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INTRODUCTION

INTRODUCTION

This report is the next step in the process to facilitate the sustainable recovery of the South Coast of Jamaica. It follows on from the South Coast Sustainable Development Plan.

The South Coast is defined by the Terms of Reference for this Study, as the boundary of the Negril Green Island Development Order in the West, to Great Salt Pond in the Hellshire Hills in the East. It generally extends inland by 11kilometres and offshore to the 20metres depth contour.  However, the Study has proposed that the offshore boundary be extended out to the edge of the coastal shelf to give a more practical boundary in terms of marine ecology and one, which is more readily definable, by those who will be responsible for managing the area.

The Study was tasked with developing a feasible programme of works across three key components: tourism, fisheries and protected areas. In addition, proposals were required for an appropriate institutional framework and regulatory reform measures that would be required to implement, operate and maintain the programme. Finally, to ensure long term sustainability, an economic evaluation was specified to confirm the viability of the proposals.

In outline the tasks for the three components were as follows:

· Tourism – To undertake a market assessment and develop a marketing strategy for the South Coast and in particular the Heritage Trail. To make recommendations for a series of marketing plans at parish and community level. To develop a heritage trail across the South Coast as a key tourism resource for the area and to develop proposals for the restoration of Black River town that is to be a focus along the trail.

· Fisheries – To develop recommendations for a management plan that will address the problems associated with an over-exploited resource and to develop proposals for landing site improvements.

· Protected Areas – To develop proposals for the creation of two new protected areas at Canoe Valley and the Black River Morass and recommend the prerequisites for what would be needed to establish, operate and maintain them.

From the commencement of the Study, the view of the Steering Committee was that this study must not be perceived as “just another study, in a succession of studies”, and that out of this Study should come implementable, physical projects. This view was supported by feedback from the consultation meetings, at which the communities were clearly showing signs of meeting fatigue.

To reinforce this aspiration, the Terms of Reference included requirements for both broad strategies and detailed design items. In fulfilling the latter, the team has produced detailed infrastructure designs for Black River Town. These are intended to lay the foundations for it’s onward development as a heritage theme town. Detailed designs were also proposed for the landing site improvements at Welcome Beach which is to serve as a pilot scheme for other landing sites along the South Coast. 

While these physical improvements provide visible evidence that change is occurring, it is in the pursuit of sustainability that this study really advances the proposals for the South Coast and which will form the basis for the area’s long term recovery and economic growth. The key to this is integration.

If each of the three components were studied in isolation, it is possible that a set of proposals could be developed such that each component would be economically viable. However, they would not necessarily be sustainable. For this Project to achieve sustainability, the economic, environmental and social criteria all have to be met and to ensure this happens, the components have to be examined as a single, integrated component. Each component needs the others to either: generate revenue, to provide alternative means of income, or to protect the environment.

This report therefore begins with our vision for the South Coast.

VISION

VISION

A Vision for the South Coast
The South Coast is experiencing decline. The two sectors on which its wealth was based in the past, mining and agriculture, are experiencing international competition as a result of which investment and activity levels are falling. Fishing, the other main source of employment, has suffered years of over exploitation which is now resulting in declining yields and poor fisher incomes. In general, the rate of growth of national income in the South Coast, is failing to keep pace with even the very poor rate of growth of income in Jamaica as a whole.

In rural communities there is high unemployment, declining levels of household income and the disintegration of community and family units. In the towns the influx of people has given rise to informal and unplanned urban sprawl and it threatening to destroy the very environment which draws tourists to the island. The growth of population in towns such as May Pen and Mandeville has been amongst the fastest in Jamaica and rural residents have migrated also to Kingston, Spanish Town and the tourist resort centres of the North Coast.

The South Coast has immense opportunities through its natural and cultural heritage and the dynamism of its people. If these resources are developed they have the potential to provide economic growth for the region. Tourism could provide the impetus for economic and social regeneration, as envisaged in the Master Plan.

However, as the North Coast has demonstrated, heritage is a fragile commodity and the danger is, that if the South Coast is developed without adequate planning and a clear strategy, it is likely that the opportunities, which have the potential to regenerate the area, will only serve to exacerbate the current social problems and accelerate the destruction of the environment. The unplanned development of tourism in the North Coast has served to cause social, environmental and  planning blight. Even the economic growth that tourism has generated has benefited only the few.

The North Coast therefore provides little in the way of a model for sustainable development of the South Coast. During the exhaustive process of consultation that accompanied the preparation of the South Coast Plan and were integral to our design of the SCSDP, stakeholders in the Region made it abundantly clear that they were strongly opposed to the South Coast following the North Coast model.

The alternative for the South Coast is to embrace the principles of sustainable development that focus on integrating economic with social development and protecting and managing the environment. These principles put local communities and stakeholders at the heart of the planning and decision making process and make quality of life, opportunity, capability, voice and empowerment targets that must be achieved along with high rates of economic growth.

The vision of the South Coast that these principles throw up, is of a region that derives its identity from the cultural and historic heritage of its people and its distinctiveness from its unique natural environment.  It is a vision of local stakeholders being empowered to participate in planning and decision making and enabled to play the lead role in economic development. The South Coast Plan articulates and elaborates this vision and provides guidelines for its realisation.

The SCSDP serves as the vehicle for the implementation of the Plan and provides a framework that enables the vision to be achieved over the next  decade.  The SCSDP is based on around five main themes:

Sustainable Tourism based on the unique South Coast product.  In line with the principles of sustainable tourism, in the South Coast, tourism must reflect the culture and aspirations of local people, take positive steps to avoid gender and other forms of discrimination and help to preserve the environment. These principles are broadly in line with the tourism product as it exists in the South Coast. Product development must therefore remain true to the unique qualities of the South Coast. This is the basis on which the tourism strategy for the South Coast has been developed (see below):
· Tourism led, broad based growth.  The Region has the assets to participate in the growth of tourism in Jamaica and to increase its share of the Jamaican tourism sector. The growth of tourism, however, must not be confined to large hotels, as it has been in the North Coast. What is appropriate for the South Coast is low density tourism that does not make huge demands upon infrastructure and the environment and whose benefits accrue to all types and size of accommodation as well as a broad range of ancillary industries and supplier sectors. The object of broad based growth means that particular attention must be given to ensuring that ancillary sectors such as shopping, food and beverages, entertainment (cultural and popular), sports, arts and crafts and transport benefit from the growth of tourism . Further, that sectors that supply inputs to tourism such as agriculture, fisheries, manufacturing, construction, infrastructure and the utilities, public services such as health and waste management and commercial and personal services such as repair and maintenance, hair dressing and laundry, must be assisted in capturing a higher proportion of the tourism dollar within the region. The tourism, protected areas, fisheries and institutional components elaborate how this will be achieved through the SCSDP.

Interweaving economic, social and environmental development.  The principles of sustainable development require a balance to be achieved between providing opportunities for sustainable livelihoods, capability to participate in social and economic activity through providing health, education and other welfare services and the preservation of the natural environment. The way to achieve this balance is to inter weave them in all SCSDP components. Thus, local organisations involved in a mix of economic, social and environmental development such as the PDCs and especially the sustainable development NGOs will be assisted in taking part in all three types of activity.

· An integrated programme.  In our view, SCSDP must be viewed as a single, integrated programme, not a combination of three discrete components –tourism, protected areas and fisheries. The protected areas and fisheries components need the financial resources generated by tourism to be effective. Unless there are opportunities for local organisations co-managing the protected areas to earn income from visitors, the result is likely to be a reduction in the incentive for local communities to protect precious habitats and of the financial resources available to local organisations to sustain the task. The sustainable use of fisheries requires the diversion of fishing effort into alternative livelihoods, one of which must be tourism. The tourism component relies on the preservation of fragile habitats on land and off-shore to sustain the interest of visitors and to protect tourism assets such as beaches. In the design of the SCSDP therefore tourism leads and is integrated with the other components.

· Local empowerment.  The institutional framework for the SCSDP provides for the pivotal role in planning economic, social and physical development to local organisations such as the Parish Councils, the PDCs and the sustainable development NGOs (CCAM, SEEPA and others). Organisation that themselves represent a diverse range of local interests and stakeholders such as PDCS and the sustainable development NGOs are given priority in institutional strengthening. The component includes also strengthening the planning function of parish councils so that the combined power of the national regulatory frameworks for tourism, protected areas and fisheries can be combined with local planning powers to ensure sustainable development. 

The objective of SCSDP is to ensure the sustainable regeneration of the South Coast through an integrated approach to the implementation of its components, led by tourism to ensures economic sustainability but with protected areas, fisheries and the institutional and legal components ensuring social development and environmental conservation, The three aspects of sustainable development, economic, social and environmental will be interwoven into each component. The glue that binds the components together into a single programme will be the institutional, regulatory and planning frameworks, which build on the existing skills and capacities of the national, regional and local organisations.
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1.
SUMMARY
The importance of the tourism element of the SCSDP has been recognised from the outset, both in the SCSDS Plan and in the subsequent Terms of Reference for this Feasibility Study.  It provides an enhanced opportunity for community involvement through businesses or employment and opportunities for capturing tourist spend and retaining it within the community. It addition, it can promote the form of tourism which meets the aspirations of those communities.  However, recognition of its potential to be the economic driving force for sustainable development needs to be translated into positive action.

The tourism sector of this Feasibility Study therefore starts by developing a closer understanding of the tourism market in the South Coast.  It shows the distinctive nature of the region, offering a quieter, more naturally Jamaican tourism destination, with smaller, locally owned accommodation and attractions.  The current markets reflect this low-density nature of tourism with a variety of business, social and holiday trips undertaken by Jamaicans themselves and a mix of North American and European visitors seeing it as an alternative to the more commercialised north coast.  The current volume of tourists coming to the area is just under 50,000 with about 80percent of these staying in commercial accommodation.

Looking at potential markets for the South Coast, an analysis of the key source countries, such as the United States, Canada, United Kingdom and Germany showed that there is a significant and growing interest in nature tourism.  This was evident not only in the specialist field of ecotourism where interest in the particular wildlife and environment of a destination was the dominant reason for the visit, but for the broader fields of nature tourism and ‘soft’ adventure tourism, where interest in natural attractions and activities such as diving or riding, are integrated with the more traditional aspects of a Caribbean holiday.  Scope for including a greater involvement of local communities in this type of tourism was also identified as of potential interest to these markets.

In addition there was potential identified in three other markets, namely the Jamaican born foreign nationals, who could be encouraged to add a South Coast trip to their visit to friends and relatives elsewhere in Jamaica; the local Jamaicans who would consider the South Coast for a holiday and the excursion visitors, either coming from the main urban areas of Jamaica or from the north and west coast resorts of Montego Bay, Ocho Rios and Negril.

In order to calculate the potential penetration of these markets by a new South Coast product an analysis was also made of the performance of comparable nature tourism destinations in the Caribbean, such as Costa Rica (with 350,000 US tourists per year), Dominica (with a doubling of its nature tourism visitors to 60,000 in the early 90s), and Belize (with a doubling of tourism in the last five years of the 90s).

In conclusion the market assessment recommends the potential size of the markets that could be secured in each of these sectors in the life of the SCSDP.  

These are:


Nature Tourism Visitors


 
30,000


Jamaican Born International Visitors


7,500


Domestic Tourists




3,750


Excursionists





80,000

The marketing strategy then identifies the policies and programmes required to achieve these targets.  The strategy’s policies reflect the desire to develop a less intensive and more sustainable from of tourism and are based on the assumption that the planning controls recommended in the South Coast Master Plan are implemented, along with those policies sympathetic to sustainable tourism that are included in the National Tourism Master Plan.  The Marketing Action Plan incorporate a dozen key points together with guidance on their phasing and implementation.  These marketing tasks are:

a)  Establish the key market segments.

b)  Develop South Coast brands.

c)  Build a photographic library.

d)  Produce a Heritage Trail Map.

e)  Produce a Heritage Trail Guide.

f)  Provide support advertising.

g)  Undertake a PR campaign.

h)  Develop and maintain the South Coast Website.

i)  Create additional information sheets.

j)  Attend travel trade shows.

k)  Undertake market research.

l)  Circulate market intelligence.

These overall marketing activities are also segmented according to the actions needed in each of the core markets of the USA, UK, Canada, Germany, and domestic Jamaicans.

It has also been recognised that the delivery of the type of environmentally and socially friendly tourism that the market assessment concluded has the greatest potential, will require a number of additional initiatives.  

A Community Tourism Development and Marketing Plan is recommended that not only provides guidance to local communities in how they should consider their potential role in tourism and their expectations from it, but how the particular aims of their community tourism programme can be communicated to potential markets overseas.  A helpful role model in Costa Rica is identified.

At the Parish level guidance is given on the preparation of Parish Marketing Plans and the resources needed to ensure that they are based on a comprehensive review and wide consultations.

An Accommodation Plan is needed that not only provides clear guidance on how accommodation standards can be implemented and improved by the operators of Bed and Breakfast and self catering establishments, but how it can develop into a new ‘brand’ of accommodation that can be better promoted to potential customers and act as a valuable marketing and reservation tool.

Guidance is also given on the development of the important South Coast Website, that will be a key vehicle in providing two-way information between the SCSDP and potential and actual visitors.

The potential route and sites along the South Coast Heritage Trail are then evaluated, with detailed guidance on the implementation of the route and its supporting promotional material.

Finally the prospects for developing a Taino Museum on the South Coast are evaluated and recommendations made for the preferred sites.

2.
MARKET ASSESSMENT AND ANALYSIS
2.1
Summary

2.1.1
South Coast Tourism Product

· The South Coast of Jamaica, although currently providing for a small percentage of the national tourism product, offers the potential to attract a number of significant new markets, that are not only compatible with the range of national attractions that it offers, but also presents a key opportunity to diversify the national tourism product, in the face of changing market expectations.

· The South Coast with its varied landscapes and range of natural attractions and small tourism development currently caters for a less intensive and more diverse form of tourism than is available on the north coast.

· The predominance of locally owned and operated small hotels and guest houses provide a range of visitor experiences from the attractive small coves along the Westmoreland coast, the Black River as a centre for exploring a range of local attractions and Treasure Beach offering an alternative community based beach and activity holiday.

2.1.2
Existing Markets

· The current market for the commercially provided accommodation is not dominated by one single sector, and consists of holiday, business and social trips, from the Jamaican (40percent of visitors), European (36percent) and North American (24percent) markets.  In addition there is a significant element of visitors staying with friends and relatives in private homes and these are predominantly North American or UK Jamaican born or second generation visitors.

· It is estimated that there are 47,500 tourists coming to the South Coast study area each year, with 38,500 of these staying in commercial accommodation and 9,000 in private homes.  For the South Coast Resort Board area as a whole the total figure is nearly 90,000.

· A detailed analysis of the key international markets (USA, Canada, UK, Germany, Italy, France and Netherlands) has identified the potential demand for a South Coast product, based on its appeal of natural resources, that is consistent with the trends going on within these markets and the aspirations of the JTB in developing new markets.

· Projections for tourism in the South Coast are not only based on the latest demand evident in their key source markets.  Detailed assessment of comparable destinations in the Caribbean that have developed a nature tourism based product, show that significant growth can be achieved where there is active promotion of a nature-based product with broad appeal that can cater for a variety of market sectors.

2.1.3
Target Markets

· The South Coast needs to establish a market profile that builds on its diversity of natural and cultural resources as a destination that offers the real Jamaica through a combination of traditional sun and sea activities with community and nature-based facilities and activities.  Although it does not have the dramatic natural features or wildlife of some of its potential competitors in the Caribbean, it can provide an attractive range of attractions for those interested in more than just a week or a fortnight on the beach.

· Typical market types will include North American or European tourists who have been to Jamaica before and want to discover more of the island while still benefiting from the sun and sea on offer; international visitors with a general interest in experiencing nature tourism in international standard accommodation, those interested in community based tourism and domestic and internationally based Jamaicans who want a traditional Jamaican style holiday.

· Smaller niche groups will include those dedicated to a particular aspect of nature tourism for example, wildlife photography, bird watching, or those seeking a working holiday, based on archaeology or conservation work.

· Based on the performance of other nature-based destinations in the Caribbean where Belize has doubled its tourist numbers in five years, and Costa Rica receives 350,000 US tourists a year, a South Coast target of doubling its share of Jamaican tourism over the next 10 years is achievable, even allowing for the growth that is already planned to take place. 

· This key nature tourism market, should be the South Coast’s main target, and making conservative comparisons with what has been achieved for similar markets in the Caribbean, an additional 15,000 visitors should be captured in the next five years from increasing the performance and standard of existing establishments and attractions and an additional 15,000 over the following five years through the development of new facilities.

· This market would come from the USA (40percent), Canada (10percent) and Europe (45 percent) and other (5 percent).  Within this overall target market there is the scope to focus on a number of particular segments, such as:

· Two centre holidays, offering beach and nature.

· Soft adventure (riding, cycling, water sports).

· Alternative beach holidays, with a range of excursions.

· Community based stays.

· Specialist nature trips.

· In addition to nature tourism, there also needs to be a focus on the potential of attracting two other markets, namely the Jamaican born foreign nationals and Jamaicans resident overseas returning to see friends and relatives, and the resident Jamaican market.  The former can be encouraged to return by combining the social aspects of their trip with opportunities to undertake additional excursions.

· The forecasts for the growth in visitor numbers assume the successful implementation of the National Tourism Master Plan and in particular its marketing activities, but do not include the expected visitor increase arising from the opening of the Beaches Whitehouse hotel, likely to be  17,500 to 20,000.
· The potential targets for growth over the next ten years by sector are:
· Nature Tourism



- 30,000

· Jamaica Born International Visitor
- 7,500

· Domestic Tourists



- 3,750

· Excursion Visitor



- 80,000


2.2
The South Coast Tourism Product

The South Coast of Jamaica from the edge of Negril in the West to the suburbs of Kingston in the east offers visitors a very different tourism experience to that of the north coast.  The Parishes from Westmoreland to St Catherine offer a great variety of landscapes, ranging from high mountain ranges coming down to the coast to dry limestone forests and from coastal wetlands to a series of rolling pasture, extensive plantations and small agricultural holdings.

Its tourism product has grown out of these natural resources, providing a range of attractions such as waterfalls, crocodile safaris and wilderness areas.   However, the nature of these resources, in not providing the white sand beaches of the north coast, has also been one of the constraints in preventing the commercial nature and scale of tourism development that would otherwise have followed.

The accommodation provided for visitors is therefore restricted to older style small hotels and guesthouses, with villas, apartments and private homes also contributing a significant element of overnight capacity.

This combination of varied natural resources and small-scale accommodation has created a number of distinct sub-zones along the South Coast.  These can be identified as:

2.2.1
The Westmoreland Coast

Between Savannah La Mer and Whitehouse an attractive, narrow coastal strip, backed by the higher ground of the Surinam Quarter, links a series of bays and small caves with some good bathing beaches and fishing beaches.  Accommodation is dominated by villas and private houses and a few small hotels.

With these resources most closely matched to those of a typical tourist resort it is not surprising that it is this section of the South Coast that is under most pressure for the development of traditional beach tourism.  The current construction of a 360 room Beaches hotel at Whitehouse is seen as an example of such development.  

2.2.2
Black River Environs and the Morass

The town and former port of Black River is at the heart of a district offering a varied coastline with bathing beaches known mainly to locals and domestic tourists and access to an extensive wetland, the Great and Upper Morass, which is home to the crocodile tours (which are one of this coast’s most popular attractions).  It is also surrounded by a string of other attractions and features such as YS Falls, Middle Quarter – home of the shrimp sellers, Bamboo Avenue and the new Cashoo Ostrich Park.  

A number of well-established small hotels and guesthouses provide accommodation in the town and along the coast to the southeast to Parrottee.

2.2.3
Treasure Beach and South East St Elizabeth

Sheltered by the Santa Cruz Mountains to the north, the dry climate has created extensive livestock farming and a horticultural system adapted by the use of extensive dry mulching.  Treasure Beach consists of four bays, where an image of an easy going and welcoming community has fostered a group of small beach hotels and villas offering an “alternative” or “real” Jamaican tourism experience.

2.2.4
Canoe Valley

This central area of the South Coast offers a distinctive “wilderness experience” between Alligator Pond and Alligator Hole, the only part of the Jamaica coast which does not suffer from sprawling development.  Alligator Pond is renowned for its seafood restaurants and from this base additional accommodation is proposed, while Alligator Hole offers the prospect of seeing some of the last surviving manatees in Jamaica – a symbol of the threatened resources of the whole South Coast.

2.2.5
Portland Bight

Southern Clarendon Parish as a whole is dominated by large sugar cane plantations and the related communities which provide the manpower for them, and the extensive fishing industry which is reliant on the resources of the Portland Bight and beyond.  With its proximity to Kingston and Spanish Town the coastal resources of mangrove and quiet beaches are under increasing pressure from development, as evident in the presence of a major power station, and bauxite terminals.  Tourist and recreational use is limited to local residents and domestic visitors and the traditional appeal of bird watching, fishing and the historic spa at the Milk River.

2.2.6
Hellshire Hills

Although part of the proposed Portland Bight Protected Area, the Hellshire Hills offers a different tourism resource, with its popular bathing and fishing beaches looking across to Kingston and natural features, such as Two Sisters Cave providing the base for further development of visitor attractions for the principally domestic resident market.  Hotel accommodation and villas are already being developed.

2.2.7
The South Coast overall

The unifying features of these very diverse sections of the South Coast which create a very distinctive tourist product are:

· A close relationship between the areas’ natural resources and the visitors, which needs to be kept in balance if the special nature of the experience is to be retained.

· An opportunity for visitors to meet with local residents in a more natural manner and learn of local traditions and culture.

· Visitors that are more likely to undertake a wide variety of activities.

· The ability to serve international and domestic markets, providing a more sustainable mix and the ability to integrate tourism within the other resources and activities of the area, such as protected area management and fishing.

· The scope to serve a variety of visitor markets, within the capacity and character of the area.

2.3
Existing Markets Assessment

This section of the report looks at the existing markets on the South Coast.  It presents:

m)  A picture of the current South Coast market, based on the information collected from the survey of accommodation providers and local tour operators carried out by the consultants and the data available from the JTB records of visitor entry to Jamaica.

n)  A comparison with the Jamaican market as a whole.

o)  Trends in international and Jamaican tourism.

p)  A detailed assessment of the characteristics of the tourism markets in the source countries identified in the South Coast surveys, using published material and data collected from our survey of international operators.  In particular it assesses the scale and character of the nature tourism markets.

q)  A review of the nature tourism market in the Caribbean.

2.3.1
The Existing South Coast Market

Survey of South Coast Tourism 

Stopover Visits

i)  Country of Origin

From the survey of South Coast accommodation operators, representing over half of the accommodation stock, it is estimated that the key market segments for those visitors staying overnight in the study area are:


Jamaican

40 percent


European

36 percent


North American
24 percent

 However, since such figures are largely taken from assumptions by management, rather than from registration data, it will have been difficult for the management of accommodation establishments to distinguish between resident Jamaicans, non-resident Jamaicans, foreign nationals born in Jamaica or foreign nationals of Jamaican extraction.

Up to half of the Jamaican visitors are on business rather than leisure trips, particularly in Black River.  The UK and German markets are the leading sources among the European market, although some establishments have developed links with other countries such as Italy, France, Holland and even Finland.  The US provides the overwhelming majority of the North American visitors, around 90 percent.

In terms of international visitors to Jamaica, the breakdown of those coming to the South Coast is:


European

60 percent


North American
 40 percent

This is a complete reversal of the picture for the Jamaican tourist industry as a whole, where the North American market is overwhelmingly dominant:


North America

80 percent


Europe


15 percent

However, a more detailed analysis of the visitor records held by the JTB, regarding stop-over visitors to the South Coast, is able to provide a picture of the use of private homes, that was not covered by the survey of commercial accommodation, and an ability to breakdown visitor numbers into foreign-born and Jamaican born foreign nationals, who have very different travel patterns.

For example it shows that of foreign nationals born outside Jamaica that came to the South Coast, 69 percent were from North America, at least 24 percent from the UK and Germany and 7 percent from ‘other’ including the rest of Europe.  These figures reflect both commercial accommodation and private homes, and therefore are not directly comparable with the picture for commercial accommodation alone.

ii)  Purpose of Visit

Among the hotels and guest houses on the South Coast, the majority of staying guests are on leisure trips, with:


Leisure (international visitors)

56%


Leisure  (Jamaican visitors)

24%


Business (Jamaican)


20%

iii)  Number of Visitors

From available sources such as the Halcrow Technical Report 12 Tourism; TPDCo list of licensed properties, guide books and site visits it is estimated that there are the following properties in the study area:

	
	Establishments
	Rooms
	Beds

	Hotels/Guest Houses
	38
	431
	862

	Villas
	12
	65
	130


Source: Halcrow Technical Report 12: TPDCo list of licensed properties

With the JTB reporting 31 percent bed occupancy for South Coast serviced accommodation in 2000 and with an estimated 50 percent occupancy for self catering properties and an average length of stay of 2.7 nights reported in our survey of serviced accommodation and 10 nights for self catering, the calculation of visitor numbers are as follows:

	
	Bed Nights
	Visitors

	Serviced Accommodation
	97,535
	36,124

	Self Catering
	23,725
	2,372


Source: SCSDP study

This provides a total of about 38,500 tourists staying overnight in the South Coast study area each year. 

This figure includes those on business as well as holiday, but excludes those staying with friends and relatives, or staying in second homes.

Although this figure has been derived from statistics available at the local level it is compatible with the figure that would be derived from national statistics, from the information collected from visitors on their arrival in the country.  The figures for 2001 show that 3.6 percent of Jamaica’s stopover visitors expressed the intention of staying on the South Coast and this equates to 39,137 tourists.

 However, a more detailed analysis of the JTB figures show that:

· a significant proportion (30 percent) of them are Jamaican born foreign national;

· a very high proportion (87 percent)were reported to be staying in private homes; and

· only 13 percent reportedly used hotels, guesthouses, B&Bs or villas.

Considering that these figures apply to all of the South Coast area, this is a considerable inconsistency largely arising from the method of collection on entry into the country.  Visitors are asked for their address during their stay, but if they are touring the country or spending the first night in the town of arrival, the South Coast will not appear as the destination for visitors using serviced accommodation.

Therefore in terms of assessing the number of visitors to the South Coast it is proposed to combine the assessment of visitors using commercial accommodation from our survey of establishments, with the data on those using private homes coming for the JTB data.  In addition with the knowledge that the South Coast Study area has 25 percent of the South Coast Resort Board area’s population but 70 percent of the hotel accommodation, the following estimates can be made for both the Study area and the larger Resort Board area.

	Table 1.1: South Coast Sustainable Development Programme



 Number of Overnight Visitors – International and Domestic



	
	South Coast Study Area
	South Coast Resort Board

	
	Total
	Comm. Accomm.
	Private Accomm.
	Total
	Comm. Accomm.
	Private Accomm.

	TOTAL
	47,436
	38,500
	8,936
	89,643
	53,900
	35,743

	North America
	15,883
	9,240
	6,643
	39,510
	12,936
	26,574

	USA - Total
	13,826
	8,085
	5,741
	34,281
	11,319
	22,962

	USA – Foreign Born
	11,010
	7,681
	3,349
	24,147
	10,753
	13,394

	USA – Jamaican Born
	2,816
	404
	2,392
	10,134
	566
	9,568

	Canada – Total
	2,057
	1,155
	902
	4,906
	1,294
	3,612

	Canada – Foreign Born
	1,609
	1,098
	511
	3,275
	1,229
	2,046

	Canada – Jamaican Born
	448
	57
	391
	1,631
	65
	1,567

	Europe Total
	15,899
	13,860
	2,039
	28,261
	19,404
	8,157

	UK _Total
	8,887
	7,100
	1,787
	17,087
	9,940
	7,147

	UK – Foreign Born
	8,429
	6,897
	1,532
	15,771
	9,642
	6129

	UK – Jamaican Born
	458
	213
	255
	1,316
	298
	1,018

	Germany – Total
	2,564
	2,310
	254
	4,244
	3,234
	1,010

	Germany – Foreign Born
	2,564
	2,310
	254
	4,244
	3,234
	1,010

	Germany – Jamaican Born
	0
	0
	0
	0
	0
	0

	Other – Total
	4,104
	3,850
	254
	6,400
	5,390
	1,010

	Other – Foreign Born
	3829
	3,600
	229
	5,949
	5,040
	999

	Other – Jamaican Born
	275
	250
	25
	451
	350
	101

	
	
	
	
	
	
	

	Domestic Jamaican
	
	11,550
	n.k.
	
	16,170
	n.k.

	
	
	
	
	
	
	

	Source:  SCSDP Study Scott Wilson 2002


iv)  Activities

The level of interest in taking South Coast tours/excursions was reported to be high and growing, particularly among international visitors.  Clients visit mainly the Black River safari trips, YS Falls and the Appleton Rum Factory.  Other sites visited were Cashew Ostrich Park, Lover’s Leap, manatees at Alligator Hole, Milk River Mineral Spa, Accompany, Santa Cruz Mountains drive from Lover’s Leap to Malvern and Little Ochee for Seafood.  For those staying elsewhere, Treasure Beach was also a popular place to visit.  Information on such sites is obtained from guide books, and in addition to trips made by car or minibus, use of local fishermen’s boats is also made to visit the Black River, or the reefs off Alligator Pond.  Among activities by Jamaican nationals there was reference to church groups or retreat groups, as well as returning residents visiting friends or families.

v) Pattern of Tourism

Many tourists, especially in the Treasure Beach area, are repeat guests who have been coming to Jamaica for 10-12 years and prefer the unspoilt South Coast to Ocho Rios or Negril for a beach holiday.

Others are on a touring holiday of Jamaica as a whole or just the South Coast, staying for one or two nights at each establishment, but with flexible arrangements to stay longer.

Others, particularly the Jamaican domestic visitor, come to a particular hotel for the length of their trip.

Excursionist

Excursion Visitors

The origins of the excursion visitors to the South Coast reflect the significance of the North American market along the north coast resorts, since interviews with the key tour organisers, operating over 80 percent of excursions to the South Coast, suggest that the market is as follows:


USA


60-80%


Europe


15-40%


Canada

up to 20%

Any estimate of day trip visitors to the South Coast study area is more difficult to estimate than for staying visitors, but an estimate has been derived from:

· figures of attendance at commercial visitor attractions, such as the Black River trips, Lovers Leap, Font Hill;

· estimates of attendance at non-commercial sites such as Bluefields Beach Park, Alligator Hole;

· attendance at general destinations such as Scott’s Cove, Alligator Pond; and

· attendance at specific events.

a)   Commercial visitor attractions

From estimates made at the time of the Halcrow Study and re-examined in this study it is calculated that the principle commercial attractions in the study area receive the following visitors:


Black River trips

70,000 (among the three operators)


Lover’s Leap


10-15,000 visitors


Font Hill Park


15,000 visitors


Cashoo Ostrich Park

10,000 visitors

The figures for YS Falls and Appleton Tours are not included since they are outside the study area.

The estimate is that there are 105-110,000 visits to commercial attractions in the study area and this equates to 100,000 visitors to the South Coast since there is a low proportion of local residents and there is estimated to be little duplication of trips by these visitors, unlike trips to Black River and YS Falls.

b)   Non Commercial Attractions

There are some attractions in the study area for which there is no charge for admission; we have made estimates of attendance.  These are:


Bluefields Beach Park

20,000

Alligator Hole


  5,000

c)  Tourist Destinations

Other known tourist sites, which draw day visitors to the area, include Scott’s Cove and Alligator Pond.  No estimate of visitor numbers to these sites is known to exist; therefore, a conservative figure comparable to known figures elsewhere has been used.  These outline estimates are:


Scott’s Cove

10,000


Alligators Pond
20,000

d)  Events

The area has been the location for major events such as the Shrimp Festival, organised by the St. Elizabeth Homecoming Foundation, but this has not been held recently.  An estimate for the number of smaller events such as those held at Treasure Beach, is included as 5,000.

The total estimate, therefore, of excursionists attracted into the area is around 160,000, of which the Black River trips account for nearly 45 percent.

 However, the commercial tour operation service is limited to a number of sites, where the international visitor is dominant and the large majority arrive in organised groups.  An example of such sites are the Black River Tours and YS Falls which attract 60-80 percent foreign visitors, of which 60-80 percent come as part of organised groups.  Other sites such as Milk River Spa and the Hellshire Beaches are almost exclusively visited by Jamaican tourists.  Images for South Coast Excursions are:

· Operators present a South Coast image of  - countryside, nature, ecotourism, unspoilt, uncommercialised, rustic, largest wetland area, peace and tranquillity, no harassment, scenic drives, natural beauty, ‘country way of life’, culture, history, quaint, different, ‘get to know Jamaica’ and ‘see Jamaica as it used to be’.

· Crocodiles and YS Falls are seen as the main attractions by several operators.

Constraints

· The main problem facing the South Coast excursion market is the length of the journey and the bad roads from the north coast.  If all- inclusive visitors only take 1½ day trips in total and include Dunn’s River Falls on their list, then they look to make a short trip rather than another long one.

· The lack of advertising and marketing of the area, particularly overseas, means that visitors are not aware of what the South Coast has to offer.

2.3.2
The South Coast Market Compared to the Jamaican Market

Jamaica is predominantly positioned in the international market as a sun, sand and sea destination, focusing on beaches, tranquillity and relaxation.  The key features of its tourist market are:

· A continuing reliance on the North American market, with some 70 percent of visitors coming from the USA and 8 percent from Canada.

· The dominance of all-inclusive hotels in the three resort areas of Montego Bay, Ocho Rios and Negril.

· The dominance of this accommodation sector by two internationally recognised, Jamaican owned brands, achieving high levels of occupancy.

· An average length of stay of only 10 days due to the low holiday entitlement in the USA.

· A relatively low take up of excursions among all-inclusive guests.

· A growing cruise market, concentrated into Ocho Rios (about 80 percent of arrivals) and Montego Bay (20 percent).

· Accompanying problems of over-commercialism and over-development in the main north coast resort areas, related to visitor harassment, degraded environments and a low perception of community benefits of tourism.

In contract, the South Coast tourism product has, until recently, received very low promotional coverage in the international market, with low levels of awareness.  It is characterised by:

· Less reliance on one single market and with a greater number of European and domestic Jamaican visitors.

· No large accommodation units able to cater for the mass sun/sand/sea market.

· Greater number of small hotels, guest houses, villas and private homes.

· Independent accommodation establishments with little marketing expertise or resources, and low levels of occupancy.

· Longer length of stay, partially reflecting the proportion of VFR visitors, but also the longer holiday entitlement of the European market.

· A large number of excursion visitors from the north coast resorts to native based attractions such as the Black River tours.

· Few related problems arising from the level nature of tourist development.

2.3.3
Trends in International and Jamaican Tourism

Having identified the South Coast tourist market from research within the area; the next step is to examine the profile of the markets in the key source countries for international tourists and the domestic market.  

The countries identified as of interest to the South Coast are the USA, Canada, the UK, Germany, France and Italy; this section of the report looks at the current state of their international tourist market and the presence of Jamaica in their respective markets and the scale and character of their nature tourism/ecotourism markets.

Any assessment of trends in the level of tourism to a destination such as the South Coast of Jamaica, must consider a combination of international, regional, national and local factors in order to identify and assess the factors underlying these trends.

International Tourism

In 2000, the number of international tourists globally totalled 699 million and expenditure had grown to US$476 billion.

Up to September 2001, the year had been marked by:

· A slow down in global GDP growth.

· A fall in world share prices.

· Steady cuts in US interest rates.

 However, forecasts were still for 2-3 percent growth in 2001 and more optimistic for a return to previous levels of growth for 2002.

The impact of the events of September 11th are still working through the tourist and air transport industry, as well as the global economy as a whole, but the initial appraisal by the WTO was fairly optimistic for the medium and longer term.  It forecast a continued average growth rate of just over 4 percent up to the years 2010 and 2020.  This would involve international visitor arrivals worldwide of just over 1,000 million and 1,560 million, respectively.  

Recent forecasts generated by the World Travel and Tourism Council suggest that international travel and tourism demand is going to grow by 4.5 percent per annum between 2002 and 2012, with a slightly higher rate for the Caribbean at 4.8 percent per annum.

Caribbean Tourism

In 1990, Jamaica was the third most important tourist destination in the Caribbean, as measured by visitor expenditure. The top two destinations were Puerto Rico and the Bahamas, both heavily reliant, as Jamaica, on the American market.  During the nineties Jamaica, along with the rest of the Caribbean, reported consistent growth due to the growth in the European markets, but it was not as high a rate of growth as its new rivals.  By 1999 Jamaica was sixth in the Caribbean in terms of tourism expenditure.  The Dominican Republic, Cozumel (Mexico) and Cuba had overtaken Jamaica.  

The nineties were also a period of consistent, but even higher, growth in the Caribbean cruise market, with 50 percent growth between 1995 and 1999.

Jamaican Tourism

The last decade of the 20th Century saw a steady growth in stopover arrivals to Jamaica, increasing by just over 30 percent, from 1,006,804 in 1991 to 1,322,690 in 2000.

However, there were signs that this pattern of steady growth was going to be disrupted before the disaster of the September 11th terrorist attack on the US.  Stopover by foreign nationals fell by 3.3 percent in July, and 2.9 percent in August 2001.

The effects of September 11th nationally were instant and dramatic.  Tourist stopovers fell by:


September 2001
-19.8%


October 2001 
            -20.9%


November 2001
-15.5%


December 2001         
-9.4%

This resulted in a decline of four percent for the year as a whole.
There has been an even more striking impact on the cruise ship market, which reported dramatic growth between 1999 and 2000, but then reported a 15.5 percent decline for the year as a whole in 2001, with monthly drops of up to 30 percent by the end of the year.

Of equal significance to some areas such as the South Coast, were the dramatic decline in the German market, with a 24 percent decline during the year, and an even more dramatic decline in the Japanese market of 30 percent.

South Coast

Stopovers

Just under half of the accommodation establishments interviewed along the South Coast reported a significant adverse affect from the events of September 11th.  However, they largely reported a good recovery into the first quarter of 2002, confident that their clientele was more resilient than the typical beach oriented tourist.  Others reported a continuing adverse impact on excursion trips to the Black River, which relies on the beach market of the north coast resorts.

Several establishments seem to have been reporting a declining market even before the September 11th, particularly due to the declining German market in the face of poor publicity about security on the island.

Among those not so badly affected by September 11th was a feeling that the more general trend was for shorter but more frequent stays and that the local Jamaican market was not so affected by those events.

Excursionists

The majority of local tour operators interviewed, reported a severe dip in business from the summer of 2001; considered to be a result of publicity about the July riots, the reduction in flights and September 11th.

2.3.4
Review of Key Source Markets

Foreign-Born International

For each of the key international markets, this section of the report summarises the scale and nature of international travel, assesses Jamaica’s position in this market and provides a detailed assessment of the potential nature tourism market.

USA

US Outgoing Market

With increased affluence and leisure time, Americans have been travelling more.  International travel has gone up by 68 percent in the last 10 years, with evidence of generally longer distance travel; visits to Canada and Mexico (main markets attracting two thirds of international visits) only grew by 19 percent.

Europe was the most popular destination in 2000, with 134 million trips, Asia was the second most popular with 69 million trips and the Caribbean was third with 3.9 million visits.  However, the Caribbean was not one of the key growth markets, only increasing from 3.2million in 1990 to 3.9million in 2000.

Although holiday entitlement remains very low compared to the rest of the developed world, there are indications that they are taking longer breaks.

Jamaica in the US Market

Jamaica had consistently outperformed the rest of the Caribbean in the US market during most of the 80s, but during the 90s was overtaken by newer destinations such as Cancun and the Dominican Republic.  The National Tourism Master Plan has pointed out that although the Jamaican all-inclusive product was specifically tailored to the interests of the security sensitive, money rich/time poor American market, there has been a recognition of the importance of the four million US visitors likely to take an ecotourism trip over the next three years.  Although it is recognized that Jamaica does not have the spectacular attractions to compare with some of its Central and South American competitors, there is scope for developing a combined package of sun and sand together with heritage and cultural attractions

The US Nature Tourism/Ecotourism Market
Despite several recent claims regarding the size and fast growing nature of eco-tourism in the USA, a recent WTO study has challenged such claims.  Specifically, about four percent of US international travellers participated in environmental and ecological excursions and the percentage participating in these ecotourism activities actually declined slightly between 1996 and 1999 (the end periods for which data were available).  
It shows that Mexico was the most popular ecotourism destination in 1999 with about a quarter of the market.  Australia was a distant second (5.4 percent), closely followed by Jamaica and Costa Rica, with the UK, Peru, and New Zealand tied for fifth.  On the other hand, when measured in terms of ecotourism orientation, US ecotourists were nine times more likely to visit Kenya than the general US international traveller, closely followed by Belize, New Zealand, Costa Rica and South Africa, and Chile, Peru and Australia.

American ecotourists appeared to spend somewhat less than the general US tourist, which is contrary too much of the ecotourism literature, and likewise are more likely to be found in the 18-34 and over 55 age groups, contrary to the assumption that they were mainly ‘Baby Boomers’ in the 35-54 age group.  Also their average household income, at $79,600 was slightly lower than the average for all international travellers.

 However, American ecotourists do stay abroad somewhat longer on their travels, with a median number of 12 nights outside the United States versus only nine nights for the average US international air traveller.  In addition to longer stays, the tour operator survey indicated that their clients had a strong preference for excellent local guides, small groups, uncrowded destinations and meaningful educational content to the trips.  High quality food and accommodation and active support for conservation activities were somewhat less important.  While relaxation, low cost and sports/adventure activities rated considerably lower on client priorities.  Specific activities that were most important were wildlife viewing and being in wilderness areas.  These were followed by sighting rare animal species, visiting archaeological sites, visiting indigenous people, bird watching, and participating in marine and other water activities.  Botany and geology were considerably less important.

Perhaps the single most important finding in this study is the extent to which US ecotourists participated in a wide variety of other activities in addition to environmental and ecological excursions.  The Survey listed two dozen potential activities.  Surprisingly, ecotourists participated more heavily in every single one of the other activities compared to the average US international air traveller.  As might be expected, US ecotourists were more than six times as likely to go camping or hiking than the average US traveller.  They were five times more likely to visit national parks, three times more likely to visit ethnic heritage sites and to take ranch vacations and twice as likely to participate in water sports and to visit cultural heritage sites.

On the other hand, US ecotourists also participated more heavily in a number of activities that would not typically be associated with ecotourism, such as going to nightclubs and dancing or going to casinos and gambling.  While the participation rates of ecotourists in these activities was only slightly higher than the average tourist, it suggests that most US ecotourists probably fall more towards the “casual” than the “dedicated” end of the spectrum.

The US ecotourists participated in an average of over ten other activities in addition to environmental and ecological excursions.  On the reasonable assumption that roughly equal time was spent on each listed activity, the average US ecotourist would have spent only about nine percent of his or her time on the trip engaged in ecotourism activities (or about twice that amount of time if visits to national parks and hiking and camping are also included).  Perhaps more significantly, assuming equal time on each activity, the general US tourist would have spent only about 0.7 percent of his or her time in ecotourism activities, suggesting the true ecotourism market may be even smaller than suggested above.

Travel agents are still the most important source of trip information for both US ecotourists and general international travellers, with over half of each group using this source.  On the other hand, 36 percent of the ecotourists used their personal computers to get information in 1999 (the second most widely used source of information) in contrast to only 16 percent of the general travellers.  

One of the outstanding issues in understanding the structure of the ecotourism market is the relative importance and role of the tour operator versus the independent traveller.  The Survey found that only about one-third of the US ecotourists used any kind of package tour, which shows that most ecotourists make their own arrangements (although ecotourists were still almost twice as likely to use some form of package tour as the average US international air traveller).  This, in combination with growing use of the Internet, implies increasing opportunities for low-cost, direct marketing to the consumer.
This report confirms many of the general findings about the ecotourism market (such as preferred ecotourist activities and demographics).  It does, however, suggest that US international ecotourists are probably not as different from the average US international traveller as is often argued.  Specifically, it appears that the majority of US ecotourists are probably relatively “casual” in terms of their interest in ecotourism activities in contrast to a smaller cadre of “dedicated” ecotourists.  

CANADA

Canadian Tourist Market

Although the USA is the dominant destination for international trips by Canadians (at 91 percent), visits to overseas destinations have almost doubled in the last 15 years.  In 1986, just over two million Canadians went to countries other the US, but by 2000 there were almost five million.

However, Europe has always been the most popular international region for Canadian travellers, with 6 European countries, led by the UK, in Canada’s top ten destination list.  The Caribbean has grown in popularity the fastest, especially Cuba and the Dominican Republic, which have provided a “value for money” beach holiday, dominated by all-inclusives.

The interest by Canadians in the heritage and environment of their destinations is shown by the fact that 40 percent of Canadians travelling internationally visit parks or historic sites.  Also the growth in domestic and international trips by seniors over the past decade has outpaced most age groups, while international travel has become less attractive, relatively, to young adults and more attractive and affordable to older adults.

If a doubling of international travel occurs in the next 15 years, there would be nine million international trips in the year 2015.

Jamaica in the Canadian Market

Canada has provided about eight percent of Jamaican stop over arrivals in recent years, growing to around 110,000 by 2001.  However, the first quarter of 2002 is showing a 20 percent decline over the previous year.

In recent years the summer trade has grown faster than the winter.

The Province of Ontario, with over 75 percent of tourist arrivals, dominates the market.

Canadian Nature Tourism/Ecotourism Market

Although there is no official measurement of the Canadian ecotourism or nature tourism market, studies have established that:

· Between 18 percent and 22 percent of Canadians over 15 are interested in domestic ecotourism related activities (~5 million).

· In Canada, some outbound tour operators specialise in nature/ecotourism whereas for others, nature/ecotourism represents only a small part of their total business.

· Those interested in visiting parks is used as a proxy for those interested in nature-based tourism.  This amounts to 10 percent of domestic tourist trips (4.4 million), 20 percent of US tourist trips (8.5 million) and 40 percent of international tourist trips (1.8 million).  International visits to parks have increased steadily (doubled) over the last 15 years.

· The household income of ecotourists is relatively high, often in the over $70,000 bracket.

· The age of independent ecotourists tends to be 25 to 54, while the age of group ecotourists tends to be 45 to 74.

· There are approximately equal number of males and females involved in nature/ecotourism.

· The household composition of ecotourists is mainly couples (44 percent) and a couple with children (38 percent).

· Canadian ecotourists are very highly educated, with two thirds having some college training.

· The party composition of ecotourists is mainly family with children, then couples, whereas tour groups are mainly singles, and then couples.

· Ecotourists take multiple trips per year, and one in three international trips is likely to involve ecotourism.

· The summer months are preferred for travel.

· The destinations offered by tour operators cover virtually all continents except CIS Countries, with the main destinations being more exotic – Latin/Central America, Asia and Africa.  20 percent of ecotourists are interested in international destinations for their next ecotourism trip.

· Over a quarter of Canadian ecotourists would pay $1500-$3,000 for a week’s ecotourism trip, while 11 percent would pay over $3,000 for such a trip.  Many ecotourists are willing to pay more for packages benefiting the destination.  The most popular tour packages, (44 percent) are priced about $2,000-$5,000.

· Most tour operators have seen growth (average 29 percent) in their tourism and ecotourism products, and expect to see more growth in the future.

The conclusion is similar to the American market in that in addition to the small specialist ecotourism market, there are a large proportion of Canadian international tourists wishing to partake in nature tourism during their visit.

UK

UK Tourist Market

In 2000, UK residents made a record number of visits abroad with record levels of spending.    56 million visits abroad were made, nearly three million more than 1999 and more than double the figure for 1980.

France and Spain together accounted for over 40 percent of visits, reflecting the dominance of the European market.

The USA was the main long haul market with 43 million visits while the fastest growing long haul destination, helped by a favourable exchange rate, with a 25 percent growth rate, was South Africa.

In terms of travel aspirations, a recent ABTA survey asked, “if money was not an object, which country would you most like to visit?”  Not surprisingly, long distance destinations were featured strongly, led by Australia and New Zealand, with holiday islands, including the Caribbean being the next most popular destination, although not referring to Jamaica by name, unlike the Bahamas and Barbados.

· Australia and New Zealand

26%

· Holiday Islands


20%

· Inc. Maldives


 3%

· West Indies / Caribbean

 3%

· Bahamas



 2%

· Barbados



 2%

· Mauritius



 2%

· Seychelles



 2%

· North America



16%

· Asia




10%

Jamaica in the UK Tourism Market

With the UK providing 135,000 stop over visits to Jamaica each year (about 10 percent of the Jamaica total) and reporting a 7 percent growth in 2000, while the rest of Europe reported high rates of decline, it is considered that it will retain its dominant position in the European market.  Increased air route capacity has overcome continuing concerns about the poor publicity received from crime and drug-related problems.

The approach to be adopted by the JTB in maintaining and increasing this market consists of:

· Focus on the “attitude and alive” feel of Jamaica.

· Much more than just sun and sand.

· Unique Jamaican style in everything we do.

· Interaction with Jamaicans that makes the difference.

· Establish and re-enforce links between Jamaican generation in the UK and Jamaica.

· Create a platform to develop an aspirational campaign to connect with young Black Britain.

The British Nature Tourism/Ecotourism Market

Due to lack of acceptance of a common definition of ecotourism or nature tourism in the UK, unlike Germany, there are no estimates of the size of this market.  A recent survey of 75 UK based tour operators who refer to the principles of nature-based tourism or ecotourism in their brochure reported that:

· The majority of ecotourism experiences are taken as part of focused nature tourism holidays.

· Length of stay for holidays outside Europe is usually 8 to 21 days.

· Seasonality is less peaked than with package holidays.

· Being in wilderness areas and viewing wildlife were seen as the most important elements of an ecotourism trip, with meeting indigenous people and seeing their culture coming third.

· Ecotourism oriented operators tend to be small, with 52 percent of respondents carrying less than 500 passengers.

· Word of mouth is the most important marketing channel.

· The overwhelming majority of respondents expect the nature tourism and ectourism markets to grow, and the number has grown over the last five years.

· Ecotourists tend to be over 35, more women than men, with the higher social classes being strongly represented.

However, discussions with general tour operator organisations indicated the importance of a wider approach to developing and promoting sustainable tourism.  Key issues emerging included:

· The concept and word “ecotourism” was seen to be outdated and meaningless to them and their clients and could even be a barrier to attracting customers.

· The prefix “eco-“ would best be applied in the destination country, by indicating facilities, such as accommodation that was developed on ecological principles, for example eco-lodges.

· There were doubts about the benefit of considering “eco” or “nature tourism” as a separate sector.  Many operators are adopting principles of “sustainable tourism” or “responsible tourism” to their overall product range and find that more helpful in promotional activity.

· Specialist groups, such as divers, snorklers and birdwatchers, were recognised as travelling primarily to see nature, but numbers were extremely low and need not be inherently ecotourists.

· Clients on a general holiday travelling in small, well-managed groups, which might include urban and rural areas, nature, culture and any number of other activities and attractions were thought to be the largest, most important and fastest growing sector of the market. 

GERMANY

German Tourist Market

Germany has been the driving force behind the growth in international tourism over the last 20 years.  The total number of international holiday trips taken by Germans has increased from 31 million in 1982 to 62 million in 2000, but for the past five years the total volume has remained stable.

The overall growth in the market has come up against some limiting factors, with future growth likely to come from more short trips, since less time is available for each trip.  In addition, the forecast slower growth in the German economy, and the increased financial burden on the working population to maintain the high level of social service support, will be a significant constraint to achieving the growth rates of recent years.

Although Germany itself is still the most important destination for holiday trips (down to 21 percent in 2000 from 47 percent in 1992), there has been a strong trend towards long-distance travel.  Of the 44 million trips abroad in the year 2000:

· 2.3 percent or 1.4 million were to North America;

· 2.0 percent or 1.3 million were to the Caribbean, South America and Central America; and

· 5.4 percent or 3.4 million were to other non-European destinations.

Jamaican Experience in the German Market

During the late 1980s Jamaica was a “new” destination and in many ways pioneered the German market for the rest of the Caribbean.  Arrivals peaked at 70,000.  By 2000 this figure had fallen to 25,000.

JTB’s European office has attributed this decline with the growing ability of the Latin Caribbean resorts to provide the quality of infrastructure and value for many accommodation demanded by the market.  Out of the 1.3 million Germans travelling to the Caribbean, 300,000 visited Cuba and over 450,000 visited the Dominican Republic.

The JTB has concluded that Jamaica will not be able to compete in this mass market and that the marketing approach has to be refined and directed at the ABC1 (mid-up market) consumer along with relevant niches.  However, as well as losing the appeal of a “new destination”, Jamaica has to overcome the lingering image from its rapid growth in the market, of poor service, high prices, dirty environment and bad infrastructure.

More recently problems of a strong dollar and reduced air route capacity have led to a reduction in what appeared to be a stable market of 30,000-40,000 trips per year up until the late 1990s decreasing to 25,000 in 2001/2002.  The JTB feel that a target of 60,000 should be the aim over the next few years.

German Ecotourism Market

The status of nature and environment orientated motives for travel among the German population is high as a whole (Source: von Laßberg 1997):

· In 1983, 44.6 percent of West German holidaymakers named “experiencing nature” as an important motive for travel; in 1992 this figure was at 59.3 percent.

· For 36.9 percent of West Germans “purer air, clean water, escaping from the polluted environment” were important motives in 1983, in 1992 this was the case for 54.2 percent.

· Since 1990 the travelling behaviour of East Germans has also been recorded.  In 1992 similarly high values to those for West Germany emerged, with “experiencing nature” at 66 percent and purer air at 51.6 percent.

· Environmental motives for travel are becoming increasingly more important than other groups of motives.

· 54.6 percent of German holidaymakers feel that “direct experiencing of nature” is of decisive importance for them in their choice of travel destination.

· 34.3 percent agree with the specific statement “Opportunities for wildlife watching are important to me in choosing my travel destination”.

· For those Germans spending their holidays in Germany, wildlife watching “40.4 percent and visiting protected areas (35.3 percent) are even of higher importance than for those going abroad (32.1 percent and 31.4 percent).

· Although there are certainly differences in demand by German holidaymakers for nature and environment according to individual countries, nevertheless the values essentially fluctuate “only” by some ten percentage points around the average value.

· With regard to socio-demographic characteristics it can be stated that gender hardly plays any role, whereas age certainly does:  The 30-59 year-olds are the most amenable, while the 14-19 year-olds are clearly, and the 20-29 year olds to some extent, less environmentally conscious than the older people.

· The most open-minded tend to be older adult couples and families with small children, while young unmarried people and above all the unmarried elderly are more reserved on the subject of nature and the environment.

For more than 50 percent of Germans, experiencing nature is an important factor for a satisfactory holiday trip.  This value, however, does not relate to the interest potential for ecotourism, but merely a general attachment to nature.

Around one third of German holidaymakers (soft potential) are amenable to ecotourism travel and activities in the narrower sense transposed onto the 48.8 million German holidaymakers aged 14 upwards in 2000 this means:

Transposed onto the 48.8 million German holidaymakers aged 14 upwards in 2000 this means that the market potential for ecotourism probably lies in the region of some 14.5 million travellers.

As previously stated:  This is not, however, a case of already realised demand for “ecotourism travel” (i.e. where the main motive of the trip is ecotourism) but solely of people who can basically imagine such activities (main animal and nature  watching) during their holiday.

In summary the following quantitative picture emerges:

	German population 2000:
	82.2 million
	

	Population aged 14 upwards 2000:
	63.8 million
	

	Holidaymakers 2000:
	48.4 million
	(74.9%)

	Market Potential for Nature Experience:
	28.7 million
	(59.3%)

	Market Potential for Ecotourism 2000:
	14.5 million
	(30%)


ITALY

Italian Tourist Market

Over the last 15 years Italian holiday habits have changed, with the number of journeys made for holiday reasons increasing by around 60 percent, while the length of holidays has decreased dramatically from 19 days to 8 days.  Italians still prefer to holiday in Italy, with holidays abroad only accounting for 15 percent of the 76 million holiday trips in 2000.  Short trips to the EU (8.6 percent) and other European countries (2.5 percent) were the dominant sector of the market, with only 3.5 percent being outside Europe, and Egypt being the most popular destination in long-haul trips.  However, this long-haul market still accounts for around 2.7 million trips.  The expenditure generated by these trips make Italy the fifth most important tourism generating country, after the USA, Germany, Japan and the UK.

The peak demand for overseas travel is during the winter and the summer months of July and August.  The JTB has identified two distinct markets in Italy, one being price-driven and the other destination-driven.  

Jamaica in the Italian Tourism Market

As with the German market, Italian stopovers peaked in the late 1980s at 30,000 arrivals but have subsequently declined to 15,000 per year because of the lack of price competitiveness and little or no promotional activity.  A marked decline, but less so than in Germany, since the Jamaican product has a strong affinity with the Italian market.

Jamaica has always fallen into the destination-driven category of holiday, since it is comprises Italians who are conversant in another language and are travelling to a foreign country in order to experience another life and culture.  The beach and the sea are important, but in the destination driven category, the client is more adventurous in terms of eating and exploring

Music and entertainment are one of the key marketing tools due to the popularity of and familiarity with, reggae.

The JTB is convinced that there is scope to double the Italian market.

The Italian Nature Tourism / Ecotourism Market

Italians prefer Latin American destinations for ecotourism holidays.  This is due to the wider offer of ecotourism initiatives in these countries, but there are also cultural and social affinities that have helped.  In particular, Mexico, Ecuador, Peru, Chile and Brazil are identified as key destinations, with Costa Rica the main target in the Central American / Caribbean region.

There is a trend to choose new, less known, destinations for ecotourism packages.  Prices for such packages seem to be cheaper than the average price of packages sold by conventional tour operators for similar destinations.

“Discovery of new cultures” is the prevailing first holiday motivation among this sector of tourism, with social-cultural aspects being crucial among Italian tourists’ preferences when choosing a holiday.

The main motivation among a sample of Italian ecotourists is wildlife watching and nature experiences in an unspoilt landscape.  Preferred activities when choosing a “nature-based” holiday are open air excursions, discovery of natural-cultural heritage, discovery of typical products, discovery of other cultures, visiting protected natural areas, trekking and flora observation.

Seasonality is still dominated by the summer, but less concentrated than conventional beach holidays.

The average ecotourist, either organized or independent, is young (20-40), is an employee or a professional, has a high level of education, with women being slightly more represented than men.

The majority of tourists (62 percent) organize their holidays independently, with another 5 percent booking through the web.

The most important promotional channels for specialized tour operators in this sector are the Internet, followed by brochures.

Jamaican-Born International

Just over 10 percent (120,000) of all foreign national staying in Jamaica are Jamaican born, and with 1.2 million first and second generation Jamaicans living in North America alone, this sector has been recognised as an important market.  They make up significant segments of the following markets:


USA

11%


Canada
15%


UK

9%

In addition there are 85,000 non-resident Jamaicans coming each year.  Together their importance has not only been recognised in terms of the size of the market but in terms of reversing the traditional assumption that they are low spend visitors, staying in private homes.   However, just a small increase in their pattern of activities, in terms of using serviced accommodation where friends and relatives cannot provide the space and encouraging trips out to attractions and events.

In the key markets of North America and the UK there are specialist tour operators serving this sector.

Residents

No official surveys of the leisure travel habits of resident Jamaicans exist, but our survey of accommodation on the South Coast identified this as the most important sector, providing 40 percent of their trade.  These were from a mixture of business, leisure and VFR trips.  Business trips are naturally determined by the location of the business traveller’s customers, while VFR trips are determined by location, if not by frequency, by the location of the friends and relatives, therefore open to some marketing persuasion.  Leisure trips by resident Jamaicans are, as with most holiday-making, strongly influenced by habit.  Activities such as church trips, shooting holidays and spa vacations have all been reported along the South Coast, with a significant element of the area’s villas and guest-houses serving Jamaicans seeking a quieter more traditionally Jamaican experience. 

2.3.5
Excursionists to the South Coast

International

 The majority of excursionists to the South Coast’s commercial attractions are international visitors staying in the Negril, Montego Bay and to a lesser extent in Ocho Rios areas.  The combination of the waterfalls of YS and the wildlife of the Black River Morass are the prominent draw due to the active promotion by the excursion operators.  These together place the South Coast as the forth most popular destination in Jamaica for international visitors.

About 90 percent of visits are in organised groups, packaged to include transport and refreshments for what is a full day trip.  The scope to extend into this market, is seen to be constrained by the limited number of full day trips that holidaymakers wish to take and the attractions themselves being near to visitor capacity at peak times of the year.

Residents

Resident excursionists predominate at free or low price sites such as Beachfields Beach Park and Font Hill Beach Park.  Demand from such markets is created almost entirely by ‘word of mouth’ with very little promotion undertaken by such sites.

2.3.6
Potential Markets for International Nature Tourism

This market assessment seeks to assess the scale and nature of tourism in comparable Caribbean and Central American destinations.  These are identified as Costa Rica, Belize and Dominica.  Before this, a recent international review of the international ecotourist market provides a broader context.   This is followed by a brief review of the nature of tourism in the Caribbean.

The following extracts are taken from an assessment of the international ecotourism market which was undertaken by the International Ecotourism Society in 1998.

Ecotourism Market

The World Tourism Organization (WTO) estimates that there were more than 595 million International travellers in 1997.  Spending by these tourists was estimated at more than US$425 billion.  Tourist arrivals are predicted to grow by an average 4.3 percent a year over the next two decades, while receipts from international tourism will climb by 6.7 percent a year.    

Ecotourism is a nature-based form of speciality travel defined by The International Ecotourism Society (TIES) as "responsible travel to natural areas which conserves the environment and sustains the well-being of local people."  This definition has been widely accepted, but does not serve as a functional definition for gathering statistics.  No global initiative presently exists for the gathering of ecotourism data.  Ecotourism should be considered a speciality segment of the larger nature tourism market.  
Ceballos-Lascuráin (1993) reports a WTO estimate that nature tourism generates 7 percent of all international travel expenditure (Lindberg, 1997).  The World Resources Institute (1990) found that while tourism overall has been growing at an annual rate of 4 percent, nature travel is increasing at an annual rate between 10 percent and 30 percent (Reingold, 1993).  

Based on data collected by a number of North American travel consumers, TIES has constructed the following ecotourist market profile.  Age: 35-54 years old, although age varied with activity and other factors such as cost.  Gender: 50 percent female and 50 percent male, although clear differences by activity were found.  Education: 82 percent were college graduates, a shift in interest in ecotourism from those who have high levels of education to those with less education was also found, indicating an expansion into mainstream markets.  Household composition: no major differences were found between general tourists and experienced ecotourists.  Party composition: a majority (60 percent) of experienced ecotourism respondents stated they prefer to travel as a couple, with only 15 percent stating they preferred to travel with their families, and 13 percent preferring to travel alone.  Trip duration: the largest group of experienced ecotourists (50 percent) preferred trips lasting 8-14 days.  Expenditure: experienced ecotourists were willing to spend more than general tourists, the largest group (26 percent) stating they were prepared to spend $1,001 - $1,500 per trip.  Important elements of the experienced ecotourists top three responses were (1) wilderness setting; (2) wildlife viewing; (3) hiking/trekking.  Motivations for taking next trip: Experienced ecotourists top two responses were: (1) enjoy scenery/nature; (2) new experiences/places.
Although the more recent WTO survey of ecotourism has challenged the scale of the closely defined ecotourism market, all sources agree that as part of the larger nature tourism market, it is a key factor in the ‘greening’ of tourism destinations and the diversification of traditional beach based packages 
Nature tourism in the Caribbean

This review of the progress of nature based, or ecotourism, in the Caribbean basin, both in the insular Caribbean and on the mainland Caribbean countries of Central America, seeks to identify factors that will help establish the scope for such development along the South Coast of Jamaica.

The islands of the Caribbean have developed some of the most tourism intensive development in the world with a host/tourist ratio approaching 1:1, which is exceeded in many of the smaller islands.  The contribution of tourism to the local economy of the islands varies from 10 percent to well over 50 percent.  This development has been based on the traditional assets of beach resorts and cruise ship ports:  sun, sea and sand.

Although allusions are frequently made to the unspoiled natural environment, appreciation of the areas natural resources has played little part in the activities of most leisure tourists.  However, the availability and suitability of much of the natural environment for tourist use, can easily be overstated since it is constrained by a limited land use which has been densely settled and extensively degraded over the past 500 years.

However, many destinations are seeking to exploit what natural assets they have and three distinct approaches can be identified, namely:

· The introduction of the principles of sustainable development to their existing beach based facilities.

· The introduction of soft ecotourism opportunities for visitors whose main interests are the traditional resort based holiday.

· Some destinations are recognising that certain areas unsuited to conventional beach based tourism, may be able to accommodate the needs of nature-specific tourists.

Examples of the latter type of areas include:

· the mountainous interiors, such as Jamaica’s Blue Mountains, El Yunque in Puerto Rico or the Cordillera Central of the Dominican Republic;

· peripheral islands, such as Barbuda, the Family Islands in the Bahamas;

· offshore reefs, such as Saba, in the Netherland Antille; and

· undeveloped coastal areas, which include the north coasts of Curacao and Aruba, the northern coast of Trinidad and the South Coast of Jamaica.

In all of these environments, protected areas constitute the primary venue for ecotourism, and most of these are of recent creation.

The conclusion by David Weaver, from the University of Regina, Canada in 1994, was that:

…the developments in the insular Caribbean region suggests that it is highly unlikely that ecotourism will ever dominate the large majority of destinations in which natural resources, marketing image and infrastructure are already geared towards “sun, sea, sand” (“3S”) tourism.  For these places, ecotourism will probably find a niche as an inspiration for an improved “3S” product, a diversion for “3S” tourists and an important activity in natural or semi natural areas removed from the beach.

The mainland Caribbean destinations have been following the path of designating large protected areas; with the assumption that nature based tourism will be a key element in the sustainable economy.   However, only Belize and Costa Rica have developed it to a stage where it accounts for more than a tiny fraction of tourist revenue and traffic.

The Costa Rica Market

Background 

Costa Rica has had the threefold advantage of a stable and safe country, and usually high biodiversity despite its small size and a comprehensive system of public and private protected areas.  The country’s Tourism Development Strategy of 1984-90 targeted nature and adventure tourism as one of four key markets, along with “3S”, cruise ship and conference/business tourism.  By 1992, over 50 percent of the country’s 500,000 tourists had visited at least one national Park during their visit, compared to 20 percent of the visitors in 1986.  Although many of these visits were add-ons to traditional “3S” trips, a third of arrivals cited ecotourism as a major motivation for their visit.

The impact of this level of ecotourism was significant at the local level with Biological research stations and private reserves receiving considerable financial return for catering for visitors.  However, there has been evidence of tourism replacing traditional economic activities in the protected areas, rather than integrating with them, although tourism is seen as a more benign activity than many others that would have probably replaced them anyway.  

In addition, there were environmental problems because of the concentration of visitor numbers at key sites, leading to overcrowding, water pollution, trail erosion and changes in wildlife behaviour.  Many sites lacked Management Plans although measures of carrying capacity are now being introduced for example only 25 to see the turtle nesting sites at any one time.  

Responses to this increased pressure have included proposals for higher entrance fees for international visitors and higher fees at the more popular sites.  Of equal significance though is the high level of degradation to the environment outside the protected areas, including deforestation, which will reinforce the role of protected areas in providing high quality nature tourism experiences.

Current Value and Nature of Tourism

Costa Rica received 1.3 million international tourists in 2001. a 4 percent increase on 2000.  The largest proportion of these are from the United States.

· North America 


46%

· USA



38%

· Canada



5%

· Europe




13%

· Spain



2.5%

· Germany



2%

· UK




1.6%

· Central America 


28%

· South America


9%

Arrivals are spread fairly evenly throughout the year, with December to March being the most popular months for American and European visitors, with a secondary peak in July and August.

Six out of ten tourists are on holiday, with a quarter on business.

Among the activities undertaken by holiday tourists during their visit to Costa Rica, “sun and beach” were mentioned by over half of visitors, with: 

· Sun and Beach


74%

· Watching Flora and Fauna

63%

· Walking (with or without guide)
62%

· Visiting volcanoes


59%

· Bird watching



50%

· Museums, Galleries, Theatres
28%

57 percent of visitors and 73 percent of holidaymakers went to one of Costa Rica’s National Parks during their stay.

44 percent of visitors are between 30 and 45 years old, while 24 percent were 45 to 60.

There are 350 accommodation establishments throughout the country, averaging about 40 rooms each.

The cruise industry has grown rapidly in recent years with cruise ship arrivals increasing from 163 in 1996 to 200 in 1998.  224,000 cruise passengers arrived in 1998, 80 percent of whom were American, and 10 percent European.

The Belize Market

Strategic Vision for Tourism

Belize’s vision is to develop the tourism sector as a national priority, with a primary focus on responsible tourism, aimed at marine activities, natural history and adventure markets.

“Development of promotion of the industry will be carried out to encourage a strong “eco-ethic” to ensure environmental and socio-cultural responsibility to promote equitable distribution of economic benefits, and to develop a strong, positive image for Belize”.

The strength of tourism in Belize lies with the diversity of natural and cultural attractions.  The strategy, as set out above, has been prepared with the expectation of stimulating economic growth, while protecting the country’s environmental and heritage resources, and ensuring benefits to the local people.  “Responsible tourism” will be the key guiding principle for tourism development.  Rather than attempting to define a “type” of tourism, responsible tourism refers to an ethic and a set of practices that chart a sensible course for all types of tourism, ranging from what may be called “deep ecotourism” at one end of the scale, to more conventional “mass tourism” at the other.

Target markets include those interested in marine activities (diving, snorkelling, fishing), soft adventure (archaeology, hiking, birding, caving, natural history), families, retirees, cruise ship passengers, gaming, honeymoon/wedding, and incentive/small meetings.

The challenges that have been identified include:

· The need to strategically develop and upgrade its product.

· The need to maintain the pristine quality of the environment.

· The need to market effectively to high potential, high yield, niche markets.

· The need to forge stronger linkages between the public and private sectors, non-governmental organisations and communities around the country. 

Volume and Nature of Tourism

Tourist arrivals grew steadily between 1996 and 2000, increasing by 50 percent in total.

	
	Arrivals
	% Growth

	1996
	123,389
	

	1997
	134,289
	+ 9%

	1998
	166,743
	+ 24%

	1999
	172,292
	+ 4%

	2000
	186,719
	+ 8%


The majority of tourists arrive by air (131,000 in 2000) but there has been a dramatic increase in cruise ship arrivals, from 152 in 1996 to 58,131 in 2000.

In 1999 the source of all international arrivals was as follows:

	USA
	136,569
	42%

	Canada
	11,681
	5%

	UK
	10,832
	3%

	Europe
	32,262
	9%

	Other
	135,298
	42%

	Total
	326,642
	


With 186,000 visitors identified as tourists it is assumed that the top four markets, (USA, Canada, UK and Europe) fall largely into these categories, although the “other” sector provides a significant element since the American market has only grown 30 percent over the last 5 years, and the other three have been largely static.  Therefore, much of the 50 percent growth in tourist arrivals has come from the “other” sector.

The relative significance of the natural and historic environment is reflected in the scale and growth of visitor numbers at a range of sites in Belize:

The analysis of probable choice of travel destination for the year’s 1997-98

· Audubon Society Parks and Reserves (5)

29,717

· Belize Zoo and Tropical Education Centre

40,828

· Mountain Pine Ridge




24,779

· Hol Chan Marine Reserve



36,410

· Mayan Sites (10)




95,790

Belize’s stock of accommodation is characterised by a large number of small hotels, with the average size of the 391 hotels in 2000 having just over 10 rooms.

The Dominica Market 

The island, which has most actively pursued nature tourism and ecotourism, has been Dominica.  Initial plans to develop traditional beach tourism were constrained by the lack of infrastructure and the unavailability of white sand beaches. The Kasterlak Report of 1975 recommended the gradual, selective development of a small scale, nature-based tourism product, drawing upon the international growth and awareness of the environmental movement.  Its prime asset being the existence of the largest intact rainforest in the small-island Caribbean – the island’s first National Park, the Morne Trois Pitons, was established at the same time.

The development of small hotels and guest houses in the capital and at some of the beach locations, together with lodge type development in the interior met the criteria of sustainable tourism, with 70 percent of all accommodation owned by Dominicans.

However, the pressure for more traditional forms of mass tourism has threatened the survival of nature based tourism.  The construction of a cruise ship terminal in the north of the island, the development of larger condominium type hotels and the extension of the airport illustrate the delicate balance between development aspirations and social and environmental carrying capacities.

Problems of increased litter, trail degradation, illegal collection of wild plants and the over concentration of tourists in a small number of sites have already been identified.  However, the plans for the mid nineties saw a doubling of stay over tourists from 30,000 in 1991 to 60,000 in 1994 – a similar scale to tourism on the South Coast of Jamaica, but with even more ambitious growth rates.

Dominica’s theme of ‘Natural Island of the Caribbean’ has been followed by Grenada, ‘the Original Caribbean’, St Vincent and the Grenadines, ‘The Natural Place to be’, and Montserrat, ‘the way the Caribbean used to be.’  Nature tourists already accounted for 20 percent of visitors to the Turks and Caicos islands by 1992.

Of probably greatest significance is the attention that is currently being paid to the natural and heritage assets of Cuba, where such elements are being incorporated into a programme of regional tourism strategies.

2.4
Target Market Assessment

2.4.1
The South Coast Tourist Profile

It is clear from this assessment of South Coast markets that one of the key failings of South Coast tourism is that it has a very low and sometimes non-existent profile in the main target markets.

· International visitors are predominantly staying in private homes, since they are largely made up of Jamaican born or Jamaican descended visitors visiting friends and relatives.

· International holiday makers are largely drawn by the particular appeal of well promoted establishments providing an alternative form of beach tourism, such as Treasure Beach of are ‘explorers’ who have probably been to other parts of the island and want to tour the South Coast.

· Excursion visitors from the north coast resorts are drawn by the special appeal of attractions such as the Black River trips, which are unique in Jamaica.

· Resident Jamaicans are predominantly on business or visiting friends and relatives. 

Few current visitors have been drawn to the area because of an awareness of the overall attractiveness and appeal of the South Coast’s combination of low intensity development in a natural setting with strong cultural and environmental attractions.

2.4.2
The Market Strategy

The proposed marketing strategy, set out in more detail in its separate document, should seek to:

i) develop an awareness, both internationally and within Jamaica, of the current appeal of the South Coast, based on an image of low intensity tourism in a natural setting with a wide range of attractions and activities, and opportunities to interact with the local community;

ii) develop an interest in the South Coast Sustainable Development Programme, and an awareness of the projects that are being proposed, with a particular focus on the Heritage Trail;

iii) create a vision of the South Coast as the new nature tourism destination in the Caribbean, with a proposed range of accommodation from three and four star international standard hotels to locally owned small hotels, guesthouses and B&Bs, and villas providing a base for visiting a divers number of natural and heritage attractions and events; and

iv) target relevant aspects of this overall image to particular market segments, such as alternative beach tourism, soft adventure tourism, specialist conservation interests, VFR and domestic tourism.

2.4.3
The International Market Targets

In order to develop an appropriate target figure for the growth of tourism on the South Coast over the next ten years, it must reflect:

r)  the scale, nature and trends within the key source markets of North America and Europe;

s)  the performance that has been achieved by comparable destinations in the Caribbean; and

t)  the balance between being too low to provide the driving force behind economic development in the South Coast, and being too high and exceeding the carrying capacity of the region.

Source Market Targets

The following table summarises the scale of the relevant markets to the Caribbean and to Jamaica and the level of support for nature tourism.  The potential of the source markets to generate these nature tourism visitors will depend upon the success of ensuring that Jamaica as a whole is a more safe and secure destination than is currently perceived in the US, hence the appeal of the all-inclusive product.  Given such reassurances and change in market perception and excluding the domestic Jamaican market for such holidays, the US, as in Costa Rica and Belize would likely to be providing around 40 percent of the visitor numbers, with Canada offering 10 percent, Europe 45 percent and Others (5 percent).

Target ranges for penetration of these markets would suggest the following visitor numbers by the end of the ten year SCSDP:

USA


10,000 - 20,000


Canada

1,500 - 3,000


UK


5,000 – 7,500


Germany

2,000 – 4,000


Other Europe

2,000 – 4,000


Other


1,250 – 2,500

 TOTAL

21,750 – 41,000

	South Coast Sustainable Development Programme

Potential Penetration of Source Markets



	
	USA
	Canada
	UK
	Germany
	Other Europe
	Other

	International

Tourism


	60 million
	5 million

(exc USA)
	56 million
	62 million
	c.250 million
	c.300 million

	Tourism to

Caribbean


	3.9 million
	600,000
	1 million
	1.3 million 
	n.a.
	n.a.

	Tourism to 

Jamaica

(non-Jamaican Born)


	750,000
	85,000
	110,000
	20,000
	40,000
	50,000

	Nature 

Tourism


	4 million over 3 years to go on ecotourism.

Jamaica 4th most popular destination
	1.8 million interested in nature based tourism
	50% interested in nature tourism
	59% interested in nature tourism
	n.a.
	n.a.

	Market Targets


	0.25% - 0.5% of Caribbean market

1.5% of current Jamaican visits
	0.25% - 0.5% of Caribbean market

1.5% –3% of Jamaican market
	0.5%-0.75% of Caribbean market

5% -7% of Jamaican Market
	0.2% - 0.3% of Caribbean market

10%-20% of Jamaican market
	5%-10% of Jamaican market
	2.5% - 5% of Jamaican market

	Target numbers
	10,000 –20,000
	1,500 – 3,000
	5,000 – 7,500
	2,000 – 4,000
	2,000 – 4,000
	1,250 – 2,500


Caribbean Market Targets

The image that the South Coast can currently develop most effectively, and can increasingly do over the life of the SCSDP is that of a Caribbean style nature tourism destination, to be considered as an alternative to countries such as Costa Rica, Belize, Dominica and in the future parts of the Cuban and Mexican products.

	South Coast Sustainable Development Programme

Caribbean Nature Tourism Competition



	
	Costa Rica
	Belize
	Dominica
	South Coast Jamaica Study Area

	Population
	3,800,000
	260,000.
	70,000
	323,000

	Area
	51,000 sq.km.
	23,000 sq.km.
	754 sq.km.
	2,100 sq.km.

	Tourist Arrivals
	1,300,000
	186,719
	60,000
	38,500

	%Nature Tourism
	50%
	60%
	80%
	

	% of GDP
	n.a.
	20%
	20%
	n.a.

	Nature Based Attractions
	Four Volcanoes, Tropical Rain Forest
	Mayan Sites, 2 National Parks, Wildlife\Sanctuaries, Coastal reserves
	Rainforest, National Park, Marine Parks
	Crocodile Trips, Waterfalls, Wetland Areas, coastal Scenery

	Source:  Scott Wilson 2002  - SCSDP


Costa Rica receives a similar number of stopover visitors as does Jamaica,  however, around a half of such visitors participate in nature tourism activities such as visiting protected areas, talking walking trips or bird watching.   However, the majority of these integrate such activities within a trip that includes the traditional sun sea and sand aspects of a Caribbean holiday.

Belize only attracts around 180,000 visitors per year, but this is in an area comparable to the South Coast, with a similar product range, but with at least six times the number of visitors.

Dominica from a very low base has also built up a substantial nature tourism market with twice as many tourists as the South Coast but a much smaller area.
With one of the marketing aims being to position the South Coast as a comparable Caribbean destination over the next five years, a target of attracting 15,000 nature oriented tourists would be under 2 percent of the Costa Rican totals, just under 10 percent of the Belize figure, and 30 percent of the nature tourism visitors to the much smaller Dominica.  A further 15,000 in the following five years would be achievable given by the growth rates secured in these comparable markets.

Regional capacity

With about 27,000 international tourists coming to a small number of destinations along the South Coast at present, an additional 10,000 to 20,000 over a ten year period would be insufficient for tourism to become the driving force across the whole region.   However, an additional 40-50,000, beyond the additional 20,000 or so coming to the new Beaches Whitehouse development, would be likely to create problems of undue pressure at key sites and start to change the unspoilt nature of the South Coast.

In conclusion a target of 30,000 additional nature tourism visitors over the next ten years is seen as realistic in terms of the market potential within North America and Europe, the performance of comparable destinations in the Caribbean and the carrying capacity of the region.

This target is also realistic since a significant proportion, of two thirds, are anticipated to be already coming to Jamaica and can be persuaded to include the South Coast, maybe as a two centre package. 

2.4.4
The Jamaican-Born International Market

In addition the important Jamaican born and Non-Resident Jamaican international markets, although largely driven by the social links of visiting friends and relatives can also be encouraged to grow by means of targeted campaigns direct through the media and via the specialist operators that serve this market.  The promotion of growing range of cultural and heritage attractions can encourage them to extend their stays and spend more during their stay.  

With just under 10 percent of this market already coming to the South Coast each year, there is a target market of 180,000 per year.  The capture of three to four percent of this market by year 10 should be achievable given the attention being given to this market within the JTB Marketing Plans

2.4.5
The Resident Market

The surveys undertaken for this study have shown the importance of the domestic market, both in terms of customers for hotels and villas and also visitors to a range of local attractions.  There is currently no data available on the Jamaican domestic holiday market, but the preparation and distribution of promotional material for the South Coast should also consider the interests of this market.  A growth rate of three percent, slightly lower than anticipated for the nature tourism sector, should be achievable.

One particular segment of the domestic market worthy of special attention is the educational market, for college and school parties on day trips to heritage attractions or longer study trips involving an overnight stay.  This sector would be particularly important for the developing protected areas, where facilities to interpret the conservation importance of these areas would benefit from such visits.

2.4.6
The Excursions Market

There is a relatively small excursions market, at least to commercial attractions among the resident population in Jamaica..  However, the securing the potential of the facilities proposed around the Hellshire Hills and Portland Bight will depend upon serving the domestic markets of the Greater Kingston area.

These facilities include the Salt River Museum/Visitor Centre, the Hellshire Hills BioDiversity Centre and Botanical Gardens, the recreational beaches of Hellshire, Welcome and Peake Bay and the Heritage Trail.

It is anticipated that with only five to six percent of the Greater Kingston population taking a trip out to one of these facilities each year, this would provide an additional 40,000 visits.  A similar figure of 40,000 should be generated by the resident population attracted to the other SCSDP projects further along the coast, including Black River and a Taino Museum

2.4.7
Summary of the Visitor Projections to South Coast

Foreign Born International Visitors
up 30,000 by year 10


North America


up 15,000 by year10


Europe



up 12,500 by year 10


Other



up 2,500 by year 10

Jamaican Born International Visitors and Non-Resident Jamaican Visitors






up 7,500 by year 10

Jamaican Residents


up 3,750 by year 10

Domestic Excursions


up 80,000 by year 10

2.5
Public/Private Partnerships

One of the key criteria that need to be applied to the preparation of the marketing plans and the calculation of the impact of the resulting tourism activity is implementation.  The market assessments have established the potential size of the markets to be attracted to the South Coast and the modelling of these figures to assess their economic impact shows that a significant amount of new accommodation will be required, in addition to the upgrading of existing stock.  In addition the scope for developing new attractions to reinforce the appeal of the South Coast is a topic addressed in the study of the Heritage Trail.

2.5.1
Accommodation

Since the availability of additional stock is central to the achievement of the goals of the SCSDP it requires particular attention to ensure that any proposals can be implemented.  An Accommodation Plan is recommended that will address the standards required in the B&B sector, but a large proportion of the demand for new accommodation will be for the small/medium sized hotel (under 50 bedroom).   However, development of this size of establishment is difficult to achieve since it is too small to be of interest to most national or international operators and too large for many local entrepreneurs and for their potential financiers in particular.

 However, this task of facilitating the provision of new accommodation, that can set the standard for other developments and encourage tour operators to set up new tour packages, is also linked to the issue of pump priming the establishment of Black River as the South Coast’s new heritage town.  The plans for the revival of the town that are being proposed within the SCSDP and are supportable by IDB funding, include essential infrastructure improvements, such as drainage and sewerage.  It is important that the SCSDP has some visible and early impact on tourism in the town.  

The recommendation that is made to address both of these issues is that there should be a Feasibility Study undertaken into the viability of a joint public/private sector venture to establish an ‘anchor’ or ‘flagship’ hotel in Black River.
Objectives of the Hotel venture
The justification of this study should be clearly established within the objectives for the hotel.  These objectives should cover:

· the need to establish by practical means what the scale and quality of accommodation is required on the South Coast;

· encourage further investment in the upgrading or provision of new accommodation;

· speed up the process of attracting the key target markets to the South Coast; and

· act as a flagship development for Black River.

Issues to be addressed
The key issues to be addressed in the Terms of Reference for this study would include:

· the vision for the hotel and its impact on the development of Black River as a tourist destination in its own right;

· the means of drawing up plans for the hotel, possible by means of a design competition;

· the means by which the public/private sector partnership can be implemented such as a joint venture, management contract ;

· the importance of phasing the development within the overall plans for Black River; 

· the opportunity to incorporate the Black River Spa site in the proposals; and

· the scope to involve a hotel training institute in using the hotel as a real-time training base.

2.5.2
Attractions
Although the review of the Heritage Trail has concluded that there are sufficient attractions at present to justify the preparation of promotional material, it also identified a number of opportunities for new attractions, in particular a Taino Museum at Paradise Park.   However, although the western end of the trail (where Paradise Park is located) is well provided with attractions and the eastern end will benefit from the new facilities planned for the Hellshire Hills and Portland Bight, the central area, around Canoe Valley, has limited capacity in its facilities at present.

Considering that the endangered manatees could well become a strong unifying image for the South Coast as a whole it would be worth more detailed investigation of how this should come about.

The recommendation is that a Feasibility Study should be undertaken into the scope for developing a Canoe Valley Visitor Centre, which would incorporate a Manatee Centre and other educational and research facilities.

The Terms of Reference for this study should extend to the role and purpose of such a centre, the scope for public/private sector partnership, the environmental constraints of the locality.

3.
MARKETING STRATEGY & PLANS
3.1
Context

A tourism marketing strategy has to be more than just the promotion of a particular destination.  The strategy must reflect and in turn influence the long term objectives for the destination and the nature of the tourism product.  This is of particular relevance in the South Coast of Jamaica where the South Coast Sustainable Development Programme is starting a ten year process of lifting tourism to new levels of activity in conjunction with the local community and within a clear assessment of the potential of the area’s natural resources to absorb such activity.  Tourism in the South Coast will undergo considerable changes over this period and the strategy will influence and be influenced by these charges.

The South Coast Sustainable Master Plan provides a tourism strategy for the South Coast based upon a vision of the region that will “complement the Jamaican tourism product by providing an off the beaten track experience.  New accommodation should be designed to appeal to the green, nature loving visitor – low density, well landscaped, built from natural material, and in an unspoilt location with few other tourists around.

A network of natural resource-based and historic attractions should be accessible in a variety of ways, in addition to conventional tours – on foot, on horseback, on a mountain bike or from a small boat.

Highlights could be a Taino Museum, …the remote Canoe Valley…, and the Black River Waterfront Heritage Area.  The South Coast Heritage Coastline could become known internationally as a leading destination for a nature-based Caribbean holiday.”

The strategy is based upon the outcome of the consultation process with the stakeholders in the SCSDP and the findings of the consultants’ research.  In addition, it has been prepared within the context of the National Tourism Master Plan and the promotional work of the Jamaica Tourist Board.  The key stages in the presentation of the strategy are:

· a balanced set of aims;

· a long term vision for the South Coast;

· core principles underpinning the strategy;

· a set of objectives; and

· a clear programme of action.

3.2
Assumptions

When a strategy has to provide a vision and direction for the marketing and development of a tourism destination over a 5-10 year period, it has to be explicit about the assumptions that are made in looking forward over that length of time.

Five key assumptions are that:

i) there will be a relatively quick return to the pre ‘September 11’ travel patterns;

ii) the next 10 years will see a steady growth in international tourism;

iii) the National Tourism Master Plan will be successfully implemented over this period;

iv) the recommendations of the South Coast Master Plan are adopted at the national, regional and local level; and

v) currently proposed developments are successfully implemented.

3.2.1
Recovery from “September 11th"

Although there were signs of a downturn in visitor numbers during the summer of 2001, with stopovers down 3.3 percent in July and 2.9 percent in August, the impact of the terrorist attacks on the US, were sudden and dramatic.  Tourist stopovers for the last few months of 2001 fell by: 

· September
- 
19.8%

· October
- 
20.9%

· November
- 
15.5%

· December
- 
  9.4%

Although there were signs of a recovery in the first few months of 2002, the events of September 11 were still having a depressed effect on the Easter period, and with April 2002 being over 20 percent down on the previous year, there were continuing concerns in the Jamaican tourism industry.

By March 2002 the World Travel and Tourism Council (WWTC)  however, reported that the dramatic international impact of September 11 would stabilise and begin recovery during the current year.  They also forecast record growth for 2003 with a massive rebound for the travel and tourism industry.  They assessed the overall impact of September 11 to be a 7.4 percent decline in travel and tourism related demand in 2001 and 2002.

3.2.2
Return to growth in International Tourism

The WTTC has also forecast a strong upward trend for the industry over the next ten years with long term annual growth at 4.5 percent in real terms for the global industry, and a slightly higher rate for the Caribbean.

3.2.3
Adoption of Tourism Master Plan

The Master Plan for Sustainable Tourism Development comes to a number of conclusions that directly impinge on the vision for the South Coast.  These include:

· Jamaica’s tourism industry will move from a narrow focus on sun, sand and sea, based largely on all-inclusive hotels, to an island wide industry that offers a diversity of accommodation and visitor experience.

· The focus of the product will be on the Jamaican people and their heritage, emphasising what makes Jamaica unique and most rewarding.

· More people will feel a sense of ownership of the industry as it expands to include a wider range of large and small businesses in the accommodation and non-accommodation sectors, as well as the many communities with a stake in tourism.

The marketing strategy for the Master Plan focuses on:

· achieving a better balance between US and European markets;

· up market positioning of the country based on its rich heritage; 

· using the current difficult period to position the industry for very rapid growth when market conditions improve, by investing in building a presence in underdeveloped segments of the US and European markets, while improving product and competitiveness; 

· taking  a segment-based approach to marketing; and

· promoting small hotels, non-hotel accommodation and resort areas such as Portland, the South Coast and St. Thomas as part of the packages for segments of the market to which they are best suited.

The big change that it wishes to bring about is a focus on tourism’s greater role in the social and economic development of Jamaica, as not just a race for greater numbers of visitors but an assessment of how to secure a better social, environmental and economic return from the industry.  This has implications for the nature of the Marketing Strategy in terms or its scope and vision.

3.2.4
Adoption of South Coast Master Plan

The South Coast Sustainable Development Programmer has selected the three sectors of tourism, fisheries and protected area management from the South Coast Master Plan in order to initiate sustainable development in the area.  However, the Master Plan also addresses other sectors such as industry, transport, settlements and utilities and most importantly provides a framework of planning policies.

Regardless of whether proposals in other sectors of the Master Plan are initiated, it is a key assumption of this Marketing Strategy that the planning policies are adopted in some form, during the course of the SCSDP.

The vision for tourism on the South Coast is one based on the principles of sustainable development and in order to develop sustainable tourism it is essential that there are the planning controls in place, particularly in the proposed protected areas, to restrain ad-hoc development and introduce issues of carrying capacity, community involvement and local distinctiveness to proposals for the future of the area.

In addition to targeting an increase in stopover visitors, achieving a sustainable solution demands that a major thrust of the strategy is to increase spend per visitor within the region. This means that whenever new accommodation comes on stream or new attractions are developed such as the renewal of Black River and the Heritage Trail, there is provision made for food and beverages, entertainment, shopping, the vending and production of arts and crafts, tours and excursions and transportation.

Increasing spend per visitor, especially outside accommodation, is important for the viability of SCSDP and essential for sustainable development of the region. Without it, tourism would not have the pull-through effect on other sectors that is necessary to revive the economy and create the sustainable livelihoods on which the future of the region depends. 

3.2.5
Successful Completion of Proposed Developments

The strategy will also work on the assumption that planned developments within and around the South Coast will come to fruition.  This study’s earlier Situation Assessment report highlighted the significant impact of developments such as Highway 2000 and the re-opening of the railways and the Market Assessment study has shown that the opening of the Beaches Whitehouse Hotel by the year 2005 will alone increase the amount of hotel accommodation in the Study area by three quarters, and with it’s anticipated higher occupancy rates increase the number of international visitors in the area by over 150 percent

Although the scale and location of this project may not have met the criteria for further accommodation development set out in the South Coast Master Plan, the event must now be seen as a challenge to the marketing focus of the South Coast Strategy to ensure that the management style of the hotel and the activities undertaken by its guests contribute to the emerging vision for the South Coast.

3.3
Overall Marketing Strategy

The central ambition of the strategy is to increase the rate of growth of tourism along the South Coast, within its physical, environmental and social capacity, so that it contributes towards a higher profile in the economic development of the area and a greater share of the national tourism product.  In essence this can be summarised as ‘capturing the tourist dollar for the benefit of the region and its people’.

3.3.1
The Long term vision for Tourism on the South Coast 

The long term vision for the South Coast is a tourism industry that:

· is recognised as playing a key role in the sustainable development of the South Coast by providing the opportunity to increase visitor spend in the region and to capture that spend within the community;

· is a profitable and professional sector of the local economy, within which to work and invest;

· has created a positive image for the South Coast which both attracts international and domestic visitors and raises the self esteem of the local population;

· offers visitors an authentic holiday experience, based on the unique environmental and cultural assets of the South Coast of Jamaica;

· works in partnership, pooling resources from the public, private and voluntary sectors; and 

· ensures that the South Coast becomes the leading Caribbean destination for authentic and environmentally sensitive tourism.

3.3.2
Core Principles

The following principles guide the current actions proposed later in the Strategy and will be used as a checklist against which future proposals can be evaluated:

· optimise the use of the region’s current assets – it is more cost effective and sustainable in the longer term;

· provide a quality experience for all visitors – value for money should be the goal at all standards of operation;

· spread the benefits of tourism around the region – in order to avoid the problems of unplanned migration that has befallen the north coast resorts;

· encourage return visits by current visitors – it is the cheapest form of marketing;

· attract more visitors within the capacity of the destination – it will be to the benefit of the tourist experience and the environment;

· operate within principles of sustainable tourism – visitors are increasingly sensitive to how host countries treat their environment and their local communities;

· develop tourism within an integrated approach to development – the South Coast Master Plan provides a real opportunity to do this; and

· use a Heritage Trail to link together the promotional and development aspects of South Coast Tourism – this would link together all the regions existing and planned attractions in an effective manner, in accord with the principles above.

The marketing objectives derived from these core principles consist of:

· raising the profile of the South Coast of Jamaica as a destination offering an authentic Jamaican experience in an outstanding natural setting and focusing on the principles of sustainable tourism;

· promoting the Heritage Trail as the main vehicle for presenting the diverse range of attractions along the South Coast;

· avoiding an over-reliance on one market, by developing a number of market sectors, overseas and in Jamaica;

· increasing the proportion of repeat visitors among the international holiday visitors;

· establishing an identity as a quality destination; and

· utilising all appropriate marketing media and developing the South Coast Website as a key information and reservation tool.

3.3.3
Marketing Plan

Marketing Assessment

The accompanying Market Assessment undertaken for this study has concluded that:

· A detailed analysis of the key international markets (USA, Canada, UK, Germany, Italy, France and Netherlands) has identified the potential demand for a South Coast product, based on its appeal of natural resources, that is consistent with the trends going on within these markets and the aspirations of the JTB in developing new markets.

· Projections for tourism in the South Coast are not only based on the latent demand evident in their key source markets.  Detailed assessment of comparable destinations in the Caribbean that have developed a nature tourism based product, show that significant growth can be achieved where there is active promotion of a nature-based product with broad appeal that can cater for a variety of market sectors.

The South Coast needs to establish a market profile that builds on its diversity of natural and cultural resources as a destination that offers the real Jamaica through a combination of traditional sun and sea facilities with community and nature-based facilities and activities.  Although it does not have the dramatic natural features or wildlife of some of its potential competitors in the Caribbean, it can provide an attractive range of attractions for those interested in more than just a week or a fortnight on the beach.

· Typical market types will include North America or European tourist who have been to Jamaica before and want to discover more of the island while still benefiting from the sun and sea on offer; international visitors with a general interest in experiencing community-based nature tourism; those dedicated to a particular aspect of nature tourism e.g. Wildlife photographers and domestic and internationally based Jamaicans who want a traditional Jamaican style holiday.

· Smaller niche groups will include those dedicated to a particular aspect of nature tourism such as bird watching, or those seeking a working holiday, based on archaeology or conservation work.

· Based on the performance of other nature-based destinations in the Caribbean where Belize has doubled its tourist numbers in five years, and Costa Rica receives 350,000 US tourists a year, a South Coast target of doubling its share of Jamaican tourism over the next 10 years from around 3.5 percent to 7 percent is achievable, even allowing for the growth that is already planned to take place.

· This key nature tourism market, should be the South Coast’s main target, and making conservative comparisons with what has been achieved for similar markets in the Caribbean, an additional 15,000 visitors should be captured in the next five years from increasing the performance and standard of existing establishments and attractions and additional 15,000 over the next five years through the development of new facilities.

· This market would come from the USA (40 percent), Canada (10 percent), Europe (45 percent) and Other (55 percent).  Within this overall target market there is the scope to focus on a number of particular segments, such as:

· Two centre holidays, offering beach and nature;

· Soft adventure (riding, cycling, water sports);

· Alternative beach holiday, with a range of excursions;

· Community based stays; and

· Specialist nature trips.

· In addition to nature tourism, there also needs to be a focus on the potential of attracting two other markets, namely the Jamaican born foreign nationals and Jamaicans resident overseas returning to see friends and relatives, and the resident Jamaican market.  The former can be encouraged to return by combining the social aspects of their trip with opportunities.  5 percent growth per annum should be the target in these markets.

· The forecasts for the growth in visitor numbers based on both the anticipated impacts of the adoption of the national Tourism Master Plan and the opening of the Beaches Whitehouse hotel, and then on the impact of SCSDP Marketing activity and projects are incorporated at the end of the report.

The potential significance of this nature tourism market is also recognized in the JTB Corporate Plan for 2002-3, where it states that although Jamaica does not have the spectacular attractions to compete with Latin America and Africa to committed ecotourists, what is more likely to succeed is a combination of a sun, sand and sea break with natural and cultural attractions.  The specialist US travel agents considered that the product most likely to get taken up by operators and the customer are two centre holidays, combining beach and nature.

This Marketing Strategy seeks to convert these conclusions into an actionable plan, derived from clear objectives.

The Marketing Action Points

Action 1
Develop a segmented marketing approach to tourism marketing that, within the overall drive for nature tourism, concentrates on key market sectors, such as the existing beach based market, touring holidays, soft-adventure tourism, conservation holidays, educational tourism.  The market mix needs to be broad enough to avoid becoming over dependent upon one sector.

Action 2
Commence the long term process of building the strengths of a South Coast brand, recognising that there are other brands in existence such as for Treasure Beach and Black River.  Identify ways to develop the marketing of these brands in a complementary and partnering approach.

Action 3
Commission a comprehensive library of high quality photographic material, for available free to stakeholders and for sale to commercial organisations.

Action 4
Produce a South Coast wide touring map, featuring the Heritage Trail.  This would be a high quality combination of cartographic, photographic and interpretive material, with text in English, French and German.  An A5 size folded out into A2, with a print run of 100,000 would be required.  This would be a freely available item, distributed at accommodation and attractions around Jamaica, and distributed on request to visitors overseas prior to their visit.

Action 5
A Visitor Guide, featuring all available accommodation, attractions and events within the South Coast.  A5 size, around 32 pages, full colour, with maps, interpretive material and limited advertising.  Initial print run of 25,000, for sale at information points and bookshops.

Action 6
Support the availability of the Map and Guide to the domestic market through newspaper advertising within Jamaica.

Action 7
Undertake an extensive PR campaign to ensure positive media coverage, in Jamaica and internationally.  To include regular contact with Guidebooks such as Lonely Planet and Rough Guide.

Action 8
Develop and maintain a comprehensive South Coast Website, that not only provides a comprehensive source of information, advice and interpretation, but also allows feedback and visitor survey information to be collected.

Action 9
Create a series of information sheets on a variety of themed trails, in support of, and linked to, the main heritage trail.

Action 10
Ensure that the South Coast is effectively represented and promoted at a range of domestic and international travel shows.  Where possible this should be undertaken in conjunction with key stakeholders and be followed up with offer of familiarisation trips.

Action 11
To gain a deeper understanding about the scale and nature of existing and potential visitor markets, establish an on-going programme of market research.  This programme would include visitor surveys, economic impact assessments of tourism and feedback information from Website users.  Where possible ensure that research programmes meet the needs of both public and private sector partners.

Action 12
Assemble market intelligence and present a clear rationale for its proposed marketing campaigns, which should be agreed with public and commercial partners.  Produce a basic guide for businesses, which will enable them to identify and buy into the marketing campaigns which are of most relevance to their particular business.

The following Action Plan sets out the budget costs and phasing for each of these action points, together with indication of potential partners and the scope for income raising.

It assumes adoption of the national Master Plan for Sustainable Tourism Development and its proposals that the baseline promotional budget of the JTB, about $31 million, be extended by about $11.5 million from activities aimed at a number of markets of relevance to the South Coast, namely:

US


- Market segments/Product Support

Canada

- Co-operative advertising, market segments, product 

  support 

Europe

- Greater representation

Resort Marketing
- Production of Guides, brochures, maps, interpretive 



  displays, heritage sites

It is vital for the South Coast Marketing Strategy that it can piggy back on these initiatives, particularly with the new emphasis on the European markets, which have suffered a lack of resources in recent years.

The overall Marketing Action Plan is then broken down into Work Programmes for each of the first three years of the Project.  The work will be led by the two tourism specialists appointed to this Project Implementation Unit.

Marketing Strategy  - Action Programme

Year One

	Action Point
	Programme

	1. Market Mix
	1. Establish a database of South Coast sites and facilities, in co-operation with owners/operators.



	2. Brand Development
	1. PIU to hold initial meeting of South Coast Marketing Group, with representatives of tourist industry, JTB and other relevant agencies.

2. Task meeting with establishing terms of reference for appointment of Graphic designers.

3. Appoint graphic designers/marketing consultants to develop South Coast design styles, logo and advertising strap lines.



	3. Photographic Library
	1. Commission commercial photographer to initiate South Coast photographic library.  First phase of work to focus on facilities and sites identified along Heritage Trail (see separate section).  Photographs to be slide and digital.

2. Prepare policy for distribution of photographs – either freely available on the South Coast Website or a CD or saleable for commercial use.



	4. Heritage Trail Map
	1. Confirm those sites that are available and suitable for immediate inclusion in the Trail and those that need further development.

2. Identify sites that require new photographs and include in task for photographer (see above).

3. Commission a graphic designer to produce a logo and house style for the Trail, to include layout and designs for the Heritage Trail Map and Guidebook, the cartographic style, route signboards and Interpretive Boards.

4. Commission a scriptwriter to produce text for both the Map and Guidebook.

5. Seek potential sponsors.

6. Prepare a Distribution Plan and identify and commission suitable printers.



	5. Heritage Trail Guidebook
	1. See 3 and 4 above.

2. Secure commercial outlets.

3. Prepare a Distribution Plan and identify and commission suitable printers.



	6. Advertising Support
	1. Liaise with JTB staff on future overseas advertising schedule and scope for inclusion of South Coast material.

2. Prepare domestic advertising programme in support of Trail Map, and as joint exercise with South Coast operators.

3. Prepare and circulate advertising opportunities to South Coast operators.



	7. PR Campaign
	1. Prepare PR Plan for first year.

2. Obtain overseas and domestic press contacts from JTB

3. Circulate minimum of one Press Release per month in first twelve months.

4. Organise at least two familiarisation trips for overseas trade press.



	8. South Coast Website
	1. See separate programme.



	9. Trail Information Sheets
	1. Initiate contact with Parish Development Committees and South Coast Resort Board to identify and agree themes for subsequent support leaflets for distribution along trail



	10. Shows and Fam. Trips
	1. Discuss current programme of domestic and overseas travel shows where JTB has a presence.

2. Agree with JTB those shows where South Coast presence would be effective and within budget.

3. Book and/or confirm South Coast attendance for following year.



	11. Market research
	1. Agree data collection procedures with tourist operators e.g. accommodation occupancy and visitor attraction attendance.

2. Commence collection and analysis.

3. Prepare details of a region wide visitor survey.



	12. Market Intelligence
	1. Prepare format and schedule for circulation of market intelligence received from 11 above, and other sources, to tourism operators on South Coast.




Year Two

	Action Point
	Programme

	1. Market Mix
	1. Update site/events data base.

2. Commence building market profiles of key visitor sectors, with data from visitor survey.



	2. Brand Development
	1. Develop sub-brand profiles for individual areas within South Coast, e.g. Treasure Beach, Black River, Portland Bight, Canoe Valley.



	3. Photographic Library
	1. Continue Photographic commission but at reduced scale

2. Promote availability of pictures for commercial and public use.



	4. Heritage Trail Map
	1. Circulate first edition of Trail Maps in Jamaica and overseas.

2. Commence planning production of second edition, for distribution in year three.



	5. Heritage Trail Guidebook
	1. First edition of Guidebook distributed for sale.



	6. Advertising Support
	1. Undertake advertising campaigns, where possible in conjunction with commercial operators.



	7. PR Campaign
	1. Continue with programme of minimum of one press release per month.

2. Continue programme of Familiarisation visits.

3. Consider offering PR assistance to tourism operators along South Coast.



	8. South Coast Website
	1. See separate programme.



	9. Trail Information Sheets
	1. 
Draft text for themed trails and secure agreement with South Coast partners.



	10. Shows and Fam. Trips
	1. Undertake programme of trade shows as agreed in Year One.



	11. Market research
	1. Continue programme of data collection and analysis.



	12. Market Intelligence
	1. Initiate circulation of quarterly report on market intelligence data.




Year Three

	Action Point
	Programme

	1. Market Mix
	1. Update site/events database.

2. Develop market profiles of key visitor sectors.



	2. Brand Development
	1. Ensure brand and sub-brand profiles are consistently applied in marketing material.



	3. Photographic Library
	1. Continue photographic commission at further reduced rate.

2. Focus on new developments arising from SCSDP e.g. Black River.



	4. Heritage Trail Map
	1. Commission translation of text into French and German.

2. Produce limited editions of map in each language.



	5. Heritage Trail Guidebook
	1.Commission translation of text into French and German.

2.Produce limited editions of map in each language.



	6. Advertising Support
	1. Continue advertising campaigns, with increased emphasis on overseas opportunities.



	7. PR Campaign
	1. Continue with PR Programme as Year Two.



	8. South Coast Website
	1. See Separate Programme.



	9. Trail Information Sheets
	1. Produce and circulate additional trail sheets at outlets along South Coast.



	10. Shows and Fam. Trips
	1. Continue programme of shows and Fam trips.



	11. Market research
	1. Continue programme of data collection and analysis.



	12. Market Intelligence
	1. Continue circulation of quarterly report on market intelligence data.




3.4
Marketing Plans by Market Segment

3.4.1
International Visitors

US Visitors

Overall Marketing Approach:

· Build on the trend identified by JTB and in the national Master Plan that Americans are taking longer breaks with a growing interest in seeing more of the destination.

· Approach based on improving market share in key segments such as nature tourism, mature market, African Americans, VFR and specialist interest groups e.g. wildlife, working conservation holidays.

· Provide support material for JTB advertising campaigns, which should give greater prominence to the South Coast.

· Provide appropriate information for JTB travel trade partners to encourage development of new packages for example Flydrive, two centre holidays.

Rationale

· The US travel market features a large number of independent travel agents, with few consolidated tour operators as in Europe.

· There is a need to support and strengthen JTB efforts to combine TV advertising with relevant follow up information on the South Coast for direct enquiries and for the trade industry.

Key Selling Features

· Traditional sun, sea and sand available with additional interest provided by well managed attractions and sites of heritage interest.

· Matches findings of market assessment that nature tourists/ecotourists participate in a wide range of activities, wider than current resort tourists.

Timing/Phasing

· Introduce the South Coast into general TV advertising from Year One of the Programme, with support information on the Web about nature of SCSDP.

· Develop packages for travel agents as soon as the upgrading of the existing accommodation stock and development of new establishments is in place.

Marketing Plans

Profile Raising

Need to position Jamaica as the new Caribbean destination, but not as a cheap option.

Use the Heritage Trail Map in support of requests received at JTB offices and in response to any press advertising.

Support JTB attendance at Travel Shows with South Coast material.

Nature Tourism

i) Extension of Jamaican Holiday

Develop two centre packages with medium sized, specialist tour operators.

Provide familiarisation trips for selected tour operators

ii) Nature Tourism/Ecotourism

Promote South Coast Website through specialist travel magazines for younger nature tourist market.  Focus on wide range of activities.

Promote South Coast through PR campaign to specialist travel/environmental groups for the older nature tourism market.

iii) Community Tourism

Promote community tourism opportunities through the Website, but only when community plans are in place.

Internationally Based Jamaicans

Develop add-on packages for those coming to Jamaica on VFR trips, through specialist travel agents in Canada, led by JTB offices

Target

Targets by Year 10

2,000 Nature Tourism visitors






1,000 Jamaican Born International Visitors
	SECTOR / MEDIA
	TV Promotion
	Website
	Trail Brochure
	Travel Agent Support
	Special Print

	Nature Tourism


	√
	√
	√
	√
	

	Mature Market
	
	√
	√
	√
	

	African American
	
	√
	√
	√
	

	Specialist Sectors
	
	√
	√
	√
	√


UK Visitors

Overall Marketing Approach

· Build on the strong market awareness of Jamaica with promotion of an ‘alternative Jamaica’.

· Continue and develop the recent promotion of the South Coast in newspaper supplements and colour magazines.

· Work through small-medium sized operators who cater for nature/soft-adventure tourism.

· Ensure effective coverage of the South Coast Trail and the SCSDP in travel guides e.g. Rough Guide/Lonely Planet and through the South Coast Website.

· Key market segments should  include alternative beach holidays, nature tourism, VFR and specialist markets.

Rationale

· UK is one of the key markets at present for the South Coast, for visitors who come for an ‘alternative’ beach holiday and to explore the region.

· A market that can be developed on the existing stock of accommodation in small hotels and villas, and expanded during the life of SCSDP.

· Also a strong market for Jamaican born UK visitors.

Key Selling Features

· A true Caribbean holiday with an opportunity to meet local residents and explore an undeveloped part of the country.

· Opportunities for specialist interest tours based on wildlife and conservation, working through known tour operators that specialise in the Caribbean.

Timing/Phasing

· Support current promotion of the South Coast with a trail brochure and Website providing news on the progress with the SCSDP.

· Develop packages with selected tour operators by the middle of the programme.

Marketing Plans

Profile Raising

Need to position the South Coast as the true Jamaican experience with nature tourism opportunities.


Use the Heritage Trail Map in support of requests received at JTB offices and in response to press advertising campaign.

Support JTB attendance at Travel Shows with South Coast material.

Update coverage of South Coast in guide books.

Nature Tourism

i) Extension of Jamaican Holiday

Work with smaller/medium sized tour operators through JTB London office, in developing twin centre holidays and concept of the alternative Caribbean.

Support with familiarisation trips.

ii) Nature Tourism/Ecotourism

Promote South Coast Website through specialist travel magazines such as Wanderlust, for younger nature tourist market.  Focus on wide range of activities.

PR campaign aimed at travel journalists to promote South Coast as new nature tourism destination in the Caribbean.  Promote South Coast through PR campaign to specialist travel/environmental.

iii) Community Tourism

Promote community tourism opportunities through the Website, but only when community tourism plans are in place.

Internationally Based Jamaicans

Develop add-on packages for those coming to Jamaica on VFR trips, through specialist UK operators, led by JTB UK office.

Target

Targets by Year 10

6,000 Nature Tourism visitors





4,000 Jamaican Born International Visitors
	SECTOR / MEDIA
	Print Promotion
	Website
	Trail Brochure
	Tour Operators
	Special Print

	Alternative Beach
	√
	√
	√
	√
	

	Nature Tourism
	√
	√
	√
	√
	

	VFR
	
	√
	√
	
	

	Specialist Markets
	
	√
	√
	√
	√


Canadian Visitors

Overall Marketing Approach

· Key target markets include nature tourism, mature market, VFR and specialist market.

· Focus on the dominant Ontario market, through developing a support programme for small and medium sized operators.

Rationale

· Support with distribution of Heritage Trail Brochure and Website.

· Need to distinguish South Coast product from other low price Caribbean destinations.

· There is an established market for cultural and nature tourism, which the South Coast can offer, with Canadians having a longer stay than the US visitor and having a growing nature tourism sector.

· Also a strong VFR market, with potential interest in villas, guesthouses and apartments.

Key Selling Features

· An authentic Caribbean experience, with an opportunity to interact with local residents and communities.

· Opportunities for special interest trips based on a network of proposed protected areas.

Timing/Phasing

· Promotion of trips though new packages with tour operators to await development of new three star accommodation.

· Heritage Trail to start with the commencement of SCSDP.

Marketing Plans/Target

Profile Raising

Need to position Jamaica as the new Caribbean destination – but not as a cheap option.

Use Trail Guide and Brochure.

Nature Tourism

i) Extension of Jamaican Holiday

Develop two-centre holidays with medium sized specialist tour operators

 Provide familiarisation trips for tour operators.

ii) Nature Tourism/Ecotourism

 Promote South Coast Website through magazine advertising.

iii) Community Tourism 

Promote community tourism opportunities through the Website, but only when community tourism plans are in place.

Internationally Based Jamaicans

Develop add-on packages for those coming to Jamaica on VFR trips.

Target

Targets by Year 10

2,000 Nature Tourism visitors






1,000 Jamaican Born International Visitors
	SECTOR / MEDIA
	Print Promotion
	Website
	Tour Operators

	Alternative Beach
	√
	√
	√

	Nature Tourism
	√
	√
	√

	VFR
	√
	√
	

	Specialist Market
	
	√
	√


German Visitors

· Overall Marketing Approach

· Key markets include alternative beach holiday, nature tourism and specialist markets such as soft-adventure and conservation holidays.

· Need to work through small/medium sized tour operators e.g. Caribic, supported by print material, Website and special packages.

Rationale

· Although the German market has declined dramatically in Jamaica over the last 10 years, the traditional appeal of the South Coast can reverse this trend given greater emphasis from the JTB for this market.

· The South Coast should have a presence in the largest tourism market in the world.

Key Selling Features

· The ability to combine nature and heritage tourism with the sun, sea and sand of a traditional Caribbean holiday.

· Special promotion of the SCSDP to demonstrate the sustainable nature of tourism development of the South Coast and the special role of protected areas.

Timing/Phasing

· Promotion of Website and updating of Guide Books to commence with start of programme.

· Promotion of special package to await upgrading/new accommodation.

Marketing Plans

Profile Raising

Position Jamaica as the new alternative Caribbean destination, with a range of nature tourism and soft-adventure tourism opportunities.

Use the Heritage Trail Map, when German language version available after Year Three, in support of requests received at JTB offices and in response to any TV advertising.

Support JTB attendance at Travel Shows with South Coast material, which must be available in German.

Nature Tourism

i) Extension of Jamaican Holiday

Develop touring holidays with help of specialist operators such as Carib Vacations, through JTB offices, and support with familiarisation trips for selected agents.

ii) Nature Tourism/Ecotourism

Promote South Coast Website (with German translation) through specialist travel magazines, for younger nature tourist market.  Focus on wide range of activities.

Promote South Coast through PR campaign to specialist travel/environmental groups for the older nature tourism market.

iii) Community Tourism

Promote community tourism opportunities through the Website, but only when community plans are in place.

Internationally Based Jamaicans

Develop add-on packages for those coming to Jamaica on VFR trips, through specialist travel agents in US, led by JTB offices

Target

Targets by Year 10

14,000 Nature Tourism visitors






4,000 Jamaican Born International Visitors

	SECTOR / MEDIA
	Website 
	Trail Brochure
	Tour Operators

	Alternative Beach
	√
	√
	√

	Nature Tourism
	√
	√
	√

	Specialist Market
	√
	√
	√


3.4.2
Domestic Visitors

Overall Marketing Approach

· Although given no recognition in the priorities of the JTB marketing programme it is a significant market sector for the South Coast.

Rationale

This is a sector which is relatively easily and quickly mobilized and is a match for the currently available accommodation and attractions.

· A key market in contributing towards the sustainability.

Key Selling Features

· Trail Guides and Brochures.

· Local press advertising and PR.

· Website.

Timing/Phasing

· Once promotional material is ready , a local advertising and PR campaign should be undertaken.

Marketing Plan

· Prepare advertising and PR campaign in conjunction with local operators and attractions.

Monitor responses.

· Increase Domestic Visitors by 3,000 by year 10.
	SECTOR / MEDIA
	Website 
	Trail Brochure
	Tour Operators

	Alternative Beach
	√
	
	√

	Nature Tourism
	√
	√
	√

	Specialist Market
	√
	√
	√


3.5
Community Tourism Development & Marketing Plan

3.5.1
Background

There have been several community based tourism initiatives in the South Coast of Jamaica in recent years, such as the Mandeville-based Community Tourism Network, the work of the St Elizabeth Homecoming Foundation and the Bluefields People’s Community Association.   However, each of these is different in scope and scale.  Some envisage communities providing a new ‘product’ for traditional tourists by introducing them to local villages, through day visits or overnight stays, and sees this as a way of spreading the benefits of traditional tourism.  Others are more local in their origins but have seen community tourism as a means of contributing to a broader social and economic development.

The case for considering community tourism as an ingredient in the tourism strategy for the South Coast is that it should be able to contribute to the vision of a tourism product offering a range of authentic Jamaican tourism experiences that are sustainable socially, environmentally and economically.  A properly drawn up plan for community tourism on the South Coast should seek to achieve this, through assisting communities undertake their own assessments of tourism potential.

3.5.2
Aims

The aims of this report as set out in the Terms of Reference is to:

“In consultation with relevant stakeholders, prepare recommendations for a Community Tourism Plan for the South Coast, using marketing tools such as Internet, brochures, self-catering holidays, fly drive or niche tourism packages.”

3.5.3
Definitions

It is proposed that for the purposes of this report ‘Community based tourism’ envisages that the local community has substantial control over, and involvement in, the development and management of a range of accommodation, attraction and support facilities, and that a major proportion of the benefits remain with the local community.

This form of tourism has relevance to broader development principles of social equity, cultural integrity and poverty reduction policies that guide many development programmes in the rural areas of Jamaica.  Since there have been many examples around the world where forms of tourism have not been sufficiently community focused and many small scale community based tourism initiatives have failed owing to a lack of market assessment, organisation, quality and promotion, it is considered useful to adopt some guidelines to community-based tourism prepared by the World Wide Fund for Nature (WWF). 

3.5.4
An Approach to Community Tourism

Adapting the guidelines prepared for the WWF provide a useful checklist for the assessment of this market niche in the context of the South Coast of Jamaica and the SCSDP.  They provide a series of issues and questions that in a structured format provide a sensible structure for a Community Tourism Plan.

A.
Considering whether tourism is an appropriate option

i) Considering the potential social, economic and conservation gains.

· There needs to be a clear understanding of the relationship between local communities, tourism and conservation, and how this might be improved through their involvement in community tourism.

ii) Checking the preconditions for community tourism.

· Before pursuing community based tourism the suitability of the local area should be checked and fundamental preconditions met.

iii) Adopting an integrated approach.

· Rather than being pursued in isolation, community based tourism should occur in the context of other options and programmes for conservation, sustainable development and responsible tourism.

B. 
Planning tourism with communities and other stakeholders

i) Finding the best way to involve the community.

· Effective structures are required to enable the community to influence, manage and benefit from tourism, development and practice.

ii) Working together on an agreed strategy.

· Close consultation with the community and other stakeholders should lead to an agreed vision and strategy for community tourism, which has environmental, social and economic aims and attainable objectives.

iii) Ensure environmental and cultural strategy.

· The level and type of tourism planned and developed must be appropriate for the area’s natural resources and cultural heritage and consistent with the community’s wishes and expectations.

C.
 Developing viable community-based tourism projects

i) Ensuring market realism and effective promotion.

· Community tourism must be based on an understanding of market demand and consumer expectations and how to place the product effectively in the market place.

ii) Putting forward quality products.

· All community-based tourism products should offer a high quality of visitor experience and be subject to a vigorous business plan.

D.
Strengthening benefits to the community and the environment
i) Managing impacts.

· Specific steps should be taken within the community to minimise the environmental impact and maximise the local benefit of ecotourism by ensuring that a major portion of the benefits remain within the communities.

ii) Providing technical support.

· Communities will require ongoing access to advice and support in the development, management and marketing of responsible good quality tourism products – this should also include advice on appropriate vending, shopping, entertainment opportunities at attractions.

iii) Obtaining the support of visitors and tour operators.

· Community tourism experiences should raise awareness of conservation and community issues among visitors and tour operators and include mechanisms for enlisting their support.

In applying these guidelines to the situation in the South Coast it is clear that the work done on the South Coast Master Plan should provide valuable support for community tourism initiatives, particularly in showing how community-based tourism initiatives can assist protected area and fishery programmes.  Issues or projects that address the various questions raised in these guidelines show the impact of the SCSDP and the various other projects taking place.

	
	

	What is the Conservation  Gain? (Ai)
	· The PBPA Management Plan for example is based on tourism’s potential impact on fisheries and protected area management, and has adopted the principles of community involvement.

· There is a potential role model in the Silves project near Manaus in Brazil, where ecolodge development generated funds for fisheries management.



	Preconditions (Aii)
	· Concerns over the safety and security of visitors need to be addressed.

· There needs to be a strong planning system and protected are management, as sought by the S Coast Master Plan.

· Recognise limitations of inherit attractiveness of key ecosystems such as mangrove.




	Integrated Approach (Aiii)
	· It is one of the fundamental aims of the SCSDP to ensure such integration and existence of appropriate organisations and legislation.



	Community involvement (Bi)
	· Need to encourage recognition that ecotourism is a business and tackle issues of retaining and distributing the resulting benefits within the communities.

· Scope for granting of concessions to private operators for publicly funded schemes.



	Strategy (Bii)
	· Close community involvement in South Coast Master Plan, PBPA Management Plan and SCSDP should continue.



	Integrity (Biii)
	· SCSDP projects subject to individual EIAs and overall environmental assessment.

· Carrying capacity to be supported locally.



	Market Realism (Ci)
	· Current market assessment for  SCSDP sets market context, accepting general point that it is far easier to get more out of existing visitors than to attract new ones.

· Need for special unit in TPDCO or JTB to develop links with specialist operators.

· Role model of WWF-UK links with Discovery Initiatives.



	Quality (Cii)
	· Although luxury and sophistication may not be sought, there is need for a rich community experience, a wildlife/nature experience, comfortable and reliable accommodation and efficient business handling.

· Advantage of mix of natural and cultural experience.

·  Key role of guides.



	Management (Di)
	· Design and construction of all SCSDP projects is to take account of principles of sustainability involving economic, social and environmental issues.

· Need to consider certification schemes such as Green Globe.



	Technical Support (Dii)
	· Need for long term training support.

· Benefit of soft loan or long term credit targeted to local needs.



	Visitor Support (Diii)
	· Key role of effective induction of visitors to environmental and social issues in area.

· Scope for Code of Conduct e.g. Ten Principles for Arctic Tourism.



	Monitoring
	· Essential to ensure the life of the projects beyond the end of the SCSDP.

· Keep it simple with feedback from visitors, tour operators and locals.




A similar approach is taken in the Community Tourism Assessment Handbook, which has been prepared by the Montana Tourism Advisory Council.     A summary of their approach is included in Annex One.

3.5.5
Marketing of Community Tourism

One of the most frequent reasons for the failure of community tourism programmes is the marketing.  This is not just an issue of inadequate resources but of the message that is conveyed, or more often the message that it fails to convey.

Any international visitor, apart from the most basic back packer, requires some re-assurance of the standard of accommodation that he is likely to be offered.  This is issue is addressed in the Accommodation Plan, with the proposal for a accommodation grading and promotion programme similar to the French ‘Gîtes’ system.   However, community tourism is more than about offering accommodation and should relate to visitors being welcomed into local communities, on the terms considered appropriate by local residents.  Similar re-assurances should be given to the potential visitor with regards the preparedness of the community to welcome them.

The Ecological Trail that has been developed in the communities of Westmoreland, presents a possible way forward in setting standards and promoting those standards to the visitor, in the same way that has been suggested for accommodation.

The Trail operates by leading small groups on walking tours linking a number of communities and led by local tour guides – 25 have been trained so far.  A day trip would involve early morning drinks at one community, breakfast at another, followed by lunch, visits to craft workers and tea in others.

Since community level training courses are provided for those involved in this ecological trail, it should be possible to develop a brand and logo for community tourism in the South Coast.  A ‘badge’ would be available for those trained in hospitality or more specific skills such as guiding, and these badges could be available in a form such that they can be displayed prominently at locations along the coast.  These would include shops, gas stations and community facilities, indicating to tourists where they can find information and assistance regarding accommodation, attractions, events.  This signage would be compatible with that proposed for the South Coast B& B and self catering accommodation.

3.5.6
Case Study

 However, one of the key advantages of such a scheme is in international marketing since it conveys to the potential visitor the image of a well managed and supported scheme.  A good example of such a scheme can be found in Acosta, Costa Rica ( see www.costaricanruraltourism.org):

The lodging and tourist attractions, which you will enjoy, are operated by "Acosta's Rural Tourism Network" (REDATOUR). This network is a result of the combined effort by 125 families in Acosta, who have been organized in order to offer you a new alternative in rural tourism in Costa Rica. 

It receives technical support from the Project "Turismo Rural Comunal Eje del Desarrollo Sostenible del Cantón Acosta", finance by FUNDECOOPERACION and carried out by "Fundación Acción Solidaria" (ACSOL). It also receives technical support from Costa Rican Institution of Tourism (ICT) and from the National Learning Institution (INA). 

The people from Acosta who represent different sectors of the tourism chain participate equally an in harmony with the environment of the economic, social, and cultural benefits generated by REDATOUR. 

ACSOL is an institution created in 1997 with the purpose of promoting local economic development in a context of equality in Costa Rica and other Latin American countries. It provides assistance to improve productivity, to generate income and employment in the community, especially among women, through the promotion of dynamic micro and small enterprises in such fields as agriculture, rural tourism, and handicrafts. 

It also provides the services of technical support, appropriate technology transfer, credit, and other assistance in the development of these enterprises.

The website supports a direct booking system as shown at Annex two of this report. 

Similarly each individual community tourism initiative should develop its own website and be linked into a special section of the South Coast Website, and reference should be made to them in the Heritage Trail map and brochure.  It is unlikely that the numbers that can be dealt with at each community tourism project can justify the involvement of the travel trade.  In addition, the type of tourist interested in such tourism would be more likely to make their own arrangements.

3.5.7
Recommendations
u)  A Community Tourism Plan for the South Coast should be commissioned as a matter of priority.

v)  It should aim to facilitate the establishment of individual community tourism projects within an overall programme for the South Coast and ensure that a substantial proportion of the benefits from these schemes remain within the communities.

w)  Following the WWF guidelines it must be recognised that tourism may not be the best solution for economic and social development in the community.

x)  The aim should be to allow communities to identify the levels and nature of tourism that they wish to accommodate.

y)  Communities should be encouraged to develop themes to their community tourism projects.  These may range from nature tourism to activity tourism to active conservation projects undertaken by volunteers.

z)  The main marketing vehicle for such projects should be the internet and PR.

aa)  Specific branding for South Coast Community Projects should be prepared.

Annex One: Community Tourism Assessment Handbook  (Montana Tourism Advisory Council)

PROCESS  

The components described in this handbook are intended to guide community economic development groups through an assessment process with minimal outside assistance to help them identify what role, if any, tourism can play in strengthening their local economy. Each component has been tested with seven pilot communities to find ways for community teams to complete the component on their own and to determine where outside assistance appears absolutely necessary. In those places, we have suggested sources of assistance. This self help approach was chosen because of the reality of limited resources that may be available to assist communities in this process. In today's world of fiscal crises at all levels of government, it is more important than ever for citizens to have the tools they need to address their own issues and problems. Consequently, local organization is the first step in the process.  

The handbook is divided into chapters corresponding with nine components. Each chapter describes the component's purpose, objectives, and main decisions to be made. Then detailed how to instructions with sample processes and forms to use are provided. Guidelines for evaluating results also are included. Many of the components will be familiar to you from other community development activities you may have done, such as strategic planning or visioning. Similarly, working through this tourism assessment process will enhance your skills relevant to other community development efforts.

  

The components of the process could be completed one at a time in the order presented in the handbook. Experience in the pilot communities, however, indicates more committee motivation and interest if certain steps are started early on even if they won't be completed until later. 

This handbook suggests a schedule for working through the nine components over an eight month period that is used in Montana. The Local Coordinator probably will want to build similar detailed agendas for other meetings based upon how the Committee is progressing.

  

Eight months may sound like a long time, but during the process you will attain some short term successes and by the end you will have plans in hand for long term projects. Plus, you will have learned a process that you will use over and over again as you assess each new tourism or other economic development project you wish to implement in the future.  

COMPONENT OVERVIEW

  

1: Community Organization  

The community will need to form a local team, or a Community Tourism Assessment Action Committee, under the leadership of a Local Coordinator to carry out the tourism assessment process through monthly committee meetings, with additional task force efforts in between. This step requires identifying and recruiting a team of local volunteers dedicated to improving their community. It also includes review of committee and task force roles, responsibilities and time commitments to prepare members to work effectively as a team to carry out the assessment.  

2: Current Visitor and Economic Profiles   

Existing data will be compiled to capture a picture of the current impact of tourism and other sectors on the overall local economy. Visitor travel patterns and characteristics will be analyzed to gain an understanding of the profile of persons who visit the community or its region or state. These profiles will serve as the basis for later economic analyses. The level of analysis at this point will depend upon availability of existing data. 

3: Resident Attitude Survey   

A survey will be conducted to assess how the tourism industry stacks up in the minds of residents. This information will be key in determining local receptivity to potential tourism development and promotion. 

4: Visioning and Goal Setting   

The community will develop a vision of where they would like to see their community in the future and how tourism fits into that vision. They will set goals for tourism development to help them work toward realization of their vision. 

5: Tourism Marketing Basics  

Basic tourism marketing information is studied to highlight the importance of offering value to the tourist as well as the community. The marketing basics of supply (what we have to sell) and demand (what potential visitors want to buy) are key elements of this marketing introduction to help the committee better understand its realistic markets and how to develop products of value to those markets. 

6. Attraction and Facility Inventory

The committee will inventory all existing attractions and tourism related facilities in the area and then rate them on their value to tourists and competitive advantage. They also will assess the community's infrastructure, such as water, sewer, and transportation systems, to determine the local capacity to support an expanding tourism industry.

  

7: Potential Project Identification  

The committee will identify priority short and long term projects to further evaluate through a rating process. The rating scale is based upon the three main criteria brought out in the Marketing Basics section: value to the tourist, value to the community, and competitive advantage.

  

8: Initial Project Scoping   

Task forces will develop a basic description of each of the priority projects, including projected revenues and costs (construction, operation, and maintenance), employment, and infrastructure needs. 

9: Impact Analysis  

Impact analysis is conducted to predict the probable economic, social, and environmental costs and benefits of each scoped out project. The analysis will suggest who or what may be positively and adversely impacted by the proposed developments to help the community decide which, if any, of the projects should proceed.  

WHAT COMES NEXT?   

At the end of the assessment process the community will be at one of three places. They may have found that tourism is no longer a development strategy they wish to pursue. Or, they may not have identified any specific projects that pass the assessment, but still have a desire to pursue tourism. Or, they might have a list of one or more projects to develop.  

In the first situation, the community can turn to other economic development strategies. In the second, they can return to the committee's project identification list and inventory report and proceed to assess other potential opportunities that they did not see in the first round. In the third case, they will proceed to the post assessment phase which involves: 
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Project Development: Preparation of development plans which will outline what needs to be accomplished, by whom, and by what date.  
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Marketing: Drafting marketing plans.
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Implementation & Management: Conducting additional research and/or development efforts; pursuing funding alternatives; initiating business plans.
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Monitoring & Evaluation: Determining if stated goals are being met and helping ensure that acceptable levels of change to the community way of life are not exceeded. 

Annex Two:  Example of Community Tourism Marketing – Reservation Form

To make reservations for any of our services, please fill out the form below and send it by e-mail to the Fundacion Accion Solidaria-REDATOUR. Or, if you wish, you can print the completed form and send it by mail, together with either a personal check or a money order in U.S. dollars, made out to the Fundacion Acción Solidaria. The mailing address is: 

REDATOUR
Fundación Acción Solidaria
Apartado 1582-2050
San Pedro Montes De Oca
Costa Rica

Top of Form
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info@costarican



 HTMLCONTROL Forms.HTML:Hidden.1 [image: image7.wmf]

/reservaciones/g

1. Personal Information 

	Last Name
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	Name
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	E-mail
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	Address
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City
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State
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ZIP
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Country
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	Home Phone
(Include Area Code)
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	Ocupation
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	Company or School
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	Business Phone
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	Fax
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	Birth Date
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	Sex
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Female 

	Nationality
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	Passport No.
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	Emergency contact
(name & telephone)
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2. Registration to Study Spanish 

	Please fill out this section only If you will come to study spanish.

	Your Spanish Study Background:
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Beginner
[image: image33.wmf]n

m

l

k

j

Intermediate
[image: image34.wmf]n

m

l

k

j

Advanced

	Indicate the number of weeks you will study Spanish 
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3. Registering as a Community Service Volunteer 

	Please fill out this section only if you are coming as volunteer. 

	Please specify the kind of volunteer work you would like to do: 
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	Bee keeping 
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	Working with small farms
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	Construction of a home for the elderly
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	Care of the elderly
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	Teaching English in primary school
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	Forest Conservation in the Cornelio de Acosta Reserve

	Please indicate the number of weeks you will work as volunteer 
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4. Indicate the Type of Accommodations
	Indicate the type of accommodations you will want to stay in Acosta.
Please fill out this section if you are coming as tourist, or to study spanish or as volunteer.

	Homestay
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Homestay Single Room
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Homestay Double Room (Couple)
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With Breakfast 
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With Breakfast and Dinner
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With Breakfast, Lunch and Dinner
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	Country House
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Type A
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Type B
	[image: image66.wmf]n

m

l

k

j



	[image: image67.png]


Type C
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Type D
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	Adults No.
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	Children No.
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5. If You Wish to Take a Tour 

	If you have decided that you wish to take any of the tours listed below, please so indicate on this form. If you have not decided on a tour at this time, you can make the reservation when you arrive in Acosta. 

One Day Tours 

	 
	 
	 

	Tropical Adventure
	  
	 

	Visit Waterfalls and Citrus Farm
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	Horseback Ride and Visit to a Citrus Farm
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	Health Tourism
	 
	 

	Hot Springs
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	Hot Springs and Fishing for Tilapia
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	Traditions and Folklore
	 
	 

	Moonlight Folklore Tica Party
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6. Indicate the Number of Nights You Will Stay 

	Date of arrival: 
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 HTMLCONTROL Forms.HTML:Text.1 [image: image85.wmf]



	Date of departure: 
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7. Transportation 

	If you already Know how you will travel to our country, please indicate your means of transportation.

	Airline
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	Flight Number
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	Date of Arrival
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	Time of Arrival
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pm

	Do you want a taxi transfer from the airport to our town?
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No 

	We will be very happy to meet you at the airport and drive you to ACOSTA. Transportation from the Airport to Acosta from one up to four persons in the same taxi is US$ 25. 

Please write any special needs, concerns, or comments you may have.


3.6
Parish Marketing Plans

3.6.1
Background

The five parishes along the South Coast of Jamaica will be the basis for much of the local level implementation and management of SCSDP, whether through the Councils themselves, the Parish Development Committees or parish based NGOs.  Although there are no parish level tourist organisations at present, it is important that the marketing and management of tourism be considered at the parish level so that issues and proposals can be co-ordinated with the other sectors of the SCSDP, namely protected areas and fisheries.

It should also seek to ensure that there is the opportunity for local businesses to become participants of the tourism product so that the benefits of tourist spend are retained within the communities. 

The intention of these proposals is to make the preparation of Parish Marketing Plans, attainable within the resources available in the region and a consultation-orientated exercise.  They should be seen as a vehicle for developing a quality visitor experience for tourists in the parish, recognising that such an experience is more than just the accommodation they use or the attractions they visit.  A quality visitor experience comes from the tourist realising that his destination has given consideration to this needs and planned for his arrival.

3.6.2
Introduction
This study aims to provide guidelines for the preparation of Parish Marketing Plans.  It sets out guidance on:

· the purpose of Marketing Plans;

· the scope of work;

· the data requirements;

· personnel skills required;

· likely cost;

· timetable; and

· implementation.

It concludes by providing Guidance notes on the ‘Typical Scope of Study and Report Contents’ for a Parish Marketing Plan and additional notes for the questions to be covered in the consultation meetings.

3.6.3
Purpose of Marketing Plans

The first requirement is for all those involved in the preparation, or implementation, of the plan to be clear about, and supportive of, its spirit and purpose.
The essential spirit of a plan is that it should be inclusive and comprehensive: inclusive in the way it was prepared and comprehensive in its implementation.  In particular, it is the purpose of the plan, and the ability of all partners to positively answer the question ‘Why have a Marketing Plan?’ that is the basis on which the success of a plan can be judged.

The purposes of such a plan can be summarised as: 
ab)  providing a clear and shared vision for the promotion and development of tourism;
ac)  provide clear guidance on the allocation of available resources, whether financial or personnel;

ad)  help secure additional funds to promote tourism;

ae)  set out the roles of all partners involved in tourism in the parish; and

af)  provide a context for private sector investment in tourism.

3.6.4
Scope of Work
The diagram overleaf sets out the steps that are required in preparing a parish plan. The key ingredients of a marketing plan include:

· a clear statement of aims and objectives for the Parish;

· identify constraints and opportunities;

· a detailed assessment of the resources available to tourism in the Parish, whether natural or man-made;

· research into the current and potential markets;

· an action plan for the marketing of the Parish; and 

· obtaining feedback from the implementation of the Plan, to assist in revising it and reviewing possible changes/improvements to the tourism product.

This can be summarised as providing the answers to the basic questions:

· Where are we now?

· Where do we want to get to?

· How do we get there?

· How do we know when we have arrived?

STEPS IN PREPARING PARISH MARKETING PLAN





3.6.5
Data Requirements

The attached notes on ‘Typical Scope of Study’ for a Marketing Plan indicate that the two main areas of data required for the preparation of the plan are the ‘tourism product’ and the ‘tourism market’.
The data required for the analysis of the ‘tourism product’ covers:

· the general characteristics of the area, including accessibility;

· specific attractions; and

· the stock of accommodation.

The analysis of ‘tourist market’ covers:

· present performance of tourist enterprises, including attractions and accommodation;

· national and international trends in demand;

· size of potential markets (local and international);

· size of specialist markets; and

· performance of comparable destinations (if available).

3.6.6
Personnel Skills

It is considered that there are no technical skills required in the preparation of a Marketing Plan that would prevent a parish based agency or community group from carrying out this task.

The three areas of expertise and experience that would be required within the group are:

· experience of the tourism sector (accommodation or attractions);

· experience of the planning system; and 

· business planning experience.

3.6.7
Cost
An effective Marketing Plan can be drawn up by a small parish based group with minimal incurred, apart from the time of the group members and some limited administrative support. Where skills gaps are identified then the group would receive training/assistance through the Project Implementation Unit.

3.6.8
Timetable

A minimum of three months should be allowed for the preparation of the plan.  The main factor determining the length of preparation being the degree of consultation built into the process.  A structured approach to this is considered below.

3.6.9
Implementation

The most effective way to ensure ownership of a comprehensive marketing plan, which represents the interests and aspirations of a diverse group of stakeholders, is to build in a structured consultation element.

The Guideline’s questions for consultation meeting are attached to this report.

MARKETING PLAN PREPARATION

Typical Scope of Study

and

Report Contents

1.
WORK PROGRAMME

Here is a typical outline of a work programme for studying a destination’s tourism potential, with recommendations for development, marketing and management.

1.1
Scoping Meeting

A meeting of all relevant stakeholders should be held at the start of the exercise to determine:

· overall objectives  (e.g.  more visitors? more employment?  longer season?  better visitor management?)

· policy context

· economic and employment context

· constraints

· political will

· funds available

· manpower available

Membership to include Parish Council, PDC, Chamber of Commerce, SDC, key members of tourism business community.


More detailed consultations will be required with other bodies e.g.

· neighbouring parishes

· national/regional tourism authorities

· other agencies which might support and help implement the strategy

· trade representative bodies

Key outputs of this meeting to include the setting of objectives and more specifically success criteria to judge whether objectives have been met.  Also it needs to address the establishment of a Steering Committee to oversee the preparation of this study.

1.2
Survey and Analysis


i)
Review the general assets of the area, e.g.

· location

· communications

· visual character

· architecture

· countryside

· history

· culture

This review would be assisted through the mapping of these resources ideally using GIS and sieve mapping techniques, in order to identify clusters of facilities and the opportunities that they may represent.


ii)
Specific attractions
· individual places of interest open to the public

· prominent natural features

iii)
Accommodation Stock


List with capacity, all

· hotels

· guesthouses/B&B

· villas

· apartments


iv)
Underdeveloped opportunities,  e.g.

· unexplored resources

· available sites

· impact of major schemes in locality  e.g. new transport infrastructure

1.2.1
Present Performance

a)
by means of desk research, field interviews and anecdotal evidence, identify:

· volume and value of present business

· source and characteristics of present visitors

· present benefit to community


b)
identify strengths and weaknesses in:

· existing product

· existing marketing

· present management

· human resources,  e.g. political will, vision, know-how

· financial resources

1.2.2
Market Appraisal


a)
Examine

· national and international demand trends

· catchment populations: size and characteristics

· specialist markets

· travel trade

b)
Examine performance (especially success) of other destinations or attractions, which are:

· comparable, and/or

· in competition

1.3
Recommendations

These should cover:


i)
Tourism Strategy

This is to show how to exploit and develop resources which link to promising markets and are practicable so as to realise wider policy or economic objectives.


ii)
Product Development
By public sector, bearing in mind the cost restraints and other resource limitations for local authorities in particular, but they have the power to act directly and there is the possibility of aid from other agencies

By others  (e.g. private sector), recognising the lower cost to the public purse but that the Council’s power is only to persuade, not to control directly, and the expectation of developers is to fulfil primarily their own objectives, not the Council’s


iii)
Marketing Programme


a)
by local authority itself

b) in partnership with others


iv)
Visitor Management Issues
a)
the role of information, signposting, development and management



b)
the need for a dedicated organisation/involvement


v)
Expenditure and Staffing

2.
OUTLINE REPORT CONTENTS

The actual report might typically cover the following topics.

2.1 Objectives

A marketing plan should have a clear statement of objectives.  Typically, this will include some or all of the following:

· to catalogue and appraise all tourism resources, actual and potential (‘tourism’ throughout includes day visits);

· to assess the present importance of tourism to the area in economic and employment terms;

· to assess the existing and potential markets for tourism in and to the area;

· to make recommendations for action to increase the wealth and employment generated by tourism;

· in particular, to suggest steps which might:

-
provide more jobs,

-
attract new kinds of business,

-
attract new investment, particularly from larger companies and financial instructions,

-
create a more sustainable and environmentally friendly tourism sector,

-
support protected area management and interpretation policies, and

-
create or enhance the favourable image of the area as a whole;

· in making recommendations, to bear in mind the need to enhance the environment and the quality of life for local people; and to take account of financial and other constraints; and

· to make recommendations and suggestions which together form a cohesive tourism and visitor strategy.

2.2
Inventory of Tourism Resources


This will cover two main areas:

· accommodation stock

· attractions and facilities

2.2.1
Accommodation


A comprehensive analysis of accommodation stock will be made, not only drawing upon immediately available sources (licensed properties, guides.), but also attempting to identify and include unlisted accommodation.


Using the basic units of bedspace and room, this analysis will break down accommodation data in various ways:  type of accommodation; size of establishment; price range;  geographical location;  ownership.

2.2.2
Other Resources


This will incorporate both tangible and intangible assets.


Tangible assets are specific tourist amenities (such as beaches); and attractions (such as museums, historic houses, and other places where admission is paid).  This includes facilities for the business and visitor market, such as meeting and exhibition venues; and sport and leisure facilities, which are, or might be, used by visitors.


Intangible are such important features as geographical location and relationship to markets; communications; scenery; climate;  image;  historical or literary associations;  and so on.


All such assets should be fully described.

2.3
Appraisal of Resources


A programme of familiarisation and inspection visits will enable the above resources to be assessed for quality and marketability.


In particular, this stage will identify underused resources, which may appeal to new markets.


Resources will be assessed as being primary assets, which themselves provide (or might provide) a reason for large numbers of people to travel to the area; and secondary assets, which add to the enjoyment or value of people’s stay, but which are not draws in themselves.

2.4
Existing Patterns

The existing tourism and day visitor patterns of the area will be described and analysed in detail, insofar as data can be obtained:

-
accommodation occupancy in various categories by time of year, and by days of week at different season;

-
lengths of stay;

-
visitor numbers and time-patterns of attractions of all kinds;

-
where clients are coming from;

-
why they are attracted;

-
socio-economic mix; and

-
geographical distribution of different kinds of business within the area c.


An important source of data will be interviews with proprietors, or management, of accommodation; and other facilities and indirect and anecdotal evidence.


Programmes of field research interviews could, if necessary, be undertaken, at extra cost.

2.5
Value of Tourism to the Area (Optional)


The total spending power of tourists and day visitors within the area can be assessed, by drawing on data available from JCB surveys.


Likewise the employment generated by tourism, directly and indirectly, can be measured, using census and employment data as well as information supplied by operators.


The indirect social benefits will be assessed:  for example, facilities supported by tourism which are available to the community.


The disadvantage of tourism will also be described.

2.6
Policy Framework


Detailed examination will be made of all aspects of public policy which relate to tourism and allied topics.  This will include the parish’s own policies, both general and those relating to specific issues and places.  


Consultations will, as required, take place with other relevant bodies, such as the JTB, TPDCo, Resort Board; the Development Commission; .


A sample survey of residents can, if wished, be carried out, to determine local people’s opinion of, and attitudes towards, tourism and day visitors.

2.7
Potential of New or Underexploited Markets


A main purpose of the plan will be to suggest realistic sources of visitor business which have not until now been fully tapped.


This will be based on:



i)
existing market research data;



ii)
study of business levels at competing destinations;

iii) general trends and forecasts, especially those relating to tourist habits and expenditure; 

iv) relating these to the area’s strengths; and

v) identifying and analysing the roles of private, quasi-public and public organisations in areas of planning, development, operation and promotion.
2.8
Evaluation of Existing Marketing


The existing marketing activities, of those involved in tourism, needs to be examined, and their effectiveness assessed.


This will include a consideration of the general image held by outsiders of the area as a whole, and of individual places within it.


Ways in which tourism marketing might assist in the development of other forms of employment, particularly through the creation of an attractive general image, will be examined.

2.9
Recommendations


These would be based on matching untapped demands with product strengths, actual or potential; and on fulfilling the stated objectives.

2.9.1
Overall Policies


This set of recommendations would suggest the general policies and attitudes the parish should adopt.

2.9.2
Short-term Action


These recommendations would cover suggested marketing activities, and minor improvements, or alterations, to the product, which might be achieved at moderate cost.


Spending constraints would be taken into account.  The emphasis would be on getting better value for money.

An Action Plan should be prepared in the following format.

	Action Point
	Priority/cost
	Partnership
	Potential Income

	
	Year 1
	Year 2
	Year 3
	
	

	1.1


	$x
	$x
	$x
	
	

	1.2


	$x
	$x
	$x
	
	


2.9.3
Longer-term Action


These recommendations would suggest whatever important new developments, changes of policy, or major capital schemes, seem to offer particularly worthwhile opportunities.


Suggestions would be made for the kind of private sector developments that should be encouraged, or actively sought; and potential investors, if possible identified.


In particular, individual site opportunities for new tourism-related developments would be identified, and ways of exploiting these would be recommended.


These would take full account of the possible availability of other funding.


Constraints  - environmental as well as financial - would be taken into account.

JAMAICA SOUTH COAST TOURISM DEVELOPMENT PROGRAMME

Parish Marketing Plan

Consultation Guidance Notes
Why have a Marketing Plan?

· Why have a marketing plan?

It sets the overall direction and specific objectives that are to be achieved.
· How do you see it helping your parish receive tourists?
· What do you see it doing?
1
Set Your Aims And Objectives

Key Issues

Awareness and Identity

· What images do you think the tourists take away with them?

· What do you think attracts tourists to Jamaica?

· What do you think attracts tourists to your parish area?

· What is the main attraction to your area?

· What do you think are the main visitor views/ images on the area?

· What are your images of tourists?

· How receptive are locals to tourists?

Accessibility

· How accessible is the area to tourists from Negril, Kingston, Ocho Rios?

· What are your opinions on the road access to the attractions within your parish area?

· What are the parking facilities like?

· Is there adequate signage?

· In your opinion, where do tourists come from before visiting your parish?

The Need for a Vision

· Do you believe it is important to look to the future?

· Do you believe that planning tourism and understanding your market is important to the success of tourism in your parish?

· What do you see as a ‘unique selling point’, a feature or phrase to attract people to your parish?

The Market

· Who do you see as your main market for this parish?

· Do you see this altering over the next few years?

· Are you hoping to attract different people?

· Why do you think they come here?

· Do you see this changing?

· What age groups constitute the main visitors? Do they, on average, tend to be mainly couples, single people, families?

Visitor Facilities

· What are your main visitor attractions?

· What are your associated visitor facilities?

· Do you feel these are adequate for the tourists?

· What changes/improvements would you like to see?

Anticipating Change

· Where do you want the tourism industry in Jamaica to be in 5 years?
· How do you see tourism to be functioning in the South Coast in a year/ 5 years time?
· Are you happy to embrace changes that may occur in your parish as a result of increasing tourists to the South Coast?

2
Knowing your assets


Markets

· What are your current markets?

· What do you think your potential markets could be?

· Where do tourists visit the area from?

· Where are they heading to after leaving your parish area?

· What route do you think tourists follow along the South Coast?

· What do you think is the ratio of domestic to overseas tourists along the South Coast/ in your parish area?

Natural and built environment

· Have you any character areas in your parish? What are their boundaries and key elements?

· What do you consider the focal points and points of interest to be? Have you any  views, vistas and landmarks?

· Are there any specific attractions – sites of interest that are open/ opening to the public – do you hold records on numbers of tourists that visit these?

· Are there any areas experiencing pressures at the moment, or are you aware of potential problems through exceeding carrying capacity, mismanagement of sites?

· How would you rate linkages to the wider country/ Negril, Kingston in terms of physical (roads) and visual?

· What recreational and retail facilities are within your parish?  What associated services are within your parish?

· Do you consider there to be strength of cultural resources within the area such as events/ arts/ beaches/ craft traditions/ local food?

· How do you view your accommodation stock? Is it plentiful, overdeveloped, under-utilised, sparse?

· How would you investigate/ identify resources that are currently underdeveloped/ not available for tourism use, or potential sites for tourism development? Do you know of any at present?

· Do you have any other tourism strategies?

· Are there any new tourism developments underway or planned?

· Are you aware of other tourism/leisure developments in adjoining destinations and potential for positive/negative effects on tourism along the South Coast?

3
Researching your market

· Have you assessed the human and financial resources committed to tourism?

· Are you aware and knowledgeable of the nature of the other marketing efforts, and the existing marketing effort?

Market catchment

· What is the current market segmentation – national and overseas levels – identify potential brand images relevant to each segment

The vision

Proposed actions require a clear vision as to the nature and role of the South Coast and the sub areas within it. A vision should incorporate:

· A clear statement as to the role of the area in attracting domestic and overseas visitors – What are your thoughts on this?

· What statement would describe the role of your parish and relationships with adjoining areas? 

· What aspirations do you hold for the type, scale and quality of tourism activity?

4
Preparing a marketing plan

· What are the strategic tourism objectives? 

· What kind of policies do you think should be implemented?

· Do you consider policies to be mainly short term or also longer term? What should these achieve? (i.e. a close integration of marketing activity and product development)

· What are the quantifiable targets you are trying to achieve? How would you go about developing a framework for close monitoring and review of the strategy?

5
Knowing And Adapting Your Product

· Marketing - Evaluate partnership arrangements and the existing marketing activities
· Development options – decide your ways forward

· Information – gather all information available on tourist arrivals, expenditure, tourist flows, to try and ascertain strengths and weaknesses.

· Organisation – look at the current organisation of all aspects of tourism, are they all working together to provide good tourist service? Are the needs and requirements of tourists and local people working in the industry being met?

· Funding – what funding options are available to you?

· Monitoring – how do you see yourself monitoring tourism along the South Coast? Examples of performance indicators (measurable targets to ascertain progress of the strategy) – job creation, accommodation occupancy, attraction attendance, geographic distribution of visitors, overall volume and value, penetration of new markets, awareness/ image.
3.7
Accommodation Plan

3.7.1
Background

The range and quality of accommodation within a tourist destination is a significant factor in determining its success.  The South Coast is characterised by:

· a concentration of small, owner-operated hotels and guesthouses in centres such as Black River and Treasure Beach;

· a wider distribution of B&B and villas in the western half of the region;

· very little tourist accommodation east of Alligator Pond;

· very low occupancy rates, resulting from the recent disruptions of 9/11 and the drop-off in the European markets;

· generally low levels of management experience and expertise and very variable standards of facilities and service:

· limited funds available for marketing of the individual establishments or the region as a whole; and

· no indication of accommodation standards to visitors.

Many of these issues present a challenge to achieving the aims of the overall SCSDP, since they are based upon spreading the benefits of tourism throughout the area and using it is the engine for generating sustainable economic development.   However, this pattern of accommodation also provides several advantages for the area.  The dominance of small-scale, locally owned establishments is in sympathy with the kind of accommodation that can be absorbed by the local communities and the environment and is a sector encouraged in the South Coast Master Plan.

Two of the challenges facing the SCSDP are how to raise the standards of the existing stock of accommodation and how to control the scale and nature of new accommodation development.  The South Coast Master Plan contains guidance and development control policies to help achieve the latter, with a presumption in favour of medium and small-scale developments (up to 50 rooms) in a style that is in accord with the proposed South Coast image.  One of the main vehicles for improving standards of the existing stock of small hotels is the marketing activity related to the SCSDP, which aim to increase occupancy levels thus creating the flow of adequate revenue enabling establishments to improve the standards of facilities and service.

The third challenge of the SCSDP within the accommodation sector is how to facilitate the greater involvement of the local community through the provision of B&B and self-catering accommodation.  This is the subject of this accommodation plan.

3.7.2
Introduction

The aim of this plan is to 

‘provide recommendations for a small-scale community tourism accommodation plan for the development of bed and breakfast accommodation in the study area.’

This has been achieved by:

· undertaking a review of the current TPDCo licensing standards;

· providing an example of best practice in this sector; and

· developing new standards for a new brand of South Coast accommodation.

3.7.3
Current TPDCo standards for B&B

The current system for licensing Bed and Breakfast establishments throughout Jamaica, is similar to that of other accommodation establishments, in that it requires operators to meet a number of operational requirements (such as Public Liability Insurance and Food Handling Permits) together with a successful inspection report from TPDCo staff, which address a series of checklist questions.  These are outlined over the page:

The findings from a series of consultation meetings with accommodation operators on the South Coast are that:

· there is a low take up of the licensing system, covering less than half of the establishments;

· operators find the requirements too onerous;

· the guidelines are too vague, and rely on the interpretation of TPDCo inspectors; and

· operators are unclear of the benefits of being licensed, when they see many larger establishments operating without a license.

The standards are a basic coverage of items needed to be covered in minimum standards, but do not provide any indication to the operator or potential visitors of the scale and quality of the facilities.  

For example some indication should be given of bed sizes, circulation space, ratio of bathrooms to guests, as a guide to operators and an assurance to visitors that minimum standards do not only apply to meeting health and safety regulations and property maintenance.  Minimum standards should provide a basic guide to the likely quality of visitor experience, and then can be used as a starting point for identifying higher standards of facilities and service.

	Medical Facilities

· First Aid Supplies?

· Doctor on Call?

Security

· Telephone?

· Police patrol in area

Fire Safety

· Easy exit in an emergency

· Fire extinguisher tested

· Inspection up to date ?

Emergency Lighting

· Stand-by generator in place?

· Candles provided?

· Matches provided?

Outside Appearance

· Grounds maintained?

· Building in good condition?

· Exterior lighting provided?

Bedroom

· Walls/ceiling in good condition?

· Lighting and ventilation adequate?

· Furniture in good condition?

· Drapes/curtains clean?

· Adequate bed linen supplied?

· Mattress protector provided?

· Extra pillows available?

· Waste paper basket available?

· Closet space provided?

· Adequate hangers provided?

· Locks on doors in good condition?

· Plugs/switch plates clean?
Kitchen

· Clean floor, walls, ceiling?

· Adequate lighting?

· Clean counter tops, table, sink, drain boards?

· Clean stove, oven?

· Refrigerator in good condition, well organised?

· Adequate crockery?

· Hot water provided?

· Plumbing fixtures in good condition?

· Suitable garbage bin location?

· Garbage bins covered?


	Bathroom 

· Clean walls/ceiling?

· Clean, tub, shower, basin?

· Clean Toilet in good condition?

· Clean shower curtains (not torn or mildewed)?

· Hot water provided?

· Mirrors clean?

· Wastepaper basket provided?

· Adequate supplies of towels and toiletries?

· Tile/grouting clean/unchipped?

Balconies

· Clean walls/ceiling?

· Clean rails/doors?

Living Room

· Room clean and in good condition i.e. clean floors, rugs, carpet, walls, ceiling?

· Adequate lighting?
Laundry Area

· Clean walls, ceiling?

· Clothes line available?

· Iron, ironing board available and in good condition?

Staff

· Food Handler’s Permit up to date?

· Staff hospitable and neatly attired?

Garbage Disposal Area

· Area disinfected on a regular basis?

· Area clean, free from flies?

· Containers covered?

· Area free from insects and rodents?

Dining Room

· Room clean and in good condition i.e. floor, rugs, carpet, walls, ceiling?

· Adequate lighting?




3.7.4
Issues to be addressed in Accommodation Standards systems

It is proposed that any new system of accommodation standards should be designed to address the following issues:

· The need to be relevant to:

· the management capacity of the operators;

· the quality needs of the visitor.

· The need to provide scope for setting minimum standards, for entry into the scheme.

· The need to provide scope for introducing grades to reflect the varying character and quality of the accommodation.

· The need to become a key element in the development, management and promotion of South Coast accommodation.

The French ‘Gîtes’ system was identified as a well-established scheme which had successfully met these kinds of criteria.  It is already applied to the expectations of Caribbean tourists on the island of Martinique.  

The following section shows how the “Gîtes” system tackled the needs of rural tourism and developed into a high profits “brand” of accommodation.

3.7.5
Gîtes de France

The French word ‘Gîte’ originally just meaning ‘home’ or ‘shelter’ has become the phrase applied to a form of rural accommodation developed by the Gîtes de France organisation into one of Frances most successful tourist ventures of the last fifty years.

The first self-catering gîte was created in the Lower Alps in 1951, and 50 years later there are 55,000 sites offering Bed and Breakfast or Self Catering accommodation throughout France.  The network generates 30 million holiday days per year, with direct sales of over one billion francs (JMD6 billion) and a contribution to local economies of three billion Francs (JMD18 billion), a third of which is in foreign currency, since 25 percent of gîte guests are from abroad.  In addition some 650 million francs (JMD3.9 billion) is invested each year in renovating the nation’s architectural heritage.

The gîtes concept of developing a new brand of rural accommodation is based upon:

· assisting owners of rural properties to diversity into tourism, with assistance and advice;

· setting standards and grades for B&B and Self Catering accommodation;

· inspecting establishments on these standards; and

· providing a comprehensive information and reservation system.
B&B

Within the Bed and Breakfast gîtes, guests spend one or more nights in private houses, such as farmhouses, traditional stone houses, mansions and chateaux.  All properties aim to offer peace and quiet in a relaxed setting, with no more than six bedrooms.  A full breakfast is always included in the price of an overnight stay, and usually comprises local speciality dishes.  The rating system is based on 1,2,3 or 4 ears of corn according to the quality of the architecture and setting, the level of comfort and the services provided.

One Ear

Basic Rooms

Two Ears
Comfortably appointed rooms, each with at least a private bathroom or shower

Three Ears
Well-appointed rooms, each with a private, fully fitted bathroom (shower, bath, wash basin and WC)

Four Ears
Luxuriously appointed rooms, each with a private fully fitted bathroom.  Accommodation is in residence with character, in outstanding settings.  Additional services are often available.

At some establishments hosts offer the possibility of sharing their – often gourmet – meals with the guests.  It is not a restaurant, so hosts are happy to advise on local inns or restaurants that their guests can use.

Self Catering Gîtes

Set in the countryside, by the sea or in the mountains, a self-catering gîte is a house or self-contained accommodation with one or more bedrooms, a lounge-cum-dining room, a kitchenette or kitchen and bathroom facilities.  It can be rented for a few days, a weekend or in most cases for two weeks or more, especially during school holidays.  A Gîtes de France quality label ensures that specific standards of comfort (1,2,3,4 or 5 ears of corn) are met and that the accommodation complies with the national charter.  All accommodation is inspected on a regular basis.

The gîtes rating is as follows:

Ratings
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	Outdoor area, garden furniture; shower room and WC for up to 6, a second shower room for 7 or more; rotisserie or mini-oven, hob unit, pressure cooker, fridge, cooking utensils and basic household cleaning products, iron; baby chair available on request.
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	In addition to, or instead of, 1 ear of corn amenities: barbecue (where bye-laws permit), washing machine for 6 or more, mixer, electric coffee maker, TV aerial socket; sheets, table and bathroom linen on request*.
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	In addition to, or instead of, 2 ears of corn amenities: separate entrance and private garden; 2 WCs for 7 or more, washing machine, dishwasher for 5 or more*, oven, colour TV*, telephone*; cleaning service available on request.
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	In addition to, or instead of, 3 ears of corn amenities: house with character, high-quality setting and interior decoration, log fireplace or stove (where bye-laws permit); microwave, fridge with freezer compartment, clothes dryer for 6 or more.
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	In addition to, or instead of, 4 ears of corn amenities: private landscaped garden or grounds, use of leisure facilities (e.g. tennis court, swimming pool, sauna and Jacuzzi), garage or shelter; for 3 or more, dishwasher and clothes dryer, stereo, video recorder.


* in certain circumstances, these facilities and/or services may not be provided, in which case you will be informed at time of booking.

Certain gîtes in the various categories may provide additional services.  These are listed in the individual entry.

Panda Gîtes

These are a more recent version of the Gîte which aims to promote nature tourism.  A Panda Gîte is set in a regional or national Nature Park, which has been granted the WWF label for meeting the following three categories:

· the gîte is located in a quality natural setting;

· it provides a full range of equipment and relevant information for nature watching; and

· it is run by owners (or managers) with a solid commitment to protecting the environment.

All Panda Gîtes provide their guest with a ‘teaching kit’ comprising:

· Local flora and fauna identification guides.

· Several pairs of binoculars.

· Documentation and maps of the regional or national nature park in question.

· Topographical maps of the site and area.

· Brochures giving information about local flora and fauna and places of interest.

· A handbook with details of local trails.

In addition the accommodation must be on, or in the vicinity of, a walking trail for nature watching.

The market for the gîte system has been carefully monitored.

Self-catering gîtes are extremely popular with families, mainly couples aged between 25 and 44 with 2 children under 15, who live in cities and own their own homes. Some 80 percent are French, with British holidaymakers coming a close second; 50 percent of customers are middle management or senior executives and professional people; 18 percent work in offices. Although customers remain loyal to the concept, only 15 percent go back to the same gîte on a regular basis, whereas 72 percent choose a different location every year.

Bed and breakfast accommodation appeals mostly to couples aged between 35 and 64 without children, who live in cities and own their own homes; 72 percent are French, with Belgian tourists close behind. 49 percent are middle management or senior executives and professional people, and 26 percent are retired. Visitors usually opt for short breaks, although one customer in two extends their stay whilst on holiday.   Further, the customer base is set to expand over time due to the recent growth in family rooms.

3.7.6
Conclusions
The current system of licensing B&B accommodation in Jamaica is failing to meet the requirements of either the establishment operators or the visitor.

The operator, particularly when new to the industry finds the interpretation of the guidelines difficult to follow and the standards difficult to achieve.  Although it is one of the objectives of the South Coast tourism projects to raise standards and provide a quality of product that is relevant to visitor expectations, it is important to convey this message to the B&B operators in a more positive and customer related manner.

Likewise, the effort put into the inspection of accommodation by TPDCo staff is wasted on the tourist since they are largely unaware of the scheme and what standards to expect.

3.7.7
Recommendations

The recommendations for the South Coast community-based accommodation, both B&B and self catering, consist of a new approach to the classification and grading of establishments that extends beyond the current licensing approach, by providing the framework for building a new ‘brand’ for South Coast accommodation, similar to the Gîte concept in France.  This in turn would be the vehicle for encouraging the development of additional accommodation, improving the management of existing stock and assisting in the promotion of the South Coast accommodation stock.

The proposal consists of:

i) Minimum entry requirements for both B&B and self-catering properties.

ii) A grading system for the character and quality of the establishments.

iii) A ‘brand’ bundling component.

iv) A Training Programme.

i)  Minimum Entry Requirements

To be recognised within the B&B standard, and to be licensed by the TPDCo, an establishment must meet all the ‘Minimum Entry Requirements’ listed below, as well as comply with all relevant legislation.

The categories within the minimum entry requirements all relate to the experience that guests would encounter on staying at the establishment, and allow for objective judgements on the degree to which certain standards had been achieved.  The minimum standards are as follows over page:

	1. Cleanliness
	· All surfaces clean and free from dust.

· All rooms vacuumed daily.

· Guest areas kept tidy.

	
	

	2. Service and Hospitality 

· Bookings and Prices
	

	· Guest Arrival and Access


	· Competent telephone manner when taking bookings.

· Basic guest details recorded.

· Clear description of what is included in prices quoted.

· Guests made to feel welcome on arrival with no undue delays checking in.

· Tidy appearance of proprietors and staff.

	· Breakfast Room Service
	· Competent service and helpful attitude.

· Tables laid appropriately for meals being served.



	· Guest Departure
	· Presentation and layout of bill to be clearly detailed.

· No undue delays for guests on departure.

	
	

	3. Bedrooms
	· All Bedrooms must provide sufficient space to allow freedom of movement for guests.  It is unlikely that the minimum requirements will be met where bedroom sizes are less than the following:

Single – 5.6sqm/60sqft

Double – 8.4sqm/90sqft

Twin – 10.2sqm/110sqft

· Ceiling height for the major part of the room must be sufficient for a person of 6ft to move around without stooping.

· Suitable seating in sound condition to type and style of accommodation.

· Reasonable sound insulation with minimal intrusive noise.

· Minimum Bed sizes of:

Single – 190x 90cm/6’3” x 3’

Double – 190 x 137cm/6’3” x 4’6”

· All mattresses to be sprung interior, foam or similar quality.

· All beds to be made daily, and linen charged at least weekly and for each new guest.

· Furniture to include bedside table/cabinet, dressing table with mirror, chair or stool, comfortable chair if no lounge available, wardrobe or clothes hanging space, adequate drawers.

· At least one window with clear glass to provide natural light and adequate ventilation.  Efficient natural ventilation or air conditioning.

· Well lit, with bedside light controllable from bed.

· Water and ice available, or on request in rooms.

	
	

	4. Bathroom
	· All bathrooms to be cleaned daily.

· At least one bath or shower room with washbasin for every six residents.

· At least one WC for every six residents, separate from bath or shower room.

· If any guest bedrooms have no washbasins, there should be a washbasin in the WC.

· Where there are fewer than six residents, it is acceptable that facilities are shared between guests and proprietors.

· Hot water is to be available at all times.

· The bathroom, if not en-suite to the bedroom, should be on the same floor, reasonably close to the bedroom and with a key provided.

	
	

	5. Guest meals
	· Full cooked breakfast to be available.  Buffet style acceptable.

	
	

	6. Public Areas
	· Corridors and stairs to be in good repair and free from obstruction.

· Dining room/breakfast area to be available, unless meals served only in the bedroom.

· High degree of general safety and security to be maintained, including information on procedures in the event of an emergency.

	
	

	7. General Requirements
	· Buildings, their fixtures, furnishings, fittings and exterior and interior décor must be maintained in a sound, clean condition and be fit for the purpose intended.

· All electrical equipment should be safely maintained and in good working order.


ii) Grading

A four stage grading system can then be introduced for all establishments that meet these minimum requirements.  These could comprise Basic, Comfortable, Well appointed and Luxurious establishments, either graded by such words or four stars or other symbols.

iii) Branding

A ‘brand’ then needs to be established for the accommodation, which should eventually include B&B and self-service establishments.  The application of a brand name such as ‘Jamaica Style’ or ‘South Coast Style’ can then be utilised within the Marketing Strategy.
iv) Training Programme

B&B and Community Tourism Accommodation

This programme sets out the requirements for a series of training courses and support activities, for those involved or wishing to become involved in the provision of B&B or self-catering accommodation on the South Coast.  In addition to the training element it is considered important to include a number of supporting initiatives that will assist the operators through the early years of their ventures.

The main elements in the training and ancillary programme are:

· a modular series of training courses for accommodation operators;

· on-going support services;

· regular feedback and community consultation; and

· a visible Certification system.

i) Training Courses

The key training modules will cover:

1. Setting up a B&B Business.

2. Setting up a self Catering operation.

3. Accommodation Standards.

4. Financial practices.

5. Marketing.

6. Hospitality Skills.


The elements contained within these modules are as follows:

1.  Setting up a B&B Business

This should cover topics such as:

· the background and current activities of the SCSDP;

· the commitment needed to run a B&B;

· the level of investment;

· the support that is available;

· sources of finance; and

· who your customers will be. 

2. Setting up a Self Catering Business


This should cover the following:

· the background and current activities of the SCSDP;

· the commitment needed to run a self catering business;

· the level of investment;

· the support that is available;

· sources of finance; and

· who your customers will be.

3. Accommodation Standards

This should address the importance of standards in terms of securing business and should cover:

· the purpose of accommodation standards for the operator, the tourist agencies and the customer;

· the new accommodation brand for tourism on the South Coast;

· the inspection process; and

· the difference between standards and inspection.

4.  Running a Small Business

The basic principles of managing a small tourism enterprise should be covered under the following sections:

· expectations and objectives;

· market awareness;

· pricing;

· cost control;

· taxation;

· employing staff; and

· relevant legislation and standards.

5.  Marketing

The final section covers the marketing of a small accommodation business, including:

· knowing your customers;

· contact with previous customers;

· marketing tools e.g. brochures, advertising, the internet, PR; and

· joint marketing activities within SCSDP.

ii) On-Going Support

In addition to the training courses, which should be held at least twice a year, there should be a number of support services, provided by the Project Implementation Unit.  These include the offer of advisory visits by the PIU tourism adviser (limited to two per year), the circulation of advisory manuals (covering the same topics as in the Training Courses) and invitations to tourism seminars for the accommodation sector.

iii) Regular Feedback and Consultation

There should be at least two consultation meetings per year, possibly held in association with South Coast Resort Board meetings for accommodation providers to give feedback on the performance of tourism on the South Coast and on the operation of the accommodation scheme.

iv) Certification

South Coast Accommodation Scheme training certificates should be provided to all operators within the scheme that have successfully completed four out of the five modules (according to whether they are B&B or self catering operators).

3.9
South Coast Website

3.9.1
Introduction

The Terms of Reference called for an assessment and upgrade of the existing South Coast Website and it’s database, together with institutional recommendations for ongoing maintenance. However, after the Study commenced, it was established that the Website referred to did not exist. It was therefore agreed that the Study team would develop a basic website and make the institutional recommendations that would be required for the new site.

3.9.2
Purpose of the Website

There are already established websites which serve to market both Jamaica and the South Coast and it is not intended that the SCSDP Website replicates these – due to budgetary constraints with the initial programming and ongoing maintenance which would be required. It is proposed that the purpose of the SCSDP Website should include the follow:
· To provide information on the components of the SCSDP, both to local communities and potential international ecotourists.

· To provide information on the progress of the Project.

· To give the opportunity for communities to provide comments on elements of the SCSDP- either as the result of a opinion survey or as unsolicited views on an article on the Website.

· To give hotel and attraction operators the opportunity to market their establishments on the Web.

The SCSDP is, due to its complexity and duration, made up of a number of phases. Therefore to respond to a changing set of demands of the project, the website should similarly be a phased product.

3.9.3
Phasing

Pre-Funding Phase  

It is clear from the consultation meetings that the communities have taken part in, not just with the Study, but from the preceding Master Plan, that firstly there is a keen desire for the SCSDP to provide tangible results, and secondly, there is concern on the community part that when the Study is completed they will receive no update on the progress of the loan approvals process, or indeed what the next steps will comprise. The website can, and ought to be a conduit for this information. However, there are clearly constraints with what may be provided before project funding becomes available and these constraints are compounded by there not being an established website in existence with it’s associated support infrastructure.
It is therefore proposed that in the “pre-project” phase, between completion of the Study and commencement of Year 1 of the Project, a basic web page is provided to maintain a flow of information to the communities. It should have the following function and support.
Active pages behind the home page would have basic information arising from the Study and these are detailed below.

Newsletter – This is the principal tool of the pre-project website. It should be updated on a monthly basis, with newsletters being added to the page rather than replacing it’s predecessor. The newsletter should continue in its present form and it is recommended that issues are continued through the pre-project phase.
Heritage Trail – The page would give basic details of the Heritage Trail proposals with maps of the 4 sections of the trail. Graphical proposals for Black River would be included together with a picture gallery of the town’s historic buildings and the Heritage Restoration Guidelines document. 
Protected Areas – Plans showing the proposed boundaries and internal zoning for the two protected areas would be included.
Accommodation – A link would be provided to the Accommodation Standards on the TPDCo website.
Events  - During the pre-project phase this would simply give details of the type of information intended to be posted on the page in the subsequent phase. Encouragement would be given to send suggestions into the “contact us” page.
SCSDP Information – During the initial phase this would include a message of the information which would be posted during the project phase.
Contact Us – This would provide opportunity for communities to provide feed back on the project. It should be monitored for new comments on a weekly basis. Information would be issued to the TPDCo Project Manager for distribution.
Links – links would be provided to key NGOs / CBOs who have their own website.
In terms of personnel to administer the site, it is clear that existing resources will have to take on this role. As such it is recommended that this website is provided as a series of pages behind the current TPDCo website. Access to the Project website would be via a button on the TPDCo home page. The only regular maintenance required of these proposals is the monthly addition of the newsletter and a weekly monitoring of the Contact Us page. It is understood that TPDCo existing IT personnel could undertake these roles. 

Project Phase 

When the Project commences, there will be a large number of individual elements starting, involving surveys, market research, heritage research, detailed design and tendering for the construction projects. In this phase the website will “come into it’s own” by maintaining communications with the communities, in particular those who live or work in Black River where the majority of initial construction works will take place. By keeping these people, who will be suffering some discomfort, informed of how long that discomfort will last and how it fits into the larger scheme, it is likely that their support for the Project can be maintained. The web page can also provide a vehicle for market research surveys, either by posting the questionnaires on the web page or by receiving comments. Within this phase it is intended that the website contains the features outlined below. However, website should be a constantly evolving item which would develop other features to respond to the changing needs of the Project.
Newsletter – As Pre-project phase

Heritage Trail – In addition to the basic information provided during the initial phase, details of how the trail projects are developing should be included and when attraction upgrades, or new attractions are coming on stream. For Black River, as the construction progresses, photographs of the works could be included to demonstrate the tangible results they were asking for at the consultation meetings. Where research and design is being undertaken, these could be posted onto the site at key development stages, with the request that comments are provided on the “Contact Us” page.
For key attractions, such as the Black River Alligator Tours or Paradise Park, video clips or photographs could be included. It is intended that the Project would provide assistance to operators in preparing high quality images.
Protected Areas – The role of this page could be to chart the progress being made in designating the protected areas together with the results of research being carried out into the habitats.
Accommodation – In addition to the TPDCo standards, this page would give an opportunity for operators of hotels, villas and guesthouses to advertise on the web. Those with existing websites could be linked into the page, while other could advertise directly onto the page. As with the Heritage trail, assistance could be provided through the Project for preparing high quality images and advertisements that would attract potential international visitors.
Events – Details of events in South Coast and link to JTB national events page would be included.
SCSDP Information – This would include detailed project information such as the EIA’s, records of consultations, the project programme. In addition it should also include information relating to the fisheries component. For example progress of the Welcome Beach construction works and information relating to the fisheries management programme.
Contact Us – This would provide the opportunity for communities to provide feed back on the project, surveys and questionnaires.
Links – This would provide links to NGO’s and CBOs who have their own web page.

In terms of personnel, since the Project Implementation Unit will be within TPDCo, it would be sensible to retain the concept of a website linked to the existing TPDCo home page. Administration and maintenance would be undertaken by TPDCo’s IT department. However, the level of maintenance and updating that would be required in this phase would be significantly greater than the pre-project phase. It is understood that by the time the Project is likely to commence, TPDCo will have the personnel in place to administer and maintain their own website. It is likely that in the initial stages of Year 1, an additional part time web administrator would be required and would be funded by the project. As the implementation gains momentum it is likely that the input would necessitate increasing this to a full time position. Then during the operational phase, Years 5 to 10, the input would be reduced back to a part time position.

3.10
South Coast Heritage Trail

3.10.1 Definitions

For the purpose of this study a heritage trail is defined as: 

“A route for driving, riding, walking or for other forms of transport that draws on the built, cultural and natural heritage of an area to provide an educational and/or leisure experience that will enhance visitor enjoyment and contribute to the promotion of the destination.”

Such routes are usually marked on specially designed signs, and interpretive material is normally available to guide the visitor and provide information about the different elements of the trail.  They operate at different scales, namely site, local, regional and national and are often categorised on the basis of their mode of transport or from of interpretation.

3.10.2 Background

Trails have become an important asset and tool in conservation, education and marketing tourism in Europe and North America.  Increasingly they have been used as part of the tourism industry, with large scale developments such as the American Millennium Trails Initiative, with 12 national, 52 state and 2000 local trails created to honour the past and imagine the future of America’.  In Scotland the Whisky Trail has been a key promotional vehicle for the development of the Highlands and Islands for many years.

Such developments have been driven by the benefits that it has been assumed they bring to an area.  These include:

· an extension to the length of stay of visitors;

· the potential dispersal of visitors away from congested areas, allowing the discovery of lesser known parts;

· a useful marketing tool, linking attractions and other sites together under a common theme; and

· a catalyst for progressing product development, by encouraging local entrepreneurs to start up tourism related development.

This explains why trails are developed largely by the public sector, with a range of support from local authorities, national or regional tourist boards, plus individual property owners and other interested parties, such as conservation groups or local communities.

3.10.3 Development

The trail will provide an excellent opportunity for the communities to establish appropriate business enterprise – shops/entertainment/restaurants along the route and so ensure sustainability with the benefits being retained within those communities.

It is apparent though that many trails are established without a clear statement of their desired impact or with any consideration of how to monitor any subsequent impact.  One of the few studies of the development and impact of heritage trails, undertaken on Scottish Trails in 1999, concluded that the development of a heritage trail should ideally follow seven stages:

i) Survey the resource assets and current supply.

ii) Set objectives for the development.

iii) Select a strong theme.

iv) Set up a partnership for development and funding.

v) Plan the trail and appoint a project officer.

vi) Implement the plan.

vii) Monitor and undertake remedial action on the feedback.

This appraisal of the scope for a Heritage Trail along the South Coast of Jamaica starts with such a survey of resource.

3.10.4 Survey Of Resources

Little London to Black River

Travelling east from Little London, a small crossroads settlement, there is still the influence of Negril with the presence of roadside establishments serving tourists.  To the north are views of the Cabaritta River and the associated wetlands.

Savannah la Mar lies to the south of the A2, with its mile long High Street leading south to the sea.  This busy centre for the Parish has a number of prominent buildings, such as the Parish Offices and a waterfront Fort, but few historic properties survived a hurricane a hundred years ago.  There are good views along the coast from the Fort.

East of ‘Sav’ the A2 becomes a more attractive rural road with the views of the highlands ahead.  Just before Ferris Cross, there is the Paradise Park estate.  This is a cattle ranch extending down to the coast where there are mangrove swamps and beaches – used for the filming of Papillon.  It is also the site of one of Jamaica’s most important Taino settlement, which is currently the subject of a major excavation.  The Park currently provides tours of the estate, but has plans to develop additional visitor facilities.

From Ferris Cross there is access north up to Roaring River and Blue Pool and communities such as Beeston, with plans for community tourism.

Beyond the junction the road becomes an attractive waterfront drive, with frequent views along the coast, but few places to pull in.  There are a range of shops and refreshment stops along the route.  

From Cave to Bluefields it is a very attractive drive close to a series of beaches and headlands.  The Bluefields Beach Park is a well-managed facility beside a small beach with parking and refreshment facilities.   The historic Bluefields area has strong Scottish and Spanish links.  There are a series of small coves with guesthouses, villas and refreshment stalls.  The Peter Tosh Memorial is located on one of the small bays.  

At Auchendown is the site of the proposed Beaches Whitehouse hotel which will be the major tourist facility on the South Coast, and there continue to be good views along the coast.  There are a number of large residential villa estates a before arriving at the fishing town of Whitehouse, with a good range of shops and services.  There is a pleasant waterfront near to the fishing beach and the fish stalls around the Scotts Cove.

There is then a pleasant rural drive south to Font Hill, where there is a recently refurbished Beach Park, and the potential to restore the trail into the adjoining Reserve, where there are crocodiles, turtles and rare birds.  South from Crawford a quite road leads to a beach and facilities at Longacre, with views along to Black River and the round to an empty beach.  The Malcolm Bay area is known for turtles and the site of a proposed turtle watching attraction.

Black River to Alligator Pond

The historic port of Black River displays its heritage through the line of large properties along the waterfront, a magnificent English style church and an old wharf area on the Black River.  From here a number of tour operators provide alligator tours up into the Great Morass.  The town is also a base for a circular tour through and around the Great Morass, which would include the small settlement of Slipe in the centre of the Morass, where there is a strong craft-making tradition, the Cashoo Ostrich Park, Lacovia Tombstones, the Bamboo Avenue, and the shrimp sellers of Middle Quarters.

Driving further along the coast the road passes through the flat ranching lands around the Parottee and Wally Wash Ponds, salt and freshwater lakes with a range of interesting wildlife before the route climbs up the foothills of the Santa Cruz Mountains, offering striking views along the coast.  From the route there is the opportunity to drive down to the resort area of Treasure Beach, where a community-based approach to tourism provides a more laid-back style than the commercial north coast resorts.  The Great Pedro Bluff offers considerable potential for recreational activities such as riding and cycling, while trips out to the nearby reefs offer scope for snorkelling and diving.

As the road continues on through the distinctive vegetable growing area of Flagoman, the route offers opportunities to divert down to the coast at Lovers Leap, where the Santa Cruz Mountains meet the coast with 1500’ cliffs and dramatic views.  Along to Junction, the main town in south east St Elizabeth there are routes north to Malvern and its historic schools, before the route passes down into Alligator Pond.

Alligator Pond to Milk River

The small fishing village of Alligator Pond has already established a reputation for the range and quality of its seafood restaurants, and has the potential to develop more accommodation as a base for discovering this remote part of the coast.  The village is at the western entrance of the Canoe Valley, where the road enters the only stretch of the coastline with no settlements, set between the dry limestone slopes to the north and the deserted beaches of Long Bay.  A number of viewpoints and beauty spots provide scope for a series of stopping places along the route, as well as walking trails to places of interest such as caves and the settlements to the north.  At the eastern end of Canoe Valley, the riverside pool at Alligator Hole offers one of the few opportunities in Jamaica to see the endangered manatee in its natural habitat, and also provides scope to explore the wetlands at the mouth of the river and the nearby Gods Well and Round Hill.  On the far side of Round Hill and only a short detour from the through route is the historic spa of Milk River, where accommodation, refreshments and spa treatment are still popular with local Jamaicans.  

Milk River to Hellshire

Before rejoining the main route at Milk River there is the opportunity to follow the track down the mouth of the river at Farquahar Beach where the fishermen can provide trips round to Alligator Hole and out on fishing trips.

The continuing route across southern Clarendon, is dominated by the sugar cane plantations, but the area around Alley provides a number of sites of interest, including the attractive church, windmill and site of a Battle in 1694.  The main settlement of Lionels Town offers scope for diversions of to the coast at Jackson’s Bay, with its caves and recreational Beaches and nearby Mitchells Town, from where trips can be provided out to Peake Bay in the Portland Bight.

At Salt River, where major visitor facilities are planned as part of the SCSDP, there is the scope to learn of the operation of a major sugar plantation, as well as the ecology of the Braziletto Mountains and the Bight itself.  Recreational facilities at Welcome Beach and Cockpit Salt Marsh are also planned nearby.

Turning north the road leaves the Portland Bight, but the coast can be reached again by driving around the Hellshire Hills to the beaches that offer recreational facilities and seafood restaurants looking across to Kingston.  Nearby are the Two Sisters Caves which are currently being renovated as a tourist attraction by the UDC, and the site of the proposed Biodiversity Centre and Botanical Gardens.

3.10.7 Evaluation of Sites

The following Tables 3.1-3.5 identify the key sites along the route and assesses their potential for further development in terms of a number of key criteria. These include:

i) Access to the attraction.

ii) Availability of support from the community to manage and operate.

iii) Opportunities for revenue generation.

iv) Ease of providing services e.g. refreshments.

v) Ability of provide a safe environment for visitors.

vi) The construction requirements needed to receive visitors.

vii) Physical sustainability of the attraction.

viii) Absence of adjacent sensitive areas.

ix) Potential visitor appeal.

x) Time expected during the visit.

xi) Opportunities for spin-off facilities.

The findings of the evaluation phase can best be presented by grouping the scores achieved by each site in an attempt to prioritise their potential impact, whether they are existing or proposed facilities.  Those existing sites that can be included as they are, on the Trail Map are marked in Bold, those that can be included but require additional facilities before featured prominently are marked in italics, while the remainder are not ready to be included, until further work is done.

	30 and Over
	Bluefields Beach park, Peter Tosh Memorial
Treasure Beach 

Salt River

	25 - 29
	Roadside Viewpoints (Cave), Whitehouse, Scotts Cove, Font Hill

Slipe, Bamboo Avenue, Middle Quarters, Great Pedro Bluff, Flagaman, Junction
Alligator Pond
Alley, Mitchell Town, Great Salt Pond

	20 - 24
	Trail Start, Longacre Beaches
View Points above Treasure Beach, Santa Cruz Mountains

Sandy Cays, Canoe Valley ViewPoints, Gut River

Farquahar Beach

	Up to 20
	Lacovia Tombstones, Salt Ponds

Canoe Valley Trails, Gods Well, Round Hill

Braziletto Mountains


The summation of these scores is not intended to be the sole indication of the priority for their development, since certain criteria are more critical than others and a more detailed weighting of the criteria is not appropriate since the way that failing to meet some of the criteria can be overcome, varies from site to site.  The summation is a reflection of the scale of the difficulty and or sustainability of developing a site, where there is a particularly low score.  This table is then followed by a detailed assessment of the scale and nature of the facilities that will be required at each site.

	Table 3.1: Heritage Trail Sites & Links: Little London - Black River
	
	
	
	
	
	
	
	
	
	
	

	CRITERIA
	Trail start / entrance east of Savanna-la-Mar
	Paradise Park
	Signpost to Roaring River & Blue Hole
	Sign post to picnic area above Cedar Valley
	Roadside viewpoints at Cave
	Sign post to Shafston Estate Gt House
	Bluefields Beach Park
	Interpretive boards at viewpoints around Bluefields
	Pete Tosh memorial
	Whitehouse - proposed boardwalk, amphitheatre & picnic site south of town
	Scott's Cove
	Font Hill Beach Park
	Font Hill Wildlife Park Interpretive board
	Beaches & viewpoints at Longacre

	1
	Access to the attraction
	3
	 
	 
	 
	3
	 
	 
	3
	3
	2
	3
	 
	3
	1

	2
	Availability of support community to manage & operate
	1
	 
	 
	 
	2
	 
	 
	3
	3
	3
	3
	 
	3
	2

	3
	Opportunities for revenue generation
	1
	 
	 
	 
	2
	 
	 
	3
	3
	3
	3
	 
	3
	2

	4
	Ease of providing services - refreshments 
	2
	 
	 
	 
	2
	 
	 
	3
	3
	3
	3
	 
	3
	2

	5
	Ability to provide a safe environment for visitors
	3
	 
	 
	 
	2
	 
	 
	2
	3
	3
	2
	 
	2
	2

	6
	The construction requirements needed to receive visitors
	3
	 
	 
	 
	2
	 
	 
	2
	3
	1
	1
	 
	1
	2

	7
	Physical sustainability of the attraction
	3
	 
	 
	 
	3
	 
	 
	3
	3
	3
	2
	 
	2
	2

	8
	Absence of adjacent sensitive areas
	3
	 
	 
	 
	3
	 
	 
	3
	3
	3
	3
	 
	1
	2

	9
	Potential visitor appeal
	2
	 
	 
	 
	3
	 
	 
	3
	3
	2
	2
	 
	3
	3

	10
	Time expected during the visit
	1
	 
	 
	 
	2
	 
	 
	2
	2
	2
	2
	 
	3
	3

	11
	Opportunities for spin-off facilities
	2
	 
	 
	 
	2
	 
	 
	3
	3
	3
	3
	 
	2
	2

	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	 
	TOTALS
	24
	0
	0
	0
	26
	0
	0
	30
	32
	28
	27
	0
	26
	23

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Notes
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	1
	Attractions are to be assessed against the 12 criteria
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	3 = highest, 1 = lowest
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	 
	Indicates assessment not required
	
	
	
	
	
	
	
	
	
	
	
	
	
	


	Table 3.2: Heritage Trail Sites & Links: Black River - Alligator Pond
	
	
	
	
	
	
	
	
	
	
	
	

	CRITERIA
	Black River Heritage Town
	Alligator Tours
	Slipe
	Cashoo Ostrich Park
	Lacovia Tombstones
	Bamboo Avenue
	Middle Quarters
	Great Salt Ponds (Interpretive boards)
	View Points along coast (interpretive boards)
	Treasure Beach (Great Pedro Ponds)
	Great Pedro Bluff
	Flagaman (interpretation of local vegetable produce)
	Santa Cruz Mountains
	Lover's Leap
	Signpost to Malvern
	Junction

	1
	Access to the attraction
	 
	 
	2
	2
	3
	3
	3
	1
	3
	3
	1
	3
	1
	 
	 
	3

	2
	Availability of support community to manage & operate
	 
	 
	3
	3
	1
	3
	3
	1
	1
	3
	2
	3
	1
	 
	 
	2

	3
	Opportunities for revenue generation
	 
	 
	3
	3
	1
	3
	3
	1
	2
	3
	3
	3
	2
	 
	 
	2

	4
	Ease of providing services - refreshments 
	 
	 
	3
	3
	1
	3
	3
	1
	2
	3
	2
	3
	2
	 
	 
	3

	5
	Ability to provide a safe environment for visitors
	 
	 
	3
	3
	2
	3
	2
	2
	3
	3
	2
	3
	3
	 
	 
	3

	6
	The construction requirements needed to receive visitors
	 
	 
	2
	3
	3
	3
	3
	2
	2
	2
	2
	3
	3
	 
	 
	3

	7
	Physical sustainability of the attraction
	 
	 
	2
	3
	2
	2
	3
	1
	3
	3
	2
	3
	3
	 
	 
	3

	8
	Absence of adjacent sensitive areas
	 
	 
	1
	2
	1
	2
	2
	1
	3
	2
	2
	3
	3
	 
	 
	3

	9
	Potential visitor appeal
	 
	 
	2
	3
	1
	3
	3
	2
	2
	3
	3
	2
	2
	 
	 
	1

	10
	Time expected during the visit
	 
	 
	2
	2
	1
	2
	2
	1
	1
	3
	3
	1
	1
	 
	 
	1

	11
	Opportunities for spin-off facilities
	 
	 
	2
	3
	1
	2
	2
	2
	2
	3
	3
	1
	1
	 
	 
	1

	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	 
	TOTALS
	0
	0
	25
	30
	17
	29
	29
	15
	24
	31
	25
	28
	22
	0
	0
	25

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Notes
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	1
	Attractions are to be assessed against the 12 criteria
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	3 = highest, 1 = lowest
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	 
	Indicates assessment not required
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	


	Table 3.3: Heritage Trail Sites & Links: Alligator Pond - Milk River
	
	
	
	
	
	
	
	
	
	
	

	CRITERIA
	Alligator Pond (Fishing Beach)
	Sandy Cays/Alligator Reef
	View points / interpretive boards along the road
	Trails up to settlements to north
	Trails to Taino Sites
	Gut River
	Alligator Hole
	God's Well
	Round Hill
	 
	 
	 
	 
	 

	1
	Access to the attraction
	3
	1
	3
	1
	1
	3
	 
	2
	1
	 
	 
	 
	 
	 

	2
	Availability of support community to manage & operate
	3
	2
	1
	2
	2
	1
	 
	1
	1
	 
	 
	 
	 
	 

	3
	Opportunities for revenue generation
	3
	2
	2
	1
	1
	3
	 
	1
	1
	 
	 
	 
	 
	 

	4
	Ease of providing services - refreshments 
	3
	2
	1
	1
	1
	3
	 
	1
	1
	 
	 
	 
	 
	 

	5
	Ability to provide a safe environment for visitors
	3
	2
	3
	2
	2
	3
	 
	2
	2
	 
	 
	 
	 
	 

	6
	The construction requirements needed to receive visitors
	2
	2
	2
	2
	2
	2
	 
	2
	2
	 
	 
	 
	 
	 

	7
	Physical sustainability of the attraction
	2
	2
	2
	2
	2
	2
	 
	2
	3
	 
	 
	 
	 
	 

	8
	Absence of adjacent sensitive areas
	2
	2
	1
	1
	1
	1
	 
	1
	2
	 
	 
	 
	 
	 

	9
	Potential visitor appeal
	3
	3
	3
	2
	2
	3
	 
	2
	2
	 
	 
	 
	 
	 

	10
	Time expected during the visit
	2
	3
	2
	2
	2
	2
	 
	2
	2
	 
	 
	 
	 
	 

	11
	Opportunities for spin-off facilities
	3
	2
	1
	1
	1
	1
	 
	1
	1
	 
	 
	 
	 
	 

	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	 
	TOTALS
	29
	23
	21
	17
	17
	24
	0
	17
	18
	 
	 
	 
	 
	 

	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Notes
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	1
	Attractions are to be assessed against the 12 criteria
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	3 = highest, 1 = lowest
	
	
	
	
	
	
	
	
	
	
	
	
	
	


	Table 3.4: Heritage Trail Sites & Links: Milk River - Hellshire
	
	
	
	
	
	
	
	
	

	CRITERIA
	Milk River Spa & Baths
	Farquahar Beach
	Alley(Church/windmill/sugar plantations/battlefield
	Sign post to Jackson Bay
	Mitchell Town
	Braziletto Mountains
	Salt River (Sugar wharves / Welcome Beach)
	Cockpit Salt Marsh Tours
	Sign to Old Harbour Bay
	Hellshire Hills
	Great Salt Pond

	1
	Access to the attraction
	 
	1
	3
	 
	2
	1
	3
	3
	 
	 
	3

	2
	Availability of support community to manage & operate
	 
	2
	3
	 
	2
	1
	2
	3
	 
	 
	3

	3
	Opportunities for revenue generation
	 
	2
	2
	 
	2
	1
	3
	2
	 
	 
	3

	4
	Ease of providing services - refreshments 
	 
	2
	2
	 
	2
	1
	3
	2
	 
	 
	3

	5
	Ability to provide a safe environment for visitors
	 
	2
	2
	 
	2
	2
	3
	2
	 
	 
	2

	6
	The construction requirements needed to receive visitors
	 
	2
	2
	 
	2
	2
	3
	2
	 
	 
	2

	7
	Physical sustainability of the attraction
	 
	2
	2
	 
	2
	2
	2
	2
	 
	 
	2

	8
	Absence of adjacent sensitive areas
	 
	2
	3
	 
	3
	2
	2
	2
	 
	 
	2

	9
	Potential visitor appeal
	 
	2
	2
	 
	3
	2
	3
	3
	 
	 
	3

	10
	Time expected during the visit
	 
	2
	2
	 
	3
	1
	3
	2
	 
	 
	2

	11
	Opportunities for spin-off facilities
	 
	1
	2
	 
	2
	1
	3
	2
	 
	 
	2

	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	 
	TOTALS
	0
	20
	25
	0
	25
	16
	30
	25
	0
	0
	27

	
	
	
	
	
	
	
	
	
	
	
	
	

	Notes
	
	
	
	
	
	
	
	
	
	
	

	1
	Attractions are to be assessed against the 12 criteria
	
	
	
	
	
	
	
	
	
	
	

	
	3 = highest, 1 = lowest
	
	
	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	
	
	
	
	

	 
	Indicates assessment not required
	
	
	
	
	
	
	
	
	
	
	


3.10.8  Site Description

The following Tables 3.5–3.8describe the nature of the resources at the selected sites, the relevant themes that they cover, the range of visitor activities to be undertaken, the methods of visitor interpretation and the scope for additional infrastructure.

	Table 3.5: HERITAGE TRAIL Site Classification 

Milk River - Hellshire

	Site
	Resource


	Proposed Theme
	Visitor Activity
	Method of Interpretation
	Proposed Infrastructure

	Milk River
	Historic Spa baths and hotel

	History of the spa
	Spa treatment, bathing, boat trips along Milk River, refreshments 
	Story boards

Tour guides
	Upgrade is assumed to be included within H2000 project. SCSDP to provide story boards.



	Farquahar Beach
	Fishing settlement and beach
	
	Restaurant, fishing, boat trips to Alligator Hole.
	General information point

Guided boat trips
	Information boards

Consider access road improvements



	Alley
	Fine Anglican Church, Windmill, Sugar Plantations


	Local history
	Sightseeing.  Visit to sugar plantation
	Self guided or guided tours Story boards.
	Parking area

Story Board.  Information Board

	Jackson Bay
	Bathing beach

Caves with Taino remains
	Bathing

Taino history
	Bathing

Self guided and guided cave visits


	Story boards

Tour guides
	Story boards

	Mitchell Town
	Access to Peake Bay Beach and Boardwalk


	Natural Habitat.  Beauty Spot
	Bathing. Refreshments. 
	
	Signage to Peake Bay and Boardwalk



	Braziletto Mountains
	Nature trails
	Natural habitat and traditional activities associated with the area
	Self guided walks using trail information boards
	Information boards to be based on maps, photographs  and text of the surrounding habitat


	Signage and trail information boards, car parking off the Heritage Trail. Trails and rest stops / viewing platforms.



	Salt River HQ and Museum
	Historic sugar port and infrastructure.

Museum of Portland Bight heritage and habitat.
	The history of the sugar industry and its role in the development the area.

Ecology of the area.
	Museum / visitor centre.
	Self guided visitor centre
	See proposals for PB HQ and Museum

	Salt River Spa
	Natural spa pool
	
	Spa bathing

Refreshments.
	
	General maintenance

	Welcome Beach
	Fishing and bathing beach
	
	Bathing

Boat trips

Recreational fishing

Refreshments and eating

Crafts


	
	See proposals for Welcome Beach

	Cockpit Salt Marsh
	Salt marsh habitat
	Natural habitat, birds and crocodiles.
	Boardwalk and viewing wildlife

Boat trips
	Self guided walk with story boards.
	Story boards

Boardwalk, viewing platforms.

Parking off the Heritage Trail route.

WC’s



	Old Harbour Bay
	Fishing beach
	
	Boat trips

Food and refreshments

Crafts


	
	See proposals for Old Harbour Bay beach

	Amity Hall
	Historic buildings relating to the sugar industry.

General artefacts
	The history of the sugar industry and it’s role in the development the area
	Museum, interpretive centre, guided tours, food and refreshments.

Souvenirs


	Self guided or guided tours of the museums and historic buildings. Story boards.
	

	Hellshire Hills
	Natural habitat
	Unique fauna and flora of the dry limestone forest
	Interpretive centre at Bio-Diversity Centre

Walking trails into the hills

Botanical gardens – opportunities to purchase specimens


	Self guided trails with story boards

Visitor centre


	See proposals for Bio-Diversity centre and botanical gardens

	Great Salt Pond
	Natural habitat 
	Mangrove habitat, birds and crocodiles
	Viewing habitat and wildlife

Waterfront views across to Kingston


	Story boards
	Signage and story boards

Car parking off the Heritage Trail. Viewing platforms


	Table 3.6: HERITAGE TRAIL Site Classification 

Alligator Pond – Milk River 

	Site
	Resource


	Proposed Theme
	Visitor Activity
	Method of Interpretation
	Proposed Infrastructure

	Alligator Pond
	Fishing beach and restaurants

Sandy Cays / Alligator Reef


	
	Food and refreshment

Boat trips to Sandy Cays & Alligator Reef
	
	Information board

	View points along the road
	
	
	Sight seeing
	
	Lay bys off Heritage trail

Trails to viewing platforms/points

Viewing platforms/points

Information boards



	Trails to settlements to north


	
	
	Walking trails
	
	Trail signage

	Trails to Taino Sites
	
	
	
	Taino pamphlet
	Trail signage



	Gut River
	Natural spring and bathing pool
	
	Bathing and viewing
	
	Off road car parking and access to the pool



	Alligator Hole 
	Freshwater pool with Manattees
	Conservation of the manattee
	Viewing manattees

Refreshments


	Existing visitor centre
	

	God’s Well
	Natural spring
	
	Walk and viewing of the well


	
	Path to well

	Round Hill
	Natural habitat
	Ecology of the limestone environment
	Self guided walking trails

View of the surrounding area


	Information boards
	Trails signage and information boards

Parking lay-by


	Table 3.7: HERITAGE TRAIL Site Classification 

Black River – Alligator Pond 

	Site
	Resource


	Proposed Theme
	Visitor Activity
	Method of Interpretation
	Proposed Infrastructure

	Black River Heritage Town
	Heritage town, craft market, accommodation, restaurants.
	The role of Black River in the development of the area.

Local crafts.

Heritage buildings
	Guided and self guided tours around the town.

Visiting the museum.

Watching craft production activities and opportunities for shopping.

Food and refreshments.

Accommodation


	Story boards

Museum/interpretive centre

Leaflet
	See Black River proposals

	Black River Alligator Tours
	River, mangrove and wildlife
	Alligators and birds
	Guided boat trips.

Bird watching

Alligator watching

Refreshments


	Guided tour
	-

	Slipe
	Morass island village
	Life within the Great Morass
	Viewing craft production

Purchasing crafts

Refreshments


	Information board
	Information board

	Cashoo Ostrich Park
	Existing ostrich farm
	Attraction
	Learning about ostrich farming practice


	Attraction guide
	Heritage trail signage

	Lacovia Tombstones
	Tombstones with local  legend


	Local  history
	Viewing tombstones
	Story board
	Story board



	Bamboo Avenue
	Bamboo lined avenue
	Attraction
	Driving though avenue

Food and refreshments


	
	Heritage trail signage

	Middle Quarters
	Roadside settlement on the edge of the Morass  with shrimp stalls
	Attraction
	View of the Morass

Opportunities to buy shrimps

Refreshments


	
	Heritage trail signage

	Parottee & Wallywash Ponds
	Natural salt and freshwater ponds.

Wildlife: crocodiles birds and fish

Mangrove


	Ecosystems of salt and freshwater ponds
	Fishing, bird watching,

Viewing crocodiles
	Story boards
	Heritage trail signage

Story boards

	View points along the coast
	
	
	
	
	Heritage trail signage

Lay-bys off Heritage trail

Trails to viewing platforms/points

Viewing platforms/points

Information boards



	Treasure Beach
	Settlement offering accommodation (hotels and villas) restaurants, fishing and boat trips
	
	Food and refreshments,

Boat trips

Horse riding

Recreational fishing

Bird watching


	
	Heritage trail signage

	Great Pedro Bluff
	Dry limestone forest

Views over surrounding area
	Ecology of the limestone environment
	Walking, riding, cycling trails

Accommodation


	Story boards
	Heritage trail signage

Trails to viewing platforms/points

Viewing platforms/points

Information boards



	Flagaman
	Centre for the market garden industry
	Local market gardens

Horticultural processes

Local festivals
	Touring area

Viewing points

Refreshments

Opportunities for buying local produce


	
	Heritage trail signage

	Santa Cruz Mountains
	Natural attraction
	
	Opportunity for viewing and Information about the mountains available at roadside lay-bys


	Story boards
	Heritage trail signage

Lay-bys

Story boards

	Lover’s Leap
	Cliff-top viewing point
	Natural attraction and local legend and lighthouse
	Viewing

Refreshments


	Story boards
	Heritage trail signage

Story boards

	Malvern
	Local town and historic public schools
	Local heritage
	Self guided tours between schools

Refreshments


	Story boards 
	Heritage trail signage

Story boards

	Junction
	Local market town
	
	Opportunities for food and refreshment.
	
	Heritage trail signage


	Table 3.8: HERITAGE TRAIL Site Classification 

Little London – Black River

	Site
	Resource


	Proposed Theme
	Visitor Activity
	Method of Interpretation
	Proposed Infrastructure

	Paradise Park
	Cattle ranch, coastal mangrove, beaches, Taino excavations
	Introduction to the Heritage Trail

Taino heritage
	Guided tours of the ranch and coastal area.

Visit to Taino excavations


	Guided tours

Storyboards

Interpretive displays
	Heritage Trail Signage

Story boards

Taino museum – as proposed in Demand Study



	Roaring River & Blue Hole
	River and freshwater springs
	Natural attraction
	Sightseeing

Guided tours

Refreshments


	Tour guides
	Heritage Trail Signage

	Beeston Spring
	Typical Westmoreland highland community and spring


	Community Tourism
	Sightseeing. Refreshments. Hiking. Nature Trail
	Guided and self guided tours
	Parking.  Heritage Trail Signboard

	Cedar Valley
	Woodland area
	Natural attraction
	Picnicking

Self guided trails
	Trail route boards
	Heritage Trail Signage

Trail route boards



	Cave viewpoints
	Views of the coastline
	Natural attraction
	Viewing the coastline
	
	Heritage Trail Signage

Roadside lay-bys



	Shafston Estate Great House


	Historic building
	Great houses
	Guided tour of the house
	Guided tours
	Heritage Trail Signage



	Pete Tosh Memorial
	Memorial to Jamaican music heritage
	Commemoration of Jamaican cultural icon


	Viewing the memorial
	Site guides
	Heritage Trail Signage



	Whitehouse
	Local town
	Local produce and fish market
	Food and refreshments

Buying local produce


	
	Heritage Trail Signage


	Table 3.8: HERITAGE TRAIL Site Classification 

Little London – Black River

	Site
	Resource


	Proposed Theme
	Visitor Activity
	Method of Interpretation
	Proposed Infrastructure

	Scott’s Cove
	Local fishing vending area
	
	Food and refreshments
	
	Heritage Trail Signage

(assistance in planning of improvement measures to be provided under the SCSDP)



	Font Hill Beach Park
	Recreational beach
	
	Bathing

Picnicking

Food and refreshments

Walking trail to the Wildlife Park


	
	Heritage Trail Signage

	Font Hill Wildlife Park
	Wildlife reserve
	Wildlife conservation area
	Viewing crocodiles, sea turtles, birds

Walking trail to the Beach Park


	
	Heritage Trail Signage



	Longacre beaches and view points
	Unspoilt coastline
	Natural attraction
	Bathing

Viewing the coastline


	
	Heritage Trail Signage



	Malcolm Bay
	Turtle Beach
	Natural Habitat
	Viewing Turtle Nesting


	Organised Groups
	Heritage Trail Signing


3.10.9  Conclusions

From the survey and analysis of the resources and sites that could be incorporated into a Heritage Trail it is clear that there is a sufficient number, variety and quality of existing sites to produce a Heritage Trail that can achieve a number of objectives for the South Coast.  With the development of additional facilities and sites it is capable of being both the main promotional vehicle for raising the profile of the South Coast and a development to assist the greater involvement of local communities in tourism.

The next steps to be taken are:

1) Confirm those sites that are suitable for immediate inclusion in the Trail and those that need further development.  Liaise with owners of sites on information about their properties.

2) Commission a commercial photographer to develop a photographic library for the South Coast (featuring both slides and digital pictures), highlighting sites and views along the trail.

3) Commission a graphic designer to produce a logo and house style for the Trail to include layout and designs for the Heritage Trail Map and Brochure, the cartographic style, Route Signboards and Interpretation Boards.

4) Commission a script writer to produce the text for both the Map Brochure and the Trail Brochure.

5) Seek potential sponsors for the publication.

6) Prepare a distribution plan for the free Map and contact distributors for the Brochure.

7) Identify and commission suitable printers.

8) Task the PIU with consulting owners of potential Heritage Trail Sites and commencing a programme of detailed consultation about the likely timescale for their development.

9) Develop plans to encourage appropriate businesses at each attraction and ensure that the benefits are distributed between the communities and the PAs

3.11
Taino Museum

3.11.1  Objective

The aim as set out in the Terms of Reference for the SCSDP is to:

“Carry out a demand study for an select location for development of a Taino Museum on the South Coast, considering the following sites: Canoe Valley, Salt River, Little Goat Island and Bluefields.  The criteria for selection will include quality and range of Taino archaeological presence, accessibility, proximity to other attractions on heritage trail and management capabilities’.”

This study starts by setting the context to the Taino story and reviewing the current museums or heritage sites that present the Taino Story.  It then assesses the evidence for the demand for Taino Museums based on their performance.  The potential sites for a new Museum are then identified and the selection criteria applied and the conclusions drawn.

311.2
 Background

Jamaica’s first settlers, an Amerindian group now identified as the Tainos, came to the island around 650 AD.  They arrived from Hispaniola, having gradually moved north through the Caribbean islands from their original home in South America, over several centuries.

Having developed seafaring skills through the use of large sea-going canoes (the word canoe being of Taino origin) they settled in coastal areas, often near river mouths and also spread inland..  Their skills extended to pottery, carving, weaving, boat building and farming.   However, they had no knowledge of metal working or of domesticated animals, but did develop the habit of smoking tobacco.

More than 250 Taino sites have been identified around the island, largely from remains of pottery shards and petroglyphs. 

Of these sites only a few have developed into visitor attractions and only at a very small scale.

· One of the largest Taino archaeological sites is at White Marl, three miles east of Spanish Town, where there was thought to be the largest Taino settlement on the island.  The site has been excavated since the 1940s and an Arawak Museum (the previous assumption of the tribal group that the first settlers were thought to comprise) with a reconstructed village was created, closed in 1998 for refurbishment and re-opened in May 2001.  It is operated by the Institute of Jamaica.

The site of Seville Great House and Heritage Park, half a mile west of St Ann’s on the north coast, was predominantly established because it was the site of the first Spanish settlement on Jamaica.   However, subsequent archaeological Investigations uncovered as much about the Taino history of the site and there is now a reconstruction of a Taino ‘house’ and garden. 

· The exhibition in the Great House also starts with the Taino history of the site.  The site is operated by the Jamaican National Heritage Trust.

· At the Two Sisters Cave on the coast of the Hellshire Hills, there has been an Arawak Museum featured as part of the attraction complex.  The main reason being the existence of some Taino cave paintings.  The site, owned by the UDC, is currently being redeveloped.

3.11.3  Demand Assessment

Evidence of the demand for a Taino Museum can best be secured from the performance of existing sites in Jamaica and a case study of a Taino Museum in Cuba.

Taino Museum, White Marl

Visitors largely consist of school parties, who come from all over Jamaica, but predominantly from the Kingston and Spanish Town area  It has been receiving about 380 visitors per month since it re-opened, making an annual total of between 4,000 and 5,000.  Admission fee is $100 adult, $40 child (inc, schoolchildren).

Seville Great House


Admission is $2 and the site as a whole attracts around 10,000 visitors per year.  

International Case Study

Villa Guama, Matanzas Province, Cuba

Matanzas is a Province of central Cuba that stretches from the northern coast of Varadero, south through the intensively farmed central agricultural lowlands to the extensive coastal wetlands of the Zapata Peninsula and the Gran Parque National Montemar.  The Zapata Peninsula is becoming an important tourism destination for local residents and those on day trips from Varadero, with sites such as the Bay of Pigs and its commemorative museum, wildlife refuges and some good beaches.

At Boca de Guama there is a major visitor attraction provided by a commercial crocodile farm and craft centre.  Nearby is the large Laguna del Tesoro, on the far side of which the Villa Guama was developed in 1963, as a combined resort and Taino Museum.

Built to resemble a Taino village and set on a group of small islands, it consists of 50 thatched cabins providing accommodation for a mix of international and local customers, with honeymooners particularly evident.  In the adjoining visitor attraction there is a group of replica Taino huts in the nature of a sculpture park with 32 life-size figures of Taino Indians, in a variety of poses such as hunting, cooking and playing.  There is a daily programme of live interpretation and re-enactment to reinforce such displays.  A central visitor centre and museum presents the story of the Taino and a large restaurant also offers a striking viewpoint over the site from its roof top observation tower.

Admission is charged through the $10 cost of the boat trip from Boca de Guama.  It is estimated that attendance is around 50,000 per year.

Conclusions of International Case Study

There are striking similarities between the South Coasts of Jamaica and Cuba, since they are being developed as providers of an alternative tourism product to the north coast resorts, with important protected areas and wildlife including crocodiles and manatees.

The Taino theme, as presented at the Villa Guama, is the one features most prominently in the advertising of trips to the South Coast in the Varadero hotels.

The trip to the South Coast is a full day excursion, and after Havana is the most popular destination for holidaymakers.

The successful aspects of the Taino Museum would seem to be:

· A photogenic site, with a good combination of static displays and live interpretation.

· The boat trip across the Lake enhancing the trip and sense of arrival at the site.

· Supporting refreshment and accommodation facilities.

· Joint marketing with the crocodile farm and craft centre.

The main limitations of the site appear to be:

· The haphazard nature of the site management, with not all trips experiencing the live interpretation.

· The intrusion of commercial facilities into the heritage part of the site.

The main implications for the South Coast of Jamaica are that any development of the Taino theme should consider:

· the opportunity to develop beyond just being a museum, since the artefacts are small and limited in number;

· the advantage of not being a stand alone site; and

· the appeal of the Taino theme if promoted effectively.

Conclusions of Overall Demand Assessment

There is international evidence that when presented in a manner of appeal to visitors the Taino theme can become a key them in marketing a destination.

Jamaican evidence is limited to the performance of a couple of much smaller sites, which in the context of the low key development of heritage sites generally in the country, have performed encouragingly, with little overall marketing.

The development of additional museums, or more appropriately visitor centres, since there is a general lack of artefacts to create true museums, would be justified, given the background promotion that would come from featuring in the South Coast programme.

Even at the scale of existing sites at White Marl or New Seville, new projects on the South Coast would be significant additions to the tourist product.

3.11.4  Proposed South Coast Taino Sites

There are 84 sites where Taino remains have been discovered along the South Coast, according to the research undertaken in the Halcrow Study:

Taino Sites

The pre-Columbian people who inhabited Jamaica from AD650 to the seventeenth century are referred to as the Tainos. Their villages were usually located along the coasts; mostly in bays protected by reefs or inland along rivers, banks and low-lying hills. 

Research has revealed eighty-four Taino sites in the study area. Of the eighty-four known sites, sixty-four have been positively identified on the JNHT Inventory Site Map. The remaining twenty are listed in Appendix D. The sixty-four Taino sites identified in the inventory are categorised below:

	
	Village
	Midden
	Burial/Ritual Cave
	Petroglyph

	Westmoreland
	-
	5
	-
	-

	St Elizabeth
	4
	8
	7
	-

	Manchester
	2
	4
	4
	4

	Clarendon
	4
	8
	4
	2

	St Catherine
	1
	5
	1
	1

	Total
	11
	30
	16
	7


These sites have been placed into ten geographic clusters: Bluefields, Mount Edgecombe and Auchindown; Black River and Long Acre; Treasure Beach; Alligator Pond, Bull Savannah and Lovers Leap; Canoe Valley and Duff House; Round Hill; Brazilletto Mountains and Inverness; Portland Ridge and Vere; Old Harbour and Goat Islands; and Hellshire.

The Taino heritage within the study area is under serious threat of obliteration. It is therefore necessary for all sites to be surveyed and researched archaeologically as a matter of urgency, particularly those that are under immediate danger of destruction. Every effort should be made to save as many sites as possible. These are a vital component of Jamaica’s national heritage, as well as having potential for future heritage tourism development on the South Coast.

Development of a South Coast Taino Museum

The Terms of Reference for the SCSDP Feasibility study identify four potential sites for the development of a Taino Museum, namely Canoe Valley, Salt River, Little Goat Island and Bluefields.

Canoe Valley

The proposed Canoe Valley protected area includes the coastline from east of Farquhars Beach to Port Kaiser, west of Alligator Pond.  It has a unique and very attractive landscape created by the escarpment dropping steeply to the sea, with wetlands trapped between them and coastal dunes.   However, the site is one of the most remote on the South Coast, being half an hour from either Mandeville or May Pen, an hour from Black River and around two hours from Kingston.

There are at least 28 caves, with one known to have been a Taino burial cave.

Salt River

Salt River is identified in the PBPA Management Plan as the location for the CCAM HQ and a Salt River Museum.  The latter envisaged the use of the 100 meter long former sugar warehouse to present the stories behind the history and environment of the area, including the Tainos.  The current requirement in the SCSDP Feasibility Study is to incorporate such displays within an interpretive area in the HQ.

The PBPA is the location for a number of Taino sites, including the Hellshire Hills, Two Sisters Cave, Great salt Pond, Rio Minho, Great Goat Island, Little Goat Island, Wreck Point, Manatee Bay, Portland Cottage, Holmes Bay, Portland Cottage, Jackson’s Bay, Little Miller’s Bay, Portland Cave, Braziletto Mountain, Rocky Point, Salt River and Half moon Bay (Hellshire).

Salt River is about half an hour south of May Pen and over an hour from Kingston.

Little Goat Island

One of two small islands in the north of the Portland Bight, which create Galleon Harbour between themselves and the Hellshire Hills.  They are covered in dry limestone forest similar to the Hellshire Hills.

There is evidence that there was a Taino Village on the island at the time of the Spanish administration. 

The PBPA Management Plan seeks to develop a recreation area on the island utilising the sandy beaches and the scope for tours of nearby Great Goat Island National Nature reserve, a tour of a reconstructed Taino village and a small museum on the site of the former US Naval base.

 However, one of the key markets for this development was seen to be the return of the cruise ship business to Kingston because of the redevelopment of Port Royal as an international standard visitor attraction.  Since the decision has been taken at the beginning of 2002 to scale back on the size and phase the construction of this project, the viability of the Little Goat Island has been severely reduced, leading to its removal from the programme of the SCSDP Feasibility Study.

The island would be accessible to visitors by boat from Old Harbour or from the Hellshire coast, or cruise boats at Port Royal in the longer term.

Bluefields

In 1991, Roderick Ebanks, then Director of Archaeology at the JNHT, identified a Taino archaeological site at Paradise Park, overlooking Bluefields Bay.  Since 1998 further excavations by William Keegan of the University of Florida have established that there are in fact two settlements on the site.  One dates between 650 and 850 AD and the other from 950 to 1500AD.  They are distinguished by the different pottery they produced.

As well as becoming an important training ground for Jamaican archaeologists the site also receives a number of international workers who pay to join the research team each year.

The owner of the Paradise Park, which is a working cattle ranch, is interested in developing a visitor centre to display the findings of the excavations, given that it can be done within the carrying capacity of the site.

3.11.5  Evaluation Criteria

The Terms of Reference also identified the key criteria that should be used in evaluating the development options presented by the four sites.  These were:

· Quality and Range of Taino presence.

· Accessibility.

· Proximity to other attractions.

· Management Capabilities.

In addition at the stage of preparing the Diagnostic Report, an additional criterion was proposed in recognition of the role that such a project could play in the development of new agencies.

	
	Taino Presence
	Accessibility
	Proximity to Attractions
	Management Capabilities
	Institutional Significance

	Canoe Valley
	xx
	x
	xx
	x
	xxx

	Salt River


	xx
	x
	x
	xx
	xxx

	Little Goat Island
	xx
	-
	x
	x
	xx

	Bluefields


	xx
	xxx
	xx
	x
	x

	Bluefields
	xxx
	xxx
	xx
	xxx
	-


Key:

xxx

Strong Asset



xx

Medium Asset



x

Poor Asset



-

Negative Asset

5.11.6  Conclusions of Site Evaluation

Canoe Valley

Although the Valley has only one significant site, being in a cave on the dramatic setting of the escarpment, this would be sufficient to base the Taino story on.   However, the site scores low on accessibility and links with other attractions, while there is no management capacity in the area at present.

The development of a new attraction though could play a key part in the viability of a new protected area agency established for the Canoe Valley.

Salt River

As a representative site for the PBPA there is a strong Taino presence in the vicinity, and this had been recognised in the proposed contents of the Salt River Museum.  Accessibility to the local Jamaican market is better than Canoe Valley, but worse in terms of accessibility to the current tourists on the South Coast.

The site would be one of a range of other tourist facilities with management provided by the delegated protected area agency.

Bluefields

The Taino excavations at Paradise Park offer the greatest potential for the development of a significant new visitor attraction on the South Coast.  With the management experience of the owner and his plans to develop facilities within the carrying capacity of a historically and environmentally sensitive site.

Two Sisters

The UDC are currently out to tender for the redevelopment of the Two Sisters Cave site, where an expansion of the previous Arawak Museum is envisaged.  (More details required).

5.11.7  Overall Conclusions

The history of pre-Columbian Jamaica is an important element of the country’s heritage and one that features strongly in the educational curriculum.  It is also a theme with strong tourist interest and potential if presented in an informative and stimulating way.  

The Institute of Jamaica has recently re-opened the White Marl Taino Museum that is already serving a countrywide schools market.   However, further sites presenting the Taino story, either alone or as part of a wider historical story line, are justified and would be supported in principle by the IoJ.

The priority for development should be an interpretive facility at Paradise Park, in support of the excavations taking place there and due to its potential as a major attraction at one end of the Heritage Trail.

Other aspects of the Taino story related to local sites can be incorporated into the proposed/potential museums or visitor centres at Black River, Canoe Valley and Salt River.  Likewise the proposed Taino ‘Museum’ at the Two Sisters Cave by the UDC should be incorporated into the Heritage Trail, and form part of a special Taino Trail which could be developed.

5.11.8 Next Steps for Paradise Park

A scoping study is required as the first stage in the development of a Taino Museum at Paradise Park.  The brief should extend to cover:

ag)  a review of the Taino Story, in Jamaica, the South Coast and at Paradise Park;

ah)  format storyline based on heritage significance and tourist appeal;

ai)  propose key methods of interpretation e.g. display of artefacts, live digs, reconstruction of settlement, re-enactment;

aj)  outline product content e.g. visitor orientation centre, museum, excavations, reconstructed site, estate tours;

ak)  estimate visitor attendance based on performance of other heritage attractions in Jamaica and visitor appeal of proposed product;

al)  calculate peak day arrivals and peak hour flows to develop site layout and capacity;

am)  provide outline capital costs and running costs; and

an)  provide outline estimate of viability with indication of funding sources and recommend full feasibility/design study if positive.
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