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The creation and operation of community tourism development groups is an essential part of sustainable rural tourism development.  They bring ownership to the programme, help to get people to work together, present a more unified product to the visitor, build entrepreneurial capacity in the community – and not least make the job of the development agent easier by providing one group to work with instead of many different people.  They also provide a forum for training and other purposes.  This “portmanteau” list of 50 things to do has been developed over 20 years for use in European, Japanese and North American situations.  But in practice, the list can be tailored to suit each situation.  It is a list of ideas rather than a definitive checklist.  

1.
Bring together business people, administrators, potential business people and other interested parties in the area to discuss issues and find ways forward.

2.
Examine what other communities have achieved in tourism development, note which things went wrong, and why, and which were successful, and why.

3.
Organise local discussions, seminars and other working groups, invite outside "experts", and use these occasions to generate interest, ideas and new forum members.

4.
Begin to understand the regional, national and international tourism markets, and discuss their Strengths, Weaknesses, Opportunities and Threats for tourism in the locality.

5.
Draw up both a long term and an annual strategy to build on strengths, eliminate weaknesses and threats, and seize opportunities.  These strategies should follow the concept of long term sustainability, conserving tourism's environmental and cultural assets, and using tourism where possible as a tool for the overall improvement of the socio-economic life of the area.

6.
Decide upon a marketing campaign for use outside the area, and, a linked campaign to persuade those who do visit the area to stay longer.  This could include researching, writing, funding, printing, launching and distributing a local brochure.

7.
Either join an existing web site, or set up a web site on the local area.  Look at other area’s sites to find suitable styles to work from.

8.
Having set up a site, arrange links from other regional or local sites with things in common.

9.
Set-up an ongoing group to continue the work on a long term basis when the opportunity seems ripe.

10.
Act as a lobbying group to get "the authorities" to do things.  Ensure the group has active relationships with Councillors, the MP and MEP.

11.
Discuss with your District Tourism Officer the need for a District wide Tourism Management Strategy encompassing infrastructure improvements, marketing, conservation, and planning guidelines.

12.
Invite organizations such as the Regional Tourist Board, Countryside Agency, public transport authorities and others to talk to the group to find what they have to offer to the group - and the group to offer to them.

13.
Learn how to handle and use the press and other media.  Appoint from amongst the group, a press officer.  

14.
Develop, waymark, publicize and maintain circular walks of various lengths in such a way that visitors are encouraged to use local services or transport facilities at the beginning or end of their walks - or en route.

15.
Develop cycle routes on the lines discussed above, and encourage the development of cycle hire facilities, usually as an additional part of an existing business.

16.
Join in discussions with public transport operators and planners to encourage the development of a traffic planning system which will protect communities and habitats, encourage walking and cycling, the use of local businesses - and be attractive to visitors.  Car parking provision will be an important part of any system.

17.
Encourage the production and marketing of local food products.  

18. Encourage the production and marketing of local crafts products.

19.
Encourage local accommodation providers and restaurants to serve local food products, and to make it clear when they are serving them.

20. Encourage local businesses and events generally to showcase local crafts etc.

21.
Set up weekend breaks, offering accommodation, meals, and activities in a package.

22.
If possible, join rural communities in other places in marketing these weekend breaks in order to save expense and increase effectiveness. 

23.
Consider developing Tourist Information outlets of various types and sizes - site these, when possible, in shops, pubs, stations or other businesses which need additional activity to help them survive.

24.
Persuade existing museums to modernize their displays to involve and animate visitors of all ages: where necessary consider new heritage centres.

25.
Make contact with local historians and/or your local history society.  Use their knowledge to inform your members about the history of the area, and capitalize on the interest in heritage by providing simple, accurate and interesting and relevant historical information for visitors.  See points 26, 27 and 28 below.

26.
Learn the techniques of the eco-museum concept:  begin to valorize the many small assets of the area: set up, for example, nature trails, craft trails, church trails, tomb trails, architectural trails, farm trails, geological / mineral trails, industrial archaeology trails.  Integrate into any printed material on these trails, information on food, accommodation and retail opportunities.

27.
Set up a guide training programme.  Offer evening and / or afternoon guided walks.

28.
Encourage older residents to act as guides: tape the recollections of some older residents to use in local information centres, museums etc.

29.
Encourage shopkeepers to come together to discuss how best they could improve their efficiency and effectiveness at selling to both the local and the visitor market.

30.
Encourage new entrants to the accommodation sector by offering introductory training afternoons: encourage existing accommodation owners to improve their operations by attending further training, or quality circle discussions.

31.
Encourage farmers, foresters and naturalists to discuss how they could benefit from tourism: invite successful operators from other regions to talk about their experiences.  

32. Encourage at least one open farm in your area as a visitor attraction. 

33.
Involve local schools and colleges in visitor surveys, translation work and career discussions.  Try to form a permanent link with the staff involved.

34.
Translate some information into German, French or other relevant languages, and make it available for businesses or guests in the area.  Multi-lingual Compliments Slips with key responses in up to 3 languages would be a start.  

35.
Involve the church, by devising church and tomb trails, using church buildings for events, and by offering a "welcome ministry" in churches in popular places.

36.
Work with local pubs to set up a pub trail, try special brews, events etc.

37.
Explore the possibility of hosting regular farmers markets

38.
Set up local festivals and cultural events.  Use these to generate shoulder season trade, publicity and additional facilities for local people.

39.
Develop the area's image by devising promotional material, postcards, carrier bags, unified letterheads etc.

40.
Consider the idea of a local area brand.

41.
Hold a competition for new postcards to boost local thinking about the area and to increase pride of place.

42.
Encourage press visits to obtain press coverage outside the area.

43.
Ensure that detailed, clear and attractive local area material is available at every bed side to enthuse visitors to stay longer and return.

44.
Set up data bases of past visitors and set up direct marketing procedures.

45.
Encourage visits by the area's Member of Parliament to ensure political support.

46.
Organize study trips for forum members to other areas, or even abroad.

47.
Discuss possibilities for working with tour operators who might bring additional business.  Understand how tour operators work, and choose operators suitable for and sympathetic to the area.  

48.
Use both bedside information (see point 43) and the data base to advertise the potential of the area as a base for incoming businesses of all kinds.

49.
Audit facilities for people with disabilities of various kinds – access, sight, hearing – and seek to both improve and publicise those facilities.  

50.
Remember that in most areas there are limits to growth, and that too much tourism development could both make the area unattractive in the long term, and distort the economy of the area.
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