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Abstract

Purpose

The purpose of this paper is to explore a resource-constrained Destination Marketing Organization (DMO) to assess the power struggles inherent in community tourism initiatives when leadership is weakened through shrinking resources.

Design/methodology/approach

Using a comparative instrumental case study approach, this paper analyses three separate studies within Experience Bedfordshire to develop a comprehensive picture of governance within a single tourism destination.

Findings

The results show that privately held attractions, hospitality businesses, and transportation authorities retain control over key marketing messages. Visitor and stakeholder surveys indicate that a more sustainable form of rural development, based on natural/cultural attractions and the development of bed and breakfast and artisan small businesses is the preferred development path. Unfortunately, the increasing use of Tourism Information Centres by local residents, as opposed to tourists, has reduced support by key power holders in the community, thereby forcing major industry restructure.

Research limitations/implications

This research was conducted during the transitionary period as the Rural Development Agencies were being dissolved in the UK and the new Local Enterprise Partnership system was being implemented in early 2011. It is still too early to anticipate how this new system will affect destination marketing in the long run.

Practical implications

This paper argues that commercial interests ultimately control the destination image in this resource-constrained region, and its marketing messages which are currently focused on high adventure and large scale development are pursued to the detriment of local wishes and rural landscape development.

Originality/value

This paper is the first article to address the transition from the Rural Development Agencies to the Local Enterprise Partnerships within a tourism and destination marketing framework.

Introduction
England has faced dramatic organisational and policy changes which have rapidly shifted priorities for economic development and policy implementation. Once heavily dependent on government support for tourism development and destination marketing, it is beginning to adopt an industry-led approach to the delivery of community-based marketing and promotion (Coles, Dinan, & Hutchison, 2012).  Regional government support has existed since the Tourism Act in 1969 (Shaw, Thornton, & Williams, 1998).  The birth of Regional Development Agencies (RDAs) in 1998 strengthened economic growth through regional separation and devolution. These agencies were designed to support national tourism policy and work closely with Regional Tourist Boards (RTBs) to expand economic development based on national goals.  While partnerships relied heavily on industry involvement and regional distinctiveness to promote place-based marketing, many were “restricted to existing politico-legal boundaries because they relied heavily on local government funding and hence were accountable to local electorates” (Coles, Dinan, & Hutchison, 2012, p. 5).   
Change came with the economic restructuring in 2010 and the replacement of RDAs in 2012 with Local Enterprise Partnerships (LEPs) tasked to increase industry networks and reduce the financial burden on government. This restructuring put economic development in the hands of local entities who were viewed as best-able “to offer a greater focus on local economic needs and build on the affinity between business, local government and other partners at a local level” (House of Commons, 2010, p. 3). The result includes decreasing financial resources to support tourism development, a reduction in tourism-specific personnel, and limited support for destination marketing (Coles, Dinan, & Hutchison, 2012).
Given these rapid changes, the research problem underpinning this study investigated the challenges facing a resource-challenged Destination Marketing Organisation (DMO) seeking to develop a tourism strategy within a sustainable tourism framework whilst securing new avenues for finance and effectively identifying and prioritising the needs of markets. Using comparative data analysis, this paper investigates the challenges and barriers facing one DMO, whilst suggesting it is not unique in the issues it faces. This research suggests that other destinations face similar challenges after the withdrawal of centralised government funding and the redistribution of resources. This research was conducted during transition of RDAs to the new LEP system in early 2011. 
The DMO chosen for this study was Bedfordshire (See Figure 1). Bedfordshire had recently undertaken its Tourism Growth Strategy (2007 - 2012) and established a new DMO. Experience Bedfordshire (EB) was managed by a multi-stakeholder Strategic Tourism Advisory Group including three local authorities (Luton, Bedford and Central Bedfordshire) which contributed staff time and funding. Three years after the adoption of the strategy, a lack of industry engagement and shrinking budgets threatened tourism services.
Insert Figure 1 here

Three separate projects linked to the EB were investigated as part of the overall case study. Using stakeholder web-based surveys, interviews and visitor surveys, the research sought to identify strategic areas where the public sector could add value to the private sector and determine which public services were valued. By adopting Fayos-Solà’s (1996) tourism policy generational framework, this paper argues that current county policy in Bedfordshire is caught in a second-generational strategy, where councils “attempt to expand tourism as an industry through subsidies, promotion and regulation” (p. 407). Dwindling resources have limited EB to a market-based view, rather than a resource-based view (Peters, Siller, and Matzler, 2011) in their destination marketing objectives which has resulted in multiple identity messages and conflict between different stakeholders. 
The Governance Role of Destination Marketing
Destination marketing has been approached in numerous ways based on the political, social and financial climate of the destinations and their parent national government.  Likewise, DMOs face many challenges when presenting a destination image to the travelling public and uniting marketing message and industry partners.  Pechlaner, Volgger & Herntrei (2012) argue that DMOs play an important role in uniting destination networks and provide centralization in the governance of tourism systems. Debate remains on the difference between government, governance and management as they relate to destination marketing (Hall, 2011) where governance lies somewhere between government and management and involves “the coordination of economies, public/private partnerships and reform objectives aimed at pursuing collective interests” (Slocum & Backman, 2011, p. 282). Similarly, “DMOs play a crucial role in the governance of tourism destinations…they are in a position to promote the “common cause” and often serve as an intermediary between the different interests within destinations” (Pechlaner, Volgger & Herntrei, 2012, p. 152). 
In the former policy environment in England, governance and management were spear-headed by the same organisational structures, namely the RDAs. With the current focus on industry leadership, these functions are blurring in relation to tourism promotion and regional development goals (Buhalis, 2000). While the LEPs are responsible for the governance of the tourism system, industry partners are playing a more prominent role in the management of cultural and attraction-based resources that drive the tourism economy (Pechlaner, Volgger & Herntrei, 2012). This swing in perspective has changed the power structure within destination management by shifting access to valuable resources such as financing and human capital (Jones, Glasson, Wood & Fulton, 2011). One side effect of participatory approaches to tourism partnerships is that not all members of a community have the means and ability to participate on equal levels (Healey, 1997). 
A theory which acknowledges the impact of change is Fayos-Solà’s (1996) ‘three generations’ of tourism policy theory. As a theoretical model, it remains surprisingly under-tested in destination marketing literature, yet explains marketing approaches and offers a flexible structure by focusing on the impact of leadership change and alterations in the balance of power (Henriksen and Halkier 2009). First-generation policies stemmed from the Fordian perspective characterised by the stimulation of mass tourism focused on increasing the volume of activity to contribute to the balance of payments, maximize income, increase employment and create stable markets for the receiving country. Second-generation policies attempted to expand tourism as an industry through subsidies, promotion and endeavoured to tie tourism growth policies to economic development objectives. Third-generation policies aimed at increasing competitiveness through increased quality and efficiency in service delivery. Fayos-Solà adds, “issues such as the social, economic and environmental repercussions on tourism regions - which are being addressed by the public and voluntary sectors – must be dealt with suitably in order to guarantee the long-term viability of these goals” (p. 409).  Henriksen and Halkier (2009) argue that whilst these models are not necessarily sequential in nature, they describe a series of ideal-type policy paradigms with vague assumption of progress over time which range from first-generation “more of the same”, via second-generation “more of most”, to third-generation “more of the best”.
As destinations move through these generational perspectives, organisations face a changing environment and outlook. Where once DMOs were tasked with a marketing approach to tourism, they are moving towards a management role which includes adapting to technological changes, managing tourist expectations, mitigating impacts, confronting new avenues of competition, recognising creative partnerships, and finding new measures of success (Gretzel, Fesenmaier, Formica & O'Leary, 2006). Additionally, the remit and evaluation processes for the success of DMOs frequently encourage firs- or second-generation goal structures (Kozak, 2004).
Peters, Siller, and Matzler (2011) describe competitiveness as a destination’s ability to integrate value-added products that sustain resources whilst remaining competitive using two different approaches: ‘market-based’, and ‘resource-oriented’.  A ‘market-based’ approach requires involves: analysing the external environment; locating a potential market with above-average returns; formulating a strategy to earn above-average returns; acquiring resources to implement these strategies; and setting concrete actions to achieve the strategy. The ‘resource-oriented’ perspective considers organisations to be a bundle of resources that determine its strategy including: identifying resources and capabilities; identifying strengths and weaknesses; highlighting core competencies; selecting markets where core competencies are best suited; and formulating a strategy that adopts core competencies.  The market-based approach considers a market to be in a state of flux, limiting the capacity for long-range planning, whereas the resource-oriented perspective considers the organisation’s resources a more stable basis for strategic planning.  
This paper illustrates how EB is struggling to embrace the values of a third-generation perspective on tourism management because of its reliance on a ‘market-based’ approach to gain competitive advantage in tourism. This is made more significant given its previous ‘resource-based’ approach with clear strategies capitalising on its natural rural environment outlined in the Tourism Growth Strategy (2007-12). Reduced budgets and conflicting goals throughout the LEP conversion process has significantly disrupted the power structure and resource base for tourism development and marketing, thereby requiring reassessment of resources available to expand market share. Therefore, EB is stuck in a second-generation governance system where increasing visitor numbers is the benchmark of success. Additionally, industry power structures are perpetuating past strategies at the expense of efficiency and quality in the tourism services offered.  It is through the evaluation of Bedfordshire that the larger LEP transitionary process is explored.
Methodology

This paper consolidates three research projects involving tourism development in Bedfordshire using an instrumental comparative methodology.  Case studies are a valuable tool to investigate phenomena within real-life experiences, since there is often little distinction between the trends and the context (Slocum, Backman and Baldwin, 2011). Instrumental case studies facilitate understanding of prevalent problems and do not require typical study populations (Stake, 2003); allowing a case to provide insight into a phenomenon (Denzin and Lincoln, 2005).  Emphasis is placed on a specific issue rather than the case itself (Slocum, Backman & Baldwin, 2012). Using a DMO’s ability to adapt to a resource constrained environment, through the investigation of the political, economic and social environment, an understanding of DMO governance is explored. Once the different elements of the projects were independently derived, a cross-case appraisal offered insight into reoccurring themes. The first phase of analysis resulted in ‘within‘ themes specific to a particular project, which were then compared to the ’within‘ themes of the other projects.
The mutually-informing projects of this cross-case analysis were identified by the DMO as illustrative of the work being undertaken to inform future strategy whilst representing initiatives which involved active participation from all three local authorities. Cheong and Miller (2000) suggest tourism constitutes a tripartite system, consisting of locals, tourists and brokers, therefore the projects encompassed these key stakeholders (local businesses, tourists, and tourism staff). Furthermore, it required input from other geographical areas to provide appropriate benchmarks of comparative regions. To provide avenues for cross-analysis and triangulation, it was necessary to employ a number of methods which best suited the focus of each specific project, thereby reducing the over-reliance on one data source and inappropriate certainties that can arise from a single method, single-source approach (Hartman 1988). 
Insert Table 1 here

The first project focused on local EB stakeholders using web-based surveys and focus groups (Table 1). This dual methodology allowed key themes to emerge which directly informed further discussion with informants (as advocated by Hartman 1988). The second project explored visitor perceptions of tourism as an economic development tool through surveys distributed at key locations to ensure a representative sample. The third element investigated Tourism Information Centres (TICs) in several cities similar in demographic and economic makeup.  Through interviews and site visits, a set of best practice examples for Luton Culture’s TIC were derived. 
These three mutually-informing projects were then evaluated using a comparative thematic methodology which identified common themes and linkages. All the interviews were transcribed in full. Emerging themes were studied through the analysis of subjective experiences and contextualised data within an iterative analytic framework of constant comparison between data and analysis. The guiding analytic procedures rested on locating key conceptual categories and relationships. This process was achieved by ‘open’, ‘axial’ and ‘selective’ coding principles commonly found in grounded theory approaches. ‘Open’ coding literally ‘opened’ the data, providing a simple reduction of data; ‘axial’ coding pulled together the project data strands to formulate connections, which offered ‘an appreciation of concepts in terms of their dynamic relationships’ (Goulding 1999, p.9); and ‘selective’ coding allowed ‘within themes’ to emerge as the categories were pulled together.
Results 
This section presents the ‘within’ themes which emerged from the axial coding phase; namely stakeholder engagement, visitor perceptions and information feasibility. Cross comparisons for the overall case study (Bedfordshire) are presented in the discussion section. 
Project 1: Stakeholder Engagement – Experience Bedfordshire
To maximise existing and emerging business engagement, 77 surveys were completed (47% response rate) by tourism businesses across Bedfordshire. The emergent findings on industry awareness, perceived challenges, best practice and levels of industry engagement were then discussed with tourism stakeholder focus groups. The results acknowledged the strengths of the original tourism strategy and successes of EB, whilst identifying the obstacles to business participation. 
EB was regarded as an adequate structure through which tourism development and marketing should continue with little support for a fee-based tourism partnership which indicated that businesses did not realise the advantages of such investment. This analysis also demonstrated increased awareness of EB initiatives, especially its website, Steering Group, and attraction booklet, could enhance local support and encourage subscription membership. Therefore, promoting the organisation’s initiatives to local businesses was vital in increasing business involvement. Businesses felt that knowledge sharing and best practice (27%), working on joint initiatives with EB (27%) and participation in further research (26%) could encourage involvement (Figure 2). Utilising the local knowledge base, developing a more participatory approach to initiative development, increased networking in public relations and marketing, developing sustainable business practices and industry intelligence were welcomed by local businesses. 
Figure 2 here

Although EB initiatives received high user satisfaction ratings, concerns were raised that the current marketing focus predominantly promoted family and adventure fun (e.g. EB’s Thrills’ as a key website theme). Respondents felt that Bedfordshire’s strengths lay in its countryside, history, and natural settings rather than adrenaline activities. The respondents believed that Bedfordshire did not have a distinctly focused and coherent image to support the marketing as a tourism destination. The diversity of initiatives (e.g. Adrenalin Hub, Tastes of Bedfordshire, and Home of Afternoon Tea) needed a more closely aligned focus to present a marketing message which could unify local support of a destination partnership.  
Bedfordshire businesses strongly supported sustainability measures including socially-conscious business practices, local charity support and the sourcing of green products. Participants rated their agreement with statements geared towards understanding their engagement in sustainability practices (1 = strongly disagree to 5 = strongly agree).  Most businesses reported being socially-conscious (3.7), supporting local charities (3.6), knowing where to source green products (3.4) and utilising green business practices (3.2) (Figure 3). Therefore, the incorporation of green business practices into the overall branding of Bedfordshire (to coincide with the natural and historical assets) was seen as a way to galvanise support for EB.
Figure 3 here

Project 2: Visitor Perceptions – Experience Bedfordshire
Visitor perception surveys were distributed through TICs in Bedfordshire (28%), other TICs (24%), telephone or internet requests (7%), and local accommodations, supermarkets, attractions and transportation hubs (41%). In total, 170 surveys were returned. The results showed that most visitors planned to visit in July and August, arrived by car (71%), chose to stay in hotels (52%) and visited for one day (43%) or a short break (one, two, or three nights) (41%). Visitors ranked the EB visitors’ guide highly in relation to relevance and layout. The results show that the guide was effective in attracting visitors, (24% ‘definitely’ influenced and 30% ‘probably’ influenced by the brochure), and in encouraging longer stays (15% were ‘definitely’ influenced and 23% ‘probably’ influenced).  
Respondents were asked to choose words that described Bedfordshire from a prompted list. The most popular responses were accessible (67%), historic (57%), picturesque (54%), and cultural (43%).  While the guide promoted high adventure attractions, only 12% responded ‘adventurous’ and 11% answered ‘exciting’, although 32% acknowledged the ‘entertainment’ value of Bedfordshire (Table 2).
Table 2 here

Project 3: Tourism Information Feasibility – Luton Culture

The Luton TIC was deemed unfeasible by Luton Council’s Tourism Division resulting in a feasibility study to identify best practice initiatives to encourage profitability. Luton City offers a varied and unique demographic profile, coupled with limited tourist attractions and leisure tourism branding, so a systematic selection of TICs around the UK was conducted which had one or more destination and demographic characteristics similar to Luton.  Initially, eight phone interviews were conducted with TICs in Leicester, Bradford, Milton Keyes, Derby, Newport, Stoke-on-Trent, Bristol and Bedford. The research team then undertook five site visits to the TICs which offered the most diverse and creative selection of services for visitors and residents (Leicester, Derby, Stoke-on-Trent, Newport and Bristol).  
The research found that profitability was not possible at the TICs interviewed.  At its lowest, subsidies reached 33% of total operations, and at the highest level, it exceeded 50%.  Support came in the form of staff and building upkeep and direct cash contributions. All the TICs depended on revenue from both visitors and residents, and the majority of the TICs were heavily supported by resident purchases.  On-going partnerships between TICs and DMOs were critical to the success of TIC operations. Since DMOs were well linked to tourism businesses, visitor information and overall destination marketing, their contacts and networks provided the core information that visitors and residents sought when utilising the TIC.  While the only other significant TIC in the area (Bedford) remained council supported, Luton Culture needed to assess the support EB could offer before profitability of the centre could be guaranteed.
Discussion

Evidence from the three projects shows how a reduction and re-direction of resources has pushed EB into a ‘more of most’ second-generation marketing strategy.  This strategy has perpetuated ‘market driven’ approaches dictated more by powerful industry stakeholders than clear resource-informed strategies. A number of factors have trapped EB in a market-based situation, such as dwindling financial and human resources, wider geographic reporting within the LEP system, and a restructuring of tourism specific initiatives into a general economic development remit. This situation clearly illustrates EB’s struggle to move into a resource-based vision and third-generational approach to destination governance. Fayos-Solà (1996) claims that second-generational organisations place emphasis on using legal, economic and financial instruments, such as membership drives and increased outward promotion, rather than a redefinition of objectives supporting local businesses. In assessing these needs and identifying ways to replace government funding, EB attempted to solicit a larger fee-based membership to pursue their marketing agenda. As shown in the stakeholder project, the external marketing showcased corporate-owned high adrenalin activities which isolated many small businesses.  Whilst the results showed that knowledge exchange, best practice and joint initiatives could raise awareness of EB and encourage subscription membership, its market-driven perspective prevented it from drawing dwindling resources away from external destination promotion into membership focused governance (Peters, Siller, and Matzler, 2011).  Additionally, the sale of the Luton TIC created the impression that EB and its government partners were reducing avenues to promote small businesses resulting in alienation and disillusionment. 
EB’s tourism offer is driven by 80% small- to medium-sized enterprises (Department for Culture, Media and Sport 2011, p.39), which have few opportunities to undertake wide-scale marketing due to limited funds and market access, which is replicated across the UK. As Healey (1997) found, when funding is reduced, larger commercial business become the dominant interest. EB is illustrative of The Economic Case for the Visitor Economy report (Deloitte 2008), which found that without public investment to address market failures, the tourism industry was prevented from operating in an effective and efficient manner. It is evident from the three projects that the power to influence image and approach was informed by industry stakeholders with secure economic capital and a large scale marketing reach has compromised EB’s ability of reaching a third-generational approach.  In line with significant reductions in local government funding, Bedfordshire’s tourism officer posts were converted into business development roles in 2010/11. Therefore, it is inevitable that commercial interests pushing the ‘adrenaline’ image for Bedfordshire will gain greater power and influence. 
Given the LEPs’ emphasis on job creation, it is apparent that SEMLEP (South East Midlands Local Enterprise Partnership covering Bedfordshire) is placing greater emphasis on employment at the expense of profitability of small businesses. Their ambition states: “By March 2015, the SEMLEP aspires to be one of the most innovative, successful and high performing local enterprise partnerships in England, as measured in overall terms by growth in Gross Value Added per head” (SEMLEP, 2012, p. 4). This statement shows the current focus on a competitive market-based, rather than resource-based, evaluation of success and a limited vision in how small businesses will access this anticipated growth. Furthermore, by losing key tourism roles in government tourism provision, small businesses have undertaken their own marketing; side stepping the networks and partnerships EB sought to provide. The result has plunged Bedfordshire deeper into a pattern of delivering disconnected messages, projecting an incoherent industry-driven destination image(s) and a reactive approach to trends (such as food-based tourism and film tourism) without undertaking a comprehensive assessment of appropriateness and integration within a coherent destination image. 
It became evident from its work with local businesses (project 1) and TICs (project 3) that EB recognised the need to reassess its role and strategy. In launching its website and accepting funding through ad-hoc commercial advertising opportunities, EB found itself in a position described by Fayos-Solà (1996, p.408) who claims “many tourism organisations focus their strategies on a tourism communications policy, launching aggressive promotional programmes, where tourism administrations, acting in greater or lesser coordination with private initiatives, try to carve out a market niche for the tourism destination in question by making what is considered to be on occasion an amateurish use of communication tools”. In recognising the outcome of this approach, EB began to identify new resources which could move them towards a third-generational approach (i.e. seeking available resources/ capabilities and building networks) as opposed to an external-stakeholder driven agenda. However, it can be argued that reduced resources under the LEP system have limited EB’s responsiveness on these available resources and partnerships.
The case study highlighted the local interest in promoting the natural and cultural attractions which have distilled pride in Bedfordshire’s residents. The visitor survey (project 2) reinforced the image of Bedfordshire as a natural attraction of interest, yet EB’s limited resources has made it difficult to compete in the rural tourism market when neighbouring communities, such as the Cotswolds, have a distinct market share in this sector. EB’s second-generational mind set and the power structure within the county has resulted in isolated efforts to breach this destination image.  Initiatives such as ‘Home of Afternoon Tea’ and ‘Taste of Bedfordshire’, which have endeavoured to embrace and promote its rural environment, have been piecemeal and relatively disconnected to the overall marketing message; thus further reinforcing EB’s second-generational development approach of “more of most” (Henriksen and Halkier, 2009). Bedfordshire appears reactive to political pressure and economic development trends, rather than confident in undertaking a comprehensive reassessment of how rural issues play into their overall destination governance strategy (Gretzel et al., 2006).

Regions have successfully pursued third-generation strategies through the identification and appropriation of new resources and partnerships (see Leicestershire’s Tourism Integration Strategy 2008). In seeking to reconcile the tensions and funding issues within EB and find a way of pursuing the sustainability principles raised during project one, a new executive board of directors was established to drive forward socially-conscious business practices. In seeking to develop a resource-based approach to compensate for cuts in government funding, partnerships were developed with stakeholders representing rural tourism, green agenda interests, and alternative funding sources. As Fayos-Solà (1996, p. 412) has suggested, “Standardized tourism products geared to a homogenous demand are being replaced by a new entrepreneurial paradigm which should respond to the super-segmentation of demand, the greater flexibility of supply, distribution and consumption, and the search for new sources of profitability in system economies and integrated values”.  Consequently, EB is now led by a new private-sector board of directors comprising the local university (sustainability research), hospitality sector (local hotels), visitor attractions (local safari park) and the airport. In responding to the research findings, EB has adopted a new governance role to promote the variety of interests within the destination. Although embryonic, this reinvigorated strategy is in line with Pechlaner, Volgger & Herntrei (2012) who advocate mediation between the large power houses and the needs of small businesses and local residents who support the tourism sector. The effectiveness of these new management techniques will require time to assess.
Conclusion

This research has shown that that EB lacks the efficiency and streamlined nature of the third-generational approach. Although there have been recent moves to compensate for the sudden withdrawal of local government funds and a drive towards new entrepreneurial, partnership-driven strategies, EB remains trapped within a market driven approach through a lack of independent resources where commercial interests are controlling the destination image and discouraging small business participation. To explain this development, this research adopted Fayos-Sola’s under-utilised theoretical framework and effectively applied it to a more recent policy climate and contemporary destination marketing challenge. It provides a strong and appropriate theoretical framework which still has currency.
Pugalis, Shutt and Bentley (2012, p.7) write, “If LEPs are to be radically different from what has gone before, then they should look to harness the creative energy and expertise of a much more diverse cast of characters than a narrow business ‘elite’”.  While this paper is not about the LEPs system per se, how agencies react to the new economic system has been varied. EB has provided an avenue to explore the wider implications of the reduction in national funding for tourism development in England. In particular, the role DMOs play in uniting destination networks and provide centralization in the governance of tourism systems is at odds when facing declining resources (Pechlaner, Volgger & Herntrei, 2012).  In turn, these reductions make it more difficult to switch energies to a resourced-based vision and strategy necessary to devise a third-generational approach.  

The expectation that DMOs have the capabilities to expand their management role is currently unjustified within the EB structure.  In particular, EB has been unable to manage tourist expectations or community development interests, such as encouraging a rural marketing message that appeals to their visitors; to recognise creative levels of partnerships that are inclusive for both small-, medium- and large-scale business; and are struggling to find new measures of success applicable within the LEP system (Gretzel et al., 2006).  Whilst it is too early to measure the results of current reorganizational structures, the struggle between industry, government and community has refocused power and leadership away from resource assessment towards a market view of destination management that serves big business rather than community. It would therefore be useful to take forward this work and apply Fayos-Sola’s framework in other contexts to fully test the observations offered here.
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