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“NAIRN REVISITED”: A Tourism Strategy

(fourth draft – 17 Mar 09)

Executive Summary

Introduction/Background

1.  Tourism was an integral element in the creation and development of Nairn, but has declined since the Victorian era and especially in the last 2-3 decades, as a result of changing holiday patterns and the impact of the short-lived oil-rig construction boom.  Nairn’s tourism sector is now fragmented.  To make Nairn once again the most attractive visitor destination on the Moray Firth, the town needs a coherent vision, a marketing strategy and the capacity and resources for implementation. Making Nairn more appealing to visitors is a “win-win” process:  it should also stimulate the local economy, generate employment, and improve the facilities and quality of life for residents. (paras 1-5)
2. There are several national and regional authorities, regulatory bodies, agencies and non-governmental organisations involved in the development and promotion of tourism, but no magic wand:  change has to be initiated and driven at local level.  The task is to follow up previous actions (eg the ‘Nairn Initiative’). (paras 6-8)
3. National (Scottish) and regional (Highland/Moray) tourism strategies accurately identify current trends and objectives in tourism, and Nairn is well placed to deliver locally.  But recent structural and development planning does not adequately take into account Nairn’s existing and future role as a sustainable tourist destination, and current development proposals need rigorous scrutiny. (paras9 -16)
Analysis
4. There is clear evidence of a major shift in tourist demands and expectations towards quality of service, value-for-money, outdoor leisure and nature, the green agenda, and “authenticity”.  (paras 17-18)
5. These trends offer opportunities.  In addition, domestic (in-UK) tourism is likely to grow as the current economic downturn and sterling’s exchange rate makes overseas options more expensive and offers value for foreign visitors.   Nairn has the attributes, and the potential, to capitalise on this.  But competition is fierce.  Failure to grasp the opportunity risks further decline in the local economy and continuing erosion of the distinctive character and identity of Nairn. (paras 19-22)
6. Tourism and related services have been and remain a significant employer and generator of local revenue.  Few other sectors offer comparable growth prospects:  the public sector is unlikely to expand, more housing does not generate income or long term jobs, and Nairn cannot realistically become an industrial town.  Leisure spending (including visitors and the retired) is likely to be more resilient and offers the prospect of sustainable growth. (paras 23-27)
7. Nairn’s tourism aims are simple:  to attract more visitors, to have them stay longer, and to encourage them to spend more. (para 28)
8. The town and its immediate surroundings have some powerful and unique selling points which need to be protected, supported and nurtured:  an unspoilt natural environment;  facilities for relaxation and outdoor recreation (including golf);  world-class heritage and history sites within easy reach;  a range of ‘authentic experiences’ (dolphin watching, distillery visits etc);  and high quality cultural events (eg Book & Arts Festival, Jazz, Highland Games). (paras 29-32)
9. But tourism development also faces significant constraints, which need to be addressed if tourism is to thrive.  Weather and seasonality afflict the region less than other Highland destinations.  Tourism-related enterprises in the town face the challenges of maintaining and raising standards, offering wider choice, funding promotional efforts, delivering timely and coherent information, and providing convenient booking facilities. (paras 33,  48-55, and 64-65 ) 

10. The challenge goes wider than tourism-providers.  The town centre itself needs a facelift:  first impressions matter.  In physical terms, there is neglect, decay and dereliction within the town, and difficulties of transport and access.   At an administrative level, Nairn suffers planning blight and opaque/remote decision-making.  Large-scale high-density housing development will destroy Nairn’s viability as a tourist destination. To ensure that tourism can deliver, and contribute to the local economy, requires vision, determination, a commitment of funds, and the engagement and cooperation of stakeholders from both public and private sectors.  There is a massive task to be tackled. (paras 34-47, and 56-63)
Strategy

11. There are five main strands to be pursued, in each of which there are specific actions to be implemented and project possibilities pursued:

· Defining the ‘product’ more clearly;

· Improving the quality of Nairn’s tourism ‘offer’;

· Devising and implementing a coherent marketing plan;

· Delivering tourist information and booking-services locally;

· Developing collaboration locally and with others in the wider region.
(paras 66-72)

11.  Various suggested Action Points are identified in the strategy paper.  A funding bid is in preparation.   A separate Action Plan will identify more precisely what needs to be done, how, by whom, and in what timescale. (para 73)
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Main Paper

Tourism and Nairn – background and history 
1. Tourism has been central to the creation and development of present-day Nairn.  Originally a small fishing port and market town for the surrounding largely agricultural hinterland, the coming of the railway in the (mid) 19th century and – above all – the vision and drive of one man, Dr John Grigor, resulted in the growth of Nairn as a tourist resort.  Victorians were attracted by the agreeably mild and sunny climate, the beach and waters of the Moray Firth, the clean air, and the proximity to the mountains and glens of the Highlands.
2. Those attractive characteristics remain.  But since the Victorian era, and especially over the last few decades, tourism has changed:  travel became easier and cheaper, alternative destinations more easily accessible, recreational preferences and tastes shifted, and visitors’ expectations have continued to rise.  Over the decades Nairn gradually faded out of fashion.  Local tourism did not adapt or keep pace. Other local developments, notably during the era of North Sea oil-exploration in the 1960s and 70s, resulted in greater priority being given by policymakers and developers to the demands (and the presumed benefits) of the industrial growth and employment offered by the nearby Ardersier rig-yard and associated industries and services.  Public resources were directed to other sectors.  For a long time, tourism has not been seen locally as a key driver of the town’s economy nor as a determining factor in development-decisions.
3. The surviving tourism sector in Nairn is fragmented.  Some of the Victorian inheritance remains (links and bandstand, the large hotels, and indeed the golf courses).  A range of B&Bs cater variously to a regular clientele and/or to ‘passing trade’.  And a caravan park and assorted seaside facilities (snack bar, paddling pool) are available to those who come to Nairn for the beach and seaside recreation.   Too many prospective visitors to the region are however unaware of what Nairn has to offer;  and many of those who do tour the area pass through the town without stopping.  Over the years some efforts have been made to enhance the town (eg the “Nairn Initiative”, and specific projects in Fishertown).  But at present there is no commonly-agreed vision of what Nairn should be offering as a tourist destination, no  coherent plan to deliver it, and little capacity and resources to do so.
The task, and the benefits
4. The mission is simple:  to make Nairn the most attractive visitor destination on the Moray Firth.  

5. But the challenge is immense:  to reverse the recent decline, to facelift the town,  to create an agreed vision of what kind of town Nairn seeks to be, and to define what it can offer to visitors (and indeed residents). Ultimately this is a “win-win” process.  More visitors will stimulate the local economy, help to revive the retail sector, and generate employment. Improving the town’s facilities and services to attract visitors will also make it a more agreeable place in which to live.  

The national organisational framework - confusing and overlapping?
6. There is an extensive and (to many) a complex superstructure of governmental, non-governmental, and private-sector bodies involved in the development and promotion of tourism in the UK and in Scotland.  The multiplicity of such organisations makes it hard to discern clear aims, identify distinct areas of responsibility, and understand the allocation of resources.    
7. Despite the existence of all these bodies, it is increasingly clear that the initiative and the momentum for improvement in the tourism sector has to come from the grass-roots level:  from the tourism service-providers themselves.  The government has no magic wand to produce rabbits (such as a bypass, or a Tourist Information Centre) from a publicly-funded hat.   And customers won’t drive improvements – they will simply go elsewhere.  So the providers, assisted and supported by the local authorities, have to initiate change, ‘pull’ the customers, and persuade them – by making their product more appealing, by publicising it effectively, and making their offer hard to resist!  

8. In practice the Nairn Partnership, which brings together private sector interests and public sector policymakers, will have to become the mechanism in which objectives are agreed and action taken forward.  This would be consistent with the aims of the Single Outcome Agreement which underpins the Partnership’s work. 
Key documents:  national and regional tourism strategies, and structure plans
9. The key documents setting out the current policy and approach to tourism in Scotland and in the Highlands and Islands region respectively are “Framework for Change”, the national strategy agreed and published in 2006;  and the “Highland Area Tourism Partnership Plan Strategy,  and Action Plan 2006-09”, both issued by the Highland Council in 2006.
10. The local development plan for Nairn(shire) was adopted in 2000, and covers the period to 2008.  It is part of (or associated with) the Highland Structure Plan of 2001. In the absence of an updated or successor plan, this local plan appears by default to be regarded as still applicable.  Both documents identify tourism as a significant sector in terms of economic development
.  And Nairn’s geographical location means that a local tourism strategy ought also to take account of Moray Council’s tourism plans (which are addressed within the Joint Moray Economic Development strategy, Section 6.7.3 and Annex 4).
The planning framework – does it facilitate or threaten? 

11. The more recent A96 Corridor Masterplan (Sept 2007) and related documents only address tourism issues obliquely (for example in alluding to the possibility of an additional golf course and hotel-complex in Nairn).  But its proposals will have a dramatic impact on Nairn and are likely to be the biggest single influence on the prospects for sustaining a distinctive tourism offering in and around Nairn.  Conceived and driven essentially by the ambitions set out earlier in the Inverness City Vision plan, the dominant feature of the Masterplan affecting Nairn is a dramatic expansion in housing.  It prescribes 4,600 new homes and 10,000 additional inhabitants – a forecast housing-build rate of 500 new homes per year, to an eventual doubling in the size of Nairn’s population, with an explicit admission that this will be “at higher densities than conventional suburban development” (translation:  small, cheap, tightly packed housing and apartment blocks), and an assumption – but neither strategy nor evidence to support it – that 5,000 new jobs will be available. 
12. The plan briefly alludes to, but offers few proposals for, strengthening the distinctive identity of Nairn, preserving its existing features, and for reinforcing the relationship between Nairn and its hinterland.   Little wonder that sceptics fear the outcome will be a step-change in the existing residential character of Nairn (hitherto mainly low-density detached housing with substantial private and public open spaces), and the evolution of the town into another residential feeder zone for commuters working in Inverness.  
13. A further point of concern is that the A96 Corridor Masterplan envisages the necessary improvements in infrastructure (notably improved transport links and access) being provided in parallel with, or indeed after, the construction of major housing developments.  Looked at in terms of tourism, there is a compelling case for certain key elements of the infrastructure
 (integration of transport networks, airport links, and a bypass around Nairn) to be initiated ahead of the presumed expansion in housing and population in order to alleviate the existing bottlenecks which are already a practical constraint on the enhancement of the tourism offering. 
14. Fundamental questions already arise as to whether the assumptions and proposals in the A96 Corridor Masterplan have adequately taken into account the significance and future potential of Nairn as a tourist destination, and whether the existing plan is compatible with a credible medium-term strategy for the development of tourism in Nairn.


Changing economic conditions - time for a review

15.  More generally, the downturn in national and regional economic conditions since the A96 plan was drafted now calls in question the validity of the assumptions  (eg about projected resident population growth, housing-need,  and employment-creation) on which that plan was based.  It follows that the Masterplan already needs review to take account of changes in these underlying assumptions, as well as to accommodate the objectives of a coherent plan for future tourism in the area.  Such a reassessment should certainly re-examine the role of Nairn both as a tourist destination and resort in its own right, and as an effective service centre for its surrounding area – both Nairnshire and the adjacent part of Moray.

16. In summary, tourism is, and has to remain, central to the economy and prosperity of Nairn.  It follows that all development planning for Nairn must be compatible with, and contribute to, this tourism-promotion objective:  to enhance and improve the town of Nairn as an urban centre which is attractive to visitors as well as residents, which has the capacity – in terms of infrastructure – to meet their expectations, which offers the prospect of employment and (retail) business, and which can deliver appropriate facilities and services.  In the words of one local resident:
“…towns which make tourism a priority and oblige developers to work within limits reap the benefits of increased tourist numbers and revenue, improved facilities and – in the longer term – enhanced property values.

On the other hand, towns which make housing-development the principal priority become unattractive places to either visit or live.”
Future trends in tourism

17. Research by VisitScotland and Scottish Enterprise, collated and published by Tourism Intelligence Scotland
 identifies trends which will shape the future of tourism in Scotland.  To attract visitors (and persuade them to return…) individual enterprises and visitor attractions and destinations have to tailor their “product” to take account of, and to respond to, these changing trends. Briefly summarised, they include:

· increasing choice of destinations – which means tougher competition, not just locally but internationally. 
· wider access to information – technology and the internet are re-shaping the way people choose and organise their holidays 

· greater affluence – which means higher expectations and more frequent holidays.  Visitors are willing and able to pay, but expect high standards and quality service.  They expect comfort (no dribbly showers!), modern facilities (eg access to wifi), and flexibility in services (eg customer-friendly opening hours)  
· changing demographics – older people are fitter and have more time and more disposable income;  families are smaller;  there are more single travellers…
· higher aspirations – tourists want “affordable luxury”: experiences more special than their normal lifestyle, but at a price they feel represents good value

· a search for authenticity - as high streets become homogenised and ‘character’ disappears, visitors increasingly look for genuine, authentic and unique experiences at their holiday destinations.
· activity, health and self-improvement – the quest for new experiences also leads visitors to seek different activities, discover interesting places and engage with distinctive local history and culture. 
· rapidly-growing interest in the outdoors, scenery, wildlife and the natural world, stimulated by climate change, and an increasing awareness of environmental issues and the green agenda
· visitors’ desire for the personal touch – human contact and interaction, not DIY self-service.

National strategy and objectives

18. Against that background, Framework for Change (the National Tourism Strategy) identified six important elements in what Scotland could, or should, be promoting: 
1) nature, wildlife and scenery

2) touring options – heritage, gardens, historical buildings, islands…

3) golf

4) activity and adventure:  walking and hiking, cycling and mountain biking, watersports, fishing, skiing etc

5) city life:  shops, nightlife, food & drink, spectator sport

6) culture:  visual and performing arts, literature, events and festivals

The Highland Tourism Strategy (section 7.2) singles out scenery and nature, outdoor recreational pursuits, and the cultural heritage of traditional music and Gaelic, as particular strengths of the Highland region.  

Positioning Nairn to respond and deliver

19. In fact Nairn and its immediate vicinity can offer visitor experiences and holiday opportunities which feature each, or all of these ingredients with the possible exception of “city life”!  Nairn is well placed to respond to the shift in visitor priorities, the growing importance attached to green issues, nature, and the search for authenticity. There is already a general trend away from the classic sun/sea/sand foreign package holiday.  Over the next few years demand for domestic (UK) options will be driven further by the economic downturn and the serious depreciation of Sterling against both the Euro and the dollar, which make overseas trips much more expensive, and make the UK better value for foreign visitors.  So the time is right for a revival of Nairn’s tourism offer.  
Priorities for Nairn

20. The challenge is to identify why tourism matters to Nairn, how Nairn can benefit from tourism, what product(s) we can specifically offer, and what constraints have to be overcome.  The aim is to revive – in a new way which responds to current and future trends – Dr Grigor’s vision of a town which can attract visitors, offer them a rewarding experience, and thereby contribute to the economic viability and future prosperity of the town.

21. Competition is fierce.  Other areas within the region already have plans in place and substantial funding secured for the development of local “destination marketing”. There is a real danger that as Inverness/Loch Ness to the west, the Cairngorm National Park and Aviemore to the south, and Speyside to the east, each establish their distinctive identities, Nairn will be eclipsed and will miss out on the economic benefits to be gained from tourism. Nairn is already having to play catch-up.

22. The task is critical.  Not just because changing trends offer an opportunity to capitalise on those same features which the Victorians shrewdly identified a century ago, but because failure to sustain and develop Nairn’s role as a tourist destination and a provider of good facilities and services to visitors (as well as to local residents) risks a continuing decline in the quality and diversity of those services;  the gradual disappearance of Nairn’s historic identity (through neglect or deterioration of some of its key assets);  and the transformation of the town into little more than a dormitory suburb of Inverness.

Why tourism matters:  the (economic) importance of tourism to Nairn

23. The unique character of Nairn itself is not only important to its existing and would-be residents, but is also a key element in the tourism experience the town seeks to offer.  It derives from the three major phases in its history:

· The origins of the town as a fishing port and harbour.  Although the fishing industry is no more, the harbour now serves primarily as a facility for recreational sailing (and thus connects to the tourism potential of the Moray Firth).  The harbour
 is an under-exploited asset whose appearance and facilities could be developed and used to attract visitors.  The Fishertown 
now rightly has Heritage status, and is consequently also an element of scenic and historic interest to visitors.  Some steps have been taken (Fisher-wife sculpture, historic plaques, lighting) to boost its appeal:  there may be scope to do more.
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· The growth of Nairn as a tourist destination in the 19th century.  The Links area, the golfing facilities, most of the High Street, the major public buildings, and the West End of Nairn which combine to give the town its distinctive architectural identity, all derive from this period and from Dr Grigor’s vision.  All remain key features of the tourism offer;

· Recent (and particularly post-1960s) development.  This has been predominantly residential:  council housing and estates constructed by private developers – much of it initially in response to the “oil-rig boom”, which has now passed.  This construction helped to meet a demand not just from the local population but also from those working in, and commuting to, Inverness, and from in-migrants (retirees and second-home owners). This gradually-growing resident population shares 
with tourist visitors an interest in the maintenance and enhancement of the town’s “quality of life” and the choice of services and facilities.   

24. Tourism provides employment, attracts investment, and generates income from visitor-spending.  But although tourism has been a major part of Nairn’s raison d’être since Dr Grigor’s day, there are no readily available statistics
 which reveal the financial contribution tourism makes to the economy of Nairn and its immediate area.  VisitScotland collects statistics at a national and regional (Highlands)
 level on the numbers, duration of stay and expenditure of visitors – but only from those establishments that are “members” (which would exclude the majority of accommodation- and service-providers in Nairn).
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25. According to Visit Scotland a higher proportion of the working population is employed in the tourism sector in the Highlands (14%) than the average for Scotland as a whole (9%) – and by excluding the self-employed this already understates the true picture.   The 2000 Nairn Local Plan estimated that 22% of the population of Nairn was employed in tourism-related jobs.    This corresponds with more recent figures for those employed in the ‘service sector’(* below) in Nairn itself, which indicate that tourism may well be even more significant locally:
· Public admin, education, health



33.1%

· *Distribution (ie retail), hotels, restaurants

23.1%

· Manufacturing 





10.9%

· Banking, finance, insurance 

 

  7.2%

· Construction 



 

  6.2%

· Other




 

  5.8%

(source:  Highland Council, 2006)

26. Such a conclusion is borne out by the empirical and anecdotal evidence.  Nairn has a high proportion of hotel and B&B establishments/beds relative to the town’s population.  The High Street is dominated by retail shops which focus on leisure interests and discretionary spending (restaurants, craft shops, art and stationery, cycling, etc).  Nairn has few industrial premises outside the (relatively recently established) dedicated industrial park.  
27. That said, there have been signs in recent years that tourism in Nairn is struggling.  Hotels have sought to diversify into conference and wedding business, but one or two have closed, changed ownership, or are for sale;  restaurants cannot count on a consistent level of business;  there are empty shop premises on the High Street.  The global economic downturn, and intensifying competition, underline the magnitude of the challenge of a tourism revival.  On the other hand the higher-than-average proportion of retired people in the town, and the presence of a ‘second-home’ population, may mitigate the effects of the downturn on local spending, provided the diversity of shops, facilities and services is maintained.  And leisure-spending offers the prospect of sustainable growth provided the ‘product’ is attractive and appropriate.
What does Nairn want? (aims and objectives)

28. In simple terms, the aims of a tourism strategy for Nairn are

· To attract more visitors to Nairn (first-timers and returnees) 
[volume]

· To persuade them to stay longer




[duration]
· To encourage them to spend more!



[value] 

What can Nairn offer? (strengths and opportunities)

29. In order to develop a coherent and effective marketing plan, and to mobilise the key stakeholders whose engagement is vital, there has to be a consensus on the main elements, or themes, in Nairn’s tourism ‘offering’.  There is room for debate about where the emphasis might be placed (and this can change depending on the target market and other circumstances).  But there needs to be agreement on the core themes.  All parties need to sing from the same hymn-sheet.  It follows that the local plans need to reflect and be congruent with priorities set out in the national and regional strategies.   
30. The town’s main features are described in para 23 above. Nairn could be – and should aspire to be – the best visitor-destination on the Moray Firth. Equally important are the immediate environs of Nairn.  The qualities of the surrounding area are as crucial in attracting tourists as they are valued by the residents:  extensive clean beaches, the riverside and the Culbin Forest, access to other green spaces via walk-and cycleways, the nature reserves/wetlands, and the scenery and views of a relatively unspoiled rural hinterland.  The significance of Nairn’s environs for tourism means that a tourism strategy has to include mechanisms for assessing and where appropriate influencing planning decisions which may affect the surrounding environment – whether this be a cement factory on the town’s periphery or windfarms on Dava.  
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31. It is also relevant that within a [60]-minute/[40] mile radius of Nairn are located a remarkably diverse range of visitor attractions 
and recreational opportunities – from Brodie and Cawdor Castles, to Culloden and Fort George, and the mountains, glens and lochs of the Highlands. 
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32. Given Nairn’s history, character, and location, and drawing on the current national and regional policy priorities (paras 17 and 18 above) – a few clear themes for the tourist ‘product’ emerge.  Each and all of these can and should be promoted as components of Nairn’s tourism offer:

· The natural environment:  the unspoiled beach and the Moray Firth, the chance of seeing dolphins, the riverside and nearby Culbin Forest, the views of mountain-scenery, all enjoying a benign mild/sunny climate and clean air;

· Outdoor leisure activities:  the many recreations that can be pursued in and around these natural features, from watersports, sailing, walking and cycling to fishing, birdwatching and photography (but NB, this is not a destination for extreme sports:  the image is primarily of relaxation and ‘chilling out’, not stressful and arduous exercise!).  Nairn has two bowling clubs, tennis courts and other sports facilities;  and a well-reviewed and popular caravan park;
· Golf is one of these activities, but worthy of mention separately.  Nairn as past host of the Walker Cup and prospective host of the Curtis Cup, has a unique reputation that places it among the top 3 or 4 golfing destinations in Scotland, alongside St Andrews and Troon (and cheaper and more accessible than both).  A number of other courses (eg Dornoch, Forres, Lossiemouth) are nearby;
· Heritage and history, on an accessible scale:  Nairn doesn’t have Westminster Abbey or Stirling Castle.  But it has a remarkable range of interesting sites and destinations, from Fishertown itself, the Links and bandstand, and the Victorian features of the town, to nearby Castle Stuart, Cawdor and Brodie Castles, Fort George, the Clava Cairns, Culloden, and much more.  These and other major attractions are so close and easily reached that Nairn should be the first choice as a base for anyone with an interest in these places and their stories;

· The ‘authentic experience’:  taking a boat out to see the dolphins; visiting a whisky distillery, a cooperage, or Johnstons woollen mill; riding on the Keith-Dufftown or Strathspey steam railway; going round a still-inhabited castle like Cawdor or Ballindalloch; sampling Ashers’ baking or buying organic produce at Hardmuir or Househill;  or listening to a pipe band or the music of Coronach.  All are examples of experiences within easy reach of Nairn which visitors will appreciate and perhaps not find so easily elsewhere; 
· Cultural events and festivals.  Nairn has become the established venue for a range of high-quality and well-regarded annual events such as the Book & Arts Festival, and the Jazz Festival which attract visitors from far afield.  The Nairn Highland Games is one of the few such events which is still free.  The Rotary Nairnshire Challenge celebrates outdoor exercise.  And the Farmers’ Show undoubtedly offers its own version of local “authenticity”.  
What are the constraints/obstacles? (Nairn’s weaknesses, and other threats)

33. Nairn has been described as

“a seaside town with few seaside amenities, a tourist town with no tourist information centre, a historic town which neglects its heritage, and a town which wants to grow but can’t decide how to do so.”

34. A tourism action plan has to define how to promote the plus points, and also how to rectify the current deficiencies.  Some problems may be amenable to “quick-fixes” (a lick of paint…).  Others may be less easily solved. 
35. The main areas in which action is required and specific project proposals need to be prepared, are as follows:  
a) Improving the image and the product

36. First impressions are crucial.  The image Nairn presents to the visitor is significantly less attractive than it ought to be.  The appeal of the links, the beach, the Firth, and the surrounding rural scenery is not immediately evident to the passing visitor, whose first (and often only) view is from the A96 (King Street) in transit through the centre of Nairn.  This depressing vista is a deterrent to tourism as well as a source of concern to residents.  Change and improvement in the currently-dilapidated zones adjacent to the town centre would make a substantial difference to the town’s appeal to visitors. This may require joint efforts by the local ward authorities and councillors, property owners and the community.  A solution to this problem will do a great deal to restore a sense of civic pride and consciousness – which in turn should attract both tourism and other business.
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37. The High Street contains some remarkable historic architecture.  It is worth noting that the Nairn Local Plan envisaged that “…the 19th Century High Street …could be afforded outstanding conservation status in future.”
.  Is this being pursued
?   Much depends on the extent to which the authorities are able to make robust decisions about the properties they control, to allocate funds for “facelift” work on the urban streetscape, and to persuade private landlords to engage in similar efforts.  In some cases, a few pots of paint and repairs to drains and gutters might make a significant difference. 
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38. Persuading visitors to stay longer and spend more depends on Nairn being able to provide not only recreational options and a choice of accommodation, but also a suitably wide range of retail opportunities to tempt them.  This is a chicken and egg problem:  businesses will not invest in the town unless reasonably confident that there is a demand (from residents and visitors).  Yet residents and visitors will not – indeed cannot – shop in Nairn if the retail offering is not attractive and competitive when compared with the nearby alternatives of Inverness, Forres and even Elgin.  The solution to this long-standing conundrum rests largely with the local planning and regulatory authorities, who determine 
the opportunities and conditions for retail activity and who have the powers to influence and shape development proposals.
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39. There is intermittent discussion about the idea of pedestrianisation of the High Street.  This can only be a viable proposition as part of a creative, constructive and coherent overall plan to rescue and revive the town centre - and for that matter the harbour area, which is currently an under-exploited asset.  Parking nearby would be necessary (there is existing space in the Somerfield/old filling station/old Community Centre area…).  One project-option 
would be to test the idea by holding a weekday or weekend market-day - probably best in the summer months, and perhaps to coincide with events such as the Book & Arts Festival and the Highland Games.  Such a weekly market has been held in the past, and there is reportedly some willingness to reinstate it.  If the High Street were pedestrianised for one day a week for a market (and prepared and publicised well), this would serve as a trial and would provide useful evidence of both the customer-demand and the impact on trade. 
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40. Voluntary groups already assist in the annual planting 
of flowerbeds and baskets around the town.  But Council funding is squeezed, and various displays such as the sculptured golfers and dolphins have been removed/abandoned.  With the influx of visitors for the annual Festivals, and golf tournaments etc, there is a compelling case for more resources to be allocated to this presentational aspect.
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41. A co-ordinated effort to facelift Nairn is essential, since without it, any campaign which attempts to market Nairn to visitors as an attractive town in which to spend leisure time will have little credibility, and will risk being counterproductive if tourists conclude they have been misled.  The product has to live up to the promise.
42. Careful assessment of future development plans is also critical.  Active coordination with other tourism-focused initiatives (eg Whiteness Marina) should be mutually beneficial.  But a failure to factor tourism into future consideration of all development plans will threaten Nairn’s unique attractions (its tourism “product”).  .  Visitors do not come to see or spend their money in housing estates or apartment blocks.  If large-scale and high-density housing expansion turns the town into a dormitory for commuters (a trend that is already evident) the viability of the town as a tourist destination will be destroyed.

b) Alleviating the difficulties of access

43. There is no point in having a great product if it cannot be conveniently accessed.  Nairn is within easy reach of the airport, and on the main road-route between Inverness and Aberdeen.  But short-term, more thought needs to be given to the local infrastructure functions, not least in order to deliver on the agreed national and regional objectives of encouraging sustainability and promoting public transport.  There is scope to create and/or upgrade riverside walkways and local cycle paths

 (for example, has the planning for new apartment blocks at Bridgemill incorporated suitable public pathways and landscaping along the riverbank?).
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44. Paradoxically, Nairn’s proximity to Inverness is in some respects a disadvantage.  Nairn increasingly lives in its neighbour’s shadow.  Visitors tend to think of Inverness (rather than Nairn) as a base for touring the area – and Inverness has no incentive to persuade them otherwise.  This is an operational issue in terms of the Tourist Information Service (see below).

45. Proximity to the airport is often cited as a plus point for Nairn.  There is however little evidence at present that representatives of Nairn are engaged in active dialogue with the airport authorities or airline operators about sustaining and enhancing services (BMI abandoned their Heathrow service in 2007, and has there, for example, been any discussion with the operator of the proposed new weekly service in 2009 between Dusseldorf and Inverness, about marketing Nairn to prospective German visitors?).  Similarly, in the absence of a rail link to the airport, the direct Jet bus service between Nairn and the airport is a welcome initiative.  But there needs to be more joined-up thinking
:  it is simply bizarre that in the critical 1430-1730 period, when there are five planeloads of passengers arriving and leaving, there are no Jet bus services to Nairn “during school term time” (?).  Visitors will simply not understand this explanation. 
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46. The rail service itself provides connections to Inverness and Aberdeen – but frequency and timetabling are critical
.  Some existing services do not tie in with onward connections, and evening and weekend train services are sparse.   

47. Linked to the challenge of town-centre redevelopment is the major and longer-term issue of a Nairn bypass.  This is a subject that goes much wider than its impact on tourism-growth.  The issue is already being seen as a political campaign-opportunity. .  The creation of a local bypass group is a useful first step.   The bottom line is that the level of visitor satisfaction, as well as the year-round quality of life for residents, depends on finding a solution to the current problems of noise, congestion and pedestrian-unfriendly access in and around the town centre.  Separation of through-traffic from traffic destined for Nairn itself is vital to improving the visitor-experience and restoring a sense of civilised calm to the town centre.  Pitlochry and Aviemore on the A9, and Huntly on the A96, offer case studies of the beneficial consequences of a bypass.  The tourism sector in Nairn thus has a direct interest in pressing for the early creation of a bypass irrespective of projections for population growth and housing demand.  
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c) Raising quality and standards

48. Improving the quality of all the services offered to tourists – whether accommodation, food and drink choices, or access to facilities and attractions -  is a specific objective of the National Tourism Strategy, and of Visit Scotland, and a task with which business-sponsored groups like Pride & Passion can assist.  The Council (?) annually seeks and obtains Blue Flag cleanliness certification for the beach.  Some restaurants and hotels have star ratings and feature in where-to-stay directories and good food guides.  But relatively few of Nairn’s B&Bs are members of Visit Scotland or holders of its QA award.  There is a perception that Visit Scotland’s position as both official tourism-promotion organisation and commercial operator (of booking services) gives rise to a potential conflict of interest;  and that the fees charged for QA approval, for example, are disproportionate or unjustified, in terms of the benefit gained relative to the cost.  There may be scope to pursue alternative local “listing” initiatives
, or produce local guides on where to stay and where to eat, which will help towards the same goal of raising standards.
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d) Marketing the product,  and delivering information and services

49. Tourists need to be aware of Nairn’s attractions (ideally when planning their holiday, and before they arrive).  They expect good and reliable information about destinations, accommodation and services in easily-accessible forms, both online and in print.  Existing mechanisms (Visit Scotland and the Inverness Tourist Information Centre) are not delivering for Nairn.  Nairn’s festivals, for example, get no mention in VisitScotland’s publicity material.  Marketing Nairn as a destination will have to address both the external (outward-facing) advertising task, and the local information-delivery channels.  The former is likely to be focused mainly on internet websites and – ideally – closer cooperation with VisitScotland, and will need a detailed plan and budget. The closed-shop criteria for access to the VisitScotland Growth Fund (only fee-paying and accredited ‘members’ are eligible to bid for funds) is a barrier to inclusive and comprehensive marketing activity.  And the fact that the nearest TIC (run by VisitScotland?) is in Inverness does Nairn a disservice.  That TIC is not tasked – or equipped – to promote Nairn, and in consequence simply regards Nairn as a potential overspill provider of accommodation if Inverness is full!

50. Local information, advice and booking facilities will thus require re-examination of the options and sources of funding for some form of Tourist Information Centre (now to be known as Visitor Information Centre, VIC) in the town (see para 55 below).
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51. Central to effective marketing is the clear identification and use of a “brand” and associated values which feature in, and tie together, all strands of Nairn’s tourism “offer”.   At present there are at least three brand images (‘logos’) in use around Nairn:  the dolphin on some roadsigns and one or two beachside premises;  the bandstand image used by the Book & Arts Festival and Music Nairn;  and a geometric symbol on the old portal website.  The new Community Centre has another (unique) logo.  Many of Nairn’s products and services have little or nothing in terms of brand-image that identifies or associates them with Nairn.

[image: image17]
52. Online services are already in place:  VisitNairn.com is up and running.  The VisitScotland pages for Nairn are depressingly thin.  An old website/portal
, the Nairn Initiative (www.nairnscotland.co.uk) has not been maintained or updated for years, offers no interactive facility, and its aims and purpose are now unclear. 
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53. Some printed publicity (the Nairn Leisure Guide, a regional Inverness, Loch Ness and Nairn Guide, and specific event programmes) is produced, but there have been concerns over quantity, availability and cost (to the B&Bs and others who use and distribute them).  There may be a case for the production of more or different material 
(eg guide-maps).  And distribution needs review,
 particularly given the restrictions that some commercial distributors
 impose on brochure-displays at many tourist sites.   
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54. Physical signage in and around Nairn has been the subject of some criticism.  Both the local civic authorities, and the main-road contractors, may have a role to play in enhancing this aspect of Nairn’s public image
 to make the town more ‘user-friendly’ to visitors and strangers.
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55. The establishment in Nairn of an easily-accessible and pro-active visitor information service offering advice and a booking facility is an important ingredient of a local strategy. The existing provision of a telephone and some folders in the library entrance is inadequate, inconvenient and ineffective.  Recognising that the establishment of a proper Visitor Information Centre (VIC) may be a longer-term project, short-term alternative options
 are being explored. Short-term the new Community Centre is the obvious option.  Re-use of other vacant buildings on King street merits consideration as a longer-term solution.  On staffing, there may be scope to develop proposals for joint action with – for example – the local tourism-management department of UHI, which might welcome the opportunity to give students some fieldwork and customer-facing experience.
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e) The organisational challenge 

56.  The VisitNairn Association – currently an unresourced group of volunteers - can serve as a catalyst.  The commitment of other stakeholders (eg the major hotels, both golf clubs, the caravan park, harbour management, local retail and service businesses, and those who operate other tourist-oriented facilities in and around Nairn) will be essential 
for the progress of any promotional efforts.  The Nairn Partnership Group, basing its approach on the Single Outcome Agreement, could become the mechanism for defining and driving forward policy
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57. The framework within which action can be taken is however shaped and determined by local government, and the formal focus of decision-making on all matters affecting the future development of Nairn’s economy is the local council.  The existing structure is however a constraint in three respects. 
58.  First, the centralising tendency of the Highland Council (as demonstrated by the relocation of judicial and planning services, among others) and the consequent Inverness-centric vision (most recently illustrated in the A96 plan) diminishes the scope for considered decision-making in and by Nairn, for the people of Nairn.  There is an Area Tourism Partnership convened under the auspices of the Highland Council, but it has no executive responsibility or budgetary authority, and there appears to be no Nairn representative 
(it seems that Nairn’s interests are represented by someone from Inverness – QED!)
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59. Second, the administrative boundary between Highland and Moray means that in most respects regional planning stops just beyond Auldearn and does not fully address the integration of Nairn with its hinterland to the south and east  – an approach which is crucial for effective tourism planning.  
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60. Third, the local Nairn community representation structure is dysfunctional.  Almost uniquely among the towns of the Highland and indeed Grampian region, Nairn does not have a single elected community council
.   The town of Nairn notionally has three community councils (there are two more covering the rural ‘shire’).  Each only represents a single ward, thus a limited part, or suburb, of the town. In fact only two of them actually exist; the third is defunct.  The community council members are few, dedicated and hard working, but these bodies operate essentially as neighbourhood residents’ associations.  None, therefore, is in a position to take an overall view of the interests of Nairn as a whole, and to articulate and represent the collective views of the town’s residents.  In consequence, much of Nairn’s population feels disenfranchised
.  No other town-community in the region (with the exception of Inverness which is much larger) is represented in such a divided and patchy way.  A unified community council
 for the Burgh of Nairn would be a more effective and influential vehicle for debating and promoting the interests of the town.
61. The Nairn Partnership, in its meetings with the Council in the Ward Forum, brings together selected representatives ex-officio with the local ward administration.  Its members are appointed not elected, and its role is consultative rather than representative.  It is valuable in enabling discussion, and it could complement and work with a community council elected by the town of Nairn as a whole.  A community council which represents the whole population of the town would bring new momentum to the Nairn Partnership and strengthen the town’s capacity to take action in support of new initiatives, on tourism or indeed other issues. This should also help to address the wider concerns, frequently voiced, about general apathy among the town’s residents.
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f) Sourcing and leveraging funding

62. There are fundamentally three sources of funds to support implementation of a local tourism strategy.  The Council controls local public funds – including established budgets (eg for maintenance and refurbishment), and the Discretionary Fund.   Regional and national entities such as HIE, VisitScotland, EventScotland, etc administer grant-schemes (eg the Growth Fund, the LEADER programme);  and in principle, investment should be available from local private sector business.  

63. Public resources are always scarce and subject to competing pressures.  The allocation of Council funding – whether budgetary or grants – is primarily in the hands of local elected councillors.  For them the key argument in the tourism context needs to be that expenditure on the urban infrastructure and facilities is both a stimulus to economic activity and employment, and a necessary prerequisite to leveraging funds from other (notably private sector) contributors.  The securing of grant-money from national and regional organisations requires the identification and assiduous matching of project proposals with the criteria for funding awards.  The diversity of sources makes this a substantial task for VisitNairn.  Help would be needed from the CVS co-ordinator.  Private-sector funds (whether from local hoteliers and accommodation providers, or from the wider business community) will only be forthcoming if businesses can see the prospect of a return on their investment.  The low level of subscription to VisitScotland’s schemes among local providers offers a case-study of the importance of the cost/benefit equation for private businesses
.

g) Coping with seasonality

64. The weather is often identified as a handicap when promoting Scottish tourism.  Nairn will always be primarily a summer destination.  But given the local micro-climate, Nairn ought to be able to turn this to advantage and (without going in for knocking-copy) signal how much more agreeable the area is than other destinations (warmer and sunnier than the East coast, drier than the West, and virtually devoid of midges!)  

65. Seasonality is another issue.  When supermarkets open 24/7, and filling stations and newsagents are open on Sundays nationwide, there are few more depressing experiences for a visitor than to arrive somewhere – late in the day or late in the year – and find well-known historic sites closed, and/or local restaurants not serving meals. This problem arises across the country, and is not a major problem in Nairn, but needs nevertheless to be borne in mind.  Thoughtful timing of events is one way of extending the ‘shoulder’ season (as the Book & Arts Festival seeks to do).  And some tourism attractions and activities are worthwhile at almost any time of year.   It may be worth exploring the prospects for local packaging 
(combined golf and accommodation deals, or restaurant and accommodation deals during local festivals); tie-ups with other events in the area (Cawdor, Fort George Tattoo, Rock Ness); and marketing ‘winter breaks
’ to attract visitors in that quiet period.   Coordination among providers, and understanding customer expectations, is key.  
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What next?  A strategy for local action 
66. In summary, there are five strands which can usefully be pursued.  Particularly for the marketing aspects, it may be appropriate to seek the advice of professional design firms and consultants.
a) defining the product clearly (and finding a ‘theme’)
67. All those involved need to know, and agree on, the ‘vision’ – what Nairn is seeking to offer.  Central to that process is the identification of a theme, or slogan, which can underpin all the marketing activity, and which can embrace all the various attractions and services aimed at visitors.  The analysis of Nairn’s characteristics and ‘strengths’ points to a core message which conveys ideas about relaxing, enjoying leisure in scenic natural surroundings, and having a range of choices about places to see and activities to pursue.  A slogan on the lines of “Nairn – the natural choice” or “Nairn – naturally!” could serve as a unifying tagline (and be used in a variety of ways).  But there are doubtless many other possible themes
.
68. A suitably versatile logo or image would be a useful way of binding together the diverse range of tourist ‘products’ offered by Nairn:  several are currently in use, including the leaping dolphin on the town signs, the bandstand logo adapted by both the Book & Arts Festival and Music Nairn, and a slightly peculiar diamond shape for the Nairn Initiative.  It would make sense to adopt a consistent “brand”
 available for use (subject to some form of approval-process) by any Nairn-based firm or enterprise.
b) making the product better (and outdoing the competition!)
69. Action in this area includes 
· measures
 to improve the appearance of the town centre, including pressure on property owners to maintain/paint buildings;

· examination
 of options to demolish and/or make more creative use of the currently empty buildings either side of the A96 King Street (old Community Centre, bus Station, etc)
· vigorous action to progress and resolve
 the plans for the future redevelopment of the designated sites in the town centre 

· exploration of new ideas (like the sculpture) to reinforce the unique character and the appeal of Fishertown and the harbour

· encouraging all tourist service-providers (eg B&Bs) to seek customer feedback 
(or running a wider scheme for this purpose), 
· persuading accommodation proprietors to work towards QA status (or a local equivalent).
· Providing better mechanisms for tourism operators to exchange information and best practice

c) selling more effectively (publicity and marketing – local and beyond)
70. Tasks which would flow out of a carefully targeted marketing plan might include

· Refining the existing website

· Rationalising
 the (old?) Nairn Initiative site

· Developing marketing campaigns around agreed themes and/or events

· Sourcing funds for marketing initiatives and publicity material

· Exploring scope for more effective collaboration with Visit Scotland

· Linking with other major local players – Cawdor Castle,  NTS/Culloden, HS, etc 

· Devising and distributing printed material 
(and/or targeted advertising)

· Briefing/inviting journalists
d) improving local tourist-focused services (access, delivery of information and advice, booking facilities)
71. This would obviously include

· (Short-term) exploration of alternatives to the library TIC, including possible information and booking service 
based in the new Community Centre – ideally in association with Visit Scotland, or as an autonomous local operation

· Sourcing funding for such an option (both office facilities and staffing)

· (Long term) a permanent and full-time staffed VIC

· Review and improvement of signage
 around and in town (possibly in conjunction with the proposed streetscape upgrade at the Brae?)

· More assiduous dialogue with neighbouring TICs (Inverness, Elgin)

· Dialogue
 with Jet/HiTrans/HIAL about airport links

e) engaging the support of others (collaboration, alliances, liaison)
72. Self evidently, and in order to achieve virtually all the aims listed above, a local Tourism Strategy needs to mobilise and engage the support of others, by securing – for example 
· Formal endorsement
 by the Ward forum/Councillors of the objectives and actions set out in this paper, and 

· Council commitment to take joint action as appropriate on those issues which fall within the competence of the local authority;
· Agreement on the part of eg the Association of Nairn Businesses to act as a partner with VisitNairn in promoting the objectives of the Strategy;
· Participation by representatives of all relevant sectors
 of the local tourism-focused industry – perhaps in due course on the basis of a membership/subscription arrangement
 – in discussion and action to promote tourism in Nairn and the surrounding area;
· Involvement of the Tourism Coordination Officer of the Highland Council, the relevant officials of Moray Council, and other public sector groups (Moray Firth Partnership, HIE, SNH, Forestry Commission, etc etc).
The way forward
73. A selection of suggested action points are already highlighted in green panels within the text of this paper.  Other ideas have been circulated and published separately
.  More ideas are welcome.  An initial project bid for funds from the “Leader” programme is in preparation. Once the Strategy is endorsed, the implementation process will require the production of a separate working document (the “Action Plan”) which will identify a range of specific steps, with cost, priorities,  and timelines, to take forward this programme.  Some will be short term changes, others longer term aspirations.  This will be a working document, not a prescription, and will be open to additional suggestions and amendments as the process moves forward.
Action Point 1:  Council and Partnership members to agree that tourism-related objectives are fully taken into account in the scrutiny and assessment of current and future development proposals. 


 Cost implications:  nil











Action Point 2:  VisitNairn to participate – with Community Councils and others – as a stakeholder in the contacts and dialogue with developers over their various current plans;  and Highland Council planning authorities to consult VisitNairn over the implications for local tourism of existing and future local and regional planning assumptions, projections and proposals. 


Cost implications: nil


  





Action Point 3:  VisitNairn to explore with Highland Council the possibility of bidding for Heritage funds to enhance the Fishertown in order to preserve its character and improve its appeal and accessibility to visitors and tourists.


Cost implications: nil initially, possible scope for project spending of £15-20,000?


Funding Sources:  Historic Scotland, Scottish Natural Heritage, others?





Action Point 4: VisitNairn to devise and develop project-proposals (perhaps with expert consultant and/or local academic institutions) to collect, collate and monitor key statistics (room-occupancy, visitor-numbers, daily spend,  duration of stay etc) as benchmark for measuring growth and targeting future resources. 


 Cost implications:  Annual project cost of perhaps £5-8,000.  


Possible funding sources:  Leader programme, HIE, Highland Council





Action Point 5:  Highland Council (and Nairn ward) to agree that VisitNairn be formally consulted on any proposals which may impact on the quality of Nairn as a tourist destination and on the services and facilities it offers to visitors.


Cost implications:  nil





Action Point 6:  All providers of tourist facilities, services and attractions in the surrounding area (eg Cawdor Castle, Moray Firth Partnership, Forestry Commission at Culbin, SNH) to look proactively at the scope for jointly-developed projects and promotional activity – such as the designation and promotion of existing or planned “Heritage Trails” (walking, cycling, and driving).


Cost implications:  nil initially – possible joint projects later?





Action Point 7:  Highland Council/local ward to explore possible scope – or options – for reaching early decisions on appropriate steps to redevelop and improve the currently derelict sites along A96 King St (old bus garage, Regal cinema, abandoned petrol station etc).


Cost implications:  subject to report-findings.


Possible sources of funding:  primary responsibility for maintenance, renovation or demolition of buildings rests with property owners





Action Point 8: Highland Council to explore and report to Ward Forum and VisitNairn on procedures, costs and benefits of seeking conservation status for additional areas of Nairn such as (parts of) the High Street


Cost implications:  nil initially other than Council planners’ time and expertise


Possible funding sources:  As for other conservation areas (Historic Scotland?)








Action Point 9: Highland Council (surveyor/building control?) to contact owners of High Street properties and draw up schedule of necessary or desirable conservation/maintenance/ repair/improvement  work, and identify ways of encouraging property owners to undertake such works


Cost implications:  nil, except for Council expertise, with – ideally – works costs borne by property owners





Action Point 10:  Council Planners’ agreement to take into account, when assessing both residential and retail development proposals, the significance and impact on tourism and visitors as well as the needs and concerns of local residents.


Cost implications: nil





Action Point 11:  Council to explore with Association of Nairn Businesses, local farmers’ representatives, and other relevant parties, the feasibility of arranging a weekly market day, perhaps initially on a trial basis


Cost implications: some ‘overhead’ costs to Council in providing and enabling the venue. Publicity costs.  Scope to recover some costs from stall-holders (but not to levy charges which become a deterrent).





Action Point 12: Possible joint project proposal from ‘Keeping Nairnshire Colourful’, Gardening Club, and Highland Council for 3-year plan to enhance green and floral displays in Nairn (with the hosting of the forthcoming Curtis Cup as a specific justification).


Cost implications:  to be calculated.  (£3000 per annum?)  


Possible funding sources:  Leader fund?  Others?





Action Point 13: Various project-possibilities – notably for extending and improving pedestrian and cycleways along the Riverside and between disparate areas of Nairn, as envisaged in the Local Plan, are said to be under consideration. These could be linked with the Moray Coast Trail and extended into a coastal path westwards to Whiteness and beyond. Who to take the lead?


Cost implications:  could be significant depending on projects


Possible Funding sources:  Highland Council, HIE, Sustrans, Leader, others?








Action Point 14:  VisitNairn and/or Council to discuss with HiTrans, Stagecoach, (and others?) the scope for changes and improvements in the timing of airport services to link better with flight schedules.


Cost implications:  nil?





Action Point 15:  VisitNairn to make representations to Highland Council and national authorities (and local MSPs/MPs) in support of the case for a bypass ahead of proposed or possible housing developments.


Cost implications: minimal (in short term) for Nairn;  substantial for national/regional authorities





Action Point 16:  VisitNairn to invite VisitScotland representatives to discuss local concerns (eg costs of inspection/registration, and TIC issues – see below) and to explore ways of encouraging wider membership, improving the marketing effort, and/or developing a complementary local QA scheme.


Cost implications:  nil (for dialogue).  A separate accreditation/QA scheme could be expensive, and cost would probably have to be borne by participants.





Action Point 17: A comprehensive Marketing Plan requires professional expertise.  If this broad strategy document is accepted, a qualified professional could be contracted to draw up a detailed marketing and publicity plan (for operational implementation of the main elements identified in this strategy).


Cost implications:  Perhaps £5000?  


Possible funding sources:  Leader programme, Highland Council, VisitScotland, local business (inc in-kind contributions)


 





Action Point 18:  VisitNairn, or a professional consultant, to run an exercise to devise and have accepted a brand image/logo for Nairn capable of being used or adapted for the range of tourist and visitor-focused services, facilities, events and publicity material.


Cost implications:  project cost estimate £1 - 2000? - but could be incorporated into marketing plan specification?


Possible funding sources:  Leader programme?  HIE?  Others?





Action Point 19:  Agreement between existing managers of old portal (the Council?) and VisitNairn on merger/reorganisation of website(s) to deliver single, comprehensive and up-to-date portal to promote Nairn as a visitor destination.


Cost:  to be calculated…


Possible funding sources:  Initial set-up costs – Leader programme and in-kind contributions from web-designer(s), Ongoing costs funded by advertising/listing revenues?





Action Point 20:  This is part of, and so contingent upon, the marketing plan – see Action Point 18 above – and needs to address criticisms of the existing material.


Cost:  to be calculated


Possible funding sources:  to be explored…Is VisitScotland a source?





Action Point 21:  Initial step would have to be a survey and recommendations (jointly commissioned by Highland Council and VisitNairn?) to deliver an imaginative and coordinated set of proposals, based on an agreed design and conforming to any regulatory requirements.  Actual installation of signs would be costly and could be phased over a period of 2-3 years.


Cost implications:  perhaps £1-2000 for design study?  Implementation cost rather more…


Possible funding sources:  National government?  Highland Council?  Leader?





Action Point 22:  Probably a two-stage process, with (a) establishment of a new VIC in the Community Centre on basis of agreement between VisitNairn, the CC directors, and – perhaps – Visit Scotland;  then (b) restoration of a full, free-standing VIC in its own premises.


Cost Implications:  tbc – perhaps £5 -10,000 setting-up costs, then annual staff and office running costs, to be negotiated.


Possible Sources of funding:  Visit Scotland?  Council?  - to leverage Leader funds.  Possible in-kind or voluntary contributions from local business? Joint projects with local UHI business and tourism studies faculty?








Action Point 23:  VisitNairn to draw up formal membership framework and seek to sign up active and committed membership from all sectors of the local tourist industry. Nairn Partnership to accept co-ordinating role


Cost implications:  VisitNairn will require voluntary or paid admin support to set up and run membership drive.


Possible funding sources.  Leader funding, matched by Council discretionary fund and subscription-revenue?





Action point 24:  Representative from VisitNairn to be nominated and accepted on to Area Tourism Partnership.  Can Council decide/agree this?


Cost implications:  nil 





Action Point 25: VisitNairn to seek membership/representation on the Moray Firth Partnership, and establish links with other Moray organisations (eg Greater Speyside)


Cost Implications:  nil





Action Point 26: Existing Community Councils are already considering holding joint meeting(s) and Highland Council is considering, in response to public views, the idea of a possible reformed and unified single Community Council.  





Cost implications;  administrative resources and time would be required to carry through review and reform, and elections.  This is a statutory task of the local (Highland) council





Action Point 27:  VisitNairn to consider establishing working group to encourage the creation and marketing of local packages linking accommodation and facilities (golf + hotel/B&B) or special deals (reduced entry to local attractions?)


Cost implications:  minimal, apart from time and effort in brokering deals








� The 2001 Highland Structure Plan says (para 2.7.3) that “a Tourism Management Scheme has been prepared… for Nairn” – but there is no other trace of such a document.


� “Scottish Tourism in the Future – 2: Opportunities for Growth”, published 2007.  Website   � HYPERLINK "http://www.tourism-intelligence.co.uk" ��www.tourism-intelligence.co.uk� 


� Figures available at � HYPERLINK "http://www.visitscotland.org/research_and_statistics/regional_facts_and_figures/highlands_-_index.htm" ��http://www.visitscotland.org/research_and_statistics/regional_facts_and_figures/highlands_-_index.htm� 


� Nairnshire Local Plan 2000, para 1.38


� The 2000 Nairnshire Local Plan included (objective 18) “the development of an integrated network of multi-user paths… and a Heritage Trail” 


� Landmark, who supply brochures and display-stands to many local tourist sites and attractions, are said to “ban”, or remove, the display of any promotional material not supplied by them.





� Other comparable towns in the region with single/unitary community councils (membership shown in brackets for Moray CCs) are 


Highland: Tain, Dingwall, Wick, Beauly, Aviemore, Grantown, Fort William, Fortrose/Rosemarkie.  Moray:  Elgin (18), Forres (15), Lossiemouth (12), Buckie (12) Keith (10). 


Source: Highland and Moray Council websites





� Letter to Nairnshire Telegraph editor, published 11 Nov 2008, and editorial of 2 December.





� There is a Catch-22:  because B&Bs don’t see VisitScotland providing an effective local VIC and good value marketing and booking services, they are disinclined to sign up and pay the subscription and advertising fees.  Yet if VS does not have a critical mass of local members, it will not underwrite the costs of a local VIC.   


� “Nairn in 2020” – paper presented at Nairn Partnership 28 Jan 09, and in ‘Nairnshire Telegraph’ of 3 Feb 09





�If this is generally agreed, then VisitNairn has an interest in lobbying in pursuit of this objective.





�Who “controls” the Harbour?  Are there any project-ideas which could improve it as a tourist attraction?  The fishwife sculpture is good, but a bit lonely and unnoticed by many


�What scope for securing funding from the Heritage authorities (is it Historic Scotland) to promote this site?


�Hence the central importance of an effective and unified community council – see para 60


�Can anyone provide or identify sources of statistics on the volume and value of tourism visits to Nairn (numbers, bed-nights, daily spend, hotel occupancy-rate, golf-club revenue, etc)?





�Does this need expansion with a list of places, or can we assume everyone knows them?





�Who would initiate this and what is involved?  The fact that the Council has already proposed it gives a basis for pursuing it and bidding for funding.


�As the Sainsburys process has revealed, there is no effective forum for discussion of the future of retail development in Nairn. 


�Ambitious, and would require a lot of work.  Who would lead – the Council as the regulatory authority?  The Business Association?


�Easy to put together a project proposal for additional funding to beautify Nairn for the tourists, using the argument that it is part of a necessary destination-improvement programme.  Look at what Forres does – and gains – from their efforts


�Lots of scope for project-proposals here.  Such improvements are explicitly mentioned in the Nairn Structure Plan, and these amenities would serve visitors and residents and be in line with the ‘green’ agenda


�Another action point which should not require funds (unless a subsidy to the bus company is involved).  But VisitNairn and the Council could adopt it as an objective.


�Does Scotrail consult the local authorities?  How can influence be brought to bear?


�Another project possibility that would require a funding-bid.  Would have to be presented as complementary to, not a substitute for, the Visit Scotland scheme


�Because it is neither comprehensive nor up to date, it diverts clients from other more relevant sites and conveys an image of ineptitude and lack of coordination.


�This needs to be driven, or determined, within the marketing plan.  We need to be clear about how we use such printed stuff before we commission it.  Funding would be needed.


�How big a problem is this, and who can address it?


�Needs imagination, good design, and a coordinated scheme, perhaps using an agreed Nairn logo.  Nothing worse than a dog’s breakfast of different signs.  Cost could be substantial, but worth a bid for funds if only to commission a design study.


�Long list of project possibilities here.  Front runners probably either a dedicated desk/counter in the new Community Centre, or re-use of one of the currently-empty buildings either side of King Street A96?





�Should VisitNairn invite/target specific representatives – Ward Manager, Golf Club, etc?  


�An obvious action proposal – that Nairn should have its own representative on the group.


�Reform is within the power and competence of the Highland Council:  the relevant legislation requires Councils to review the community council configuration “from time to time” and “having regard to changing circumstances and representations made to them”. Highland Council prefers that any boundary change await the outcome of a national review (perhaps in two years’ time).  But this may not preclude a merger or reorganisation based on existing boundaries.


�How can this be set up?  In theory there should be no need for special funding.


�Any more specific proposals on this?


�Suggestions welcome! 


�A specific and important project.  The decision itself need not be costly, but needs consensus and then design/delivery across the full range of products.


�Will the Council lead, or does it have to be a bid for eg Leader funds? 


�Will the Council be prepared to do this…publicly?


�Can the Council planners start imposing deadlines: “use it or lose it”?


�Who would design, collate and analyse?  This research is an important tool.  To do it properly would need time, expertise and money.  Another project-funding bid?


�Who to do this tidying and updating, and how?  Is the site useful - for tourism or other purposes?


�Agreed decisions needed on what kind of material, and on content;  and contract negotiation with printers etc


�Has any work been done – drawing on the experience of the old/former TIC – as to what would be needed, and what it would cost (to serve as the basis for a project-funding bid)?


�More than just tourism – but would fit with funding scheme criteria about wider community benefit, access to facilities, enhancing/interpreting heritage, etc.


�No project costs, but an angle that should not be ignored.


�Target date - early 2009?


�Do we need a list of names?


�Discussion already under way.  Committing money gives people a stake in the exercise.
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