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1.
INTRODUCTION

This workplan was developed in consultation with a specialist in Tourism Development, funded by Girvan Social Inclusion Partnership and Scottish Enterprise Ayrshire.  

The resultant workplan outlines a stratagem to develop tourism activity within the Girvan and South Carrick area, for the period 2004 to 2005.  Included in the document is a background of the existing visitor and local audience expectations, and the key activities required for this period.  

It is intended that this workplan will be refined and updated further as hard data becomes available specific to the South Carrick area, through the activities highlighted.

2.
CURRENT MARKET SITUATION


It is likely that some tourist consumer information has already been collected 

and is still held locally, for example by tourism accommodation providers (via registration cards completed by visiting guests).  Encouragement should be given to local businesses to provide a demographic breakdown of guests in the past year, but there are restrictions on the use of specific name and address information.  However, it should be noted that future communications could be issued by the accommodation providers themselves, even if part of a campaign driven by the Economic Development Team.

Other service providers i.e., local clubs, festival organisers may already have this information and these sources will be investigated.

Visitor Audience


A recent survey performed after the Girvan Cycle Race 2004, noted that 92%

of visitors surveyed are happy with the appearance of the area and would be happy to visit again.  However, the main concern is the lack of family friendly facilities, and things to do in the area.

Local Audience

The same survey, indicated that the local community’s main concern are the facilities available ie., Not enough to do but they are generally happy with the appearance of Girvan itself.

See Appendix 1 for Actions over the next three months.

3.
KEY ISSUES FOR MARKETING GIRVAN & SOUTH CARRICK

· Lack of benchmark info at an area level.  Information is available by region but not broken down sufficiently for use in this area.

· Need to build industry “buy- in” and knowledge of customers to improve the offer

· Need to raise awareness of area as distinct from overall “Ayrshire /Burns scenario highlight unique opportunities

· Determine/Build brand awareness – what are we offering

· Under utilisation of technology by industry especially small tourism businesses hampers effective marketing

· Lack of Co-ordinated approach –singing from same hymn sheet

· Year round campaigns and data collection required to get clear picture of visitor patterns
4.
WORKPLAN OBJECTIVES 

· Raise awareness of the tourism market to the local community
· Maximise the use of new technology to build a profile of visitor and local audience needs.
· Raise awareness of “South West Scotland’s Activity Centre”
· Exploring new niche markets
5.  
POTENTIAL MARKET PROFILE

UK Target segments

Dumfries & Galloway performed a market segmentation exercise conducted as part of their Area Tourism Strategy development, to identify their major target segments.  As there is great similarity between the South Carrick area and Dumfries & Galloway, it seems reasonable to assume the target audience is likely to be the same.  We have therefore used D&G’s identified audience as a baseline for South Carrick’s potential market:  

S.K.I. Brogues (Spending the Kids Inheritance)

Aged 60+, ABC1, Well-heeled couples, probably retired former professionals or wealthy business people. Likely to live in affluent leafy suburban or rural areas, large detached houses with big gardens. 

New Empty Nesters

45-60 ABC1 Couples whose children have now left home but may still require financial assistance from time to time. Both probably work in middle to senior posts either in the professional or service industries. Likely to live in suburban, small town or rural environments with reasonable sized houses and moderate gardens.

Good Time Singles

Aged 30-45 BC1 Like to holiday with like-minded friends of either sex. They are well educated and very involved in their work. Like good living but unlikely to have a lot of free time due to their well paid professional or senior jobs. Live in small houses or flats  (urban or suburban) and often in diverse, cosmopolitan and sometimes multi-cultural environments.

Aged 20-30 This is the age group that falls between the Good Time Singles and the Family group.  Although they may not have the same disposable income as Good Time Singles, would be attracted to the more active outdoor pursuits i.e., canoeing, cycling etc.  This group would fit in well with the Girvan Youth Trust’s Activity Education Centre (ACE), who will be developing Tourism packages.

Professional DINKS and SINKS (Double/Single Income No Kids) 

Aged 30-45 ABC1. Professionals or senior-middle Management. May well have senior positions within new technology industries or medicine. Typically have a good educational background and university. Will spend well while they can (i.e. before kids) and typically they live in areas of owner occupied houses.  

These new segments were selected on the basis of two factors – their return and attractiveness.  They have a higher tendency to have frequent short break holidays within the UK, they have higher than average disposable incomes and South Carrick should aim to have the perfect product fit with the type of holiday these segments like to enjoy.

Active

Within each segment there will be a target audience who are primarily independent travellers who like to take part in activities while on holiday.

Family Groups

It is recognised that families show a greater propensity to repeat visits than holidaymakers in general.

Families are an important segment within the overall holiday market place in

Scotland. 

Northern Ireland

Cognisance should be taken of the numbers of Irish day-trippers and travellers, who ‘stop off’ in Girvan having initially arrived at Stranraer. Encouraging more of this potential audience would increase the potential to grow the number of visitors in Girvan on a more regular basis.

Reference should also be made to the sailing/yachting community in Northern Ireland following research (conducted by McKenzie Marketing in 1999) amongst this group, which suggests that Irish yachtsmen have a generally favourable disposition towards the area and might be attracted to visit more often if improved berthing facilities were available.

Low Cost Airline Visitors – Prestwick Airport

South Carrick has to ensure the area gets maximum economic benefit from the growth in numbers of visitors to Scotland flying in through Prestwick

Airports low cost airlines. 

To this end, developing innovative tourism products is essential to attract the 444,000+ visitors to Scotland who currently fly into Prestwick every year. 

This would augment South Ayrshire Council’s DART project (Development of

Active Regions and sustainable Tourism) which links with other European low cost destinations such as Ireland and Germany, which promotes:

Strengthening the competitive position of the regions, by improving the quality of the tourism product

Creating a stronger image and identity for the regions, in particular raising their profile as quality tourism destinations
(Taken from South Ayrshire Council’s INTERREG IIIB NORTH-WEST EUROPE

APPLICATION)

Overseas Marketing

Working in partnership with South Ayrshire Council’s Tourism & Economic Development Department through the DART project, promotion of the area should potentially increase the market.  

6.
‘THE SOUTH CARRICK OFFER’

Many factors are involved, each inter-dependent on each other to create an overall satisfied customer.  The product or ‘offer’ will reflect on the tourists experience of visiting the area.  From places to visit, things to do and see, eating out, the weather and even the local people they meet, are all involved in ensuring a visitor to the area is satisfied and will return.

Through the tourism & image campaigns, we will “package” the set of experiences to suit each customer segment.  Through working with local tourism businesses we will seek to influence the product development required to meet the new customer markets.  

The location and accessibility of South Carrick to the central belt of Scotland, Dumfries & Galloway, North of England, Northern Ireland and Prestwick International Airport puts the area in a strong position to capitalise on the trend for short break holidays.

Product

Niche markets identified as the greatest potential to attract a larger tourists market and therefore to maximise economic return for the area are:

· Walking breaks

· Cycling breaks

· Golfing holidays

· Ailsa Craig RSPB nature reserve

· Fishing for disabled

· Culture and heritage breaks

· Events and festivals

· Folk music enthusiasts

· Sailing breaks

· Green Tourism 

7.  
BRANDING STRATEGY

It is important that any branding or theme attached to the area is consistent with the suggested marketing proposition.  There is a desire to investigate a route which will fit with the area’s marketing proposition, and one which will help to communicate to audiences that the area is one where visitors can take part in a range of pursuits requiring varying degrees of skill, effort and experience – an important facet of the ‘offer’ being that each individual can have an enjoyable visit to the area doing what they enjoy at their own appropriate level.

To maximise the impact of any marketing campaign, the brand developed for Girvan and South Carrick must be consistently used as a corporate logo and run through any imaging, key messages or any other activity that promotes the area.

Desired brand image

South Carrick is an ideal destination for holidaymakers of all ages, offering a variety of places to visit, landscapes, and activities, either in town, on the coast by the seaside, or inland where rivers, forests and rolling hills and rugged terrain are on offer.  The area is readily accessible by road and rail, as well as having sea and air routes within reach.  Most businesses in the area are locally owned and managed, and recognise the importance of tourism to the area, and people in the local community want tourists to enjoy their stay in the area, to make return visits, and to recommend the area to other people as a holiday destination.  Visitors have options to spend their time in either a relaxing or active manner.  Activities can be enjoyed alone, or as part of a group of people, and local experts are available to give instruction or advice to individuals at all levels of experience, whether they are early learners or more proficient participants.

Benefits to the Consumer

Holidaymakers who have discovered South Carrick love the area for what they make of it themselves; a place offering peaceful relaxation as well as a variety of activities providing adrenaline pumping fun, while not being too busy or commercial.

8.
COMMUNICATION


Each market segment will have an appropriate and cost effective communications medium; communications in some niche markets will be done more effectively via the Internet and niche activity group mailing lists.

9.
PARTNERS

To ensure maximum support for Tourism development in the area over the next year, it is essential to seek working partnerships with the following organisations:

· South Ayrshire Council – Tourism and Economic Development

· Ayrshire & Arran Tourist Board 

· Service Sector Businesses (Hotels, Petrol Stations, B&B, Retail shops,

· Restaurants, etc.)

· Girvan Youth Trust – Activity Centre for Education (ACE) facility

· Girvan Information Centre


· Volunteer Centre

· RSPB

Any other groups involved with Tourism initiatives or who could add to the visitor experience.

10.
ACTION PLAN

APPENDIX 1 below details an Action Plan over three months to ‘kick start’ the workplan, which will be added to as and when new areas of work are identified, to ensure an ongoing programme of actions.

Girvan Horizons will aim to deliver as much of this workplan as is possible, but this will be dependent on time and staffing constraints.

GIRVAN & SOUTH CARRICK TOURISM & IMAGE WORKPLAN 2004/05

The Workplan is based on a set of regular processes and procedures and focuses on - 

· Raising awareness of the tourism market in the local community

· Maximising the use of new technology to build a profile of visitor and local audience needs

· Raising awareness of “South West Scotland’s Activity Centre”

· Exploring new niche markets

ACTIONS STEMMING FROM RESEARCH INTO VISITOR AND LOCAL COMMUNITY AUDIENCES

	No
	ITEM
	ACTION


	WHO
	DATE
	DATE

COMPLETE

	1.
	Visitor & Community surveys
	· Continuous On-the-Spot surveys of visitors and locals throughout the year in partnership with the Volunteer Centre.
	GH/VC
	May
	Started with

Cycle Race

	2.
	Local Involvement/Communication
	· Issue press release highlighting workplan to the local community
	GH & Carrick Gazette
	Early June
	Gazette issue w/c 7/6/04

	3.
	Consumer Information
	· Work with local businesses capable of collecting tourist based information and issue questionnaire.
	GH & Local Businesses
	June/July
	

	4.
	Profile Database
	· Collation of questionnaires and surveys via business and the Volunteer Centre – to continue a Profile Database building up a full understanding of the current picture.
	GH
	July –

Ongoing 


	

	5.
	Website development
	· Build a section on the Girvan Horizons database specifically for Tourism & Tourism Businesses,  “What’s On”
	GH & Local Businesses
	June - Ongoing
	

	6.
	Theme Branding
	· ?“South West Scotland’s Activity Centre”? developing the corporate image with Tourism & Image Focus Group
	GH & TIFG
	July - Ongoing
	

	7.
	Visitor experience
	· Work with local groups, activity providers and local business to empathize with the “visitor experience” and how to make people want to come back.
	GH & Local Community
	July –

Ongoing
	

	8.
	Niche Marketing
	· Tourism & Image Focus Group looking at niche target marketing activity.
	GH & TIFG
	July 
	

	9.
	Business Brochure
	· Develop information kits for tourists to promote where to go for basic services.  Identify a distribution network.
	GH & New Bus. Club
	June - ongoing
	

	10.
	Tourism Products
	· Working with local activity groups to develop their product into a sellable/marketable professional tourism product.
	GH & 

Local Groups
	August - ongoing
	

	11.
	Girvan & South Carrick Tourism “offer”
	· Working with local groups, activity providers and local business to develop the Girvan & South Carrick tourism product
	GH & Local Community
	August – ongoing
	

	12.
	Marketing Activity
	· Promotion through websites, direct marketing to customer databases, niche target markets, “Discover It” campaign (incl. “Be proud of where you Live” campaign to the local community
	GH, Local Community & TIFG
	Sept - ongoing
	


