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The History of Cultural Tourism (http://arts.monash.edu.au/ncas/)

In many ways we can be argued that cultural tourism is the oldest form of tourism. When travel and tourism was the exclusive preserve of the moneyed, particularly in days before Columbus, the major reason for travel, apart from war and religion, was to experience the strangeness of cultures and destinations other than one's own, whether it be Europeans venturing eastwards, or less frequently those from the East venturing West.
For the affluent the ebb and flow of European tourist endeavour until the nineteenth century was related to the external conditions. The period of Ancient Greek dominance meant many parts of the Mediterranean World were accessible to the Greek geographer, historian and tourist writer Herodotus. Ancient Greeks headed off to religious destinations such as Delphi, but the Pythian games at Delphi, for example, with its chariot races were popular with many for much more secular reasons.
Roman roads and the Pax Romana created a large market for travel and the country holiday home was common for wealthy Romans, and for Gallo and Hispano Romans as well, as were spa resorts such as Baiae in the Campania. The charms of Baiae that attracted the Romans seem very familiar.
Seneca: ' I left it (Baiae) the day after my arrival. It is a very dangerous place to visit, Certain encounters are contrary to purity of behaviour and the wise man would do well to avoid them. Let him therefore not go to Baiae, the home of vice. Inside its walls, licence is triumphant'.
Most of the French watering places of the Auvergne, still popular with latterday travellers and tourists, were tourist destinations in the Roman times, as was Aix-les-Bains in Haute Savoie. The fall of the Roman Empire hindered tourism until the economic and agricultural revival of the C12th and C13th. Though the political and economic crisis of the fourteenth century, exarcerbated by the Black death did much to quell the travel urge.
The state of the roads worldwide, and Europe in particular, was another factor back the development of tourism, but by the sixteenth century Erasmus and Montaigne, for example, were travelling frequently for pleasure. By the seventeenth century there were daily public coaches for Rouen, Saint-Quentin, Noyon and Orleans and for Lyons and Clermont-Ferrand when there were sufficient passengers. Water coaches and water travel were even more popular. The extent of interest in travel can be seen by the fact that between 1600 and 1660 four hundred books about travel outside that Continent were published in Europe.
France, an ecconomic leader, became much more accessible in the eighteenth century because of the policy of road building. From 1737 to 1747 forty thousand kilometres of road were built or repaired. In 1788 28 000 kilometres were in the course of construction. This was reflected in the growth of hotels. For example the Hotel Henri IV in Nantes had 60 main bedrooms the same year. The invention of the railway and the improvement in roads were most likely the major factors for the growth of destinations like Chamonix in the Alps.
 

	Rail Growth

	
	  Date
	 Miles

	 United Kingdom
	 1836
	 700

	 
	 1843
	2000

	 
	 1848
	5000

	 France
	 1850
	 3500

	 
	 1880
	15 000

	 German territories
	1850
	 35000

	 Russia
	1910
	25 000 


Seaside resorts were created such as Deauville and Biarritz.
	Chamonix's growing population was related to its accessibility by rail

	 Date
	 Number of Visitors

	 1860
1863
1896
	  8500
11 000
30 000


Source: Gilbert Sigaux, History of Tourism, Leisure Arts, London, 1966
 

Guide books evolved as a consequence early in the nineteenth century. Didot's Guide pittoresque portatif et complet du Voyageur en France was published in 1837 while Adolphe Joanne's Itineraire de la Suisse in 1841. Later, Baedecker guides were to place overwhelming emphasis on the high culture and cultural significance of the destinations to be visited by the affluent and educated in the nineteenth century.

History of Cultural Tourism in Australia: Nostalgia Tourism
For lovers of Victorian grandeur, Australia provides a range of destinations increasingly favoured by domestic and international tourists alike, though significantly the traditional dominance of Melbourne with its Royal and Block arcades has been outstripped by Sydney with the successful restoration of both the Queen Victoria Building and the Strand Arcade. The latter occupies an ideal site abutting the Pitt Street Pedestrian Mall which runs between King and Market Streets and leading to George Street.
Officially opened on 1 April 1892 with a fanfare the next day from the Daily Telegraph
'In response to invitations issued by proprietors some 400 ladies and gentlemen assembled in the Strand yesterday afternoon to take part in a suitable commemoration of its opening. The lofty, spacious thoroughfare, with its artistic arrangements, its brand new fittings from summit to base, the galleries and main way promenaded by deeply interested sight-seers, and with every coign of vantage harmoniously adorned with bunting, presented a scene of unusual life and animation.
Already business has commenced in 25 of the shops and one of the principal of these is occupied by a large firm of English jewellers, who have stocked it with a very valuable and extensive collection of jewellery. The proprietors of the Strand have issued special regulations to their tenants, with the object of making it as attractive as possible, and it was noticeable that the arrangement of the shop windows harmonised with the surroundings.
Daily Telegraph, April 2, 1892 in Barbara Salisbury, The Strand Arcade: a history, Hale & Iremonger, Sydney, 1990, p13
The Strand was almost immediately threatened by the economic vicissitudes of the 1890s Depression, but the vogue for modernism in the 1960s was probably the greatest threat.
In 1963 an article quoted by Barbara Salisbury from Architecture in Australia by architects Tom Heath and Tom Moore, there was a lament about the loss of old buildings, but a conviction that it was 'extremely unlikely' that 'the barricades [would] be manned to defend the Strand Arcade' (p 16) The specialty shops such designer jewellers and leading fashion designers such as Flamingo Park attract a diverse range of customers. Now once again it is an attraction
Botanic Gardens have always been the pride of our capital cities. Melbourne's enchanting Botanical Gardens are especially favoured, but the much smaller Sydney equivalent have always had their own enthusiasts.
April 1878, Town and Country Journal
'There are two objects for which every visitor to Sydney is expected to express his enthusiastic admiration-our harbour and our Botanical Gardens. If he does not do so, he is set down at once as an unmitigated barbarian. Even Anthony Trollope, who is not thought to have exhibited an undue desire to crack up Australia and Australians, was obliged to render a glowing tribute to our gardens'
(in Lionel Gilbert The Royal Botanic Gardens: A History 1816-1985 Oxford University Press, Melbourne, 1986 p183 )

It has always in fact been recognised by the scientific staff that the real support for funding for the gardens came from their role as a leisure and tourism destination. J.H. Maiden, the then Director of the Sydney Botanic Gardens made the following politically astute observations in 1912, ' I think it may be fairly said that few people have more than a superficial idea of the activities of a modern botanical garden. Many people, and educated ones too, look upon by sub-department as having the simple horticultural and disciplinary care of a garden ( and some parks), and think that the prefix 'botanic' is simply given as an explanation of the occurrence of labels on plants'. 'So in Sydney we thickly coat the botanical pill with the sugar of a " garden of pleasure'...' (Annual Report for 1912, p24) and again in the same year he notes
[Consequently] the average citizen, walking through his botanic garden, enjoys himself. He chats with his friend, he reads his book, he contemplates the changing scene of landscape, observes the manners and customs of his fellow men, or he rests, -simply approximates as far as he can to the idea of 'doing nothing', and thereby relieves jaded mind and body. Or, he takes his walking exercise along the paths or across the lawns, imbibing health by activity under pleasant extraneous conditions.... 
A small minority... are seriously interested in plants from the botanic or scientific aspect. The number is increasing... and will increase as facilities are given for teaching the subject, but let us be quite honest, and admit that the vast majority of the taxpayers are not botanists at all.'
(Proceedings of the Royal Society of New South Wales, 1912, pp 54-5)

This week's readings explore the nature of the cultural tourist experience first in general terms in Pearson's `Pilgrims, Travellers, Tourist: The Meanings of Journeys', and George `History on the Rocks' explores the not entirely successful battle to save the Rocks in Sydney as a cultural tourist destination. The last reading analyses the shift in attitude that has given impetus to an Australian cultural tourism. You will need to think about such issues as how the growth of Australian cultural tourism is realigning the tourist landscape. What is worth preserving ? What is valued? The Rocks can be viewed as a case study of destruction. Has the heritage of Sydney gone through a process of commodification? What are the elements of cultural tourism. on display here and how does this relate to "ideal" cultural tourism as defined in the discussion in week two.
 

Study Questions
· Why did cultural tourism evolve out of European culture? 

· Is the tourism of the last two hundred years qualitatively different from the travel before that time 

· What is significant about the term 'cultural broker'? Does it provide useful insights into understanding cultural tourism? 

· What does the history of the Rocks tell us about the role of cultural tourism 

· What threats are there to developing cultural tourism in Australia? 


Readings
George Morgan, `History on the Rocks', John Rickard and Peter Spearritt, (eds) Packaging the Past? Public Histories, Melbourne University Press, Carlton,1991
Michael Pearson, `Pilgrims, Travellers, Tourist: The Meanings of Journeys' in Travellers, Journeys, Tourists, Australian Cultural History, No 10, 1991
Ken Taylor, `Thing we want to keep:discovering Australia's cultural heritage'. David Headon, Joy Hooton, Donald Horne (eds), The Abundant Culture: Meaning and Significance in Everyday Australia, Allen&Unwin, St.Leonards, 1995

What is this thing called cultural tourism?  (http://arts.monash.edu.au/ncas/)

Defining cultural tourism
At one level the definition of cultural tourism, despite the inherent difficulties in exactly pinning down culture, is straight forward. One definition widely used is that is the kind of tourist behaviour by those who reject mass tourist experiences and are interested in the "environmental, cultural, heritage, ethnic and historical features' and shares may features with educational tourism, though that often has a specific course oriented focus, than a generic educationally beneficial experience
Creative nation 
The Cultural policy developed by the Department of the Communications and the Arts, Creative Nation defined Cultural Tourism in the following way
`The experiences generated by Australian performances, visual arts and our heritage are unique. Cultural tourism embraces the full range the full range of experiences visitors can undertake to learn what makes a destination distinctive -its lifestyle, its heritage, its arts, its people-and the business of providing and interpreting that culture to visitors'.
` This cultural policy is also an economic policy. Culture creates wealth. Broadly defined, our cultural industries generate 13 billion dollars a year. Culture employs. Around 336,000 Australians are employed in culture-related industries. Culture adds value, it makes an essential contribution to innovation, marketing and design. It is the badge of our industry. The level of our creativity substantially determines our ability to adapt to new economic imperatives. It is a valuable export in itself and an essential accompaniment to the export of other commodities. It attracts tourists and students. It is essential to our economic success.'
Creative Nation: Commonwealth Cultural Policy October 1994 Commonwealth of Australia, Department of Communications and the Arts, Canberra, 1994
What can be included?
If we accept the broad ranging descriptions such as the one used by Creative Nation it becomes clear that under the umbrella of Cultural Tourism shelter destinations that can be as varied as the culture that produces them. In Millicent in South Australia one of the most intriguing destinations attracts adults and children alike-the Millicent Shell Gardens. A fabulously intricate fantasy shell garden, it is the work of Mrs Iris Howe, the former owner and Don and Ailsa Salmon, the current owners
" A marvellous lengthy wall of bottles runs along one side of the property, featuring a formal arrangement of plates and topped with porcelain and glass electrical cups which are usually found on old telegraph poles. There are many vignettes that centre around the theme of a small house. Some are made in flat mosaic work on walls and others are freestanding throughout the garden-the little cottage of Snow White and the Seven Dwarfs is surrounded by its own shell garden and has shell-covered steps. Mrs Howe made one group of cement figures to represent her grand daughters.
I had a doll's head for a face mould and I did all the rest. I just worked on it with my hands and made a name for each of my grandchildren-Carolyn, Sharon, Rita, Beris, Colleen, Diane. They loved to come here.
The little people 'peer and sit on every sculptured apparition, beneath mushrooms and beside huge swans. Every corner nook is conceived and managed as a space to belong to particular creatures. In one freestanding wall visitors can have their photograph taken in the manner of seaside picture postcards with their heads through the holes posing as either King Neptune or the Mermaid of the Sea' "(19)
Jennifer Isaacs Quirky Gardens, Ten Speed Press, Berkeley, California, 1995
In Melbourne alone the cultural tourism market has mutated into the most intriguing side alleys. Tours specifically designed for tourists include tours of those icons of multiculturalism Footscray and Victoria markets, a meal and a flight aboard the vintage Goony Bird plane, Elizabeth Chong educational and cooking extravaganzas in Melbourne's Chinatown, and opportunities for three days before the mast on the sailing ship the Alma Doepel, and the latest in late 1997, as organised by the Socialist Alternative, a cultural tour of sites asociated with radical politics. The latter tour, clearly modelled on the Moscow tours of Lubianka Prison and KGB headquarters, includes visits to the jail cell of Frank Hardy and the former headquarters of the Industrial Workers of the World, the IWW ot the Wobblies.
Sydney Harbour Bridge has long been a cultural tourism extravaganza. In the days before jet travel and greater disposable income, as Bridge historian Peter Spearritt has pointed out, Sydney Harbour Bridge was the one world recognised cultural icon that the average Australian could access. The Pylon Lookout, a heady mixture of shopping, sight-seeing and souvenirs, was an embarrassingly popular destination, despite its 'commercialisation' and 'tattiness' which contributed to its closure by the Department of Main Roads in 1971. To quote from a brochure advertising its attractions:
'When you finally drag yourself away from the Pylon rooftop YOU WILL SEEK A MOMENTO OF YOUR VISIT AT THE SOUVENIR COUNTER; WHICH SELLS INEXPENSIVE SOUVENIRS OF A CAREFULLY SELECTED QUALITY. Send your friends the unique 3-dimensional views of Sydney and the Harbour taken from the top of the Pylon; buy a boomerang or nulla nulla. .. choose any of the beautiful jewellery or useful leather, china or plastic or wooden gifts with distinguishing Harbour Bridge motif. The shark's teeth jewellery is exclusive to us... You can choose from more than 1,5000 low-priced lines in Sydney's highest shop'.
Peter Spearritt, Sydney Harbour Bridge: A Life, Allen & Unwin, North Sydney, 1982, p 116
We have long changed from the society depicted by a British tourist writer in 1960s.
"The girl who brought us our drinks was the typical frank and happy Australian girl (the difficult thing for Europeans to take in their stride is that Australians just do not mind these little tyrannies), but she could not lighten the weight of self-conscious gloom that pervaded the place. She recommended t the Santa Lucia, an Italian restaurant at the foot of Elizabeth Street. I stopped on the way to buy a bottle and offer the experience as a demonstration of how it is possible to encounter an almost complete language block between two kinds of English. I asked for a bottle of claret. The girl looked anxiously at me and disappeared, returning with a shirt-sleeved male and a bottle of sparkling burgundy." No, that's not it. It's still. Claret." The man and girl disappeared again, returning a second time with a bottle of Sauternes. " That's dry, isn't it?" Finally a second girl arrived, and between the five of us, and with the help of their list, I managed to get them to sell me a bottle of Harvey's Cabinet Claret.'
Peter Black, The Poms in the Sun, The Travel Book Club, London, 1965 p.77
` A wistful sentence in Welcome to Brisbane said:" A delightfully Continental atmosphere pervades the gold coast almost twenty-four hours a day". the 'almost' is deeply touching, you could imagine the conscientious struggle that disturbed the mind of the writer before he put it in, I must have hit one of the hours at which the pervasion had withdrawn, for there was nothing continental, even American continental, about the cafe where I bought a cup of coffee....
Here in Surfers' you could see in full cry the worship of American symbols (the music, big cars, bright colours, clothes and food) and the wistful yearning for them, without in the least understanding, or caring about, the forces in America of which all these things are so to speak the bow-wave.. . To see Surfers' is to be reminded of the Cargo cults of the Pacific islands, where the natives collect or imitate symbols of Western riches ( old tins of corned beef, sewing machines, bicycle wheels, TV aerials, models of aeroplanes, photographs of Elvis Presley) believing that one day the god will come and shower multiplications of the originals upon them.'
(p 107)
Growth in Cultural Tourism Research
Growth in interest in and the actuality of Australian cultural tourism has resulted a series of studies of the phenomena and related issues. An important manifestation of this is the document produced by the Cultural Ministers Council Statistical Advisory Group, The Australian Cultural Industry: A Summary of 1988 Cultural Statistics, Australian Government Publishing Service, Canberra, 1991. This was claimed to be the first comprehensive statistical survey of cultural activity in Australia, and was produced by the Statistical Advisory Group of the Cultural Ministers Council, which itself was first established in 1984.
Estimated Consumption of Cultural Goods, Services and Activities, 1988
	 Category Numbers in Million 

National Estate
2.3 visitors
National Parks and reserves
Zoological and Marine Parks
5.0 visitors
Botanic Gardens
5.0 visitors
Museums
14.2 visitors
Art Museums
6.3 visitors
Popular Music Performances
1.5 attendances
Classical Music Performance
0.3 attendances
Theatre
2.0 attendances
Dance
0.8 attendances
Opera and Music Theatre
1.0 attendances
Variety and Cabaret
2.0 attendances
Festivals
5.0 attendances

	Of the estimated 5 million attendances at festivals, about 3.1 million people attended the Sydney, Melbourne, Perth and Adelaide Festivals. There was no attempt in this survey to distinguish between categories of visitors, such as local, interstate or international.
Adapted from Cultural Ministers Council Statistical Advisory Group The Australian Cultural Industry: A Summary of 1988 Cultural Statistics, Australian Government Publishing Service, Canberra, 1991, p 10. 
 

 

 

 

 

 

 

 

 

 

 

 

 

 


Interest in high cultural tourism
1988-9 Australia Council Survey
17.3 million people visited museums
NSW 6.3 million
Victoria 4 million
Source: Australia Council, Arts Facts, Research Paper no.3, May 1990, p.1 
 

Multicultural Tourism
At an unofficial level multiculturalism despite the ambiguity of the term has contributed considerably to the success of the transformation of Australia as a cultural destination. The wide range of ethnic restaurants in both Sydney and Melbourne are trumpeted as a reason for visiting those cities as part of official Australian Tourist Commission (ATC) commercials abroad, yet the role of the policy with regard to tourism has clearly been confused by some of the issues pointed out the multicultural guru James Jupp

'To social scientists, however, 'culture' implies a pattern of behaviour, attitudes and customs. Some critics of Australian multiculturalism (such as Professor Chipman) emphasise this meaning to support their claim that public policy is based on moral relativism, But this is hardly understood by the public at all, to whom 'culture' means overt manifestations such as folk dancing....
IN multicultural societies today the state normally subsidises opera, ballet, art galleries, theatre or museums...The modest public contribution to cultural maintenance has often been satirised as 'pasta and polka' multiculturalism. It overlaps with support for weekend ethnic schools, as their function is often cultural rather than educational. There is remarkably little controversy about such a subsidy, possibly because it is so modest, so harmless and contributes to the entertainment of the majority. It might, however, fossilise cultures in archaic forms, or divert attention from more serious contributions made by various ethnicities. The 'cultural contribution' of immigrant or native groups thus becomes trivialised and may even go to support the tourist industry. It joins ethnic catering as part of 'lifestyle multiculturalism'. It may also divert funds and energies away from more serious and less entertaining pursuits, such as preserving ethnic archives or artefacts so as to supplement or redirect monocultural concepts of the nature of society'
James Jupp 'One Among Many' in Multicultural Australia: The Challenges of Change. David Goodman. D.J O'Hearn, Chris Wallace-Crabbe (eds). Scribe, Newham, Victoria, 1991 pp 130-31
 

The Ultimate Cultural Tourists
Students could be defined as the ultimate cultural tourists and, following the pattern of those foreign students who flocked to Paris to hear Peter Abelard lecture on theology in the Middle Ages, students come to Australia, as to many other countries to imbibe language and culture sometimes to obtain a range of official qualifications. Even leaving aside the official tertiary institutions which are developing programs which combine study with an explicit tourist experience as in Monash University Studytracks Program, which is one of the readings for this week many of the programs run by the English teaching industry known as ELICOS (English Language Intensive Courses for Overseas Students) which has grown up in the last fifteen years clearly involve dual purposes. By 1989 there were over 80 accredited courses in ELICOS alone and by 1988 there were 42,565 private overseas students. Half in short term English language courses and the rest in institutional qualifications.
Cultural Tourism: Putting Aside the Rose Coloured Glasses
The appeal and place of cultural tourism must always be placed into context. John Rickard has written an intriguing study of Norfolk Island as an Historical Site and cultural tourist destination, detailing the cultural landscape that is the inheritance of two separate penal settlements and the Pitcairn Island diaspora of 1856, when the descendants of the mutineers from the Bounty took up residence on the island.
Rickard describes a utilisation and preservation of heritage ranging from the sensitive and scholarly as exemplified by the four linked museums at Kingston to something akin to the theatre restaurants of Sydney and Melbourne in the Friday night revelries in which the visitor may `Dress as a convict & have a night of fun, feasting, dancing & singing (outfit supplied!)'
`More problematic is `The Mutiny on the Bounty Show', performed at night in an open-air amphitheatre. On the left, a replica of the Bounty faces a large pond of water, which spreads out to the shore of Tahiti on the right. A very stilted, pre-recorded soundtrack, mimed by local actors, earnestly tells the story of Bligh's voyage but plummets into banality when the crew row across the pond to receive a Hollywood-style welcome from Tahitians surprisingly fluent in English....
And what is one to make of Evensong at All Saints Church, which is part of a Sunday tour? Here the attraction, apart from the building itself, is not so much the service as the `Pitcairn favourite hymn singalong' at the conclusion of the formal liturgy. At the front of the nave sat a handful of regular worshippers, effectively segregated from the two hundred or so tourists who filled the rest of the church'
Rickard also points out that even this element of cultural tourism seemed tangential to the motives of the greater proportion of the island's visitors who were more enamoured by the safety, peace and quiet of the isolated sub-tropical community and opportunities for an eclectic range of sporting activities such as bowls, golf, sunbathing and skateboarding'
John Rickard, `Norfolk Island', Australian Historical Studies, No 104, April 1995 
 

Post modernism and Cultural Tourism
Similarly one element in cultural tourism that needs to explored is the discontinuity between what cultural critics would like cultural tourism to be and what cultural tourists actually seek
` Cultural critics are alive to the imposed nature of many of these developments, but they often have difficulty in coming to grips with certain realities in our society, not least the primacy of the motor car. Even the casual visitor to Carlton, Glebe or Subiaco will soon deduce that a fair proportion of the cafe society is motorised. Nonetheless, many intellectuals writing about Australian suburbia retain their distaste for the car. John Carroll characterised Australia's malls in 1979 as 'set in the middle of a plateau of asphalt covered with rows of parked cars' (Carroll 1979, p.11). Lynn Strahan, the official historian for the middle-class, middle-ring Melbourne suburb of Malvern, is to Strahan, a 'bitumenised expanse... released for worship of the private car' (Strahan 1989, p.241). Susan Parham, a town planner from South Australia, told a women and Planning Conference in Melbourne in 1993 that: "In order to consume, most people now drive to regional centres, set in a sea of car parks'. She went on to point out that drive-in food chains, unlike food courts in the big shopping centres, ' tend to deny even the need for some intensity of human activity as a context for their operation' (Parham 1993, p.148)
Peter Spearritt, ' I shop, therefore I am', in Louise C. Johnson(ed) Suburban Dreaming: An Interdisciplinary Approach to Australian Cities, Deakin University Press, Geelong, 1994 p166)
 

Shopping and eating play larger role in the cultural tourist experience than a great many advocates of the concept are prepared to acknowledge.
The readings this week include cultural tourism from a tour operators perspective, while Peter Spearritt explores the wasted potential and the threats to Australia's industrial cultural tourism heritage
 

Study Questions
· What experiences would you include in cultural tourism? 

· What makes a cultural tourist destination? 

· How has Australians' perception of what makes a cultural tourist destination changed over time? 

· How much potential is there for growth in cultural tourism? 

· How meaningful is to include shopping in cultural tourism? 

· Can we distinguish validly between cultural and educational tourism? 

· What explains the growth in interest in cultural tourism? 


READINGS 
Peter Spearritt, `Money, taste and industrial heritage', John Rickard and Peter Spearritt, (eds) Packaging the Past? Public Histories, Melbourne University Press, Carlton,1991
Meet the People- A Tour Operator's Perspective
http://online.tmx.com.au/g_day/smarts.html
Studytracks Brochure
A TOUR OPERATOR'S PERSPECTIVE ON CULTURAL TOURISM
The way in which the global tourism industry functions evolved many years ago to reflect the needs of companies offering traditional tourism products and the travellers who consumed them. A central feature of this modus operandi is the sales chain shown in the accompanying diagram.
Australia Country "X"
service suppliers eg. gallery owners, day tour operators, etc =>inbound tour operators =>
tour wholesalers=>retail travel agents =>consumers
Just to confuse things, 'inbound tour operators' don't always provide a direct service to the travelling public. ITO's act as intermediaries between overseas-based tour wholesalers on the one hand, and a plethora of individual service providers, eg. day tour operators, hotels, etc, on the other.
Within the context of this article the most significant market trend to date has been the steady shift in consumer tastes towards more meaningful travel experiences, often driven by a desire for self-development. This has created a gap in the market not readily filled by the mainstream tourism industry, resulting in the emergence of a whole new breed of service providers.
Enter cultural tourism stage right. It shares this stage with others including educational tourism, nature-based tourism and ecotourism, which have various common features. Because of this let's bundle them together under the title 'soft tourism'. Some of the more significant (albeit grossly generalised) differences between 'soft tourism' and mainstream tourism are shown in the table below:
 

	 mainstream or 'hard' tourism
	  'soft' tourism

	large group size
office-based companies
high volume/low margin
appearance
features
consistent
isolated
industry-driven
based around purpose-built features
been there, done that
	small group size
home-based companies
low volume/high margin (we wish)
substance
benefits
diverse
integrated
client-driven
based around existing features
I understand


 

Thus soft tourism is a fundamentally different travel product with an alternative philosophy which necessitates a new approach to doing business. The very features which characterise soft tourism can be an anathema to those in the mainstream: "what do you mean, you can't guarantee whales on your whale-watching tour", etc.
These and other changes in travel behaviour and technology have resulted in increasing fragmentation of the sales model, suggesting that it's "use by" date is fast approaching. The most likely future changes to the model are going to be a substantial reduction in the number of travel agents, with those remaining offering an increasingly professional and often more specialised service. This will occur in conjunction with a switch to time-based consultation charges for consumers, rather than the current reliance on commission payments on bookings, a substantial reduction in the number of tour wholesalers and inbound tour operators, and possibly even the phasing out of one of these levels. Again, many of those remaining will offer an increasingly specialised service, a substantial increase in the frequency of direct bookings between suppliers and consumers.
Tour operators play a pivotal role.
Another significant trend amongst contemporary travellers has been the growing move towards independent travel at the expense of packaged holidays. Tour operators retain an important role however, particularly in the soft tourism area where a premium is placed on quality interpretation of the natural, social and built features of the local area. Moreover, the provision of tours is only one aspect of what tour operators do to facilitate soft tourism. Other aspects include advertising, participation in trade shows, and sponsoring familiarisation trips for visiting journalists or film crews. These activities not only promote specific services or venues, but also raise the profile of Australian tourism generally.
You might ask 'don't the other people in the diagram also do their bit in supporting cultural tourism ?'. Well they do, but the oil that keeps the machine moving is the commission paid by individual tour operators or venue managers and/or the mark-up on their nrtrates.
But still do it tough.
If the high levels of demand for soft tourism experiences shown in market research were translated across into tour bookings, people like me would be busier than a double-headed cane toad in a bag full of beetles.
The fact of the matter is that the majority of soft tourism operators are having a pretty difficult time. The poor profitability of individual operators is in turn stifling the ongoing development of this area of the travel industry.
The biggest stumbling-block seems to be sales and marketing, where there seems to be a serious mismatch with the sales model shown earlier. This is far more apparent where operators seek to sell their wares to the inbound tourism market (ie. to visitors coming to Australia). Some soft tourism operators, in endeavouring to suit the regimen of the industry, gradually metamorphose to emerge as mainstream. Sometimes they succeed in a financial sense, but is this trend in the long term best interest of the Australian tourism industry?
I hear you suggest 'why not just sell direct to consumers?'. The problem here is primarily one of cost, given that placing advertisements overseas is incredibly expensive. To give an example, the cheapest display advertisement in Conde Nast Traveler (a quality US publication) is approximately AUD$6,500. And don't forget to add the cost of brochures and postage for those people that respond.
While the various travel guides produced by the Australian Tourist Commission offer a somewhat cheaper alternative, we are still talking about running an awful lot of day tours to justify expenditure of that magnitude. And to cap things off, anecdotal evidence suggests that traditional print advertising generally produces very poor results in the case of soft tourism products.
The end result of this is that most soft tourism providers see catering to the inbound market as just too difficult, and have resigned themselves to servicing a largely domestic clientele.
Public resistance to paying realistic tariffs is another significant problem, and the situation is not helped by the need to build in commissions for others in the sales chain (see diagram).
While lots of travellers want soft tourism experiences, many are not prepared to pay for the extra 'value-added' that it provides. Indeed, the public perception is that soft tourism should be cheaper because it lacks the 'fancy overheads'. As a result I think we are seeing many soft-tourism operators offering tariffs which are unsustainably low, as they attempt to compete with the mainstream. Well sure, soft tourism operators don't face huge rent bills or lease full size coaches, but aside from that they face all of the same costs as the big boys (& girls). And in addition, the nature of soft tourism is such that it is far more time-consuming at every step of the service delivery process.
New technology may help.
You would have noticed the computer terminal sitting on your local travel agents desk. So the tourism industry is already making good use of available technology then? Not exactly.
The technological backbone of the travel industry are global Computer Reservations Systems (CRS), the limitations of which include: there are many separate systems in use and they exist in competition with one another
· they are primarily a booking service rather than an information service 

· they were designed for use by travel agents with specialised training, not for public access (if fact they can be so awkward to use that some travel agents will phone bookings through instead if it only involves a local call) 

· they are used almost exclusively for airline, hotel and rental car bookings. There is virtually no use of CRS's for soft tourism-style products (primarily because of the costs involved) 

Hence while there is extensive computerisation in place, to an innocent bystander like myself the whole set-up seems (gulp!) conceptually moribund.
A partial solution to this dilemma, given a little time, could be the Internet. Readers may be aware that the numbers of people using this network is skyrocketing and the demographics of users is rapidly broadening beyond the 15-25 year old male 'tech-heads'. From the tour operators perspective, the Internet could have many pluses including: providing a more cost-effective way to market direct to consumers, particularly foreign consumers, and the ability to dictate how your product is presented to them
· enabling operators to update details of their service on an instantaneous and ongoing basis (for example to include details of special events) 

· enabling operators to provide a better service to other members of the travel industry 

· providing the potential for significant reductions in operating costs in relation to brochure production and distribution, and other current marketing activities 

In addition, the Internet is well-suited to the needs of the informed, information-hungry and 'do-it-yourself' modern traveller. The decreasing costs and increasing ease of use of the necessary hardware and software will really push this process along, and presents a stark contrast to the CRS approach.
By and large, the CRS systems do not interface with the Internet. The one exception I know of is 'EasySabre', a version of the traditional global 'Sabre' CRS, which is available to CompuServe subscribers.
And in closing.
In looking at the development of soft tourism we need to differentiate potential from on-ground reality. While there is significant demand for soft tourism experiences, this is mostly latent demand at this early stage. Don't be seduced by upbeat magazine articles on landmark ecotourism developments, whose fortunes are not representative of the rank and file operator in this sector. It's all very well to "talk things up", but not to the extent that we are ignoring very real problems requiring pragmatic solutions.
Indeed, reading the literature about soft tourism, and especially ecotourism, one could be excused for thinking people were writing about some kind of spiritual pursuit or a scientific experiment. We need to remember that soft tourism is first and foremost a business, and in fact, a very testing business.
The problems which tour operators face are typical to those faced by all small businesses (which have a very high failure rate), combined with the problems associated with establishing a new product in the marketplace. As I have shown, an added level of difficulty is brought about by the fundamental differences between the products they offer and the way in which the mainstream tourism industry, in which they must operate, works. One hopes that the ongoing development of the Internet will offer an effective way around this impasse, and ideally seeing Australia emerge as somewhat of a mecca for all forms of soft tourism.
Reference:
The term "soft' and "hard" tourism was taken from Myriam Jansen-Verbeke, Catholic University at Nijmegen, The Netherlands, "Ecotourism: A Challenge for Future Tourism Development" in Proceedings of the World Leisure and Recreation Association World Congress, Sydney Australia 1991.
Postscript:
Since writing this article in 1995 there has been significant movement from the big CRS companies to interface with the Internet. Nevertheless the goal seems to be to get a slightly more efficient version of the status quo (ie. service the needs of the travel industry better) rather than remodel the system itself from the consumers perspective. This is hardly surprising given that the CRS's are owned by the mainstream travel industry (the airlines).
Cultural Tourism and Indigenous Australians (http://arts.monash.edu.au/ncas/)


This week focuses on a major element in contemporary Australian cultural tourism, including the issues of ownership and intellectual property
 

Importance of Indigenous Cultural Tourism
Creative Nation pointed out three significant key facts that emerged from the Survey of International Visitors to Australiaa and Aboriginal and Torres Strait Islander Arts, sponsored by the Australia Council in 1993.
· 48% of international tourists to Australia were interested in learning something about Aboriginal and Torres Strait Islander culture 

· Over one-third of those visitors was involved in activity related to that culture 

· sales of indigenous arts and souvenirs bought by international vistors was estimated at $ 46 million a year in 1991 increasing from $ 30 million in 1990. 

Indigenous cultural tourism is big business already and has potential to grow even bigger, but thre are many questions surrounding that growth
Shared Understandings 
The first reading for this week Isabel McBryde's, 'Dream the Impossible Dream? Shared heritage, Shared Values, or Shared Understanding of Disparate values?', Historic Environment, Volume 11, Numbers 2 and 3, 1995, explores the complexities of shared values in a society with discete cultures and traditions, reminding us that even preservation is not a shared value in all cultures. McBryde does not specifically address the issue of the tourism with its particular preoccupation with discovery and experience and its consequent role in reinforcing the value of preservation, but this article raises key issues, including that of cultural imperialism, in this area.
At least at the level of the tourist industry and the way it 'sells'itself to interstate and overseas visitors, aboriginal heritage is very much a marketable commodity. There would hardly be a single brochure from the Top End, for example, that does not have Aboriginal rock art or a similar theme incorporated in its design.
To quote John Ah Kit
`The point is, though, that Aboboriginal heritage such as rock art is something that is 'safe' in marketing terms. it is seen as mysterious, primitive and ancient: part ofa nebulous'Dreamtime' that is uniquely Australian. Like the Egyptiam pyramids, ot Norman castle ruins, it is heritage that can be dealt with as commodity for consumption by a growing tourism market. there are numerous examples of rock art around, you don't have to pay copyright on it,and it doesn't pose difficult questionsabout the situation of Aboriginal people today. meanwhile we can get on with 'real' heritage issues in the Northern Territory, like building pearling museums, or restoring historical precincts in Alice Springs. And every 50 years or so, we can commorate the bombing of Darwin by restoring World War II airstrips and ammunition dumps- and while we are at it, let us promote'traditional territory ceremonies, such as the Beer can Regatta or the Henley-on-Todd.
John Ah Kit, `Aboriginal Aspirations for Heritage Conservation', Historic Environment, Volume 11, Numbers 2 and 3, 1995, pp34
But the cultural participation of Aboriginal people in cultural tourism has often been severely restricted. John Ah Kit has commented on the the veil of oficial secrecy that had has descended on the re-enactments of the Wave Hill strike, including the the 25th anniversary in 1991 and the opposition in the mid 1980s to commemorative signs about the traditional significance of various sites to the Jawoyn people. The Katherine Council opposed the idea on the grounds that it would foster division and people might shoot at the signs (35).Critical though he is, he also points out that there have been considerable improvements, small but significant, such as a brochure for a new motel in Katherine which gives the Aboriginal name and explains the Aboriginal significance of the crossing, and discussion about another historic marker (36)
 

Endoresement of Indigenous Tourism In Australia
Tourism has received endorsement by the previous Labor government as one of three industries that can provide an entree into the mainstream economy for indigeneous people. They actually initiated the development of a National Aboriginal and Torres Strait Islander Tourism Strategy. Various examples of successful Aboriginal and Torres Starit Islander tourist activities were showcased in a glossy production produced for the 1993 International Year of the World's Indigenous People entitled A Talent for Tourism: Stories about indigeneous people in tourism (Commonwealth of Australia,1994) which is also available on the World Wide Web.
The endeavours featured range through the production are as follows:
Bangarra Dance Theatre of Sydney which in 1993 had 21 indigenous employees out of 23.
Brambuk: Living Cultural Centre in the Grampians National Park with six full time (five indigenous) and up to 20 part time employees, the majority of whom are indigenous.
Desert Tracks an educational ecotour owned by the Anangu Pitjantjatjana teaching Aboriginal law, culture and lifestyle, employing 20 casual indigenous staff.
Dreamtime Cultural Centre at Rockhampton employing 28 indigenous staff. ATSIC funding has provided the mainstay of the venture though the funding is gradually being reduced from $670 000 per annum, with the Centre taking $175 000 in 1993 and averaging 90 through the gate each day.
Jumbana Design who is responsible for the Balarinji designer retail label.
Kurrawang Emu Farm near Kalgoorlie which employs 10 out 11 indigenous staff utilising a $350 000 Department of Aboriginal Affairs and Aborigianl Development Corporation grant, becoming self-sufficient after two and half years, and relying on approximateky 50 % of local visitors, 40 % from interstate and 10% from the international market.
Manyallaluk in the Northern Teritory on the former Eva Valley Cattle station, employing 20 indigenous people. ATSIC funded the self-supprting store and provides wages through its Enterprise Employment Assistance Scheme. Significantly it is a dry (alcohol free) area for both tourists and residents and specialises in one day cultural experience tours and four day treks, but was not yet self-supporting when the publication was written.
Tiwi Tours on Tiwi Island, a joint venture between the Land Council and Australian Kakadu Tours which has always been profitable. In 1993 the community received $ 10 per visitor and an estimated export of $1.5 million in pottery, dress, shirts etc.
Tjapukai Dance Theatre in Kuranda Queensland has established its achievements with no goverment funding apart from assistance under the Department of Employment, Education and Training Labour Market Programs. By 1993 it was employing 44 staff, 38 Aboriginal and in 1997 moved to Cairns.
Umorrduk Safaris Arnhem Land with two indigenous owners and casual staff, with probably 90 % international clientele with probably half coming from the United States. They work closely with luxury endeavours such as the five star Seven Spirit Bay Wilderness resort.
The second reading for this week is from the Aboriginal and Torres Strait Islander Commission (ATSIC) Homepage, Australia, and covers the issue of tourism in general and cultural tourism in particular from the indigenous community's perspective. The third reading focuses on a key isue for indigenous Australians involved in cultural tourism, the question of authenticity, control and intellectual property and Chilla Bulbeck's article is a timely reminder of the evolution of the place of indigenous heritage as a part of our shared culture in general and cultural tourism in particular.
 

Study Questions
· What are the key issues confronting the Aboriginal and Torres Strait Islander communities with regard to the development of cultural tourism? 

· How can cultural debasement and trivialisation be avoided in the utilisation of indigeneous culture for tourist purposes? 

· What will be the relationship between indigenous tourism and mass tourism? 

· How crucial are issues of authenticity? 

 

Reading
'Dream the Impossible Dream? Shared heritage, Shared Values, or Shared Understanding of Disparate values?', Historic Environment, Volume 11, Numbers 2 and 3, 1995
Extracts from Aboriginal And Torres Strait Islander Cultural Industry Overview By Arts Training Northern Territory, Aboriginal and Torres Strait Islander Commission (ATSIC), http://www.atsic.gov.au
The Hand that holds the Brush, Art Beat, Winter Edition, 1996, Department of Communications and the Arts Newletter
Chilla Bulbeck, `Aborigines, memorials and the history of the frontier', John Rickard and Peter Spearritt, (eds) Packaging the Past? Public Histories, Melbourne University Press, Carlton, 1991
 

Extracts from
ABORIGINAL AND TORRES STRAIT ISLANDER CULTURAL INDUSTRY OVERVIEW BY ARTS TRAINING NORTHERN TERRITORY 
Introduction
Arts Training Northern Territory (ATNT) undertook consultancy work for ATSIC and its Cultural Industry Advisory Committee in 1993/1994. This work related specifically to the Aboriginal and Torres Strait Islander Cultural Industry.
The resultant report and strategy, known as the Draft National Aboriginal and Torres Strait Islander Cultural Industry Strategy - Part 1, focused on three areas of the Aboriginal and Torres Strait Islander Cultural Industry: Visual Arts, Craft and Design; the Performing Arts (Music, Dance And Drama); and Writing And Publishing. Arts Training Northern Territory recognised that other areas of the industry also required strategic development including theindigenous media industry that is, radio, broadcasting, and film, television and video. ATNT also noted that further work was required on a strategy which relates the Aboriginal and Torres Strait IslanderCultural Industry to the mainstream Australian Cultural Industry.
Following are relevant extracts from the ATNT report and the associated Draft National Aboriginal and Torres Strait Islander Cultural Industry Strategy - Part 1 which provide an overview of the findings of the ATNT research work. Detailed art form research summaries can be found at Appendix A.
Arts Training Northern Territory - Research Findings 
Significance Of The Industry
The Aboriginal and Torres Strait Islander Cultural Industry has a high profile and has the potential for further development. This in turn plays a central role in the maintenance and development of the culture of Aboriginal peoples and Torres StraitIslanders.
It is clear that the industry has a key role in both cultural and economic dimensions. Whilst on one level, the impact ofAboriginal peoples and Torres Strait Islanders in various art forms is receiving more widespread recognition within Australiaand overseas, the industry's economic value has been underestimated, particularly in terms of the commitment of government resources to industry support, including the development of physical and human infrastructure.
Although the collection of data for the industry is in its infancy, indications concerning the industry's economic potential are positive. Attitudes of consumers of industry products are also positive, particularly in respect of tourist visitors seeking authentic Aboriginal and Torres Strait Islander cultural products and experiences, ranging from visual arts to performance.
The economic outlook for the Aboriginal and Torres Strait Islander Cultural Industry should be seen in the context of thefollowing growth predictions, which carry unmistakable significance for the cultural industry generally:
The projected annual industry output growth rate to the year 2001 for the 'recreation and personal services' industry is 2.84 per cent. The projected annual employment growth rate for 'recreation and personal services' is 2.33 per cent to the year 2001, ranking sixth among the ABS' 21 major industry subdivisions.
A significant and growing proportion of domestic and international tourists are seeking cultural tourism as a major component of their holiday. With the projected number of international tourists at 6.5 million in the year 2000, the strengthening links between the cultural and tourism industries are becoming increasingly pivotal.
The significance and growth potential of the arts and cultural industries, and their links to other growth industries such as tourism and information services, highlights the need for increasing numbers of skilled people who can continue to meet the needs of industries.
(Arts Training Australia, 1994, 10).
In brief, the Aboriginal and Torres Strait Islander Cultural Industry is bigger and more important in many dimensions than iscurrently realised. Not only does it continue to be at the centre of cultural beliefs and values - it is also at the centre of both self-determination and dollar income for Aboriginal peoples and Torres Strait Islanders.
EXTENT OF THE INDUSTRY
Size of the Industry 
Dollar value of industry product
Problems exist in attempting to place a dollar value on the Aboriginal and Torres Strait Islander Cultural Industry.
The industry review was only able to find evidence relating to visual arts, craft and design, which had an annual retail value conservatively estimated at $84 million, with an additional market of unknown magnitude based on direct sales from art and craft centres to overseas buyers.
The most recent available information on the value of output from the music industry and from writing and publishing contains no indication of the contributions of Aboriginal peoples and Torres Strait Islanders.
It is not possible to make any reliable estimate of the value of cultural industry output, except to say that it is substantially more than has been documented to date.
Employment 
ABS figures released in December 1993 show that over 1.6 million Australians, or 11.8% of the population, were involved in some form of work in the culture/leisure industries in 1992/93, with at least 533 000 of these in paid part-time or full-time employment. (ABS, Work in Selected Leisure Activities, 1993)
The Aboriginal and Torres Strait Islander Cultural Industry reflects many of the characteristics of the Australian Cultural Industry in relation to employment structures and patterns, which have been described in the following terms:
The employment structures of the arts and cultural industries cover a wide range, from one-person businesses to large companies/organisations. The majority are small businesses with a significant proportion of the workforce being either self-employed or freelance. The industries, as well as employing people who create products, alsoemploy more than twice as many people to manage, promote, sell or present the industries' products.
Employment patterns vary tremendously across the arts and cultural industries. For example, a librarian may have relatively secure, long-term employment; an actor may be employed in theatre or television for brief periods, supplementing his or her income with casual work; a visual artist may earn a living from a combination of part-time teaching and the sale of artworks; a community artist may depend upon subsidised residencies; and so on. As labour intensive industries, the arts and cultural industries have the potential to generate further significant employment. (Arts Training Australia, 1994,10).
The 1991 national census counted about 265 000 Aboriginal peoples and Torres Strait Islanders living across Australia, most of them concentrated in the northern and central parts of Australia and northern New South Wales.
Unfortunately, however, specific information on the employment of Aboriginal people and Torres Strait Islanders involved in the cultural industry is minimal.
The 1989 Altman Report on the Aboriginal Arts and Craft Industry estimated that in 1987-88 there may have been around 6000 Aboriginal people working in visual arts and craft alone.
The nature of employment in the cultural industry for both indigenous and non-indigenous artists, often means that artists responding to surveys identify their status as artists as their second or even third occupation. Sometimes they may not identify it as an occupation at all. This makes estimation of numbers employed extremely difficult.
At the time of the industry review commissioned by ATSIC, the ABS was undertaking the National Aboriginal and Torres Strait Islander Survey. Whilst the results of this survey will not fill the gap in terms of identifying numbers of people employed full- time, part-time or casually within the cultural industry it has been recommended that the ABS take measuresto incorporate Aboriginal and Torres Strait Islander identifiers in all of its survey projects, and structure surveys to take into account secondary and tertiary occupations.
Economic growth prospects 
The cultural industry will continue to grow with the increasing population of Aboriginal peoples and Torres Strait Islanders and continuing exploration of the arts as a means of cultural maintenance.
Prospects for the Aboriginal and Torres Strait Islander Cultural Industry are strongly related to a global upsurge of interest in the values, knowledge and traditions of indigenous cultures. The tourism industry is one economic area which naturally converts this interest to dollar exchange.
Economic growth prospects for the industry are therefore closely linked with the ability to make use of opportunities generated by the tourism industry and more generally by opportunities to bring Aboriginal and Torres Strait Islander cultural products to markets beyond Australia.
The last decade has seen groundbreaking efforts across many art forms by individuals and groups within the industry.
The most recent data reflecting the link between tourism and the art and craft industry was collected by the Australia Council in 1993, and indicated that almost half of all international visitors were interested in seeing and learning about Aboriginal culture. The Australia Council's research paper also suggested that this demand was not being fully met - in other words, that there is a potential for growth.
Key Economic Challenges
There are a number of key challenges in achieving the growth that is possible. These include:
· coordination with other industries, particularly tourism, in ways which enhance rather than exploit the circumstances of Aboriginal peoples and Torres Strait Islanders 

· continuing to develop long-term investment in the artistic skills base, especially through forms of training which are appropriate in the view of Aboriginal peoples and Torres Strait Islanders in the industry 

· where necessary, expansion of the current infrastructure base, both physical and human, to provide support to fledgling areas of the industry across regions 

· addressing the area of arts administration and business management across all art forms as the key to placing control of the industry and its economic benefits in the hands of Aboriginal peoples and Torres Strait Islanders. 

Industry data - the need for further research
ATNT found industry data to be extremely limited across all art form areas.
The consultant identified agencies which undertake survey and statistical work relevant to the Aboriginal and Torres Strait Islander Cultural Industry, and has recommended that steps be taken to coordinate their work and resources to improve data collection as a basis for decision making about the industry.
Those agencies include the Australian Bureau of Statistics (ABS), the Australia Council, the Statistical Advisory Group and industry bodies such as the Australian Book Publishers Association (ABPA).
INDUSTRY FUNDING
Accurate information on funding levels to the industry was difficult to obtain for a number of reasons including:
1. Lack of policy and programs identifying and supporting cultural activities of Aboriginal peoples and Torres StraitIslanders 

2. Inability of some government funding agencies to accurately identify levels of funding in response to specificinformation requests 

3. Inconsistencies in accounting and reporting methodologies used by State and Territory governments. 

Funding Levels
Details on industry profile and on policy and expenditure demonstrate that there is little appreciation or measurement of thenature and extent of the Aboriginal and Torres Strait Islander arts and cultural industry.
From those details that do exist and are accessible, it can be seen that the Aboriginal and Torres Strait Islander arts and cultural industry is not negligible.
Very conservative estimates of Aboriginal and Torres Strait Islander arts and cultural expenditure for the 1993/94 financial year, by the three main national sources totals $20.605 million. When considering this figure it must be remembered that funding levels for 1993/94 were abnormally high due to the additional funding made available in association with theInternational Year of the World's Indigenous Peoples.
Estimates of ATSIC expenditure on the Aboriginal and Torres Strait Islander arts and cultural industry for the 1993/94 financial year total $12.305 million. This estimate excludes AEDP and BRACS expenditure (as the Cultural Industry Advisory Committee elected not to include the indigenous media industry within the Terms of Reference for this consultancy).
Anticipated expenditure by the Australia Council in the 1993/94 financial year totals $6.234 million ($3.7 million from the Aboriginal and Torres Strait Islander Arts Board and the rest from the other Artform Boards of the Australia Council).
Anticipated expenditure by State/Territory Arts Ministries through relevant Grants Programs for the 1993/94 financial year totalled $2.066 million. This figure is 1992/93 (1993) actual expenditure and is made up of project grants, loans and fellowships. Arts funding of Aboriginal and Torres Strait Islander initiatives by the South Australian Department for the Arts and Cultural Development in 1992/93 totalled $1.934 million. Therefore the figure for all States/Territories is a very conservative estimate limited to direct project grants.
Findings from the review of funding arrangements were consistent with the view expressed by many cultural industryworkers consulted during the project.
Industry workers consistently reported that they were either unaware of funding and project resources, or that the arts and cultural projects identified simply did not fit the existing guidelines. Although there was evidence of funding of some arts and cultural projects through CDEP, some people believed that CDEP did not take into account the particular nature of thearts and cultural industry.
There was also a commonly expressed perception that ATSIC Regional Councils varied tremendously in their support for arts and culture as well as ceremonial and traditional activities. This was seen to come about either through a lack of knowledge of arts and culture and its significance as an industry, or because of personal politics.
 

MAINSTREAM AUSTRALIAN CULTURAL INDUSTRY AND ABORIGINAL AND TORRES STRAIT ISLANDER PARTICIPATION WITHIN IT 
Overview By Stanton Partners 
Introduction
Stanton Partners undertook consultancy work for ATSIC and the CIAC in 1995/1996. This work stemmed from that undertaken by Arts Training Northern Territory and related specifically to the mainstream Australian Cultural Industry and the participation of Aboriginal peoples and Torres Strait Islanders within it.
The research undertaken contributed proposals to overcome barriers, create linkages and increase the participation of Indigenous peoples (and so improve their economic circumstances) via the mainstream Australian Cultural Industry.
The approach used was to consult with key people in government and non government organisations, undertake case studies of Indigenous cultural organisations, hold workshops for key players, review ATSIC regional plans and use the outcomes of strategy meetings for enterprise development and export agencies. This was supplemented by reviewing previous reports, relevant literature and State Government documentation; by analysing available data and by holding feedback discussionswith the CIAC and ATSIC.
In essence it was found that there is a need to act quickly to take advantage of the 1997 Year of the Dreaming; the 1998 Asia-Pacific Museums Conference; the 1999 opening of Victoria's new State Museum with its Koori Cultural Centre; the 2000 Olympic Games in Sydney and the 2001 Centenary of Federation.
A more detailed summary of this Stanton Partners report, highlighting the key points identified in the consultancy work, can be found at Appendix B.
Stanton Partners - Research Findings
Key Priorities
The five key priorities identified as a result of the consultation and research were:
· developing infrastructure; 

· linking with other established industries; 

· developing targeted regions; 

· building a leadership structure; 

· implementing strategic initiatives without delay. 


Contextual Framework 
The contextual framework within which an Aboriginal and Torres Strait Islander cultural industry will need to beimplemented requires that it be based on guiding principles which accept:
· the link between Culture and the spirituality of Indigenous peoples, 

· their ownership of their heritage, 

· the capacity of cultural maintenance and rejuvenation to help address the damaging effects of colonisation and contribute to the Reconciliation process, 

· the need for employment 

· the need for a new partnership which recognises the Indigenous contribution to Australia's identity 

· the issues raised in the extensive planning which has been undertaken by representatives elected by Indigenous peoples on ATSIC Regional Councils across Australia and 

· the importance of enterprise development fitting with Indigenous social, family and community systems. 

Scale Of The Industry
The scale of the current Aboriginal and Torres Strait Islander cultural industry cannot be accurately determined as the basedata is not recorded. It is estimated that there are over 6,000 Indigenous visual artists alone.
The Indigenous cultural industry has the potential to make a significant contribution to trade. The estimated value of purchases of Aboriginal arts and souvenirs by overseas visitors was $46 million in 1993, up from $30 million in 1990.
The Australia Council funding for Indigenous artists in 1992/93 was $6.234 million or 12% of the total grant monies. Stateand Territory grants expenditure to Aboriginal and Torres Strait Islander arts was $2.067 million or 3.4% of their total. ATSIC contributions at the national and regional level totaled some $10.7 million.
Obstacles And Impediments
The obstacles and impediments related to the cultural industry that were identified were found to relate to infrastructure, business development and copyright issues. More specifically, they included:
· a lack of information to use in planning; 

· the absence of established links between producer and consumer with clear objectives and marketing strategies; 

· the lack of stable financial viability in the mainstream cultural industry limiting its use to support an Indigenous cultural industry; 

· the absence of adequate copyright protection dealing with issues such as communal ownership (despite excellent recommendations being provided in 1973); 

· the low level of investment; 

· the absence of coordination across government strategies; 

· community ownership of assets preventing their use as financial collateral; 

· the lack of financial infrastructure to deal with cash flows; 

· financial institutions seeing Indigenous enterprises as high risk; 

· financial institutions being unaware of the potential which exists in Indigenous cultural enterprises; 

· the usual issues relating to small business start ups such as lack of business training, planning and advisory 

· support; 

· and the absence of either a viable infrastructure or the same development support, subsidies, tax incentives and exportpromotion support as other industries. 


Industry Needs
The needs identified by this research were to:
· see arts and cultural activities in the wider context of social and community development; 

· link the cultural industry to industries which have a robust economic base; 

· strengthen the strategic focus and partnership across government using the Cultural Minister's Council; 

· establish strong relationships between producers and end users based on a commitment to ongoing commercial activity; 

· develop sufficient incentive to invest, take risks, maintain high standards of quality and establish true market value; 

· generate sufficient commitment to create enough cash flow and value adding to meet the costs of administration and development; 

· communicate the demands of the market to the producers; 

· demonstrate accountability, self sufficiency and the ability to meet contractual obligations; 

· develop marketing and development plans; 

· develop a small business model which fits Indigenous social, family and community structures and processes; 

· provide mentors; 

· assist skills transfer; 

· establish culturally appropriate business incubators; 

· use the CDEP scheme to nurture self sufficient businesses; 

· introduce support, assistance and incentives which are equitable with other industries; 

· link with the rural and tourism industries which have access to direct and indirect support, assistance, incentives, markets and infrastructure; 

· undertake a range of specified actions to promote and protect the intellectual and cultural property rights ofIndigenous peoples. 

Aboriginal and Torres Strait Islander Commission (ATSIC) Homepage, Australia
APPENDIX A
ABORIGINAL AND TORRES STRAIT ISLANDER CULTURAL INDUSTRY ART FORM RESEARCH SUMMARY
These sections have been compiled from available literature, oral and written submissions, Focus Group information andconsultations with key people in the industry.
The following summaries present the key points of the detailed art form sections contained in the ATNT main report.
VISUAL ARTS, CRAFT AND DESIGN
The enormous output of visual art, film, video, music and performing arts currently produced by Aboriginal people is a modern development of the great value they have traditionally placed on the visual and oral arts. The audiences for these art forms are Aboriginal communities, the wider Australian public, and there is an increasing international interest and demand. (Langton 1993, 9).
Context
Visual and oral expressions have always been part of Aboriginal society in a social sense. A modern development of this expression is the enormous production of visual arts and craft for the Australian and international market (Langton 1993b, p.7). The creation and marketing of Aboriginal arts and craft stands as one of the most significant developments incontemporary art in Australia in recent times. The rise of Aboriginal and Torres Strait Islander arts and craft in the public eyehas reflected the growing social and political voice of Aboriginal peoples and Torres Strait Islanders. It reflects a point ofintersection and dialogue between two worlds - the western and indigenous worlds.
In this section, design is defined as that art form pertaining to art and craft production eg. textile, prints and ceramics.
In contrast to the rise of the Aboriginal arts and craft industry, the development of an arts and craft industry in the TorresStrait is far less developed than in other parts of Australia.
The bulk of arts and craft is purchased by international visitors. It is clear that the most significant market for contemporary Aboriginal fine art is provided by visitors from overseas. Not surprisingly then, the industry is closely allied to the tourism industry.
The industry has experienced rapid growth in the late 1980s, although more recently it has been affected by a worldwide downturn in the art market and the economy generally.
The scope and creation of Aboriginal and Torres Strait visual arts and crafts is broad. Its diversity reflects the breadth of Aboriginal artists and their communities. There is no one set of characteristics that define Aboriginal and Torres Strait Islander art and craft.
In the latter half of the 20th century there has been a significant transition in representation of the culture of Aboriginalpeoples and Torres Strait Islanders into a form accessible to a non-indigenous audience. The federal government, stategalleries and key individuals have all played a significant role in the expansion of the Aboriginal arts industry. Aboriginal art and craft centres have also played a significant role. With the development of Aboriginal art forms has come the diversification of media and experimentation in media production.
Coincident with the promotion of Aboriginal arts and craft in the non-indigenous community has been the use whichAboriginal peoples and Torres Strait Islanders have made of art in their own social and cultural healing; for instance the useof art in conveying community messages about petrol sniffing and the practice of art by individuals in places such as prisons.
The most recent review of the industry occurred in 1989 with the Report of the Review Committee into the Aboriginal Artsand Craft Industry chaired by Jon Altman. As the review noted the Aboriginal arts and craft industry was:
· not just another industry. On one hand, it is, by definition, the only industry in Australia that is totally dependent on Aboriginal producers. On the other hand, the industry's outputs are cultural products that almost invariably 

· embody elements of a living Aboriginal cultural heritage. Industry participation involves some important issues of cultural integrity. 


The main emphasis in the report was on Aboriginal art and craft centres. The report made a number of key observations noticeably the lack of coordination in industry support. The centrepiece of the recommendations was the establishment of an Arts Industry Support Unit which would coordinate the industry strategy.
While the establishment of an arts industry support unit has at the time of the writing of this report not been implementedthere have been improvements in regulation of funding to art and craft centres, particularly those in remote parts of Australia.
More recently, a marketing strategy has been commissioned for the industry. The report makes key recommendations to facilitate the expansion of the market for authentic Aboriginal and Torres Strait Islander arts and crafts.
One of the key events to occur during this consultancy was the devolution of the majority of funds for the Arts and Craft Industry Strategy from ATSIC's central office to the Regional Councils. This decision is likely to have a major impact on thelevel and prioritising of funding for art and craft producers who are funded under this strategy.
Cultural
`we cannot separate from the culture, because it is all one. I mean you just cannot have an arts sector within ATSIC and keep the arts sector separate from culture, because it comes together. It is within part of each other. '
(Consultations, Broome 1994).
This section concentrates on the cultural dimensions of art and how crucial this dimension is in the continuing dynamism of the development of Aboriginal and Torres Strait Islander arts, craft and design. The distinct needs of particular regions isapparent including the culturally distinct voice of Torres Strait Islander people. The development of cultural centres is flagged as a significant movement.
Economic
The economic and cultural aspects of Aboriginal and Torres Strait Islander art are closely entwined. The economic motivation for producing arts and craft for many indigenous artistic producers is significant. The development of the visualarts and craft industry has been at the forefront of the development of the indigenous arts industry. Currently, there is an absence of Aboriginal peoples and Torres Strait Islanders in the marketplace, for instance, in the distribution, retailing, and wholesaling sector as retailers, gallery owners, etc. To the knowledge of this report there is only one Aboriginal commercial gallery operator in Australia. Appropriate infrastructure, the development of authenticity labelling and relevant training aresome key issues that need to be addressed in order for indigenous people to make inroads here. While Aboriginal and Torres Strait Islander artists have developed a strong market niche in fine art, the situation is different for the general tourist market. Cairns is a regional example of the difficulties faced by Aboriginal and Torres Strait Islander artists in competing here. Yet, there is a strong demand for authentic indigenous art.
Cairns has an international market base with a huge amount of tourists here. A lot of tourists, particularly Europeand tourists we find are very discriminating and want to buy authentic product and do not know where to go (Consultations, Cairns College of TAFE).
Intellectual Property Rights
There is a need to make sure copyright applies to Aboriginal law (Oral Submission, Banduk Marika).
The key issues relating to Aboriginal arts, craft and design revolve around three areas:
· how Aboriginal and Torres Strait visual artists can be better informed and assisted with respect to copyright protection 

· how current law can better recognise Aboriginal and Torres Strait Islander concepts of ownership 

· how authentic Aboriginal and Torres Strait Islander work can be protected in the marketplace. 


A major concern where there are limited resources is accessing the information appropriately. Currently, the Aboriginal Artts Management Association (AAMA) (now known as the National Indigenous Arts Advocacy Association [NIAAA]) performs the role of a national support and advocacy service for Aboriginal and Torres Strait Islander arts. However, in order to carryout its national brief properly it would require more resourcing.'
From section on performing arts
Current Funding
Funding for Aboriginal and Torres Strait Islander performing arts comes mainly from three sources:
· Australia Council 

· State and Territory government arts funding authorities 

· ATSIC. 

 

· the perception is that tourism is funded at the expense of Aboriginal and Torres Strait Islander performing arts 

· funding bodies do not regard arts and culture as an industry and do not understand how the industry works 

· people feel that the high profile companies are funded at the expense of smaller emerging companies 

· people on the east coast are stepping on each other's toes trying to get into the tourist industry 

· capital equipment purchase is only funded by ATSIC 

· funding applications are too hard 

· funding bodies are inaccessible, inconsistent and not proactive enough. 


National infrastructure
The major players identified in this section have a crucial role to play in the development of the Aboriginal and Torres Strait Islander performing arts industry both as trainers and resource centres. The issues relating to infrastructure are:
· people need infrastructure at regional and community level and not just in larger central areas 

· there is a need for Aboriginal and Torres Strait Islander arts development officers to be employed, particularly 

· where there is no support 

· funding bodies do not allow their staff to spend enough time travelling around assisting people and providing 

· information about what they do and don't do 

· people see cultural centres as the best way to provide infrastructure at a regional and community level. 

Intellectual Property
While Aboriginal and Torres Strait Islander performing arts could be included under any of the existing Australian Copyright Council's (ACC) definitions, no consideration is given to the indigenous concepts of ownership. Collective and group ownership of dance and drama in particular, is not considered nor are cultural obligations and rights addressed.
The ACC's proposed law reform includes options for the introduction of the following legislation: Aboriginal folklore legislation - laws and customs relating to traditional art forms. The ACC states:
The council believes that the most urgent issues to be addressed by the government are the introduction of moralrights legislation and the protection of Aboriginal folklore.
Twenty years down the track, none of the proposals of the 1973 Working Party into Aboriginal Folklore have been addressed.
While Aboriginal artists can receive a level of protection, if considered under Section 248 (A) of the ACC's proposed Act'sdefinition of performance, for Torres Strait Islanders the picture is less clear.
The Aboriginal and Torres Strait Islander performing arts industry has grown in the last 20 years and there are now several high profile companies and many more community based performance groups. This growth is another reason whyprotection for Aboriginal and Torres Strait Islander performing arts and artists needs be dealt with as a matter of urgency. It is time this matter was resolved, including dealing with the intellectual property rights of Torres Strait Islanders.
National copyright legislation is badly in need of an overhaul, particularly in the area of Aboriginal and Torres Strait Islanderperforming arts intellectual property rights. It is essential that proposals such as those outlined by the 1973 report of the Working Party Into Aboriginal Folklore be implemented by the Interdepartmental Committee on Copyright Policy.
(Attorney-General's Department).

EXTRACTS FROM MAINSTREAM AUSTRALIAN CULTURAL INDUSTRY REVIEW 
undertaken by STANTON PARTNERS

5. Obstacles And Needs 
5.1 Infrastructure analysis
The Project Team's research found that the constraints on national cultural industry development include:
· the lack of consolidated and systematically maintained information on business activity in the industry 

· the absence of a clear value chain from creator to consumer with any semblance of agreed objectives for marketing efforts 

· the necessity to see arts and cultural activities within a wider context of community development rather than as a stand-alone industry 

· the lack of financial viability and inadequacy of income in the broader cultural industry that limits potential forcross-subsidy 

· the consequent dependence on funding handouts for a minimum level of subsistence and the low margins for profitto attract commercial involvement 

· the absence of an agreed, viable system of authentication and related marketing protection for the copyright forIndigenous works 

· the low level of investment arising from the above factors that ensures there is insufficient capital to generate and maintain the processes of production, distribution and exchange for an industry. 

· There is an absence of coordinated portfolio policies from State and Territory Government agencies central to the national cultural industry strategy. The Project Team found little evidence of policy and program coordination between portfolios for Aboriginal Affairs, Arts, Tourism, and Economic /Regional/Business Development. Whilst the energy and commitment from the management staff of these agencies are admirable, the agencies do not have the data base to formulate policy or to review programs, and they do not have a common strategic intent. 

These agencies could adopt (or extend) Indigenous staff recruitment programs to improve their capability to understandIndigenous peoples' Cultures, and to respond to enterprise opportunities through cultural tourism for example.
The Cultural Ministers' Council needs to consider strengthening the strategic focus and policy capability of key State and Territory Government agencies if the Aboriginal and Torres Strait Islander national cultural industry strategy is to be a partnership between levels of government.
The Project Team identified six key success factors for viable and sustainable, Indigenous-controlled cultural enterprise activity:
· Viable cultural industry enterprises must represent a commitment to ongoing commercial activity based upon the ability to establish relationships between producers of cultural artefacts and services that have a strategic value toboth the suppliers and the end users or recipients of those services. 

· There must be sufficient incentive to invest in the enterprise and take the risk of responding to changing levels of resources, personal commitment and market opportunity to justify extended effort that is focused upon maintainingsuperior quality work and establishing the true market value of the cultural experiences associated with all aspects of the maintenance of sustainable business enterprises. 

· There must be sufficient passion, love, community of interest and ability to gain the support and trust of both cultural producers and consumers to generate not only a cash flow for the creators and communicators, butsufficient value added in the enterprise to carry the cost of distribution, exchange and administration of the wider industry that must support the enterprise development. 

· The horizontal, vertical and franchising potential of the industry must be able to sustain the ongoing growth anddevelopment of the enterprise beyond the actual production process and generate wealth beyond the requirements established by single entrepreneurs and enterprise founders, and must also be able to communicate the demands of the market back to the cultural creators and producers. 

· The cultural enterprise must be able to demonstrate an accountability to community organisations, funding sources, regulatory authorities and ATSIC that it is able to operate in a sustainable and self-sufficient basis after the initialdevelopment stage and meet its formal contractual obligations when they fall due. 

· The cultural enterprise must demonstrate that there is an identifiable marketing and development plan which has been accepted by both the enterprise operators and also by the funding and investment sources for the generation of new business opportunities and longer term market development. This plan should incorporate a clear and concise statement of the unique cultural heritage and cultural development factors which confer economic and social value on the producers and the enterprise that is acting as a vehicle for marketing and development of that Culture. 

Business incubators that do not cater for the diverse cultural and training needs of the Aboriginal and Torres Strait individual enterprises are not likely to be successful. Incubators have to be able to assist individuals in issues of Culture, family, profit and management skills. Such issues are usually not included in western orientated business support units.
Aboriginal and Torres Strait Islander business people have to be part of the discussion to develop any structure whichsupports small business development to provide the right solutions.
The absence of a viable infrastructure or the development subsidies that have been given to other industries through research and development grants, marketing subsidies, taxation incentives and export development promotions would need to beaddressed before an Aboriginal and Torres Strait Islander Cultural Industry could compete sustainably.
The Rural and Tourism Industries have substantial direct and indirect subsidies from government agencies and legislation to enable them to establish identifiable marketing and development plans that have been accepted by their enterprise operators. The Aboriginal and Torres Strait Islander Cultural Industry must initially rely on access to this economic infrastructure.
The Rural and Tourism Industries have both a domestic and an international market that creates an effective level of demandfor the identifiably non-mainstream products, services and experiences that are derived from the continuing cultural commitment of Indigenous peoples.
6. Strategic Recommendations For The Future Growth Of A Sustainable Cultural Industry 
6.1 Summary Perspective of the State of the Industry
"There is no other sector of the arts and cultural sector/industry that is expected to operate within a total eight year policy void. The effect of this lack of policy has resulted in fragmented uncoordinated financial support for the Aboriginal and Torres Strait Islander Cultural Industry. This is an industry whose product is in high demand. This is an industry which operates from communities which do not enjoy the same socioeconomic standards as mainstream Australia yet are expected to keep producing high quality, competitive cultural activity which contributes to our 'national identity'. " Presentation by the Aboriginal Caucus at the Cultural Policy Conference -
State of the Arts, 28-30 June 1995, Brisbane, p.2.
The Aboriginal and Torres Strait Islander cultural industry strategy needs to be directed and managed by Indigenous peoplesthemselves.
The living Cultures of Australia's Indigenous peoples, and its more than 40,000 years of history, are what give Australia its uniqueness in the international tourism market.
The Aboriginal and Torres Strait Islander Cultural Industry comprises numerous individuals assiduously working at theircraft, but this activity has not yet attained the scale appropriate to an industry. The employment and income levels in thebroader Australian industry are hardly an attractive aspiration for Indigenous peoples. The real economic gains are to befound in the close association with tourism, export and regional economic development strategies.
Indigenous artists are isolated, they do not have strong marketing capability, generally they do not have business skills, nor do they use business plans.
There are a series of building blocks which are essential to create a sustainable and economically viable production,
distribution and marketing infrastructure for Aboriginal and Torres Strait Islander cultural activities throughout Australia.
These building blocks include:
· A more strategically oriented access and equity employment program. 

· Adequate "industry" cohesion amongst either Aboriginal and Torres Strait Islander cultural producers at the grassroots level, or among Aboriginal and Torres Strait Islander cultural organisations and institutions at State, Territoryand national levels. 

· A strategic approach to small business development targeting Aboriginal and Torres Strait Islander artists, to give them the corporate structure that would facilitate their access to capital and markets. 

· A nationally consistent system for authentication of local cultural products, backed up by sanctions againstproduction and sale of fraudulent "Indigenous" products. 

· Increased levels of control by Indigenous peoples of the processes for production, distribution, marketing, sale andexport of Indigenous cultural products and services. 

· An adequate data base on Aboriginal and Torres Strait Islander cultural endeavour. 

· An adequate response by ATSIC Regional Councils which reflects the imperatives on them to address quality of life issues for their constituents. 

· A coordinated strategy within the Commonwealth Government to drive cultural policy, resources, and programs. 

· A coordinated, "whole of government" policy on the part of State and Territory Governments towards Indigenous peoples economic development. 

· Governments implementing action based on industry strategy recommendations. 
High Culture and Tourism (http://arts.monash.edu.au/ncas/)

High culture attracts tourists, whether it be the repositories of material culture such as the museums and art galleries or the ever burgeoning Arts festivals such as the Brisbane Biennale or the Melbourne International Festival.
Arts Festivals play an important role in cultural tourism. The two readings for this week explore some of the key issues. The first consists of statistical material collected by the Bureau of Tourism Research which looks at cultural tourism and shows how significant cultural tourism is to the economy and shows the place of high culture in general tourist patterns. The second analyses one of the earliest and most influential Arts Festivals in the country, the Adelaide Festival of Arts and discusses its significance.
Equally important are those buildings which house the great cultural events. The Opera House is not just splendidly situated and an architectural gem, it acquires an extra patina through its role as a sanctuary of high culture and tourists flock to go on tours to see the venue where the events are staged in greater numbers than actually attend the events themselves. 
 

Study Questions
· How important are festivals in attracting cultural tourists? 

· Is artistic integrity threatened by catering to tourists as compared to planning for cultural events per se 

· What do the statistics tell us about the significance of cultural tourism? 

· What is the significance of the Opera House as a tourist destination? 
 

READINGS
Cultural Tourism from `Cultural Trends in Australia'
Taylor, Andrew, `Profits from the desert? The Adelaide Festival of the Arts', in Headon, David, Hooton, Horne, Donald, The Abundant Culture:Meaning and Significance in Everyday Australia

`From Tourist Drawcard to World Heritage Nomination', Heritage NSW
Exploringthe role of Authenticity in Cultural Tourism (http://arts.monash.edu.au/ncas/)

 

Many theorists are starting to argue that cultural tourism is a construct coined to create a niche market. This week expands on the issues of authenticity raised in the week dealing with theme parks.
The two extracts concentrate on the issues of authenticity in tourist experience and the second, in particular, provides some solutions for the perceived problem with regard to visitors coming back to Australia. You will need to analyse carefully what is argued and assess whether the allegations about unauthenticity with regard to tourism hold water and whether there are viable alternatives to our current emphasis on sea, sun, surf, Rock and Reef. 
 

Study Questions
· How insightful is it to classify tourism experience as `pseudo-events'? 

· How do we explain to tourists' attitudes to authenticity issues? 

· How practical are Beed Davey's suggestions about the role of Folklore and folklife in developing authentic tourist experiences. 

 

READINGS
Jackson, Mervyn S., Schimmer, Claire L, and White, Gerard N, `Tradition, Authenticity and Satisfaction: the tourist' perspective' in Davey, Gwenda Beed and Faine, Susan (ed) Traditions and Tourism: the good, the bad and the ugly, Procceedings of the Sixth National Folklife Conference, 1994, NCAS, 1996
Gwenda Beed Davey, Folklore and Tourism: Presentation and Paradox, NCAS, 1996
6. Places and Things Worth Keeping

 

This week focuses on monuments at home and abroad including such issues as the role of historical sites and destinations, what makes a destination a tourist attraction and the role of values and `taste' and aesthetic qualities. The landscape of tourism- how, what and why? It looks at the constructing and reconstructing destinations and the consequent evolution of a cultural tourism destination.

Places worth Visiting
Tourism, particularly cultural tourism is essentially bound up with visiting places of social, cultural, emotional and even political significance to the traveller. The competing demands of the different sectors of tourism, let alone the demands for development and for economic growth, as well as the different cultural and aesthetic values held make the issue of what is to be conserved a particularly fraught one.
 

ICOMOS
ICOMOS or the International Council on Monuments and Sites, a body linked to UNESCO, was founded in 1965 and has its headquarters in Paris. It is the international body most involved in the preservation of cultural heritage and was responsible for the ground breaking Venice charter in 1966, dealing with the preservation and restoration of historic monuments. The Australia ICOMOS charter for the conservation of places of cultural significance or Burra Charter was developed at the historic South Australian mining town of Burra and accepted the general philosophy of the Venice charter, while writing in a form applicable to Australian culture and experience.

ICOMOS brings together people concerned with the preservation and study of places of cultural significance and has established a number of committees including the International Committee on Cultural Tourism. In Australia the Australian Heritage Commission and ICOMOS Australia work closely together. An Example of such collaboration would be the Discussion Paper prepared in 1994 for the Australian Heritage Commission on behalf of Australia ICOMOS by Joan Domicelj and Duncan Marshall, `Diversity, Place and the Ethics of Conservation: A Discussion Paper'.
 

ICOMOS Charter on Cultural Tourism
ICOMOS aims to encourage the safeguard and to ensure the conservation and promotion of monuments and sites - that privileged part of the human heritage. In this capacity, it feels directly concerned by the effects - both positive and negative - on said heritage due to the extremely strong development of tourist activities in the world.
ICOMOS is conscious that today - even less than theretofore the isolated effort of any body, however powerful be it in its own sphere, cannot validly influence the course of events. This is why it has attempted to participate in joint reflection with the large world and regional organizations which in one capacity or another share in its preoccupations and which are likely to contribute to the implementation of a universal, coherent and efficacious effort. The Representatives of these bodies, met in Brussels, Belgium, on 8 and 9 November 1976 at the International Seminar on Contemporary Tourism and Humanism have agreed the following:
 

Basic Position
1. Tourism is an irreversible social, human, economic and cultural fact. Its influence in the sphere of monuments and sites is particularly important and can but increase because of the known conditions of that activity's development. 

2. Looked at in the perspective of the next twenty-five years, in the context of the phenomena of expansion which may have heavy consequences and which confront the human race, tourism appears to be one of the phenomena likely to exert a most significant influence on Man's environment in general and on monuments and sites in particular. In order to remain bearable this influence must be carefully studied, and at all levels be the object of a concerted and effective policy.Without claiming to meet this need in all its aspects, the present approach which is limited to cultural tourism constitutes, it is believed, a positive element in the global solution which is required. 

3. Cultural tourism is that form of tourism whose object is, among other aims, the discovery of monuments and sites. It exerts on these last a very positive effect insofar as it contributes - to satisfy its own ends - to their maintenance and protection. This form of tourism justifies in fact the efforts which said maintenance and protection demand of the human community because of the socio-cultural and economic benefits which they bestow on all the populations concerned. 

4. Whatever, however, may be its motivations and the ensuing benefits, cultural tourism cannot be considered separately from the negative, despoiling or destructive effects which the massive and uncontrolled use of monuments and sites entails. The respect of the latter, just like the elementary wish to maintain them in a state fit to allow them to play their role as elements of touristic attraction and of cultural education, implies the definition and implementation of acceptable standards. 

In any case, with the future in mind, it is the respect of the world, cultural and natural heritage which must take precedence over any other considerations however justified these may be from a social, political or economic point of
view. Such respect cannot be ensured solely by policies regarding the siting of equipment and of guidance of the tourist movements based on the limitations of use and of density which may not be disregarded without impunity.
Additionally one must condemn any siting of tourist equipment or services in contradiction with the prime preoccupation due to the respect we owe to the existing cultural heritage.
 

Basis for Action
Resting on the foregoing,
· the bodies representing tourism, on the one hand, and the protection of the natural and monumental heritage, on the other, deeply convinced that the protection and promotion of the natural and cultural heritage for the benefit of the many cannot be ensured unless it be in an orderly fashion, i.e. by integrating cultural assets into the social and economic objectives which are part of planning of the resources of the states, regions and local communities 

· acknowledge with the greatest interest the measures which each of them states he is prepared to take in his own sphere of influence as expressed in the appendices to the present Declaration 

· appeal to the will of the states to ensure the fast and energetic implementation of the International Convention for the Protection of the World Cultural and Natural Heritage adopted on 16 November 1972, and of the Nairobi Recommendation, 

· trust that the World Tourist Organization, fulfilling its aims, and Unesco in the framework of the Convention mentioned above, shall exert all efforts in cooperation with the signatory bodies and all others who in future may rally to ensure the implementation of the policy which the signatory bodies have defined as the only one able to protect Mankind against the effects of tourism's anarchical growth which would result in the denial of its own objectives. They express the wish that the states by the means of their administrative structures, of tourist operators' organizations, and users' associations, shall adopt all appropriate measures to facilitate the information and training of persons travelling for tourist purposes inside and out of their country of origin. 

Conscious of the acute need which obtains now to change the attitude of the public at large towards the phenomena resulting from the massive development of touristic needs, they express the wish that from school age onwards children and adolescents be educated to understand and respect the monuments, the sites and the cultural heritage and that all written, spoken or visual information media should express to the public the elements of the problem thereby efficaciously contributing to effective universal understanding.
Unanimous in their concern for the protection of the cultural patrimony which is the very basis of international tourism, they undertake to help in the fight initiated on all fronts against the destruction of said heritage by all known sources of pollution; and they appeal to the architects and scientific experts of the whole world so that the most advanced resources of modern technology be used for the protection of monuments.
They recommend that the specialists who shall be called upon to conceive and implement the touristic use of the cultural and the natural heritage should receive training adapted to the multi-faceted nature of the problem, and should be associated from the outset in the programming and performance of the development and tourist equipment plans.
They solemnly declare that their action is to respect and protect the authenticity and diversity of the cultural values in developing regions and countries as in industrialized nations since the fate of Mankind's cultural heritage is of the very same nature everywhere in the face of tourism's likely expansion.
Source: ICOMOS World Wide Web Site 
Document created: October 9, 1995 
ICOMOS and Cultural landscapes
ICOMOS has started to recognise that there is more involved in preserving the cultural landscape, particularly in areas with indigenous populations than the preservation of buildings and its World Heritage Committee has developed refinements of the original doctrines
`Cultural heritage has traditionally meant physical monuments and sites and their aesthetic and historical qualities. Today, thanks to a review by the World Heritage Committee, monuments are also valued for their symbolic, social, cultural and economic significance. Intangible elements are no longer ignored and new categories have arisen.
The notion of cultural itineraries and routes of cultural exchange recognizes the spiritual and economic aspects of cultural heritage, including the great linear expanses which have been places of trading and interchange of ideas. Africa has always been criss-crossed by many such routes'

The World Heritage Committee's definition of ` cultural landscape' includes:
 

The organically evolved landscape
A relict ( or fossil) landscape which shows evidence of previous civilizations, with still very visible features such as prehistoric sites in the Sahara.
Continuing landscapes, which retain an active social role in modern society and are linked to a traditional way of life.'
and
The associative cultural landscape
'This shows powerful religious, artistic or cultural associations with the natural element rather than material cultural evidence, which may be insignificant or even absent.
Sacred groves, protected by religious taboos, are areas which have been preserved thanks to cultural practices. These areas, which are genetic reservoirs, help us to better understand biodiversity. So cultural practices protect the environment as well'
Source: ICOMOS World Wide Web Site 
 

Tourism and the Moulding of Cultural landscapes
There can be no doubt that tourism is increasingly impinging on the nature of cultural landscapes. In this respect the French cultural theorists can contribute to our understanding of the conflicts between tourist development and cultural significance. de Certeau is a leading cultural theorist.
According to John White 'de Certeau makes a distinction between space and place. Each place, according to de Certeau, is unique. It is the way in which elements are distributed in relation to each other and a configuration of positions each in their own distinctive place. A place is static, immobile and indicates stability. Space conversely exists when the dynamics of movement, time and directions are considered. According to de Certeau, space is the effect produced by 'the operations that orient it, situate it and temporize'. As an example, the street as a place on a map is transformed from its geometric configuration when it is experienced ( or practised) as space by traffic and pedestrians. The determinations of place and space are typified by the difference from an inanimate 'being there' as opposed to 'operations' which specify spaces by actions. de Certeau points out that space and place are continuously interacting. In a metaphorical sense the city can be read like a text or writing. He argues that this interaction between space and place, seeing and acting, creates stories of places and 'geographies of action'.
These stories of space and place, when meaningful and organised, constitute what is referred to in the Burra Charter as the cultural significance of place. The context of a place consists not only in the formal experience of the historic place and its origins but also in the way the people have interacted with the spatial context of these places. The context of places changes through the dynamic intercession of ways of seeing and physical changes to the surroundings.
There are informal and formal ways of looking at the cultural significance of places. The formal may be said to be recognised in the symbolic codes of the Burra Charter: the aesthetic, the historical, the architectural and the social or the scientific etc. The informal may be said to refer more to the fragmentary experiences of individual memories and recollections of experiences which are significant to the individual and are added cumulatively to a collective memory.
Source : John White, 'Being There: Space, Place and the Re-positioning of Three Monuments in Queensland', Historic Environment, Volume 12, Number 2, 1996, pp7-8 

The first reading for this week deals with the Burra Charter the most important Australian agreement with regard to the interrelationship between society's needs and the need for preservation of our cultural heritage. The second shows some of the practical issues involved in preserving heritage accentuated by the disaster of the Newcastle earthquake, but encapsulating many of the issues in this area.
 

Study Questions
· What is the role of historical sites and destinations and sites in cultural tourism? 

· What qualities makes a destination a tourist attraction? Examine your own immediate environment in this light 

· How a tourist landscape has been viewed has evolved over time, moulded and consequently remoulding societal and cultural heritage. What should society's responsibilities be in this area? 

· How do we balance the needs of tourism with the need to preserve our heritage? 

· How successful do you think the Burra Charter is addressing this issue? 

· What should be the role of values and `taste' and aesthetic qualities in conservation issues? 

· Why have many communities found it difficult to recognise the value of their cultural and historical heritage for tourism? 

· How conscious should we be of the wider cultural landscape and how should the concept be defined? 


READINGS
Margaret Henry, `The Battle for Newcastle', John Rickard and Peter Spearritt, (eds) Packaging the Past? Public Histories, Melbourne University Press, Carlton, 1991.
Extracts from Peter Maquis-Kyle and Meredith Walker, The Illustrated Burra Charter: Making good decisions about the care of important places, Australia ICOMOS, Sydney, 1992
Museums, Art Galleries and Libraries (http://arts.monash.edu.au/ncas/)


This week looks at the great repositories of material culture as tourist destinations. It asks you to consider their significance and role within the concept of Cultural Tourism, in particular, and Australian Tourism in general.

Art galleries and museums are among the most visited of tourist destinations. For many visitors to Europe, for example, they are the reason for their tourist activities in the first place, a motivation which stretches right back to the origins of tourism in Greek and Roman times. Look back to the Cultural Tourism statistics in Week Seven's readings and this will be clear. The readings this week are chosen to highlight some of the key issues surrounding their role in cultural tourism and to give some idea of the range of activities the area encompasses. Margaret Anderson's article foregrounds one of the key debates in cultural tourism-, the extent to which culture is increasingly compromised by the ever greater emphasis on the role of tourism as a raison d'etre for the existence of such cultural institutions in the first place
 

Study Questions
· What is the role of museums and art galleries in cultural tourism? 

· What attracts tourists to particular destinations? 

· Is the very culture that underpins cultural tourism being threatened by the foregrounding of the tourist attractions and money earning capacity of these cultural institutions 


READINGS
Extract from Heritage NSW
Macgregor, Paul, `A Bridge of Understanding: The Museum of Chinese History as a tourist venue and cultural heritage institutions' in Davey, Gwenda Beed and Faine, Susan (ed) Traditions and Tourism: the good, the bad and the ugly, Procceedings of the Sixth National Folklife Conference, 1994, NCAS, 1996
Reid, Louise, `Corporate Collecting: The Preservation of the Private Sector, in Museums Australia Journal Vol 2-3
Extract from the Museums Directory 
 

REQUIRED READING 
Healy, Chris, "Working for the Living Museum of the West' in Rickard, J and Spearritt, P (eds), Packaging the Past? Public Histories, Melbourne University Press, Australian Historical Studies, Carlton, Vic., 1991
Anderson, Margaret `Selling the past:history in museums in the 1990s' in Rickard, J and Spearritt, P (eds), Packaging the Past? Public Histories, Melbourne University Press, Australian Historical Studies, Carlton, Vic., 1991
Popular Culture and Tourism (http://arts.monash.edu.au/ncas/)

Popular culture, the everyday life of Australia. especially the leisure pursuits of Australians has on often unrecognised role in tourism. Key popular culture events such as the Australian Rules Football and the Gay and Lesbian Mardi Gras have become some of the most significant tourist attractions in the country.
While the publicly funded cultural institutions such as the National gallery of Australia and special events such as the Sydney Olympic Games often receive the greatest publicity and critical attention, the events that have evolved out of the popular culture of various groups of everyday Australians escape significant analysis. Australian Rules Football has only started to be recognised as the significant tourist attraction that it is. The four days surrounding the Grand Final at the end of September is responsible for some of the biggest cash flows of the year for the hotel and entertainment industry in Melbourne. The extract from Robert Pascoes's The Winter Game helps in understanding the appeal of football and some of the dangers that may threaten its success as both a sporting phenomenon and as a tourist attraction. The culturally specific appeal of the Australian game which explains its success may well be threatened by the corporatisation which is, in part, a response to its potential as an income earner Will football follow the path of art galleries and museums, becoming dependent as so many other aspect of Australian life, on the tourist dollar, whether it be domestic or international tourism.
The second reading explores the nature of popular culture in more depth and raises issues about how Australia might be and has been represented at home and abroad. It raises significant issues, especially as our most successful advertising campaign overseas was based on an element of the construct of Australian identity critiqued in Henry Oxley's, 'Ockerism, The Cultural rabbit'.
Lastly, the final reading is a World Wide Web page about one of Australia's most successful manifestations of one strand of Australian Popular culture, Sydney's Gay and Lesbian Mardi Gras, which supporters have argued is one of Australia's most economically significant tourist events. It illustrates the profound impact of just one popular culture event.

Study Questions
· Why has popular culture not received its due attention in studies of cultural tourism? 

· What is its importance in the future of tourism? 

· How should it be presented overseas? 

· What dangers are there in the crude use of some elements of Australian popular culture? 


READING
Pascoe, Robert, The Winter Game: Over 100 years of Australian Football, Mandarin, Port Melbourne,1996, pp.239-247

Oxley, Henry, `Ockerism, The Cultural rabbit' in Spearritt, Peter and Walker. David (ed), Australian Popular Culture,Allen & Unwin, North Sydney, 1979
12. Minor but Major - the private cultural tourism - candles and crafts


Shopping and consuming, are often neglected in the discussion of cultural tourism. The rise and rise of the craft markets such as those found at Eumundi and Kuranda in Queensland, Salamanca Place in Hobart, Red Hill in Victoria, and Paddington in New South Wales, as well as the explosion in wine tourism show how important this part of cultural tourism is to Australia.
 

Life is Shopping: Shopping is Life
Issues of respectability, safety and gentility held back the widespread adoption of shopping as a tourist endeavour, but the opening of the public spaces to women and to families have been an important contributor to this aspect of tourism in the mass tourist age.
'Collins Street is to Melbourne what Regent Street is to London. As compared with the other shopping streets, it is decidedly very attractive. Ladies may walk in Collins Street and find pleasant variety, irrespective of the excitement of buying a new dress or hat. No lady ever ventures into the other streets, excepting on very urgent business. there is an American, go -a-head spirit pervading them, very objectionable to the well-regulated minds of our sex.'
(Clara Aspinall, 1862)
The day in town with hats and gloves survived into the late sixties, for some even into the seventies when the growing number of middle class women who worked ensured its eventual and virtual demise. Perhaps this latter shift in part explains the shift to shopping as an increasingly significant component of tourism and leisure. Only on vacation do women have time to shop, especially if we accept Beverley Kingston's analysis of the female orientation of shopping. This may also explain why in Kingston's words:
'How little they vary, no matter where they are, the chains of Hermes or Country Road. This may be a good thing, because increasingly the rich, who can afford it, combine travel with their shopping as never before. they no longer aim to bring back all manner of rare, choice and expensive items for the adornment of their homes and persons, but they do shop for their favourite brands of expensive clothes, jewellery, perfume and leather goods in reliable boutiques with branches in every fashionable resort.'
Beverley Kingston, Bag, Basket and Trolley: A History of Shopping in Australia p 122
At the same time, a search for the handmade, the unusual, the personally signed and the individual has resulted in the replication of the traditional markets of the religious festivals of the Middle Ages being reincarnated as craft markets. Some of Australia's most visited destinations achieve enormous tourist status.
Joanne Finkelstein, Monash University sociologist explains it in another way
'Tourist shopping has got at the end of it, the possibility that you'll be able to display your goods in a self-aggrandising way; you'll be able to go home or show somebody something that you've got that they don't have. And so it's a form of conspicuous consumption, it's a form of exhibitionism, it's a form of your experiences in the world, it's a kind of badge or credential even that you've been somewhere and that you're enhanced by that, you're more than they are. It's a way of eliciting envy from people as well, so in terms of ordinary shopping, which is just getting the things that you need, and tourist shopping, there's a vast world of difference....when you've taken possession, you've taken something away from the original culture, and you go and take it somewhere else to show somebody else that you've been there or you've done that. It is a demonstration of your difference and your superiority in a sense. So it has got overtones of what we know to be colonialism, but it's also fuelled with a kind of psychological reassurance that even when we go to these new colonial or different shores, somehow or other we can exert ourself, and retain our integrity and not be nativised if you like, not be taken over by the locals'
Wine tourism has many elements in common with the craft markets in its appeal to the individual, but it also blends in some of the elements of educational tourism touched on earlier in the study guide. It can be argued, too, that it is a product of the societal changes that have swept through Australia in the last twenty years. Increased rates of tertiary education and participation in overseas travel as well as the impact of the multicultural society have clearly been key features in its development. Nevertheless, it worth noting that craft markets and wine tourism share another important feature. To a large extent they cater to the domestic tourist, especially the vineyards. Though they feature in the overseas promotion for Australia's attractions, as yet overseas visitors have contributed little to statistics showing healthy growth in visitations. This is in part due to the control of the Asian and Japanese market by large tour companies. but there are clearly other factors at work.
 

Study Questions
· What is the role of shopping in cultural tourism? 

· What explains the rise of wine tourism? What groups are attracted to this type of cultural tourism? 

· Is it possible to market these aspects of our culture to the international tourist market? 
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