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Abstract

This paper will address the need to develop partnerships to underpin the successful and sustainable development of cultural and heritage tourism. It will begin with a resumé of some of the evidence about why culture and heritage is now widely seen to be an essential part of tourism.  Within the context of  globalisation, regional cultures are increasingly pressured but become more important in making a distinctive offer to the tourist markets. However it is not always a straightforward issue as selections of what to present often conceal contestations of cultural values and heritage traditions. Exploring the range of cultures and the nature of heritages demonstrates that cultural and heritage tourism brings together a complex set of actors. The dynamics of development are impossible for any one person, group or agency to control. The touristic offers that destinations will need to promote necessitate bringing together a wide range of stakeholders. This in turn focuses the challenge on partnership building, capacity building and the embedding of the partnership in the local civil society.

Tourism, Cultures and Heritages: 

Developing partnerships for a sustainable future

This paper is shaped by a commitment to sustainable community tourism that makes the most of local cultures and heritages. It will take you on a journey through a set of arguments that may convince you that this is an approach that should be more widely adopted, through the creation of tourism partnerships which explicitly recognise the challenges of working with cultures and heritages. There are references to research that documents the points advanced, but which it is impossible to fully develop here. You will also find arguments about the ways in which cultures and heritages are presented and represented within the touristic offers.

We will begin by locating the nature of tourism and the roles of cultures and heritages within the touristic offers. This will be followed by an example of contested heritages that inform a touristic offer.  We will then move on to the arguments for developing and sustaining partnerships. There will be another brief example from the North West of England, before we turn to identifying the key success factors of partnership development. Finally the conclusion will address the issues of sustainability within tourism.

Tourism is a growing industry both in terms of its size and its complexity. We are told by both the World Travel and Tourism Council and the UN World Tourism Organisation that we work in the largest industry in the world or the one that soon will be. The recent Travel and Tourism Summit (Dubai, April, 2008) organised by the WTTC was told that 2007 had witnessed “the fourth consecutive year of healthy growth, in fact, since 2004, the annual increase in travel and tourism economy GDP has averaged 4% in real terms”. (WTTC, 2008: 3) There are figures for world growth and even more spectacular ones for regional growth that demonstrate a steady and untroubled increase of anywhere between 5 and 20% by 2010. This growth is taking place in a global market, both in terms of where tourists might come from and go to and in the sense that there is a globalisation of touristic expectations. We are – in general – becoming more experienced and more demanding travellers with increasing expectations of how we travel and where we travel to. These touristic cultures are fundamental in shaping the policy and planning of tourism as they directly impact on the levels of satisfaction and attraction that destinations can construct. 

Tourism is a complex package of goods and services that come together through the actions of entrepreneurs, planners, service providers and tourists. Tourism is not a single core industry but draws in many varied sectors including travel operators, accommodation providers, hospitality providers and attraction owners to define its own system. What we are concerned with here is how that system can work with local cultures and heritages to develop a sustainable tourism offer. It means that cultural and heritage entrepreneurs have to be aware of and responsive to the needs of the tourist and the system that supports the tourists.

The motivation for tourism planners is clear. The research suggests that cultural tourists are better educated, stay longer and spend more than any other category of tourists, except for business tourists. (Richards, 2007) Moreover they are looking for greater depth in their experience and seeking some greater understanding of the destinations they are visiting. (ETC, 2005) However what we also see in the Twenty First Century is that destinations are seeking ways to establish a credible and desirable difference from other competing destinations in order to attract the tourists. In the increasingly globalised world of tourism, one way of establishing this attractive difference is through an emphasis on local cultures. Cultures are no longer to be segmented for a niche market that serves only cultural tourists but they are an integral part of the positioning and repositioning of the destination’s image. The symbolic aspects of cultures and heritages are particularly susceptible to being drawn into and upon for the development of the destination image. It is important to recognise that the tourism system embodies both tangible and intangible elements of products and services within the touristic offers. We deal in a world which is imagined (think about the planning before a trip is made and what sorts of information are used within the tourism decision making process), then becomes ‘real’ (as the tourists consume the offer with greater or lesser degrees of satisfaction in their chosen destinations) and subsequently becomes re-imagined (as the tourists re-present their experiences to others who may or may not have their own direct experiences of the destinations).

My own background in cultural tourism began with an involvement with UNESCO and the early discussions on sustainable tourism. Those discussions focussed on the more tangible aspects of sustainability – the economic and the environment, finding the socio-cultural aspect more difficult to deal with. There was no simple metric for culture to work alongside economic multiplier, environmental impact assessment and carrying capacities. This is precisely because our heritages and our cultures are not something distinct and remote from our lives but are a real and integrated part of those experiences, generating our understandings of the present as they carry information about our pasts.

Heritage is a complex construct. It has a complex set of presentations and representations. A useful way of attempting to give some rigour to our understanding of heritages is to think through three levels of heritage manifestations. These can be thought of as heritage structures, heritage cultures and heritage biographies.

· Heritage structures are those institutions and beliefs that cannot be changed or give the impression that they cannot be changed. They are the cornerstones of our understanding of our heritages. The term includes both tangible and intangible representations – for instance, when you think of England you see, perhaps, red telephone booths, black taxis and policemen (they are always men in these images) in pointy hats. None of these are necessarily permanent but they have such fixity as cultural icons that it is difficult to convince visitors that the shiny silver things with telephones are actually telephone boxes (and the spread of the mobile phone could still see the end of the public call box in a very short time). Equally the sight of police in the tall helmet is becoming increasingly rare – they make too good a target and were much prized trophies.

· Heritage cultures – this refers to the cultural expressions of our heritages and how we learn to know our heritages. There are a range of cultural expressions that we come into contact with during our lives (and there are some that have greater impact on us than others!). These are the cultures which we are introduced to through our schooling and are a shaping factor in how we position ourselves

· Heritage biographies – this is what delivers the complexity to the understandings of heritage. We all negotiate our way through the cultures and heritages of our lives in an individual journey. Our voyage is not free – we are constrained by certain of the structures and cultures, but we make choices in how to travel. The example of someone attempting to settle in Hungary demonstrates these constraints forcefully – even if we do not get beyond a discussion of the spoken and written languages. For some religion provides a structure, for others sports may fulfil the same role in their cultural and even spiritual lives. Exposure to and understanding of different cultural experiences shapes our ability to participate and generate meanings from our lives. We all have our own unique cultural frameworks that allow us to make sense (and nonsense) of the worlds we live in.

Therefore we can see that our understanding of heritages is the result of our knowledge, experience and expectation. Meanings are generated through the interplay of these elements, creating the challenging for the heritage industry and the tourism industry of finding ways of making sense to these different audiences with their different levels of knowledge, experience and interest.

Approaching this from the perspective of the tourist, it is possible to see that they exist in a cultural locus that is generated by the participation in tourism. This touristic culture builds expectations that are felt both by the tourists and by the tourism providers. This common culture of tourism established a context in which operators can manage tourists but it is important to recognise that within this the tourists remain individuals. Meaning is generated by interaction with the sense of heritage constructed by the destination, itself a product of local cultures and heritage cultures. This process is a complex interplay generating different levels of understanding within the audiences.


[image: image3]
Understanding legends and heritage biographies

Robin Hood is a classic English legend with variants of the tale dating back to the first records of the outlaw folktales. He is an important figure also for demonstrating the contestation of heritage. It is clear in the legend that Robin lived in the Forest of Sherwood, now taken to refer to the remains of that area still known as Sherwood Forest. Nottingham therefore has a claim to historical ownership but they are reluctant to become a city and county known only for the outlaw. It is clear that the Forest spread into what is now neighbouring Derbyshire – Little John’s grave lies in the church yard in Hathersage in the north of the county. (It was most impressive as this was the church where my cousins were married and made the day bearable for a little boy not overly keen on solemn ceremony – seeing how many strides it took to go from one end of the grave to the other was great fun). But the claims do not end there as Robin was formally known as Robin of Loxley … and Loxley lies in Yorkshire, much closer to Hathersage than to Nottingham. The Sheriff of Nottingham was responsible for all the land up to and including large parts of what is now recognised as Sheffield. Robin’s own grave is said to be in Kirklees in West Yorkshire. For proof of the power of the legend you need to look no further than the name given to the recently developed international airport in South Yorkshire. It is not known as Doncaster but as Robin Hood Airport!

However we all come to know Robin Hood differently, through our biographical introductions to the legend. We hear the stories and make sense of them. We are greatly helped in this now by film and television representations of the character. My own is fixed by the black and white image from the English television series that was shown when I was growing up! For all the claims of Errol Flynn, Sean Connery, Jason Connery, Michael Praed and even Daffy Duck, none have replaced this classical image of Richard Greene for me (not even Kevin Costner).

The most recent attempt to recreate Robin Hood’s Sherwood Forest has proved remarkable accurate the tale preserving the essential image, despite filming the series in Hungary! We can also see these media images positioning the heritage by locating the retelling in particular contexts and for particular audiences. The market segmentation of the audience for the Sean Connery as an aging outlaw is clearly different from that proposed by casting Jason Connery as a young outlaw. The representations also prescribe the way in which come to the legend, outlining the taken for granted assumptions about the characters and their relationships. However it can also be puzzling. The University of Nottingham has a campus in China and it occurred to me to ask some of the Chinese students who had made the trip over to the mother campus what their image of Robin Hood was. It seemed that the translation was at fault when they clearly agreed that Robin Hood was hairy and wore a green hat. The green hat fitted but the hairy description became even more puzzling when they stated with great certainty that Robin was a fox. To them the defining representation was from the Disney cartoon where Robin is, in deed, shown as a cunning fox. So are our heritages interpreted and understood. I never found out whether they were disappointed by the Visitor Centre in Sherwood Forest where there are no foxes in sight.

This example highlights the ways in which cultures and heritages can be appropriated and used (mis-used) in the construction of touristic offers. We need to be aware of how these re-presentations of our cultures and heritages for touristic consumption impact on our own sense of cultural identity. There is a simple check list of questions that can focus our attention on the issues involved:

· What are you willing to sell?

· What are local people willing to sell?

· What are tourists interested in buying?

Answering these questions may leave you in a position to identify what have come to be called the Limits of Acceptable Change. This involves locating the thresholds where the touristic offer becomes unacceptable to the host communities and the tourism promoters (though these thresholds may not be in the same place for the people involved). You may also want to address the question of whom – or what groups – have the power to define/re-define the version of cultures and heritages that are offered to the tourism system (Clarke, 2000).

Theoretical backgrounds: sustainability, tourism partnerships and collaboration 
The sustainability debates began seriously when the World Commission on Environment and Development (WCED) issued the first report on sustainability, entitled ‘‘Our Common Future’’ although it is popularly known as the Brundtland Report (WCED, 1987) which was supported by several international organizations (UNCED, 1992; WTTC, 1996). This attempted to place sustainability at the centre of discussions about development. The WCED (1987:43) defined sustainable development as development that ‘‘meets the needs of the present without compromising the ability of future generations to meet their own needs.’’ Sustainable tourism development was taken to be development that sensitively developed tourism in a region that would protect the social and environmental context for the next generation whilst making a viable return on the investment in tourism in the long term. Choi & Sirakaya (2006:1275) argue that “It has turned into a ‘‘catch-all’’ term, equally embraced by those whose economic and environmental views are otherwise contradictory (Gowdy, 1999; Hall & Lew, 1998).” 

Choi & Sirakaya (2006) advocate what they call sustainable community tourism (SCT), arguing that sustainable development should aim to improve the residents’ quality of life by optimising local economic benefits, by protecting the natural and built environment and providing a high quality experience for visitors (Bramwell & Lane, 1993; Hall & Lew, 1998; McIntyre, 1993; Stabler, 1997; UNCED, 1992). Traditionally, tourism development contains economic, social or socio-cultural and environmental dimensions (Mowforth & Munt, 1998). However, recent debates suggest that SCT development involves even more dimensions. SCT is “comprised of ecological, social, economic, institutional/ political, cultural and technological dimensions at the international, national, regional and local community levels, and within agriculture, tourism, political sciences, economics and ecology (Bossell, 1999; Mowforth & Munt, 1998). These dimensions of SCT are interdependent and mutually reinforcing (Colby, 1989; Reid, 1995; Slocombe, 1993).” (Choi & Sirakaya, 2006:1275) 

Issues of collaboration and partnerships have become key areas in the tourism literature in the past two decades (Getz & Jamal, 1994; Jamal & Getz, 1995, 1997, 2000; Bramwell & Sharman, 1999; Hall, 2000; Parker, 2000; Moisey & McCool, 2001; Ritchie & Crouch, 2003; Getz & Timur, 2005). They have been linked to sustainable tourism (Bramwell & Lane, 1999; Hall, 2000; Selin, 1999) and to integration and participation (Mitchell & Reid, 2001; Tosun, 2000). 

The recognition of numerous problems arising in tourism development due to the lack of co-ordination and cohesion among the vast number of players in the tourism industry has brought with it the need for finding ways of bringing the ‘interested parties’ together. The tourism industry is characterised by a plethora of actors, with different interests and values. It is therefore, an enormous challenge to try and persuade these individuals and organisations to sit down together and work towards a mutually accepted solution. In tourism, the actors can be grouped into the following two broad categories: Interested parties - all those who gain their income directly or indirectly of tourism and those who ensure the quality of the tourism product with their active participation in the provision; and Affected parties - all those who do not benefit from tourism financially but have to endure the impacts of tourism. (Üdülőhelyi igazgatóságok a Balaton régióban – Tanulmány, 2004) Tourism development at local and regional levels aims to widen the range of the interested actors and make as wide a range as possible of the affected parties interested in tourism. 

Gray (1989) differentiates between co-operation, co-ordination and collaboration, all of which describe some form of working on a common problem. “Coordination means formal institutionalized relationships among existing networks of organisations.” (Gray, 1989:15) Cooperation is characterised by “informal trade-offs” (Gray: 1989:15) where no set rules are involved. Gray suggests that both co-operation and co-ordination are often part of the collaboration process “in which those parties with a stake in the problem actively seek a mutually determined solution. They join forces, pool information, knock heads, construct alternative solutions, and forge an agreement.” (1989: xviii) Recognising that this does not capture the possible differences in interest and values of those collaborating, she elaborates the definition so that it allows for the participants to have differing views and stakes: “Collaboration is a process through which parties who see different aspects of a problem can constructively explore their differences and search for solutions that go beyond their own limited vision of what is possible.” (Gray, 1989:5) She argues that there are certain situations where collaboration offers a better framework for tackling the problem than other methods of decision-making, such as where: 

• Several stakeholders have a vested interest in the problems and may be interdependent 

• These stakeholders are not necessarily identified a priori or organized in any systematic way 

• There may be a disparity of power and/or resources for dealing with the problems among the stakeholders 

• Stakeholders may have different level of expertise and different access to information about the problems 

• Differing perspectives on the problems often lead to adversarial relationships among stakeholders (1989:10) 

Based on Gray’s theory, we argue that the advantages of collaboration in tourism can be seen as follows: 

• Improvement in the local people’s attitude towards tourists, 

• Participants are given the chance to have their voices heard, 

• Participants become more interested in tourism, 

• Greater support for tourism-related initiatives, 

• Inequalities based on the power imbalances are reduced, 

• People nearest the problem are involved in inventing the solutions, 

• Improved relationship between the participants. 

To achieve these advantages, the following steps may be necessary: 

• During the preparation of decisions and the actual decision-making the organisational framework of collaboration needs to be established, through a consultation-based tourism partnership involving all the potential interested and affected actors (stakeholders) of the destination. 

• The participants need to be prepared for collaboration. 

A study of the preparedness of stakeholders to participate in tourism planning (Zhang, 2003) was undertaken in the Leshan area of China, the home of a World Heritage Site. The complex study sought to discover how individuals could participate in the planning processes and sought to identify their levels of interest across a range of twenty eight topics. The findings of the study demonstrate that the individuals were prepared to talk about their own areas of interest rather than to address the general concerns of the planning process. This demonstrates the need for capacity building to be addressed and although the experience of centralised governance has been experienced differently in Hungary there is still a strong legacy of belief in centralised forms of governance. 

Aas et al. (2005) however, also highlight the potential disadvantages of collaboration, drawing on the works of other scholars: 

Advantages and Disadvantages of Collaboration 
	Advantages 
	Disadvantages 

	Reduced costs of reconciling conflicts 

(Yuksel et al, 1999) 
	Additional cost (Marien & Pizam, 1997) 

	Pooling resources 

(Bramwell & Lane, 1999) 
	Problems in identifying legitimate 

stakeholders (Reed, 1997) 

	Adheres to the concept of democracy and Agenda 21 thus legitimising activity (WTTC, 1996) 
	Limited capacity of stakeholders to participate 

(de Araujo & Bramwell, 1999)

	Increases equitable outcomes 

(Hall, 2000) 
	Raise expectations unrealistically 

(Gray, 1989) 

	Uses local knowledge and builds capabilities (Healey, 1998) 
	Silent majority may not be heard 

(Tosun, 2000) 


Principles for Making Partnerships Work

The following factors have been shown to be instrumental in developing partnerships which endure and achieve: 

• Accountability: Using agreed, transparent, democratic mechanisms of engagement, position-finding, decision-making, implementation, monitoring and evaluation. Additionally, this entails accountability and commitment of all stakeholders to the process and responsibility for the decisions made, successes and failures.

• Effectiveness: Providing a tool for addressing urgent issues; promoting better decisions by means of wider input; generating recommendations that have broad support; creating commitment through participants identifying with the outcome and thus increasing the likelihood of successful implementation.

• Equity: Levelling the playing field between stakeholder groups whose ‘traditional’ lobbying activities largely depend on their resources and are often imbalanced; applying principles of gender and regional balance; providing equitable access to information.

• Flexibility: Covering a wide spectrum of structures and levels of engagement, depending on issues, participants, linkage into decision-making, timeframe and so on.

• Good governance: Developing the role of stakeholder participation and collaboration in (inter) governmental processes may be either supplementary or complementary and, most importantly, should be based on clear norms and standards.

• Inclusiveness: Allowing all views to be represented increases the legitimacy and credibility of a participatory process.

• Clarity of roles and responsibilities: strengthening the key role-players’ understanding of their relative contribution to the success of participation.

• Empowering: Building on and strengthening capacity and empowerment to ensure all stakeholders can participate meaningfully.

• Learning: Taking a learning approach throughout their design; requiring participants to learn from each other.

• Legitimacy: Requiring democratic, transparent, accountable, equitable processes in their design; and requiring participants to adhere to those principles.

• Ownership: People-centred processes, allowing ownership for decisions, thus increasing chances of successful implementation.

• Participation and engagement: Bringing together the principal players; supporting and challenging all stakeholders to be actively engaged.

• Partnership/cooperative management: Developing partnerships and strengthening networks between stakeholders; addressing conflicting issues;

integrating diverse viewpoints; creating mutual benefits (win–win rather than win–lose situations); developing shared power and responsibilities; creating feedback loops between local, national or international participants and incorporating their views into the decision-making process.

• Societal gains: Creating trust through honouring each participant as contributing a necessary component of the bigger picture; helping participants to overcome stereotypical perceptions and prejudice.

• Strengthening of (inter) governmental institutions: Developing advanced mechanisms of transparent, equitable and legitimate stakeholder participation strengthens institutions in terms of democratic governance and increased ability to address global challenges.

• Transparency: Bringing all relevant stakeholders together in one forum and within an agreed process, with honest open and equitable participation.

• Voices, not votes: It is essential to give a real voice to the various stakeholders and ensure that they are effectively heard and their views carefully considered.

• Tracking effectiveness: Monitoring and evaluating the progress of the stakeholder engagement and making the necessary adjustments if real problems arise.

Celebrating Heritage in the North West

The following example comes from the North West of England – an area defined by the Government for development agency purposes as ranging from Manchester in the south to Cumbria in the north. It is interesting to see the Northwest Regional Development Agency (NWDA) involved here as it is responsible for the sustainable economic development and regeneration of England's North West and has five key priorities: business development, regeneration, skills and employment, infrastructure and image. (For further information: http://www.nwda.co.uk). We would expect to see the hand of English Heritage here but the senior players are more of a surprise. The project has been based in neither tourism nor heritage organisations. Culture Northwest is a thinking, networking and advocacy organisation. Culture Northwest is the Cultural Consortium for England's Northwest, established in 1999 by the Secretary of State for Culture, Media and Sport, and its role is to drive the Regional Cultural Strategy. Culture Northwest's core funding is predominantly provided by the Department for Culture, Media and Sport and the Northwest Regional Development Agency. 

The presentation is a lightly edited version of the press release, issued on the 17th of February 2006, announcing the launch of the new scheme and it is interspersed with quotations from a report published the following year. 

The drive to unlock the tourism potential of the North West's heritage has stepped up a gear with a groundbreaking appointment to the newly created role of heritage tourism executive at Culture Northwest, the body responsible for developing the region's culture, heritage, tourist and sporting assets. 

The position - funded by English Heritage and the Northwest Development Agency (NWDA) in partnership with the Historic Houses Association and the National Trust - is thought to be the first of its kind in the country. The manager will work with local tourist boards to make the region's historic attractions more appealing to visitors, including flagship heritage sites such as Hadrian's Wall. 

HERITAGE IN THE NORTH WEST IS THE REGION'S MOST UNDERPLAYED TOURISM ASSET. HERITAGE IS MORE THAN HISTORY, IT ATTRACTS VISITORS WHO STAY LONGER AND SPEND MORE, CONTRIBUTING SIGNIFICANTLY TO THE GROWTH OF THE NORTH WEST'S ECONOMY. (Culture North West 2007: 3)
The North West's culture and heritage is seen as vital to its economic prospects - heritage tourism alone could be worth as much as £3billion to the region every year. Historic sites are a big draw for visitors. Recent research reveals that 69 per cent of adults visit at least one historic site each year with almost one in five making a trip every month. 

Andrew Backhouse, the post holder, said: "If you live in the North West it is easy to take your heritage for granted. This region is not only a very beautiful place but also an area which helped shaped the world. The Roman city of Chester and the frontier of Hadrian's Wall in Cumbria, the development of the cotton industry in Lancashire, the industrial revolution in Manchester, the rich maritime history of Liverpool - these are all things that make the North West such a historically important region.

Backhouse continued: "My job is to help people realise the potential of these rich and varied heritage assets and get as many people as possible excited about what the North West has to offer. There's some good work already going on, but plenty still to do to make the most of our history." 

As well as working with heritage attractions in the North West he will also be responsible for administering the Heritage Tourism Improvement scheme, which provides grants of up to £30,000 for the owners of historic houses, gardens and buildings to improve their tourist facilities, such as car parks, educational activities, disabled access and toilets. He will also be working with the wider tourism sector to raise the profile of heritage as a visitor attraction. 

The regional director of English Heritage, Henry Owen John, said: "Heritage has a huge contribution to make to tourism - a fact that is perhaps not yet fully appreciated. Andrew's appointment is significant because it is the first time we have grabbed hold of the opportunity as a region. Andrew will be doing a lot of work to build links between the heritage and tourism sectors to make the most of the outstanding historic character of the NW in growing the tourist economy." 

James Berresford, the director of tourism at the NWDA, which provides funding for Culture Northwest, said: "The tourism potential locked in our rich and varied heritage here in the North West is enormous. Our Roman and industrial heritage are two of the region's defining characteristics and Andrew's role will strengthen this reputation and help maximise their potential. Ultimately by delivering a higher quality, more coherent heritage tourism product we will encourage more people to visit the region." 

Libby Raper, chief executive of Culture Northwest, added: "Our heritage is one of the cornerstones of our culture and tourism offering. At Culture Northwest, we are excited to be working with English Heritage and the Northwest Regional Development Agency and appointing Andrew in this innovative partnership post which will drive forward the opportunities for heritage tourism in the region." 

The idea of partnership working is one that has come to be recognised as a basis of best practice in tourism development. It is even more necessary here to bring together the diverse and often unrelated practitioners to develop the full potential of heritage tourism offers. The more people come together in the preparation and development of the offers, the greater chances of success and continued involvement with the project as it develops. The partnership has a clear remit to broaden the accessibility to a range of heritages, both in terms of the types of heritages it works with and the range of audiences it brings to those heritages. This will be a challenge for many have seen heritage as an elite and exclusive sector of the tourism markets. The challenge to make the heritage offer meaningful to a wide range of audiences is a challenge that requires more than a skilled marketing campaign as a fit must be found with previous knowledge, the heritage cultures and biographies of those wider audiences.

Whether we are talking about buildings, rituals or Disney cartoons, it is clear that heritages are precious – the example from the North West clearly casts this sense of value both in cultural and economic terms.

Heritage tourists stay longer and spend more than their leisure counterparts. In fact, they spend between 9 and 40% more.* And with over 2M visitors paying to visit North West heritage sites and a further 8.5M enjoying visits to museums in the region during 2006*, it's no surprise that tourist resources such as www.industrialpowerhouse.co.uk are experiencing thousands of downloads each month.  (Culture North West 2007: 5)
We have to recognise that the two senses of value are important but it is possible in many cases to see which argument is the primary driver in certain initiatives. (Clarke, 2004) Maintaining a respect and commitment to the cultures at the same time as exploiting the heritage assets is a difficult balance, made increasingly difficult as the markets for the cultures and heritages are broadened.
Heritages are public and demand to be shared and celebrated. The connections between the heritages and the peoples who celebrate them are essential in maintaining their vibrancy and the relevance of the relationships inherent in the celebrations. However it must also be noted that heritages are private, with different meanings for different people. This is not a problem that should be addressed by the managers of heritage in terms of finding a single consensus but a diversity and a diffusion that should be reinforced and further celebrated.

Heritages have value, social and economic, for many audiences and it is through tourism that many of those groups come into contact with the heritages that come to have meaning for them. Our challenge is to manage these interactions to ensure that they allow the fullest possible understanding to inspire the experience of the greatest numbers of our visitors. We have to meet them where they are coming from in order to make them comfortable with where we are and with what we have to celebrate. 

Sustainable Partnerships

It is possible to identify a number of key success factors in the development of partnerships that have attempted to develop the touristic offer in a sustainable way. In particular, we would recognise the importance of:

· Mission cultures

· Trust

· Identifying a champion

· Achievement

Mission cultures
This refers to the need to establish the context of the partnership in a way that does not become identified with any single set of identifiable interests. The mission must be focussed at the level of the destination and not the sectoral interests within the destination. The emphasis therefore becomes centred on the process cultures of how the partnership can begin and continue to work positively. This means that output cultures are displaced, as we shall argue achievement is important but what we want to achieve has to be seen as a long term goal defined around the continuous improvement of the destination.  It is therefore about embedding a mission which is shared and recognised as destination wide with a series of actions connected to that vision. No one specific accomplishment could satisfy that target and therefore the partnership is built upon an ongoing and enduring search for a better future. This is important as all stakeholders then commit because of the destination and not only for their own vested interest. It is a question of putting destination interest above short term considerations of personal interest.

Trust

If the partnerships are to be sustainable, it is essential that stakeholders need to recognise and respect each other. There will be multiple and diverse contributions but these must be acknowledged openly within the partnership. Trust has to be earned and secured in the ongoing play of relationships which develop within and around the partnership. Sources of trust come initially from the existing standing, status and expertise of the partners but subsequently they are secured by relational values within the partnership – we identify patterns of who can be trusted and what with as we experience how people behave within the partnership. Openness and honesty are important elements and contribute greatly to the sense of trust within the working of the partnerships.

Champion

Looking at the partnerships that have become successful we can note that they have someone or a group who have taken on the challenge of fronting the partnership publicly. They have become the voice of the partnership. This is not necessarily the same thing as being the organiser or the leader of the partnership, as other people may well be ‘feeding’ the champion their lines. However it is important that there is someone who is seen to raise the issues of the partnerships to a wider audience and ‘champion’ the issues that define the partnership for the destination.

Achievement

Although we have stressed the need for a mission culture for partnerships rather than an output culture, this does not mean that it is not important for partnerships to do anything. In fact it is vital that partnerships have something(s) to declare to their members and to a wider audience. The partnership must be seen as more than a ‘talking shop’, other wise motivation and commitment will fade away. The comment that most clearly marks out successful partnerships from unsuccessful ones is the ability of members to be able to claim that ‘We are better off now than we were a year ago’ or however long ago the partnership was established.  The achievement should not be thought of in terms of the whole – what ever the partnership was established to achieve – as this would return us to a task focus. The process commitment to continuous improvement is only achievable through long term and enduring commitment, but it does not mean that significant achievements cannot be recorded and celebrated along the way. 

Guidelines for creating conditions that encourage public participation

Generally speaking, the conditions required for effective participation processes to take place are:

• Agreed principles for participation. These need to be the subject of early discussion among stakeholders, based on the analysis of previous and existing strategies. They are likely to include the promotion of diversity, equity, representation, transparency, learning, time to consult and inclusiveness;

• A proper understanding of all the strategy stakeholders who have a legitimate interest in the strategy with an appropriate approach to include the more vulnerable and marginalised stakeholders;

• Effective structures and mechanisms that enable stakeholders to participate;

• Appropriate participatory methods for appraising needs and possibilities, dialogue, ranking solutions, forming partnerships, resolving conflicts and reaching conclusions;

• Specific activities and events around which to focus participation;

• A phased approach by beginning modestly, building on existing participation systems, then focusing further participation during each subsequent stage of the processes;

• Adequate resources, skills and time. Effective participation tends to start slowly and requires early investment, although it becomes more cost-effective with time;

• Learning environments. For example, policies and institutions that encourage, manage and reward participation in the planning processes and which allow the participants and professionals to test approaches will support these requirements; 

• Demonstrable results and benefits, especially in the early phases. Stakeholders need to be convinced that their investments of time and other resources will have an impact and a measurable return.

Sustainable futures

The dynamics of development are impossible for any one person, group or agency to control. The touristic offers that destinations will need to promote necessitate bringing together a wide range of stakeholders. This in turn focuses the challenge on partnership building, capacity building and the embedding of the partnership in the local civil society.
There will be an identifiable formal organisation (with clearly identifiable roles and responsibilities, a constitution and a budget). However there will also be an informal organisation that underpins the formal organisation and which makes it possible for the formal organisation to perform. It will be here that the sense of shared responsibility (and possibly even the sense of collective ownership) will emerge. The partnership will have established the basis for recognising that the shared benefits from the promotion of cultures and heritages within the tourism offer are a valuable and valuable part of the destination’s image and offer.

The inclusion of cultures and heritages within the tourism offer consists of a series of complex processes. It begins with the selection of elements of the cultures and heritages of the local communities that are deemed to be attractive enough to present to tourists. This can be an exclusive or an inclusive decision making process but where we are committed to sustainable community tourism there is an imperative to ensure that it is an inclusive decision. What this means in practice is the active engagement of the local communities in the decisions and the actions that follow. It means allowing communities the right to engage with tourism and with tourists – or not – as they decide. Sustainability brings with it a commitment to respect the local communities but also to ensure that these groups have the capacity to engage in these processes in a meaningful way. Civil society must be prepared and engaged in the development processes, with the ultimate right to veto the offer of their cultures to the touristic system. We do not have the right to insist that local peoples sell their heritages to us but we do have the obligation to explore what dynamic contribution of local cultures to tourism and of tourism to local communities can be in a direct and open way with both the tourism suppliers and the local communities. There are positive advantages that can follow from the encounters with tourism but these must be realistically weighed against the negative impacts on cultures, heritages and ways of life that can also stem from those encounters.
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