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Preface

In our journeys around the world over the past number of years, we have been continually amazed that cultural tourism and cultural heritage management (CHM) operate as parallel activities in most places, with remarkably little dialogue between the two. This fact remains even though CHM professionals and the tourism industry have mutual interests in the management, conservation, and presentation of cultural and heritage assets. Instead of working together to produce truly outstanding products, this historic isolation results in cultural tourism that is poorly provided for and executed.

The result is many lost opportunities to provide quality visitor experiences while managing rare and fragile resources in a socially, environmentally, and ethically responsible and sustainable manner. Sometimes, this loss results in some (and we stress some) unscrupulous tourism operators exploiting local cultures and heritage assets for their own personal gain, while providing little in return for the host or the continuing care of the assets. Likewise, some cultural heritage managers have a deep hatred of tourism and do whatever they can to thwart it. In these situations, tourists also lose, as visitor experiences are often well below their expectations. Finally, if the assets and host are no longer able to support a quality tourism experience and meet visitors’ expectations, those visitors go elsewhere.

In most cases, though, the underperformance of many cultural tourism activities can be attributed to a lack of awareness and naiveté about each sector. We have seen far too many cases in which well-meaning cultural heritage managers have struggled with the roles of manager and promoter of cultural tourism attractions when they have assumed or have had those roles thrust upon them. On the other hand, we have seen far too many tour operators and tourism marketers show incredible cultural insensitivity about local cultural and heritage assets—again, mostly out of naiveté. We have also witnessed far too many tourists acting in inappropriate ways, again not out of malevolence, but largely because either they are responding to signals given to them by the tourism industry about accepted behavior or they have not been informed about how to act otherwise.

We have written this book in an attempt to bridge the gap between cultural heritage management and tourism. The book has been conceived so that professionals and students from each field of study can read it and gain better understandings of the roles of their own discipline in cultural tourism management and of the needs, interests, and values that drive the other discipline. Most important, it outlines how tourism and cultural heritage management can work in partnership to achieve mutual benefits.

In a very real sense, the book represents a marriage of tourism and cultural heritage management. The book adopts both tourism marketing and cultural heritage management perspectives and includes our observations of what actually happens at many cultural sites as well as theory. Bob McKercher has devoted much of his professional life to tourism, first in an operational role and more recently as an academic. Hilary du Cros has devoted most of her professional life to cultural heritage management, as the owner of one of Australia’s leading consulting archaeology and heritage management firms and more recently as an academic. Together, over the past decade, we have also devoted much of our lives to understanding each others’ unique perspectives in these fields. For each of us, this book represents both vocation and our avocation.
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Introduction

Cultural tourism is arguably the oldest of the “new” tourism phenomena. People have been traveling for what we now call cultural tourism reasons since the days of the Romans; it is just that they were never recognized as being a discrete group of travelers before. Visiting historic sites, cultural landmarks, attending special events and festivals, or visiting museums have always been a part of the total tourism experience. Indeed, all travel involves a cultural element. By its very nature, the art of traveling removes tourists from their home culture and places them temporarily in a different cultural milieu, whether in an adjacent city or in a village halfway around the world. But cultural tourism is seen as offering something more or different both to the tourist and the community that hosts the tourist.

Cultural tourism began to be recognized as a distinct product category 
in the late 1970s when tourism marketers and tourism researchers realized that some people traveled specifically to gain a deeper understanding of the culture or heritage of a destination (Tighe 1986). Initially, it was regarded as a specialized, niche activity that was thought to be pursued by a small number of better educated, more affluent tourists who were looking for something other than the standard sand, sun, and sea holiday. It is only since the fragmentation of the mass market in the 1990s that cultural tourism has been recognized for what it is: a high-profile, mass-market activity. Depending on the source and the destination, between 35 and 70 percent of international travelers are now considered cultural tourists (Richards 1996c; Antolovic 1999). Based on these figures, as many as 240 million international journeys annually involve some element of cultural tourism. Today, arguably, cultural tourism has superseded ecotourism as the trendy tourism buzzword. It is not surprising, then, that destinations are clamoring to get on the proverbial cultural tourism bandwagon by promoting their cultural or heritage assets for tourist consumption, often without due consideration of the impact that tourism may have on them.

Cultural tourism did not go unnoticed by the cultural heritage management sector either. In fact, the growth of cultural tourism coincided with the emergence of a broader societywide appreciation of the need to protect and conserve our dwindling cultural and heritage assets. However, cultural tourism was seen as a double-edged sword by the cultural heritage management community. On the one hand, increased demand by tourists provided a powerful political and economic justification to expand conservation activities. On the other hand, increased visitation, overuse, inappropriate use, and the commodification of the same assets without regard for their cultural values posed a real threat to the integrity—and in extreme cases, to the very survival—of these assets. At about the same time, then, cultural heritage management advocates began to promulgate policies to protect cultural values from inappropriate tourism uses (International Council on Monuments and Sites [ICOMOS] 1976).

Thus began the parallel yet largely independent evolution of cultural tourism as both a product and cultural heritage management issue. To a large extent, both sectors still operate in parallel, with little real evidence being shown of true partnerships forming between them. But cultural tourism can, could, and should achieve both cultural heritage management (learning about conservation of cultural heritage assets) and tourism management (market appeal, commercial viability of products) objectives. In theory, this aim is supported widely by both sectors. In practice, though, the achievement of this dual objective has proven elusive, as the pursuit of one objective has often been regarded as being inimical with the attainment of the other (Berry 1994; Boniface 1998; Jacobs and Gale 1994; Jansen-Verbeke 1998). Instead, in many instances one element has been sacrificed or traded off. Tourism values are compromised to ensure that the cultural integrity of assets is maintained or that cultural values are not compromised for tourism gain. The resulting “rural tourism sector operates at a suboptimal level, failing to achieve either its tourism or cultural heritage management potential fully.

Sustainability can occur only when the practice of trading off one set of values for another ceases and, instead, tourism and cultural heritage management interests work toward the achievement of common goals. This task is complicated by the historic lack of understanding of the role each plays and is reflected in the sentiment that both sectors work toward different and mutually incompatible goals. Other than sharing the same assets, they often feel they have little else in common. Each sector has a different disciplinary focus and mandate, serves a different role in society, has different political overlords, and is accountable to different stakeholder groups. The end product is ignorance, often leading to suspicion of the other’s motives. This book seeks to dispel some of that ignorance and foster greater understanding of the mutual interests that tourism and cultural heritage management have in cultural tourism.

DEFINING CULTURAL TOURISM

What is cultural tourism? This seemingly simple question is actually very difficult to answer because there are almost as many definitions or variations of definitions of cultural tourism as there are cultural tourists. The American chapter of ICOMOS, the International Council on Monuments and Sites, observed that “cultural tourism as a name means many things to many people and herein lies its strength and its weakness” (USICOMOS 1996: 17). A number of definitions of cultural tourism were reviewed when preparing this text that support this assertion. They fell into four broad categories: tourism derived, motivational, experiential, and operational.

Perhaps this diversity is to be expected given the emerging nature of the sector and the diversity of “products and/or experiences that constitute cultural tourism. Moreover, people will shape their definition of an amorphous concept to suit their own needs. Some of the definitions are comprehensive while others are clearly narrow and self-serving. Politically oriented definitions of cultural tourism tend to be as inclusive as possible to show the level of consumer interest and thus provide further justification for investment in cultural heritage management activities. Likewise, the undercurrent of many marketing-oriented definitions is to strive for greater allocation of marketing resources to the sector. On the other hand, definitions that academics seek to position those activities to focus on one or a narrow set of activities and, by extension, position others as being peripheral to true cultural tourism.



