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Purpose of this this Toolkit

The Northern Periphery and Arctizeaof the European Union (NPA§ home to a range of models

of excellence in literary tourismt incorporates two UNESCO Cities of Literature in Edinburgh,
Scotland and Reykjavik, Iceland and is home to multiple literary icons and Nobel Laureates across
multiple NPA country profilesThe borderland regions of Ireland and Northern Ireland havensgr
literary tourism assets, linked by people and place and spanning both urban and peripheral areas
and in Dumfries and Galloway literary tourism acts as a driver for regeneration and economic
prosperity.

This Toolkit is intended to provide a compreheresguide for participants of the Spdit SME
engagementprogramme; to aid development of literary tourism and tourisnelated enterprises in
the NPA It has been designed wityouthe owner/manager of the SME in minidy take practical
steps to developiterary tourismbusiness concest identify areas for collaboration and innovation,
and maximise awareness to tourists and relevant stakeholdsrsuting a sustainablditerary
tourismbusiness modelvhich will enhance the literary tourism assets in theANregion over time.

How to use the Toolkit

The Toolkit is intended to be used as a resource whigiports the Spotit SME engagement
programme. It provides information, exerciseshecklistsand examples of good practice in literary
tourism developmat within the NPAregion, to help you tobuild sustainable business models for
LTin your destination

This is provided via a stdpy-step approach to:

A Understanding the LT and cultural tourism landscape

A Understanding the key challenges facing new business development fditerary tourism.

>

Developing a strategyto sustain yourbusinessidea.

>

Understanding visitor motivations

>

Developing innovative LT products/services/experiential offers which take consideration
of visitor expectations.

>

Integrating new products and services into the local and national tourism infrastructure.
A Maximising your potential to reach new audiences/markets

A Crealting partnerships and alliances with other cultural / LT providers and the wider
tourism sector locally, nationally and internationally across the NPA

A Evaluating your business success

1The Spot=lit SME Engagement Programme is a programme designed to assist, small and medium sized enterprises develop new
approaches to literary tourism across the NPA region. Where micro enterprises are those with up to 10 employees and Bidées are
with 10z 250 employees.
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About Spot-lit

Spotlit aims to grow the literary tourism sector in tiPA region by supporting the organisations
and businesses in this culturally rich region to grow, collaborate and better engage audiences
together. The project will run fro®ctober 2018intil September 2021.

Spotlit will enhance the capacity of thaterary Tourism sector in the NPA by:

Developing new Literary Tourism assets which respond to emerging literary a
cultural consumer needs.

Optimising shared learning and evidence of successful approaches to literar
tourism development from mature citgnarkets and best practice models,
towards realising literary tourism development potential in peripheral areas.

Demonstrating the greater economic impact of an integrated cultural tourism
product over projects developed in national isolation.

Developinga framework for involvement of SMEs in realising literary tourism
development potential.

Maximising potential for inteiconnectivity in the region through thematic place
based responses to literary tourism.

Developing a shared narrative for literaigurism and inclusion of literary touris
in the wider tourism policy agenda and in tourism promotion.

Addressing the need for shared development and marketing of existing Litera
Tourism assets.

Leveraging digital platforms and technologies to increaggbility of the sector
to defined market segments.

Spotlit addresses the need for shared marketing of existing plbased literary tourism assets and
assistance in the development of new ones, with more effective promotion and development of
theseassets and sharing learning across the partner countries, the ultimate aim being the
coherence and development of a new cultural tourism products and services for peripheral regions
of the NPA delivered in association with local small, medisized (SMEsand micro enterprises,
and which deliver economic impact both in individual partner areas and across the NPA region.
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TheSpot-lit project partners include:

A Irish Central & Border Area Network (ICBAN), Northern Irelan(lLead Partner)
A Arts Over Borders (AOB) Northern Ireland

A Western Development Commission (WDC), Ireland

A Kajaani University of Applied Sciences (KAMK), Finland

A Lapland University of Applied Sciences (Lapland UAS), Iceland

A Regional Council of Kainuu (RCK), Finland

A Wigtown Festival Company (WFC), Scotland

AssociatePartners:

A UNESCO City of Literature, Reykjavik, Iceland
A UNESCO City of Literature, Edinburgh, Scotland

Why develop literary tourism in the NPA region?

The Northern Periphery Area (NPA) of Europe is home to many wabalsk literary icons, an
abundance of literary places and a rich literary heritage. Current low levels of jomederary
Tourism activity in the NPA make it a sector ripe for developtnen

National tourism development bodiesupport the development of cultural tourism through a range
of services which generally includes; research and statistics for visitor attitudes to culture, profile
and numbers of cultural and incidental tourists tigj specific locations, regions and attractions,
growth trends for tourism development, supports to assist tourism development at national,
regional and local level.

Across the NPA different approaches have been taken to the development of literangitour

Some areas specifically Scotlandd Icelanchave developed core propositions for visitors around

their literary heritage and contemporary literary culture, with both Edinburgh and Reykjavik holding
the title of UNESCO City of Literature. Outsidetioése cites in more rural areas in the NPA a
patchwork of provision of literary tourism assets exists ranging from literary tours and trails, places
associated with literary icons, buildings and landscapes connected to the lives or work of writers etc.

It is in these spacesnd places thahew approaches to literary tourism are being designed and
developed.Learning from these models will assist development of the literary tourism potential of
the Spotlit partnercountriesand across and beyond the NRAdprovide guidance for

development ofnew and innovative literary tourismropositions.
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Literary and cultural tourism

Cultural tourism is a term which generally refers to activity centred
on arts events, artistic performances, festivals, museums, art
galleries, traditional culture and heritage attractions of destinations
in both urban and rural areas.

Literary
Culture,includingliterary culture, isncreasingly used to promote - c
destinations, enhancing their competitiveness and attractiveness t tourism is
visitors and leveraging the profile of a region as a global destinatic when a reader
According to the European Commission it is estimated that calkur
tourism accounts for 40% of all European tourism witbut of 10 becomes a
tourists choosing their destination based on its cultural offering tourist

(European Union, 2019)

Literary Tourism is a subset of cultural tourism that responds to
the needs of tourists looking to engage in unique and authentic
literary -related experiences; oftentimes in locations with a
OPAAEZEA 1 EOAOAOU EAOEOACAR A
inspiration for a literary work.

In recent times the literary tatism sector haslevelopedinkages
xEOE AOAAOQOEOA O1 OOEOI Asg8s [EE]
3AT O ATAT. 1 OOEAOT ) OAl AgRénig), $ A
architecture (Knut HamsunHamsun Centre, Norway visited for

architectural appeal as well as iassociation with the author) or a visitor, led
mythology and oral traditions transcribed to literature (e.g.dto ) )
Derravarraghy Children of Lir etc). It is considered that places by their desire

associated with authors are more likely to endure as these are keg .
Al EOA A Us workBusby,Q®® A O 8 1D EHIPEmEEE

Literary Placesare daces(landscapes or specific town, cities etc) more of what

associated with literature and specifically authors have grown in a p|ace has to
popularity withDublin andEdinburgh, both UNESCO Cities of .
Literaturedrawing on their literay heritageto develop a new offer in
narrative to contemporary literature and literary tourism. relation to
Literary places create reference points for the literary visitor, their love of
evoking emotional responses, memories and meaning for the th itt
location. € wnten
word

Theycan be tourist attractions in and of themselves or form part of
wider literary, trail, region or tourism offerg. Such placesre
viewed asultural and literary tourism destinations ama@n be
valuableassets to rural communities in particular (eWiild Atlantic
Wayz W.B. YeatsSamuel Becketg Northern Ireland Moat Brae,
Dumfries, Scotlanjl



Literary Trailshave been developed in many locatidmsth rural and urbanyith many instances
located in cities referencing places where authors, pdetge lived or related elements within their
works. Such trails generally take the form of walking trails arah be developed as either guided
tours orself-guidedthrough downloadable apps, GPS references, virtual and augmented reality
experiences for had-held devices and mobile phones.

Literary Festivalshave also grown in appeal and have expanded over time to deliver experiences
beyond the literature which promoted its original creation. Thésstivals ardinked to the arts and
contemporary cultureof a specifidocation, amplifying the literary, artistic and cultural profile ofie
destination

Such festivalsare not confined to citiebeing equally significant in more rural locatioasd in some
cases providing a catalyst for regeneration thréugulture. Examples of excellence in literary
festivalsin the NPA region include the Clirt International Literature Festival, Ireland; Burns Night,
Scotland; Happy Days Beckett Festival, Northern Ireland, andAfiggown Book Festival, Dumfries
and Gallevay, Scotland

Literary festivals providing a call to action for both the literamptivated and cultural visitor to
choose a location at a particular point in the calendar yeavever thepotential for increamg
literary tourismto a location from a lgraryfestiva requirespartnership between stakeholders,
working to ensure their impact can be felt beyond tbaration of the festival itselfinto the wider
tourism season.
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Who is the literary tourist?

Broadly speaking literary tourism can be broken down into two categories:

(a) Themotivated or inspired literary tourist is one who isirawn to a location for a specific
reason, which may be an association of the destination with an author, etc inteigsiiterary,
artistic, a festival etcand for whom the experience of the location and its literary community.

(b) Theincidental tourist those who respond to the cultural offer available to them within their
chosen destination. E.g. those who engageirtural / literary experiences in destination rather
than specifically choosing a destination for that purpose

The motivated tourist isooking to immerse themselves in thigerary heritageof their chosen
destination. The cultural fabric of the destation is an integral part of thedestinationchoice A
ADI 6O60AT O OAIL ThlincideftalBolrita ddie likel® to €28 6nd to what is available
to them within their chosen destination as opposed to choosing the destination specifically for its
cultural or literary activity.

Research has shown that with rising education levels literary and spetet$t tourists, seek
engagement in new and deep cultural experiences including, innovative programming, creativity
and living culture and they will travel to find these attractions.

Every tourist makes individual choices in terms of their motivationtfavelling, whether it be
specific literary interest, the needs of the party with whom they are travelling, what your
destination has to offer, their budget etdJnderstanding how they make these choices will assist
you in marketing your location and gduct / service to them and increase your potential to attract
them.

Who is the literary
tourist?

The literary tourist is a person who has a specific interest
in literature (enthusiast / motivated tourist) and seeks to
visit places associated with authors, poets, playwrights
etc. and/or places that are connected to their writing —
e.g. the setting for a novel etc.

They tend to be people who research their destination
before travel and who are interested in experiencing an
immersive and authentic experiences during their visit.

They enjoy contemporary literature, getting up close to
authors via literary festivals, events, symposia etc.

They will remain longer in a destination and have a
higher discretionary spend.




Analysing the profile of tourists currently visiting your region, city, town etc is
a useful process. Doing this work offers you:

A A greater understanding of the type of tourist your region currently
attracts.

A Insights into why they chose to visit and what else might interest
them while in your location. Knowing this will help you align your
product / service to their needs.

A Information about how they found out about your location and what
it had to offer, providing you with a deeperunderstanding of the
most effective ways to reach your potential customers.

Think about how you might attract visitors to your business from the wider area.

Can you attract those who travel to yodestination for reasons other than literary pursuits? for
example, forother cultural eventssports, leisure or business travel&re there opportunities for
you to create links with the local literary or cultural community to develop events, packaffess o
which will address their buying needs?

V& SEEEXERCISEL: IDENTIFYING YOUR TARET CUSTOMERS

Profile of the motivated cultural tourist

V Those seeking culture as a way of life

V Those drawn to a location for a specific cultural event, festival, activity, attraction,
landscape etc.

V Those seeking authentic experiences and expressions of cultural heritage which rel
people and place (traditions, values etc.)

V Those looking to b@nmersed in a location where culture is a component diting
culture, living tradition

V Those interested in both traditional and contemporary culture

V Those looking to reflect elements of their own lifestyle in another location




Collecting customerdata

Successful businesses rely on good customer information to make informed choices about their
business. @ have an impact on tourist numbers, an emphasis needs to be placed on the collection
of relevant and comprehensive customer informatithrat relates to how people make their travel
choices.

Forbusinessesvith ticket-based product (e.g. events, festivals) théooking system isheir
lifeblood. Ensuring effective datollection during the booking procegsovidesinsights into
customer buyimg patterns, trends in the marketplace and ultimately in buildlagal customersand
developing newones. A good business regularly reflenthether it is collecting the information it
needs to grow its customer bas@he deeper your understanding of yovisitorprofile the more
likely you are to attract them to what you have to offer.

When collecting customer dataneompassing fields relating to nelecal customers within your
booking systenprovides you with additional information about international consumer buying
patterns which may differ greatly from those of domestic audiences, allowing you to build effective
marketing and awareness for each defined customer segment as required over filme table

below outlines the type of information whidl useful for organisations to capture at time sdile.

Purpose Visitor profile Information to capture

Tracking nodocal | International and domestic ~ What is the duration otheir stay in your
audienceg visitors location?

Are they visiting specifically for your business

an event, festival etc?

Tracking ticket sale| Non-local audiences Percentage of tickets sold to nelocal

customers

Tracking ticket sales relating to specific event

activities etc.

Audience developmer International and domestic Percentage of new audiences who are non
and retention| visitors local

Percentage of repeat notocal audiences

Average party size

Advance booking International and domestic ~ Percenage of sales in advance of visit

visitors Percentage of sales while in destination

Website traffic tracking Non-local audiences Number of website visitors

Number of new visitors to the website
Number of website visitors from your

1 TAAOEI 1 60 thukidmm | AOEA:!
Number of visitors motivated by literary
specific information
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Methods for collecting customer information

Booking system databases

Onsite surveys (during events, after experiences etc)
Online surveys (pre and post purchase)
Emailcommunications (post experience)

Registration for free events, workshops etc

Website visits and landing pages

Online registration and sign up to ezines

Friends programmes

Online competitions

<K < < K K K K< < <K <

Marketing campaigns

Collecting feedback from younaliences is an excellent way of developing a closer relationship with
them and thus building the likelihoodf a return visito your businessCapturing this information
helpsyourecognise methods for successful income generation for your busiasssssthe
customerexperience anénalyse theibehaviour patterns during their visit.

Having access to good customer data will enable you to develop targeted marketing campaigns to
defined market segmentsThe more focused your approach to your market, there likely you are

to achieve succesdt pays dividends when you apeeatingtargeted campaigns for specific events
products,experiences allowingou to clearly identify your key markets, look at patterns of vikio
buyingyour product serviceas well as helping you to create meaningful messagedfiese target
customersonline and offline. It also helps in buildingelationships with associationandspecial
interest groups foliterary tourism, who Are looking for what you have to offer andrcakely
providesrepeatcustom for your business.

General Data Protection Regulations

With the advent otronger rules on data protection througRegulation(EU) 2016/679 of the
European Parliament and of the European Council, the new General Datacikon Regulation
(GDPR) regulates the processing byimdividual, a company or an organisatiohpersonal
datarelating toindividualsin the EU.(European Commission, 2016)eaning that people have

more control over usef their personal data and that businesses benefit from a level playing field in
relation to the collection and management of data.

The application of the data protection regulation does not depend on the size of the business but
rather on the nature ots activities; therefore application of GDPR applies to SMEs and micro
enterprises, however the keeping of records relating to data processing is related directly to the
nature of the business and in some instances SMEs and microenterprises do not rikeegto

OAAT OAO O11 AOO POT AAOOET ¢ 1T £ PAOOIT AT AAOA EO
and freedoms, or concerns sensitive data or criminal recortigormation relating to the

application of rules relating to GDPR is availablevatw.europa.eu/info/law/reform/dateprotection
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The importanceof your business to literary tourism

According to theOECD(OECD, 2009ultural, and within that literary, tourism has an impact on
repeat visitors to a destination and specifically those who plan their visits in advance in order to

attend a preorganised event, festival etc. Thefore, it makes good sense to include the needs of

these tourists when developing your LT offer for your customer. This research shows that cultural
tourists are more likely to stay longer in a destination to take advantage of other recreational
activities during their visit, thus spending more in the local economy and the surrounding region.

What your business and others in the literary and cultural sector offers to tourists is therefore
important to the development and sustainability of tourism in yarea. The development of a
comprehensive offer around a specific cultural fogusg. writer, literary tradition, location in
which a book has been set etc. positioned alongside the traditional tourism proposition for a region,
provides the tourist witha range of opportunities to involve themselves in different pursuits during
their stay and maximises the potential for them to stay for a longer period of time.

Trends in tourism transport in the OEGQDECD, 2016&rea show air and road travel as the

dominant modes of transportwith major transport hubs (including cruise terminals and large

airports) playing and increasingly large role in facilitating connectivitiie creation of thematic
tourist travel for exanple,where the transport element is embedded into the appehthe product
(e.qg. literary driving trailg places in landscapes connected via driving routes, integrated signage
etc) is noted as being a factor for the stimulation and development of tauspread within a
region. It also dentifies the growth of the sharing economy as being particularly evident in the
tourism sector with information shared across digital platforms and accessible on a range of mobile
devices and cultural shifts in consembehaviours

OAT 1 600iI Aod | AOAQq ET AOAAO
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Literary tourism can8 8

Assist you in attracting
new and building loyal
customers

Provide you with valuable
customer information
and insights

E
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Help you devleop new
products and services i

your region

Devleop awareness of
your destination to non
local audiences

Add value to the existing
tourism offer in your
region

Assist you in building
partnerships and
collaborating to respond

to customer needs
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Developing a microenterprise or small business in the tourism sector

When developing a new enterprise you need to consider a number of elements including; planning,
resourcing, financing, marketingconnectivity with wider tourism industrgtc; however, success of
individud businesses lies primarily in development of a clear understanding of why the business
existsz what it is trying to achieve and for whorin essence building a strategy for success.

When developing your business consider the following:

A What is mylour passion for developing the businessWhy am I/are we creating
this business?

A What am Vare wegood at now and what do Iwe intend to be bestwhen we are
up and running?

A Is my/our idea economically viableand sustainable?

These elements should work in haomy and in equal measure for business sustainability.

Your lusiness strategy

SEEEXERCISE2: DEVELOPING YOURBUSINESSACTIONPLAN
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