challenges…

Towards a visitor economy
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Some members who read the
interview with George
Brookes last time have asked
for more detail on exactly
what’s involved in studying
for the VocMat modules, so
we asked for more detail…

What does VocMat consist of?
There are four modules:  Strategic
Management, Tourism Marketing,
Human Resources and Operations
Management.  Each one uses tourism
specific case studies, examples and
illustrations to make the learning
relevant to middle and senior
managers in both public and private
sector tourism. 

The module material was uploaded
into Blackboard, a virtual learning
environment (VLE) which allows
learners to access module material

and interact with each other and their
tutors via discussion boards, online
chat and e-mail.  As well as their user
name and log in for the VLE, Each
participant was given a user name
and log in for the VLE, as well as the
module material on CD-ROM as back
up in case of problems accessing the
internet.  The CD-ROM proved very
popular, not just as fall back, but
because participants could catch up
with their studies on the move using a
laptop – commuting to meetings, for
example.

So what’s the time commitment?

These are postgraduate level courses,
so the expected commitment is
around 150 hours for each module
over 10 weeks, but each person
learns at a different rate so it can be
hard to be exact.  In practice,
participants have been putting in
between 4 – 10 hours per week.
Crucially, however, at times that suit
them and fit with their lives.

What do you get from it?

All four modules have been validated
by the four partner universities so that
although work is still required to create
the VocMat qualification, completed
modules attract credits which can
count against other courses or
qualifications.  The pilot participants

will each get a certificate stating the
modules completed and credits
awarded.  Just as important, though,
is the opportunity to exchange
experiences and learn from colleagues
in other countries.

How do I find out more?
Contact the project manager, Liz
Buchanan at Tourist Board Training:
liz.buchanan@tbt.visitscotland.com or
visit the project web site
www.vocmat.com

VocMat – A distance learning experience

This project has been funded with support from

the European Commission.  This communication

reflects only the views of the authors and the

Commission cannot be held responsible for any

use which made be made of the information

contained therein.

“Having been out of learning for some years, VOCMAT gave me the ideal
opportunity to recommence study alongside my hectic work schedule.  The
course does require a full commitment from students, and whilst the course
was challenging - it hasn't scared me off study and I would hope to
undertake future VOCMAT modules.”

Sarah Woodford, VisitBritain

“with only recent experience of
tourism, the project has helped me to
further my knowledge of the sector
and has hopefully opened the door to
further studies”

Keith Kaye
Scarborough Enterprise Agency



Forthcoming CPD Events
September – Date/venue TBC

TMI Workshop:  Engaging with your Private
Sector

A facilitated discussion session to allow
delegates to share experiences, problems and
solutions when it comes to really engaging with
the tourism businesses in your destination and
getting them on board with your campaigns

www.tmi.org.uk

September – Date/venue TBC

TMI Short Course:  Search Engine Rankings

All you ever wanted to know about search engine
rankings and making sure your destination web
site comes high up the list when potential visitors
are looking for info

www.tmi.org.uk

9-11 October - Oxford Paramount Hotel, Oxford

TMI 2007 Global Changes - Local
Challenges

The must attend, showcase event for destination
managers and tourism professionals focuses this
year on the impact of recent significant changes
– environment, new technologies and emerging
markets – and explores constructive, profitable
and realistic ways for destination managers to
address those changes.

www.tmi.org.uk/events

9 October - Oxford Paramount Hotel, Oxford

TMI 2007 Fringe Event – Whose Quality Is It
Anyhow?

A strategic level policy debate on the relevance of
the star scheme in the age of social networking
and online consumer reviews

www.tmi.org.uk/events

24 October - MIC Conference Centre, Euston
Street, London

Trains, Planes and Automobiles: Driving
Visitors Out?

A Tourism Society debate on transport and
tourism issues

www.tourismsociety.co.uk

5 November - Holborn Bars, London

Tourism Society Annual Media Masterclass

An opportunity to get a better understanding of
how to use different sections of the media to get
the most out of your campaigns.

www.tourismsociety.co.uk


