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Introduction

1.

The issue of raising income from visifors can now involve voluntary payback
schemes. Such schemes, commonly refarred to as VPIs, are not uncommon in
tourism destinafions.

Obtaining money from tourists on a voluntary basis to help maintain services and
facilities used by them during their visit is not a new idea. For many years donation
boxes and honesty boxes have been used at rural car parks, in churches and at
historic sites. These have relied upon the visitor making a conscious decision to
contribute either a suggested sum or an unspecified amount.

“Visitor payback is a term which means the process of visifors
choosing fo give money fo assist the conservation or management
of places they visit. The term refers fo voluntary giving rather than
a compulsory payment such as a local fourist tax. As such, visifors
are able fo gain a sense of well-being from their acfions”.

In recent years there has been a growing body of evidence that tourists are willing
to pay ‘exira’ for good causes and projects that have a direct, positive impact upon
the environment or community where they are staying or visiting. A number of
hotel groups now apply a volunfary opt out charge added to a guests
accomnmeodation bill for a paricular charity. Both Macdonald Hotels and Hilion
Hotels currently apply this approach.

One of the most successful voluntary tourism levies in the UK is managed by the
Tourism and Conservation Partnership in Cumbria but focusing primarily on the
Lake District Nationat Park. In the order of £170,000 will be raised in this way from
180 participaling businesses (and other sources) in this current financial year, the




majority of which is invested in a wide range of local conservation and access
improvement schemes.

If revenue is the sole mofivation in starting a scheme this should not be the case.
Visitor payback is not a get rich quick scheme, nor is it just a fund raising
mechansm. Rather it embodies a symbiotic relationship between place and the
visitor. The non financial benefits are significant.

Background

6.

Over the past 12 months it has become apparent that successful tourism
destinations have direct access to significant sources of funding locally derived
from tourists within their communiies. This funding is generally gathered through
applying a local bed tax and/or a sales tax on top of a nafional or regional tax.
These taxes tend {o be in addition fo central govermnment-colliected VAT.

There has never been a political appetite in Britain to impose such taxes within the
tourism and hospitality industry. Successive UK governments have consistently
rejected calls to generate additional revenues that could be fed back into the
industry. The Scottish Padiament has similany dismissed such ideas.
VisitScotland has also shown litle enthusiasm for any formal schemes of this
nature fearing that it could contribute to perceived higher pricing and poorer vaiue
for money.

The Lyons Inquiry into local govemment spending established by the Office of the
Deputy Prime Minister has presented its Interim Report. The Inquiry has had its
remit extended to look at a review of council funding. There have been several
submissions to the Inquiry advocating the intreduction of a discretionary tourism
tax on serviced accommodation.

In the absence of any formal precept applied on tourists for the benefit of tourism,
a number of destinations have introduced a voluntary payback initiative of some
descripion. These different schemes have all, to varying degrees, proved
successful. Their experiences in managing these schemes provide evidence of
good practice, as well as key lessons to be applied when developing a new
scheme for a destination. This proposal has been informed by this intemational
good praciice.

Leaming from Others: VTI Good Practice

10.

This proposal has been informed by reviews of good pracfice and published
guidance from a number of destinaiions and sources:

® The work of the Toutism & Conservation Parinership based in the Lake
District;

@ A review (August 2005 by Stevens & Associates) of visitor
paybackioluntary levies in 20 areas, including:

¥ Peak District National Park
» BExmoor National Park

¥ Isle of Wight

¥  South Hams District, Devon
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> Suffolk Coast
» Yosemite Association, USA
» Balearic Islands Eco Tax

‘Visitor Payback Schemes: How fo Make Them Work — A guide for tourism
officers’ published by the English Tourism Council (June 2001);

Ashcroft, P and Denman, R 'Visifor Payback’, The Tourism Company
1097;

Tarka Project ‘Visifor Payback Praject 1997 (www.tarka-country.co.uk);

Sustainable Travel & Tourism, ‘Spain’s Balearics Approve Tourist Eco Tax’
(www.sustravel.co);

The Tourism Business Council of South Africa’s one percent voluntary
tourism levy (www.tbesa.org.za) on all accommodation charges;

The hugely successful voluntary Environmental Management Charge in
the Great Barier Reef National Park (Australia) which raises AUS $7m per
annum {www.gbmapa.gov.au);

By far the most important source of information on Voluntary Payback
Initiatives has been the work of Scoit and Chrstie on behalf of the
Countryside Council for Wales. it is enfitted ‘Charging for Conservation:
Visitor Payback’, March 2002 and has idenified the following key issues for
a VPl

1. The Importance / necessity of a ‘feel good’ factor for visitors
participating in visitor payback schemes;

2. The need to directly involve the tourist, environmental and visitor
organisations in a partnership with active dialogue;

3. The current reluctance of business interests to embrace the visitor
payback concept due to its percepfion as a hidden ‘tax’;

4. Significant differences between the preferences of visitor payback
techniques from the visitor {opt in / opt out and donations) and
business focus groups {merchandising and membership);

5. The need for clear aims and objectives in a visitor payback project
pertaining to conservation and visitor involvement {notincome based);

6. The need to present clear, unambiguous information about a
conservation visitor payback project to the visitor;

7. The need fo have a flexible and complementary approach to the use
of visitor payback technigues suiting a chosen technique to the needs
of the tourism industry and visitor preferences with a valid project;

8. The need to channel visitor donations into conservation projects and
not lose them in administrative costs;

9. The need for administration and professionally managed visitor
payback schemes;




10. To develop payback projects that are sustainable in tenms of the
project and the agency administering the scheme;

11. To have a lead organisation that can command legitimacy and public
suppoit.

This report also sets out a femplate for designing a visitor payback
scheme. This is reproduced in full as Appendix 1 to this Discussion
Paper

Raising Money through Visitor Payback Initiatives

11.
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There are six main caltegores or methods of raising money through payback
schemes:

M
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Supplements — Involving adding a small optional supplement to the cost of
accommodation or services usually implemented via a voluntary opt-out
scheme where the visitor is asked if they want the supplement removed from
their bill. This is regarded as the most effective way of raising money.

Percentage of Fees — Although similar to supplements, this does not involve
asking the visitor; it relies on businesses donating an agreed percentage of
fees received for a service or merchandise. This works well for non-
accommodation tourism businesses and other businesses which benefit
either directly or indirectly from visitor spending.

Collection Methods — This involves simple fundraising events or systems
using collection boxes or envelopes in hotels, elc; honesty boxes at car parks
or trails; or similar. These schemes are notoriously poor for raising money.

Corporate Sponsorship — There is significant potenfial and opportunities to
develop specific schemes for pariicular sponsors,

Participation — A growing number of toursts want to parsticipate in
conservation activities whilst on holiday and will pay for the privilege. There is
scope o infroduce such packages.

Membership — Many visitors and, indeed, residents are willing to pay an
annual membership fee to suppott the types of environmental and community
improvements that could take place. In retum they will expect fo receive
regular newsletters and destination information. Although costly and time
consuming to service, this would be a good customer relations exercise.

Merchandising — This can be specifically produced goods or a percentage of
sales.

The key lessons from all the examples of good practice are as follows:

>

>

Keep the scheme as simple as possible;

introduce one method of raising money at first then allow it to evolve, grow
and broaden;

It has to be appealing and straightforward for the visit;




It has to be easy to administer by participating businesses;
information about beneficiary projects has to be available;

Beneficiary projects need to be ideniified and agreed at an early siage;

v ¥V V¥V Vv

Beneficiaty projects have to be real, visible, accessible, achievable and
relevant io:

+ \isilors

« Participating businesses

- Residents

« The destination as a whole

>  Experience suggests that 98% of visitors are prepared to pay in a voluntary
capacity.

Market Research Indicates Consumer Willingness to Pay

13.
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There is an increasing interest amongst consumers to invest in the communities in
which they are visiting. Research published in February by the Stockholm Institute
identified that some of the core mairkets are actually frustrated at not being able o
make a contribution to enhancing the environment. This is supported by a number
of recent research studies. For example, in 2004 the Cairngorms National Park
Authority undertock a survey of visifors. Cne of the key guestions was designed o
{est their atiifudes to the environment and its management. The specific question
on VPl revealed that:

“61%. of fourists are wiling fo donate money fo help local
conservation causes’.

This response is entirely consistent with the findings of a number of other
atfitudinal studies, together with the outcomes of projects which have been
implemented arcund the world. Examples of findings of other studies include:

“63% of all consumers stafed that a well-managed environment was
important when chocsing a UK destination and 76% thought their
stay should benefit local people™.

English Tourism Council, 2004

“80% of Brilish fravellers are prepared fo pay £30 - £70 extra per
fortnight fo book a hofel with a responsible environmental atfifucie”.

Futures Foundation, 2006

“80% of UK holidaymakers say it is important that their hofiday does
not damage their destination’s environment. 75% say it is important
that their holiday benefits the destination”.

MORI, 2000



Aims of Introducing a VPI

15.  The overall purpose is fo establish an efiicient method of operating a voluntary
payback initiative on a long term, sustainable basis following an initial one year
pilot project. The aims of the project will be to:

»  Raise funds from visitors via tourism and other businesses ic maintain and
enhance the appeal of a destination;

¥ Undertake improvements to the envionment as well as its community
facilittes and services, thus benefiting residents and visitors alike;

»  Promoting awareness of sustainable tourism by demonsirating that a
responsible approach can benefit conservation, culture and secure a strong
base for prosperous, local businesses;

»  Provide a coordinated and collective approach that btings together a wide
range of interests in a way that maximises the local benefits from tourism.

The Benefits of a VP

¥ This is a win-win situation; visitor payback is softer and more appealing than
taxes;

> These schemes give tourists and pariicipating businesses a ‘feel good’ factor;

» Theyresuitin real, visible and pracfical improvements on the ground;

» Payback has the potential to tap previously ‘untapped’ sources of funding;

» There are significant, interesting and different PR benefits for parficipating
businesses and the destinations;

¥ Visitors are able to feel involved and can become involved in projects helping
to generate loyally, repeat businesses and higher levels of satisfaction;

» Traditional suspicion and ambivalence between conservation and community
interests and tourism can be dismantied as all parties work together on
projects with shared goals and benefits;

» Creates a strong public statement about sustainable tourism in action.

16.  In order to take full advantage of maximising this income in temms of iax efficiency
and leveraging additional funding (grants, gift aid, sponsorship, etc) this scheme
should:

0] be regarded as social enterprise with charitable intent;

(i) be delivered by an independent trust.

17.  Under these circumstances it would be helpful if a specificaily established Trust

were 1o establish a separate panel to assess and decide what schemes would




18.

qualify for fund support. There will aiso be a specific fund collection, collation and
distribution accounting system for absolute fransparency.

There will be five types of projects capable of recelving support from VPI funds:
» Conservation and access; that

¥ Community cultural and heritage;

» Community leisure and recreation;

¥ Sustainable transport;
>

Public art and enhancement of the public realm.

L everaging Other Funds

19,

A wide range of sources of funding are available to match the contribution of the
VI in supporting local projects. These include:

»  Heritage Lottery Fund

The Big Lottery Fund

Sports Lottery

Arts Lottery

Various trusts and grant-aiding bodies:

Y ¥V ¥V V¥

+ Esmée Fairnbairn Foundation
«  Gulbenkian Foundation
¥»  Sponsorship and relationship marketing that.



Appendix 1

Designing a Visitor Investment Scheme

(Source: ‘Charging for Conservation’ by Institute of Rural Studies, University of
Wales, Aberystwyth, March 2002)

Rationale

This research has demonstrated that there are several techniques availabatle as pari of a
visitor investment scheme. Their success lies ullimately in the way they are implemented
and managed rather than in the use of any one dedicated technique. From detailed
analyses of the case studies and focus groups, a clear picture has emerged of the process
and associafed structures that are required for a successful scheme.

The differences highlighied in the focus groups between the various techniques, in terms
of their desirability do not allow us, with any conviction, o state that one technique is
necessarily better than the next. Therefore, what foliows is a recommended plan for a
visitor investrment scheme (visitor payback). Whilst this might appear prescriptive it
provides best value in terms of resources and outpuis (Figure 2).
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Figure 1 : Recommended Sequence in establishing a visitor investment scheme



Is Visitor investment suitable?

The process illustrated in Figure 2 is applicable at a range of scales; national-regional-
focal. However, the most important issue that needs to be addressed is whether a scheme
should be developed in the first place. This research has demonstrated significant
concems about the utility and wisdom of visitor investment and it is clear that the rationale
for visitor invesiment must be based more on the concepts of parinerships, visitor
safisfaction, environmental awareness and business paticipation than with any motive
towards fund raising or camying out of conservation projects. in this vein it is important for
any individuals/agencies to clarify motives and aspirations hefore commencing a scheme,
if non-financial and process-led oufcomes are desired then a visitor investment scheme is
a viable undertaking. If not, other tools and techniques should be utilised.

Establish Lead body

Once the key decision has been faken it is recommended that there should be a lead
organisation co-ordinating the scheme. Given the importance of a managed process it is
important to have a dedicated project officer to facilitate this. This brings with ita
requirement for core funding. This must be separated from the payback component and it
is recommended that a parinership approach be established to help submit bids to
European, Lottery or Govemment based initiatives.

Establishing the visitor investment infrastructure

A successful scheme depends critically on effecfive and extensive research beforehand. it
is clear from both focus groups that eliciting views of tourist businesses, conservation
organisations and visitor organisations is an essential prerequisite. Understanding the
needs, mofivations and concems of these groups will help unravel the potential of visitor
invesiment and the most suitable techniques to employ in a given area’. This consultation
process should, ideally, be formalised within a strategic partnership linking business,
environment and visitor organisations together. As Figure 2 demonstrates, this parinership
underpins the whole process.

Secure funding

Effective market research costs ime and money. It is important that any parthership uses
funding to contribute towands such research, tapping into grants and other sources of
finance. it is also important that conservation organisations have a range of sustainable

! Different areas within Wales have different tourist infrastructure. This will critically affect the suitabilty and
acceptahility of particular visitor payback technigques.






