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EXECUTIVE SUMMARY
The brief
The North Dorset Trailway is a route developed by Dorset Countryside along the old Somerset and
Dorset Railway Line that closed to rail traffic in 1966. Since 2002 the trailway has resulted in 7.5
miles (12km) of access to some of North Dorset’s spectacular countryside, towns and villages. The
trailway is a multi‐user trailway that attracts cyclists, walkers, horse riders and those with a
disability. It is designed for non‐motorised travel and seeks to encourage cycle and walking trips in
each locality offering a healthy travel choice whilst impacting minimally on the environment.
The total demand for the trailway is estimated to be approximately 80,000 user trips per annum
(Sturminster Newton Car Park, footfall count 2011, Dorset Countryside). The trailway is designed to
run as a continuous journey, or simply to enjoy a short journey along one or two stretches:
Stalbridge
Sturminster Newton ‐ Shillingstone
Shillingstone – Stourpaine
Blandford
Blandford St. Mary ‐ Spetisbury

In accordance with their management plan the aim of Dorset Countryside is to manage the trailway
to the highest possible standards and to provide:
A route that is easy to use, well way marked and signposted.
A wide, multi‐purpose pathway accessible for a wide variety of users including walkers, cyclists,
horse riders and the less able.
An alternative transport and recreation route providing safer routes to school, commuter routes to
work, access to the countryside and a surface appropriate for mobility vehicles and pushchairs.
Accurate maps and guides illustrating the route, how to get there, where to go and the highlights of
the trailway.

As a result of a grant received from Sowing Seeds the North Dorset Trailway Network, in conjunction
with the DT11 Partnership, commissioned the Market Research Group (Bournemouth University) to
conduct three phases of research. The research was aimed at discovering the impact that the
trailway has had on the towns/villages and businesses located within a five mile radius of the
trailway. This is the first time a study of this type has been undertaken for the trailway. The three
stages of the research were as follows:
•

A business survey ‐ a self completed questionnaire

•

A visitor survey ‐ face‐to‐face interviews with trailway users

•

A comparative study of other trailways ‐ desk research and talking to other trailway
organisations.
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All research was conducted between June and September 2012.

The consultation was an ‘economic assessment’ in so far as it employed a quantitative survey;
collecting economic information and data from businesses and users which addressed issues
pertaining to income and revenue. It was not an economic modelling exercise / no additional
forecasting with inflation rates and multipliers.
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Key Findings
On average, local business owners indicated that over 10% of their gross revenue was directly
attributed to trailway users, and that some increase in gross revenue was because of their
proximity to the trailway
Over a tenth of all businesses expanded their operations because of the impact of the trailway
Overall, accommodation, grocery stores and bicycle related businesses reported the largest
increase in their estimated annual revenue compared to other business types
When projecting gross revenue totals across businesses, revenue in 2010 was £17,683,200 and
despite the challenging economic climate, in 2011 these figures actually increased to
£18,077,600
Trailway users’ ‘purchasing’ and ‘usage’ behaviours did not significantly differ depending on
which part of the trailway they were using
Trailway users visiting the area spent more time on the trailway compared to resident trailway
users
44% of staying users planned a 4+ night stay as part of their trip
The most common average user spend was £50.00 ‐ £100.00 in the trailway communities
The average distance travelled to arrive at the trailway was less than 1 mile due to the number
of residents using the trailway, with very few users travelling 15 miles or more
Walking (with or without a dog) was the primary activity being performed by trailway users
Around three‐quarters of trailway users reported using the trailway for recreation and just under
half for health and/or fitness activities
The primary factors influencing people’s decisions about visiting a trailway are: the availability of
information; and the quality of route, with specific reference to safety from traffic
Visitors using a trailway as part of a holiday or day trip have different priorities and requirements
to those accessing it to commute to school or work
Monitoring visitor use and strong partnership working between the local authority and
businesses is a key to a trailway’s success
According to trailway visitors the level and quality of maintenance of a trailway has an affect on
the number of users
The comparative study shows creating a ‘strong identity’ and name for the trailway and taking
care over how a route is presented and promoted to specific markets is identified as a key to the
successful promotion of a trailway
Bringing people to the trailway through organised events is recommended
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Recommendations
The report suggests a number of actions that should be pursued in partnership with relevant
organisations or companies to ensure that local businesses are able to build further upon the
benefits they currently derive from the Trailway. They include the following:

Providing information
Providing businesses with visitor information that supports a range of ways in which the trailways
can be used.
Providing visitors with information that supports a range of ways in which they can use the
trailway.

Enhancing the North Dorset Trailway
Securing and maintaining a comprehensive network of businesses surrounding the trailway.
Supporting the delivery of high quality services from businesses local to the trailway.
Extending the season for walking/cycling on the trailway.
Developing short walks/cycling routes based on interests (e.g. mapped wildlife trailways with
information boards) as a way of introducing visitors to an enjoyable and rewarding walking/cycling
experience.
Supporting responsible use of the trailway through use of public transport wherever possible.

Engaging stakeholders
Providing opportunities for businesses to work as partners in delivering excellent opportunities and
enjoyable experiences.
Opening a channel of communication between businesses and those responsible for managing and
promoting the trailway.
Promoting links between businesses and the trailway.
Encouraging the development of excellent web links between those involved with the trailway.
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INTRODUCTION
The purpose and scope
Dorset Countryside, (the Countryside Service of Dorset County Council) manages and markets the
trailway.
A strategic objective for them is to utilise the environment sustainably as an economic, cultural and
social resource and to promote greater understanding, appreciation and enjoyment of what is has to
offer and is committed to understanding, demonstrating and strengthening the economic benefits of
the trailway.
In order to guide trailway management and promotion, Dorset Countryside seeks to learn more
about the benefit that the trailway brings to local businesses and visitors (including local residents).
In January 2012, the DT11 Partnership commissioned The Market Research Group (MRG) at
Bournemouth University to carry out a study that would inform its understanding of the trailway’s
benefit(s).
The aim and objectives
This study estimates the economic impact of the trailway through surveys of trailway users and their
spending patterns, and also focuses on the economic impact from the supply side, with a focus on

Promoting the trailway
Maintaining the promotion of the trailway as a walking and cycling destination.
Raising the profile of the trailway within the walking and cycling offer.
the businesses that provide services to visitors making use of the trailway. It also draws on the
experiences of other trailways both nationally and internationally.
Three phases of research:
Phase 1

Economic impact research among businesses located on or within a five mile radius
of the trailway (conducted from the beginning of June 2012 until the end of August
2012).

Phase 2

Market research among trailway users (conducted from the beginning of June 2012
until the end of August 2012).

Phase 3

Comparative research examining other trailways (conducted July 2012).
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The objectives for each phase of the study included the following:
Phase 1
To obtain gross sales revenue from the trailway and trailway related businesses for 2010 and 2011.
To determine if businesses expanded operations in the last twelve months and/or if they had plans
to expand in the upcoming year.
To determine if businesses created new employee positions in the last twelve months.
To identify other actions or indicators that may have occurred as a direct result of the trailway.

Phase 2
To profile trailway visitors’ usage of the trailway (i.e. how often they visit, the purpose of their visit,
hours spent on the trailway etc.)
To determine group characteristics (i.e. age, gender, income, etc.)
To establish the postcode origin of the visitor.
To determine the mode of transportation used to arrive at the trailway and the one‐way distance
travelled to reach it.
To determine how much was spent in various categories such as bike rental, equipment, food and
drink, accommodation etc.
To identify any unmet needs of trailway users.

Phase 3
To gain information on success stories of other trailway developments in relation to management,
promotion and development.

9

METHODOLOGY
1 Support the North Dorset Trailway Leaflet, Dorset Countrys

Phases 1 to 3 were designed to generate sufficient data to give the DT11 partnership an evidence
base which offered:
An understanding of business and user awareness of the presence of the trailway and of its
importance to business performance
An indication of the level of economic benefit obtained by businesses from the trailway and trailway
users.
An insight into the degree of business engagement with the trailway in terms of information,
marketing and services provided
An evaluation of the perceptions and thoughts of business representatives regarding potential
actions to strengthen benefits
Comparable benchmarking data which provides lessons that can be learnt from the success of other
trailways.

Phase 1: Business consultation
MRG designed the Phase 1 survey in collaboration with the DT11 Partnership.
Paper and online surveys were used as the method of collecting data. Data collection took place
between 1st June 2012 and ended 30th August 2012. 171 businesses were identified within a five mile
radius; of which 137 were visited and left with a paper copy of the survey for self‐completion and 34
were posted a paper copy for self‐completion, which resulted in 37 (22%), completed surveys.
All completed surveys were coded, computer tabulated and analysed by MRG. Analysis was
computed using SPSS, and included frequency and crosstab analysis and significance testing. All
literal comments were coded. A copy of the survey, a full set of results and the literal comments can
be found in the appendix section of the report.
Scope of Phase 1
Focusing on businesses most likely to benefit from the trailway

It would be difficult to provide an accurate figure for the number of businesses benefiting from
visitor spend because this would need to take account of the fact that some businesses located
some distance away from the trailway may still be benefiting from the trailway, but may not
recognise the amount to which their passing trade includes trailway users. Analysis of this ‘fade
away’ is something which the partnership may want to develop in due course.
In depth quantitative and (basic) financial information was sought from a sample of businesses
selected to be representative of the different sizes, sectors and types of business within a file mile
radius.
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Even where a business can identify that trailway users are included in its customer base it may not
be possible for all businesses to estimate customer spend and the amount of turnover attributable
to the trailway. There are also issues of how spend in the vicinity of the trailway is related to other
attractions in the area. It was agreed to allow the businesses themselves to attempt to identify the
proportion of generated spend that could be attributed to the presence of the trailway, recognising
that this can only ever be a measure of their perception.

Phase 2: Visitor consultation
MRG designed the survey in collaboration with the DT11 Partnership. The survey was administered
and completed face‐to‐face by fieldworkers to trailway users at specific locations along the trailway.
Paper copies and an online version of the survey were also available to complete. A total of 408
completed surveys was achieved (381 via interviews; and 27 completed online), which is 1% of the
trailway population (Sturminster Newton footfall figures, 2011).
All completed surveys were coded, computer tabulated and analysed by MRG. A copy of the survey
can be found in the Appendix section of the report.

Scope of Phase 2
An estimate was made by visitors on items purchased which could be directly related to their
trailway use. It may not be possible for every visitor to estimate how much expenditure can be
attributed to the trailway. Given this fact samples of different types of spending were requested in
order to provide a more accurate picture of how the purchase of different services and goods
benefit the trailway.
Economic benefits of visitor spend will involve inevitable ‘fade away’ spends i.e. certain items, such
as walking boots may be purchased which are contributing to the economic benefits from the
trailway, but which are not recognised by trailway users. Measuring this ‘fade away’ is a complex
exercise that is beyond the scope of this study.

Phase 3: Comparative review
MRG conducted the desk research using literature, including published guides and websites,
specifically on National Trailways and also on the areas served by them, including tourism
destination brochures and websites. Contact was made with trailway management teams in order to
gain an insight into the management, development and success of other trailways, both in the UK
and the US.
Scope of Phase 3
Managing National Trailways successfully is undoubtedly dependant on the economic, political and
social influences surrounding an individual tourist destination. Nonetheless, valuable lessons and
comparable data from other trailways in the UK and the US should not be ignored.
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Analytical notes
Due to small sample sizes, caution should be used when interpreting the results of subgroup
analysis. While subgroups may be too small to draw statistically valid conclusions, patterns may
emerge that can be useful.
Throughout the report, percentages may not add to 100% because of rounding and/or multiple
responses.
The ‘base’ figure is the number of respondents who were asked a particular question. At times,
questions are skipped by some respondents based on their answers to previous questions.
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RESULTS
BUSINESS SURVEY
Business profile
Businesses were surveyed from within a five mile radius of the trailway. The purpose of this research
phase was to gain a greater understanding of businesses, the interaction between trailway users and
service providers, and the effect the trailway has on business turnover.
171 businesses were identified as being within a five mile radius of the trailway, of those 22%
completed the business survey. The overall survey response rate indicates a general level of interest
in the trailway on the part of business providers. The primary classifications of businesses that
completed the survey were retail/gift/speciality stores (69%) and Hotel/B&Bs (17%), the remaining
surveys were completed by service specific shops such as bike rental/sales/supplies (3%). The
majority of businesses had been located at their current premises for 10 + years (46%).

Seasonal trends
In line with seasonal variations the busiest times of year for businesses (deemed as ‘peak‐season’)
were during the summer months (June 67%, July 70%, August 64%), which tie in with the school
summer holidays and common months for working people to book annual leave, and in December
(55%), which can be directly related to the Christmas season.
It may prove difficult for business providers to attract and satisfy visitors outside the main season.
However, there is potential for business providers to extend the season by encouraging further use
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of the trailway. Businesses might promote seasonal events such as Halloween and incorporate the
trailway into this e.g. a moonlight Halloween walk. Seasonal extension activities could be a subject to
investigate in a follow up survey.
Employment
Across all businesses the number of staff employed, full time and part‐time, and the number of
hours worked did not change significantly during the peak season and the off peak season. This
reflects a stable trend in the number of people being employed in the local area. Towns/villages
located within an area reliant on tourism often see staff fluctuations during each season. However,
the data does not provide any indication if, and by how much, the trailway directly impacts on
employment.
Gross revenue
The majority of respondents declined to disclose or could not recall their gross revenue figures.
However, 41% of respondents provided approximate gross revenue figures for their business for
2010 and 2011. Based on this very basic data and a sample size of 15 the information provided
indicates that revenue figures ranged from:
•
•

£1,200 ‐ £8,300,000 in 2010
£1,600 ‐ £8,500,000 in 2011

The total gross revenue figure for all businesses was:
• £17,683,200 in 2010
• £18,077,600 in 2011
Indicating a simplistic gross revenue increase of £394,400 or 2%.
Out of 15 respondents:
• 56% said gross revenue had increased
• 25% said gross revenue had decreased
• 19% said gross revenue had stayed the same.

Whilst basic revenue figures reported for the 2010 and 2011 financial years were similar among the
total sample (with an overall increase of 2%), fluctuations in gross revenue were reported within
several subgroups:
•

Compared to 2010, gross revenue for 2010 increased by:
 9% among hotel/B&B related businesses
 8% among convenience/grocery store businesses
 2% among bike rental/sales/supplies businesses

•

Compared to 2010, gross revenue for 2011 decreased by:
 ‐2.5 among restaurant/pub/café/ice cream shop businesses
 ‐1% among retail/gift/speciality store
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Revenue and business type

Total

Retail / gift /
speciality store

Restaurant /
pub / café /
ice cream
shop

2010 gross
revenue

£17,683,200

£11,284,000

2011 gross
revenue

£18,077,600
2%

% difference

Hotel / B&B

Convenience
/ grocery
store

Bike
rental /
sales /
supplies

£310,000

£48,200

£6,000,000

£41,000

£11,181,000

£302,000

£52,600

£6,500,000

£42,000

‐1%

‐2.5%

9%

8%

2%

Confirming the economic contribution of trailway users, respondents estimate that over a tenth
(11%), of the business they received in 2011 could be attributed to the existence of the trailway.
Perceived economic impact
A key task for this study has been to explore the importance of the trailway to the success of
businesses within a five mile radius of the trailway. Respondents were specifically asked to estimate
the level to which the trailway impacted their respective businesses in the past year. Business
perceptions of the trailway are important for the DT11 partnership to understand in order to
maximise their investment in the trailway and to build on local relations, to coordinate and
collaborate on opportunities to maintain visitor activity.
There is no doubt that there are providers that see the trailway as an excellent resource for their
clients and customers, and recognise that they are well placed to take full advantage of the
opportunities that this offers to their business. Just over a quarter (26%), of businesses reported that
the trailway has an influence to some extent on the location of their business. *It is important to
note that over a quarter (23%), responded that their business location bore no relationship to the
trailway due to the nature of their business.
Of those who reported the location of their business had been influenced by the trailway (26%), 50%
agreed the trailway had increased sales/revenue significantly, specifically within the following
subgroups:
•
•
•
•

Retail/gift/speciality store (64%)
Hotel/B&B (18%)
Convenience/grocery store (9%)
Restaurant/pub/cafe/ice cream shop (9%).
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However, the trailway is not reported as having the same effect on attraction related services (i.e.
the hiring of a bike), or outdoor recreation (i.e. riding a horse).
Business growth
Opportunities for increasing the impact of trailway visitors on business maybe worthy of future
research with specific local industries. This may be of interest to the partnership in relation to
developing their long‐term business plan. By way of example, introducing bicycle hire places along
the trailway for example may be one way to encourage an increase in the number of visitors to
attraction related services.
The businesses that indicated they benefit from the trailway were most likely to be well established,
(ranging from 3 – 30 years of trading). Consulting with new businesses could be a key factor in
learning how the trailway can be developed to encourage business growth and economic turnover.
All businesses can use a whole range of means and media to promote themselves to potential
visitors. In so doing, they can choose to emphasise their relationship with the trailway in a number
of ways, including:
Promoting their relationship to the trailway within general media (their own leaflets and websites,
descriptive wording within destination guides).
Implying a relationship to the trailway through indirect references and images.
Electing to appear in media that specifically relates to the trailway (published guides, website
listings).
Keeping a stock of free leaflets about the trailway.
The extent to which businesses refer to the trailway in marketing literature can be highlighted
through:

Location
Businesses present themselves as being well located for trailway visitors.
The route of the trailway can be marked on a location map for the businesses.

Activity/things to do
The trailway can be presented as an attraction of the area, the ‘thing to do’ during a visit.

Provider of services
Businesses wanting to attract visitors can make a feature of the special services that they provide
(e.g. for walkers “There are drying facilities for walkers. Packed lunches and luggage collection
available by arrangement”).

Access to special places
Business providers can present the trailway as the way to gain access to places that are very special
… “A short evening walk on the path out of the village will reward you with beautiful views and the
journey back down will sharpen your appetite for a drink (or two) and a meal at the village public
house”.

Thinking as a visitor
Creating leaflets that are written absolutely with the visitor in mind… Directions given by road, by rail
and or on foot.

Presence on the web
Classified ads require that words are kept to a minimum and force businesses to think hard about
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their priority advantages. Businesses can take the opportunity to use the special identity of the
trailway as a selling point.

Advertising in destination brochures
Websites for businesses and the trailway generally provide more room to ‘sell the product’ than on a
printed leaflet. Websites can additionally include features, photos or hyperlinks.

Inclusion in published listings for the trailway
Businesses should ensure they are included in any lists published specifically for the trailway.

Business expansion
13% of respondents confirmed the trailway influenced them to expand their business in the last 12
months, which is extremely positive in the current economic climate. The primary classification of
those businesses was:
•
•

Hotel / B&B (50%)
Retail / gift / speciality store (50%)

All of those expanding the business did so at their current location.
As expected those who said the trailway had no influence on the location of their business also
confirmed the trailway had no impact on the business within the last 12 months.
Improving the trailway
Business owners agreed that cycle hire (71%), more sign posts (58%), more areas for wildlife and
more wildlife information boards (55%) would help most to improve the trailway. The ‘other’ most
common suggestion (90%) was to lengthen the trailway to ‘fill the gaps’ by joining the trailway with
other areas. This is a key finding to the research and should be explored further by the partnership.
It was further suggested that outdoor pursuits (i.e. horse riding centre and cycle hire shop) and cafes
selling local produce and craft would be the types of businesses the trailway should attract.
Trailway promotion
Further consultation could be undertaken with businesses to allow them to indicate their level of
interest in a number of different ways the trailway might be managed or promoted with the
potential of bringing further benefit to their business. Options could range from:
Improving the information provided about the trailway
Developing short walks/cycle routes based on the trailway
Encouraging horse riding along the trailway
Keeping up to date with new developments/activities on the trailway
A marketing campaign based on a quality experience of the trailway
Working with walking/cycling tour operators to develop packages along the trailway
Developing a new or improved website for the trailway
Working on public transport initiatives along the route of the trailway
Improving signage on the trailway
Improving the physical infrastructure of the trailway
Training for businesses wishing to ‘welcome visitors’
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Broadband
78% of businesses use the internet or send mail from their premises, with 50% agreeing that faster
broadband would have a positive impact on their business. The figures highlight that having online
functionality is now extremely important for businesses and any new companies considering moving
to the area.
Packaging the experience
66% of businesses thought the trailway could be included as part of a package holiday, with 34%
agreeing this would be of economic benefit to their business. Deciding how the trailway should be
marketed as part of a package holiday and to whom, is a key to its success in this area.
Walking or cycling tour operators can open up an important channel between the consumer and
individual businesses, and especially for accommodation and food and beverage providers. They also
increase the market by offering a product to consumers who might not otherwise tackle a staged
walk or cycle, which the trailway becomes part of.
Conclusion
Overall, respondents’ perceptions of the trailway system were fairly favourable and many of them
mentioned that the trailway is having a positive economic impact on their respective business.
Reported gross revenue displayed slight increases from 2010 to 2011 across all business types,
except retail and restaurants.
Over a quarter of respondents admitted that the trailway had at least some influence on the location
for the business. An undeniably positive economic influence occurred specifically among the
accommodation, grocery and bike related businesses; within each of these groups more than a
quarter of respondents’ credit the trailway as having at least some influence on both location and
increases in gross revenue.
In addition to revenue and influence on location, over a tenth (13%) of respondents reported that
they have expanded their operations within the last year because of the impact felt from the
trailway. This was split between hotel (50%), and retail related businesses (50%). A valid point to
note is that the trailway is not only positively affecting these businesses and towns/villages on the
whole, but is doing so with such great proficiency that it is motivating them to expand their current
list of operations and obligations.
The promotion of such success, through testimonials in trailway books/magazines or other vehicles
such as a website, could be used to attract additional business to the trailway towns/villages, or
encourage current businesses to further embrace the trailway system and its possibilities.
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Future consultation
Annual consultation and research could facilitate detailed longitudinal analysis of trend data (e.g. a
3+ year revenue trend). Differences observed from 2010 to 2011 in certain business types suggest
value in promoting the survey results among local businesses, and collecting as many business
contacts as possible. The fact that the profiles of the trailway towns/villages and businesses are
continually evolving, sometimes independent of the trailway, means contact lists must be
continuously updated. This iterative type of ‘snowball sampling’ could generate a highly useful
evidence base to inform decision‐making on the trailway, whilst simultaneously marketing the
trailway in the local business community.
A possible way to raise participation among local businesses would be to promote further the
ultimate goal of the research; to benefit not only the trailway system as a whole, but also the
trailway towns/villages and businesses in proximity to it. The value of the information they could
access as a result of their involvement in the process could be clearly articulated. By participating in
the study, and requesting a copy of both the economic impact and trailway user findings, businesses
will essentially receive ‘free market research’, including business climate indicators and key
customer profile information.
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VISITOR SURVEY
Visitor profile
Information about visitors was collected from the five selected trailway sections. The purpose of this
exercise was to gain a greater understanding of visitors, the interaction between trailway visitors,
and of the kinds of service providers that visitors appeared to be using.

Over 40% of visitors used two sections of the trailway, namely Blandford (24%), and Sturminster
Newton (23%). This is not surprising given that Blandford and Sturminster Newton have the highest
population numbers for the five areas surveyed. However, the third most popular section on the
trailway was Spetisbury (19%), which holds the smallest population (approximately 500 residents).
The age of the majority of users was 45 and up (69%), and the gender mix is 49% male and 51%
female. The occupational classification for the majority of visitors was junior management (C1), and
skilled workers (C2), (69%), nearly a quarter (24%), indicated that they were retired. A fifth (22%), of
visitors had children under 16 years of age.
The majority of visitors (81%) were residents who used the trailway for residential leisure activities
(i.e. cycling), suggesting that businesses need to ensure they are engaging with both resident and
non‐resident trailway users. Very few were staying visitors in the Dorset area (6%) and there were
no staying visitors from outside Dorset. The lack of non‐residential visitors using the trailway could
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be an indication that an improved tourism strategy and a wider range of facilities and activities for
the trailway is required to encourage new users to visit.

Only 6% of residents use the trailway to commute to places such as work or the shops. Promoting
the trailway to encourage residents to commute via the trailway should be considered, but only if
suggested routes offer either time efficiency or timely opportunities to enjoy the environment and
setting.
The table below offers analysis of visitor’s location on the trailway and the type of visit they were
taking. A leisure activity undertaken by residents was the most popular type of visit in all 5
geographical locations.

Location on trail by type of visit

Stalbridge

Sturminster Newton

Shillingstone

Blandford

Spetisbury

Total

Resident ‐
commuting
(i.e work,
shops)

Resident ‐
leisure
activity (i.e.
cycling)

Day trip from
home

1

49

2

1

53

1.9%

92.5%

3.8%

1.9%

100.0%

3

72

1

8

84

3.6%

85.7%

1.2%

9.5%

100.0%

3

44

16

10

73

4.1%

60.3%

21.9%

13.7%

100.0%

9

78

4

2

93

9.7%

83.9%

4.3%

2.2%

100.0%

4

62

3

3

72

5.6%

86.1%

4.2%

4.2%

100.0%
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305

26

24

375

5.3%

81.3%

6.9%

6.4%

100.0%
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Staying
Total
visitor in the
Dorset area

Staying visitors
The majority of staying visitors indicated that this was not their main holiday (91%), with the most
common type of trip being a 4+ night holiday (44%), or a visit to friends and relatives (35%). Staying
at the home of a friend or relative (58%), or a self catering house, flat or cottage (20%) were the
preferred accommodation choice, 4% of those visiting were staying in their second home.
Accommodation only, was the most popular type of accommodation used (68%), followed by bed &
breakfast (22%) and full board (11%). There is no previous data available, so it is unclear if the
choices of accommodation are affected by the type and availability, the recession, or if people
simply prefer to pay for accommodation only and dine out in order to experience the local cuisine.
The average spend on accommodation was £858.75. However, this figure was skewed due to one
group of 13 people jointly spending £5,000.00 on their accommodation over a 7 night stay in the
area. It may be more accurate therefore to look at the medium spend, which was £475.00. The
number of people in each group was different, which is reflected in the amount of money spent, so
figures provide an indication of spend rather than an accurate figure.
Just under half of visitors (41%) planned on staying for two nights (suggesting a weekend break) or
seven nights (23% and 18% respectively). Very few people indicated they were staying more than 7
nights (14%). The lack of previous data means it is not possible to look at seasonal or annual
variations in the number of nights spend in the area. However, the current survey indicates that
many people visit the area for a short period and therefore have limited time to choose and engage
with activities or attractions. This highlights that marketing of the trailway and the activities it offers
must immediately capture people’s interest so they prioritise visiting the trailway over other
attractions.
All visitors
Travel
Over half the respondents travelled less than one mile from the trailway (60%), which is unsurprising
given that the majority of visitors are residents (86%). Only 6% of visitors travelled between 15 – 75
+miles. Further consultation is needed to find out if those travelling from longer distances are aware
of the trailway or whether the figures are low for this type of visitor because people are choosing
alternative attractions or trailways closer to home. This kind of information could have a big impact
on marketing strategy and budget decisions/priorities.
The most popular methods of transport to get to the trailway were on foot (58.3%), car (25%), and
bicycle (11%). The partnership may want to look more closely at the reasons why a quarter of
visitors use their cars to get to the trailway and consider what might be done to reduce this and
encourage more environmentally sustainable methods, such as walking and cycling. It may be that
simple adjustments such as providing bicycle storage areas or improving walking access to the
trailway help change trailway users’ habits.
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Frequency of visits
Around two thirds of visitors (66%), use the trailway daily (37%), 3 ‐ 5 times a week (13%), or 1 ‐ 2
times a week (16%). It is not surprising, that the majority of those who visit daily (42%), between 3 –
5 times a week (15%) or 1 ‐2 times a week (17%) are residents, whilst those visiting the trailway a
few times a year (44%) are non‐residents. It is interesting that 44% of non‐residents visit the trailway
a few times a year, which could suggest these are the people visiting family and friends. This
indicates they are frequent visitors to the area and not on a one‐off visit. It would be interesting to
investigate this further to find out why they are repeat visitors to the area and the trailway. It might
also be worth finding out if those who indicated it was their first visit (22%), intend to return, and if
so, why.

Frequency of visit and visitor type

This is my first visit

Daily

Between 3 & 5 times a week

1 or 2 times a week

Once a week

A couple of times a month

Once a month

A few times a year

Resident

Non resident

7

12

19

2.0%

22.2%

4.8%

148

1

149

42.9%

1.9%

37.3%

51

0

51

14.8%

.0%

12.8%

60

3

63

17.4%

5.6%

15.8%

26

5

31

7.5%

9.3%

7.8%

21

6

27

6.1%

11.1%

6.8%

14

3

17

4.1%

5.6%

4.3%

18

24

42

23

Total

Total

5.2%

44.4%

10.5%

345

54

399

100.0%

100.0%

100.0%

Trailway activities
The three most popular activities people like to participate in along the trailway are walking dog(s)
(49%), walking/hiking (32%), and cycling (16%). Other activities which are undertaken, but are less
popular include jogging (2%), horse riding (1%), and other ad hoc activities such as barbeques,
relaxing and visiting the model railway (2%).

The activities undertaken by residents and non residents are similar in popularity. However, male
visitors (22%) were most likely to participate in cycling compared to females (9%). The partnership
may wish to look at ways to encourage more people to participate in the most popular activities i.e.
opening a bike hire shop at entrances of the trailway to give more people the opportunity to cycle.
Or find ways to develop the less popular activities. They might also consider opening a café along the
trailway to encourage people to use the trailway as a way to relax and socialise.
Recreation (i.e. walking) (78%), and fitness training (39%), were cited as the most common reasons
why visitors used the trailway. As previously identified in question one, very few people used the
trailway to commute (7%), something the partnership, may wish to investigate further. Encouraging
people and school children to use the trailway as part of their commute to work and school would
be beneficial for both health and environmental reasons. There would have to be further
investigations / analysis of routes to local schools and employment areas to see if integrating the
trailway into existing routes would be feasible.
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Respondents were asked what activities they undertook whilst visiting the trailway. The most
popular activities were walking (53%), and walking with dog(s) (50%), followed by nature activities,
namely watching wildlife (22%), watching birds (21%) and studying flowers (20%). Cycling was also
reasonably popular with 16% of visitors participating in the activity. The ‘pull’ of nature appreciation
may be worth promoting in the marketing of the trailway; perhaps extending the marketing to
primary schools / secondary schools or specialist groups in the local community.
Three quarters of respondents visited the trailway on both weekdays and weekends (75%),
compared to relatively few who visited only on weekdays (13%), or only at weekends (12%). Since
the trailway opened visitors were most likely to have increased visits at the weekend (57%). Non
residents were more likely than residents to use the trailway only at the weekends (30% and 9%
respectively) whilst residents (79%), were most likely to use the trailway both at the weekend and
during the week compared to non residents (50%). The pattern of usage may reflect the
employment status of the local / visitor demographic.
The most common amount of time spent on the trailway was between thirty minutes ‐ two hours
(81%), significantly fewer visitors used the trailway for less than thirty minutes (14%), or more than
two hours (5%). Further analysis of different usage time frames per section of the trailway may be
worth investigating.

Residents (16%), were most likely to spend fewer than thirty minutes on the trailway compared to
non residents (4%), indicting resident’s use of the trailway for commuting purposes or (dog) walkers
incorporating time on the trailway as part of their (dog) walk, whilst non residents (18%), are most
likely to spend more than two hours on the trailway compared to residents (3%) due to using the
trailway as a leisure visit. It is more common for visitors to spend less time visiting the trailway
during the week (less than 30 minutes 15%), and more time at the weekend (1 – 2 hours 38%)
reflecting that most people have more leisure time at the weekends.
The majority of respondents are aware of the trailway due to living locally (73%), whilst others were
aware of the trailway through information from friends and relatives (16%). Very few visitors found
out about the trailway through brochures (1%), tourist information centres (1%), and media
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promotions such as leaflets (1%), or through social networking sites such as Facebook (1%). Reasons
for this could be because the trailway is not promoted via these modes of communication, or
because visitors to the trailway do not access these forms of communication. The partnership may
want to consider enhancing their marketing through such channels, or they may seek to understand
where they should be promoting the trailway in order to capture the right audience. If local
knowledge and word of mouth is the most effective channel for building on promotion for the
trailway, it may be beneficial to use/encourage these methods to boost marketing to new user
groups such as cycling clubs, schools and special interest groups. Information about the trailway
could be improved by providing:
•
•
•
•
•
•
•

Directions to the trailway
Information about public transport to use the trailway
Maps and leaflets for walks on the trailway; including different circular routes / possible
commute or school run integration
Information about services that visitors may find on the trailway
Information about places to stay near the trailway
Advice about conditions on the trailway or how long it takes to get to the next section
Nature and wildlife on the trailway

Most respondents didn’t attribute purchases of hard goods to the trailway (88%); a majority also felt
that the trailway had not affected their decision to buy soft goods (85%). However, a few did
indicate the trailway influenced them to buy hard goods, namely:
• Bicycle/bicycle supplies (7%)
• Footwear (4%)
• Clothing (3%).
The most common amount of money spent was £50.00 (14%), and £100.00 (14%), with one person
spending £800.00 on a bicycle.
Purchased soft goods included:
•
•
•

Beverages (10%)
Meals at pubs along the trailway (5%)
Sweets/snacks (4%)

The most common amount of money spent on soft goods was £10.00.
Very few visitors indicated there was a connection between using the trailway and purchasing hard
or soft goods. An effective marketing strategy would be to focus on marketing goods as embracing
the experience of the trailway according to visitor use. For example, selling dog litter bags, providing
‘pit stop’ refreshments for walkers, waterproofs, umbrellas and cycle repair kits.
Whether or not trailway visitors are residents or non‐residents, while they are walking or
participating in other activities they are away from their homes or accommodation. Though the very
best prepared visitors may be self sufficient; for others, making and taking opportunities to stop for
a drink, or something to eat, or to browse in a shop is very much a part of their experience and one
which can be built upon by local businesses supplying refreshments. The presence of these services
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provides an important opportunity for visitors to contribute to the local economy. For example, 70%
of North Dorset residents (Dorset Citizens’ Panel; Dorset County Council, Survey 27) would be
prepared to pay more for food if they knew it was grown or reared in a way that preserved the
Dorset Countryside.

Visitor experience
97% of users rated safety and security along the trailway as very good (43%) and good (54%). Female
visitors (36%) were less likely to rate safety along the trailway as very good, compared to male
visitors (51%). This may be due to natural demographic influence and gender bias when it comes to
feelings of safety, regardless of any further safety measures put in place. It may be that the
partnership want to investigate further how they can increase the sense of safety along the trailway
for female visitors be it lighting or offering ladies guided walks.
An obvious public service that benefits the visitors of the trailway is the path management and
maintenance. The Dorset Citizens’ Panel (Dorset County Council, Survey 24) collected information
about resident’s views on ‘Rights of Way’. 83% of panel members indicated they do use the public
rights of way network, 35% of which said they walk on a daily basis. However, when asked if
anything currently prevents them from using the rights of way network, 44% said they were due to
the conditions (overgrown/no signposts/concerns about livestock). The maintenance of a high
quality route will go a very long way to making each visit a safe, enjoyable and high quality
experience.
83% of visitors rated cleanliness of the trailway as very good (31%), and good (53%), however 17%
said they thought it was poor to some extent. Data is not available to provide the reasons for the
perceived lack of cleanliness, which could range from litter, dog mess, or bins not being emptied.
18% of residents rated the cleanliness of the trailway as poor, whereas all non residents thought the
cleanliness was very good (51%) or good (49%). Residents’ poor rating of cleanliness may to some
degree be connected to the fact they pay Council Tax, and thus have a higher expectation of service
delivery in the local area. Females (25%), were more likely than male (9%), respondents to rate
cleanliness as poor.
66% of visitors rated public toilets as either poor (38%), or very poor (27%). It is unclear from the
data if the low rating is due to a lack of public toilets or the condition and cleanliness. Residents
were most likely to rate public toilets as very poor when compared to non residents (29% and 19%
respectively). Those who visited during the week were more likely to rate the public toilets as poor
(71%), compared to those visiting at the weekend (57%). It may be worth the partnership
investigating if the cleaning schedule for the toilets differs during the week contributing to the
difference in opinion. However, another influence may merely be the cumulative effect of visiting
the trailway/using the toilets more frequently during the week.
85% of visitors rated parking along the trailway as either very good (19%), or good (66%). Car parking
was viewed more negatively at the weekends (20%), compared to during the week (3%), which could
be attributed to busier car parks and fewer available parking spaces.
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70% of visitors rated the cost of car parking as very good (27%), and good (43%), with 30% rating the
cost as poor to some extent. Non residents (23%), were most likely to rate the cost of car parking as
very poor compared to residents (6%).
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Satisfaction
Overall 97% of visitors strongly agreed (77%), or agreed (20%), with the statement ‘I would
recommend a visit to the trailway to my friends and relatives’. 99% of visitors indicated they were
very satisfied (67%), or satisfied (32%), with the trailway.
The above statements are reinforced by residents of North Dorset (Dorset Citizens Panel; Dorset
County Council, Survey 27) who agreed that having a high quality natural environment is of great
importance to them (93%) and furthermore the area has a distinct local character (88%), where
open views of the countryside (90%), rivers and streams (78%) and wildlife flowers and animals
(72%) make North Dorset special. All of these features can be embraced as part of the trailway
experience.
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Desk research
The UK has numerous trailways for walking, cycling and horse‐riding with around 600 routes in
England alone. Despite the numbers of trailways in use, research carried out by Natural England in
2008 found that there was little coordinated information available regarding the promotion and
management of National Trailways or the broader network of routes available (Natural England,
2009).
“…there is currently little strategic direction for the management and promotion of National
Trails…There is no central marketing or promotion, or clear guidance on regional or local
promotion, and no national coordination of key roles…There is no national direction for
management and promotion of the wider family of routes”
The desk research presented here makes use of information from sources in the UK and USA
regarding key elements of management and promotion of trailways. Information from the United
States has been cited cautiously to avoid the possibility of over stating the degree of similarity
between the two markets. However, research from the US was considered a valuable source given
the relatively advanced state of trailway management and development in the country compared to
the UK.
Representatives from 4 successful trailways in the UK were contacted in order to gather best
practice information. Information was received from representatives of the Camel and Tarka Trails
and has been outlined below.
Trailway User Preferences
Natural England’s research (Natural England, 2009) suggests that the following factors are central to
people’s choice of where to walk.
Pleasant scenery
Traffic free paths
Places to sit down and ‘rest’
Feeling safe and able to relax
A well maintained route
Discovering a new place
Being able to access a route by walking from home
Places which can be accessed and used cheaply
Ease of parking

Studies focussing on cyclists have shown that in many ways their requirements cohere with the
above list (UCLAN, 2006). Traffic free routes are particularly important to horse‐riders, inexperienced
cyclists and families. Cyclists were also found to prefer a hard surfaced route. Other features
important to those on cycling holidays or cycling day trips are as follows.
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Routes with a distance of around 40km, although some are happy with shorter paths of around 16‐
25km.
A route which has some means by which to separate different types of user to avoid clashes
Refreshments that can be bought en‐route.
Gentle gradients ‐ though bike enthusiasts may be attracted to challenging routes, casual cyclists
prefer a slightly flatter path.
Refreshments close to the route and accessible toilets were also important.
According to Natural England the primary factors influencing peoples’ decisions about visiting a
trailway are.
“Availability of information, and the choice and quality of route” (Natural England, 2009)
Other research suggests that the ‘appeal of the route and safety from traffic’ are the two key factors
influencing people’s decision to use it.
Management and development
Monitoring trailway use
Visitors using a trailway as part of a holiday or day trip may have different priorities and
requirements to those accessing it to commute to work or school. Whether a visitor has travelled
from home, or from further afield to use a trailway and how they use it (running, walking, cycling
etc) may also influence their perceptions. Clearly, the specific nature of a trailway and what it has to
offer visitors will also influence the people it can attract. Having a clear idea of how a trailway is
used, who is using it and what visitors are using it for is therefore essential to successful trailway
management and promotion.
“…differences inherent in the type of trail…location…type of user and desired activity…should
be taken into account. Being able to identify elements that are applicable to each manager’s
trail environment is essential to effectively assess new management actions.” (Dorwart et al,
2010)
Research also suggests that gaining a good picture of surrounding neighbourhoods may provide
useful insights regarding the accessibility of the route and any potential barriers preventing its use
(Gobster, 1995).
In‐depth monitoring of use has been recognised as key to the success of the Trans Pennine Trail
(British Waterways, n.d.) where visitors were monitored over a period of 3 years using a mixture of
methods. Information was gathered regarding types of use, length of journey, levels of satisfaction,
problems experienced by users and how users had travelled to access the trail.
Research from the USA confirms the importance of monitoring trailway use.
“It is widely recognised that accurate information regarding the amount, type and
distribution of trail use is critical in making informed planning and management decisions…”
(Cinditry et al, 2002)
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“To truly increase trail use …there must be a measurability to the trail experience itself; a
means of understanding successes and possible alternatives. This evaluative process is an
integral practice in ongoing trail use growth and diversification” (Hike Ontario, n.d.)
Partnership working
In the UK strong partnership working has been cited as central to the success of the Trans Pennine
Trail (British Waterways n.d.). With a total of 26 local authorities involved in managing the route the
success of the partnership has enabled the process of implementing and developing the trailway to
run smoothly. Successful partnerships between landowners, tourism providers and community
groups are also thought to be central to the success of the Tarka Trail in Devon (UCLAN, 2006).
The Camel Trail has also established good working relationships between local authorities and
businesses.
“The partnership…both for promoting the trail and providing facilities, has been very
successful.” (British Waterways n.d.)
Trailway development bodies in the USA also point out the importance of strong working
partnerships.
“Trails, their use and their management heavily rely on successful collaborative efforts for
maintenance, growth and the provision of quality experiences.” (Hike Ontario, n.d.)
“Strong local partnerships are the key to successful trails. The best partnerships include
broad community interests, including local government, business, community organisations,
schools, and private landowners” (Greenway Conservancy for the Hudson River and Parks
and Trails New York, n.d.)
Rails‐to‐Trails Conservancy* advise the creation of a ‘diverse trail coalition group’ (Ryan and
Winterich, n.d.) as vital to a successful trailway project. They suggest building a support group made
up of interested parties which might include bicycling and running groups, youth oriented
organisations such as Scouts or Guides, local businesses, hospitals and churches. Schools are
pinpointed as a useful means by which to spread information about the trailway’s existence and plan
activities along the trailway. Rails‐to‐Trails also outline the importance of good working relationships
with local companies and business people. They suggest that a trailway coalition which includes
business people has ‘instant credibility’ and that companies situated close to a route should become
‘key’ to a trail’s success.
Trailway development and maintenance
Natural England’s research found that ‘the level and quality of maintenance’ of a trailway had an
affect on the number of users. Alongside improvements to the trailway surface, other developments
shown to increase use include.
“…cutting vegetation, improving drainage…improving signposting, and providing seating and
resting places...” (Natural England, 2009)
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Track maintenance directly affects visitor satisfaction with poor surfacing central to negative
perceptions (Dorwart et al, 2010). Litter, glass, vandalism, horse manure, crowding and poor signage
also affect visitor’s views of a trailway.
Lack of trailway maintenance has been found to have an inverse affect on the number of visitors to a
trailway and the number of other trailway users seen en‐route has been shown to increase visitor’s
perceptions of safety. Equally keeping the trailway well groomed and free of litter is also important
to feeling safe.
“…selective cutting of trees and shrubs along the trail can reduce the fear of crime”
(Gobster, 1995)

Rails‐to‐Trails points to the importance of an unbroken route to encourage use (Rails–To‐Trails
Conservancy, n.d.) and this finding is echoed by research looking at visitor satisfaction which
suggests that routes seen as ‘too short’ are viewed negatively (Gobster, 1995). Efforts to improve
accessibility to a route are also seen as important.
“A trail is only as successful as one’s ability to get to it whether by foot, bicycle or
wheelchair…” (Rails‐To‐Trails Conservancy, n.d.)
Promotion
Trailway information
Creating a ‘strong identity’ and name for a trailway and taking care over how a route is presented
and promoted to specific markets has been identified as key to the successful promotion of
trailways.(UCLAN, 2006). The Rails‐To‐Trails Conservancy suggest that a trailway logo is ‘one of the
most powerful …promotion tools’ (Ryan and Winterich, n.d.). Other research advises that publicity
material should ‘capture the essence of a route or network’ through its imagery and stresses the
importance of careful positioning of the route to specific markets whether as a ‘local recreational
route’ or as a tourism product (UCLAN, 2006).
Rails‐to‐Trails suggest that a brochure or leaflet providing general information is a crucial
promotional tool which should be gradually improved as the trailway is developed (Ryan and
Winterich, n.d.). Provision of quality and readily available information about a route has been
identified by Natural England as key to increasing use of trailways. Their research indicates that
different trailway users have different information needs. Local users were found to want ‘better
maps’ and ‘downloadable guides’ and local users also seek reassurance that other people will be
using the trailway. Those thinking of using a route as part of a holiday or when visiting an area new
to them were keen to have information about what they might see as part of or near to a route and
what other users think of the trailway. Common to all users was the requirement for more printed
and on‐line information. Trailway users rated information regarding National Trails most highly due
to its ready availability. The range of information accessible regarding National Trails includes.
“…a published guidebook, accommodation guide, website…the majority have published
circular walks and public transport information.” (Natural England, 2009)
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Trailway events and activities
Bringing people to the trailway through organised events has been recommended by Rails‐To‐Trails
as a good means of generating interest, increasing familiarity with a trailway and promoting its use
(Rails‐To‐Trails Conservancy, n.d.).
One regular activity cited as an example of best practice (British Waterways, n.d.) is offered along
The Camel Trail via a partnership with NHS Cornwall and Isles of Scilly. The project ‘Pedal Back the
Years’ consists of organised and guided cycle rides prescribed by the NHS in collaboration with
SUSTRANS for those who need more exercise. Cycle hire companies along the trail provide bikes and
escorts to accompany the rides. According to the Sites and Trails Manager for the route this activity,
though designed to promote activity for health reasons, has also had the effect of encouraging local
people, and particularly elderly residents to make use of the trail. School cycling activities are also
offered along The Camel Trail with bike hire fees waived for those involved.
Ideas for other activities recommended by Rails‐to‐Trails are community gardens, walking groups
and walking school buses (Rails‐To‐Trails, n.d.). Research cited above suggests that points of interest
along a route are attractive to potential users. With this in mind trailway activities may be used to
pinpoint and introduce local people and holiday makers to particular points of interest along a route.
A search for activities and events advertised on USA and UK Trailway related websites provided
information on the following types of activity:
Guided walks
Themed walks (nature/local or national history)
Seasonal walks/events (Easter Egg hunts, Halloween walks)
Treasure hunts, teddy bear hunts
Charity walks, runs, cycle rides
Orienteering
Baton relays
Walking groups
Events timed to coincide with national projects – e.g. Walk to School Week
Volunteer/Scout or Guide/School trailway clean‐up days
Events involving local conservation/gardening/countryside management students
Community fairs and festivals
Tree planting
Learning woodland, countryside skills (e.g. dry stone walling

Back copies of The Camel Trail newsletter were also searched for information on past events. Events
run by trailway organisers have included guided walks, conservation and nature related events for
volunteers and one or two day courses in countryside skills such as hedge laying, coppicing and
plushing. Events organised by the ‘Friends of the Camel Trail’ have included bat walks and other
guided walks and have apparently proved successful. Other initiatives include building and installing
a barn owl box and a dormouse monitoring project.
Efforts to promote parts of the trail which attract fewer users have included the Camel Trail Passport
a ‘pocket sized fold out passport’ which functioned as a ‘mini guide’ including a map of the route
with refreshment stops, bike hire facilities, shops and tourist information highlighted. Visitors to the
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trail could stop at ‘checkpoints’ identified on the passport and collect stamps which once complete
would qualify them for a free ‘Camel Trail Achievement Certificate’.

Case Study 1: The Camel Trail
The Sites and Trails Officer with responsibility for the Camel Trail was asked for ideas on best
practice in trailway management and promotion and provided the following information.
The Camel Trail is a multi‐user route which follows a disused steam railway track for 14 miles
(22km). The trail links the towns of Padstow, Wadebridge and Bodmin. The Sites and Trails Officer
described three distinct sections to the trail
Padstow to Wadebridge – open estuarine views between busy towns
Wadebridge to Bodmin – woodland and river views
Wadebridge to Wenfordbridge

The location of the trail and its mainly flat terrain has made it popular with family groups and novice
or occasional cyclists. The Sites and Trails Officer estimated an excess of 450,000 visitors a year and
stated that.
“…around 2,000 cyclists were recorded each way on a busy day in August between
Wadebridge and Padstow.”
Management and development
Due to the popularity of the route it has been necessary to try and control the numbers of cyclists
using the trail. This has been done via licensed cycle hire, something made possible by the fact that
the trail is a permissive route and not a right of way. There are currently 6 licensed cycle operators
along the trail; two in Padstow, three in Wadebridge and one in Bodmin. A total of 850 licences are
available for use on the trail and cycle hire companies request the number of discs appropriate to
their business. The fee for a licence is £75 for Wadebridge and Padstow. A lower fee of £35 per
licence was introduced in Bodmin and beyond to reflect the ‘differing economic conditions’ in this
area. Every adult bike being ridden along the route must display a licensed disk, although there are
exceptions for educational groups and children’s bikes. This system not only allows numbers on the
trail to be controlled but means that the quality of cycle hire can be managed with ‘less reputable’
operations being prevented from entering the market. It also generates approximately £70k per year
which funds a Ranger and vehicle and leaves some money for maintenance of the route.
The Ranger is employed to look after The Camel Trail and is also responsible for the Coast and Clay
Trails and a nature reserve in Bodmin. The Camel Trail runs through a Special Area of Conservation
and a Site of Special Scientific Interest so a qualified Ranger is essential for ensuring that
management of the trail is carried out ‘to the highest conservation standards’.
A ‘strict non commercialization policy’ was generated in agreement with the Partnership to prevent
trading and advertising along the trail in order to keep the route as natural as possible. In recent
years this has been slightly amended to allow two licences for providing refreshments on the trail.
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These licences were extended to two organisations proposing schemes which coincided with a
healthy eating and sustainability criteria and which could fit in with the surroundings.
Partnership working
Devon County Council manage the trail in partnership with the following organisations
Forestry Commission
Environment Agency
Natural England
Padstow Harbour Commission
Chambers of Commerce (Padstow, Wadebridge and Bodmin)

Town and parish councillors, Cornwall councillors and council officers also form part of the
partnership. The group meets four times a year to discuss future strategy. There is also a ‘Camel Trail
Users’ meeting twice a year at the beginning and end of the tourist season which is open for all to
attend.
“This is a public meeting…so people can have their say. Unfortunately the usual issues are
always present, dog fouling, litter, speeding cyclists, horse fouling to name a few.”
A ‘Friends of the Camel Trail’ group was established last year and is in its infancy but is currently
working on a web site and delivering public events along the trail. The Sites and Trails Officer feels
that the establishment of a friends group should prove a very positive development and is
‘invaluable’ for promoting and supporting the trail and generating revenue from fundraising.
Partnerships were felt to have proved a useful tool for engaging local people and generating good
feeling in the community.
Trail promotion
The location of the trail is naturally appealing to tourists. This has meant that little promotion has
been required and the route’s popularity has grown mainly via word of mouth between visitors. The
final section of the route (Wadebridge to Wenfordbridge) is the least used and efforts have been
made in recent years to address this. This was felt necessary in part to help redistribute visitors from
other parts of the route which are at capacity. Initiatives designed to encourage use of this section
have included.
Implementing a lower fee for bike licences in the area
Increasing cycle parking opportunities in Bodmin
Improving and extending the trail surface
Improving signage on the trail

One of the less attractive features of this section of the trail is the fact that cyclists on reaching
Bodmin have to ride along the road. Extending the route has been investigated but there is no clear
route available due to buildings in the area.
The ‘Pedal Back the Years’ initiative (discussed above) though not originally intended as a tool to
promote the trail has apparently had the effect of introducing an older generation to the route and
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encouraging use by local people. Events run by the ‘Friends of the Camel Trail’ have also proved
popular.
Case Study 2: The Tarka Trail
The Environment Manager at Devon County Council provided the following information regarding
promotion of the Tarka Trail.
The Tarka Trail is 180 miles (300 km) long route in North Devon. A 35 mile stretch of the trail is
available for multiple users and is popular with walkers, cyclists, wheelchair users and families with
prams.33. The presence of otters on the route provides both a strong identity and promotional tool
for the route. Originally designed as a tourism product demand on the route has been ‘stimulated’.
“following several years of upgrading of surfaces and facilities as well as ‘green marketing’
within a sustainable tourism strategy.”
Partnership working has proved central to the success of the route.
“The key to its success is the partnership between landowners, tourism providers and
community groups. It is heralded as best practice throughout Europe in combining
conservations of wildlife with tourism.”
According to the Environment Manager at Devon County Council, The Tarka Trail is one of a series of
long distance trails developed and promoted by the Council which make up the ‘Strategic Route
Network’. Internet‐based promotion of this network can be found on the Devon County Council
website. The Council also produce a number of free booklets to promote ‘key walking and cycling
routes in Devon’.
“These are distributed widely through Tourist Information Centres in Devon and further
afield.”
Other route‐specific leaflets are available for the main walking routes and cycle ways including one
for the Tarka Trail. A further leaflet providing details of short walking circuits off from the main Trail
is also used.

*Rails‐To‐Trails Conservancy is a US based non‐profit organization (similar to SUSTRANS) who
describe themselves as the voice for ‘more than 150,000 members and supporters’ and ‘20,000 plus
miles of rail‐trail’ across America
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CONCLUSIONS AND RECOMMENDATIONS

This study provides evidence that businesses and visitors have a strong relationship to the trailway
and both are well placed to benefit from, and contribute to, its success. This 2012 North Dorset
Trailway research demonstrates the value of managing the trailway to maximise:
Economic benefits – maximum local income, year round
Environmental benefits – sustainable use, with minimum environmental impact
Social benefits – refreshed and healthier users

The North Dorset Trailway is a multi‐user trailway that primarily attracts (dog) walkers and cyclists.
The total demand for the trailway is approximately 80,000 user trips per annum.
The level of direct and indirect expenditure due to the trailway is recognised by trailway users and
business owners; this provides additional income for North Dorset and the Dorset County. A
proportion of business owners have expanded their services as a result of the trailway. There is
insufficient data to comment if the trailway generates additional employment, but data does
indicate the existence that the trailway safeguards a number of jobs.
Recreational activities (i.e. walking) and fitness training are especially popular along the trailway,
perhaps due to it being traffic free. Whilst the trailway does not generate all cycle tourism in Dorset,
the trailway contributes to its existence and indicators show there is an opportunity and user
interest in developing and promoting cycling along the trailway. The development of ‘branded’
longer distance cycle routes by SUSTRANS along the Camel Trail has served to grow the market for
sustainable tourism. In particular it has encouraged day cycle trips amongst local people, particularly
older residents, those taking part in school cycling activities, and holiday cyclists. The trailway is also
a useful linear route for equestrians with parking available at Fiddleford Manor for horse boxes and
trailers. Circular routes for horse riders can also be accessed via the trailway or from public
bridleways along the route.
Seasonal events (e.g. a Halloween moonlight walk) and ensuring that basic support structures such
as public transport, public toilets, and information centres etc. are operational and well maintained
out of season will retain and encourage further trailway use.
Both businesses and visitors value the difference that a good public transport infrastructure can
make. Public transport services need to be promoted to reduce visitor dependence on car use.
People are generally concerned about the impact of cars in sensitive areas and some concerned to
reduce emissions. It should be in the interest of both partners and businesses to encourage visitors
to explore the trailway from their home or accommodation base by using public transport, if walking
or cycling are not viable. Securing and if possible extending the winter timetable will be important
for off‐season development. Furthermore, the trailway provides opportunity to encourage
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commuting amongst local residents as the promotion of leading a healthier lifestyle becomes a key
factor in travel choice decisions.
There was a general view that more information, including interpretation boards about the wildlife,
cycling etc. should be made available to enhance enjoyment of the trailway. Alternative
interpretation boards might involve fitness suggestions, cycling routes and tips, railway and local
history facts and anecdotes.
Despite the rise in internet use, the web was not one of the most popular mediums to seek
information about the trailway. It is therefore important to continue with published
information/guides. However, opportunities to offer online, downloadable information (such as
routes and maps, wildlife or historical packs for schools/families) may prove valuable to specific user
groups.
The majority of trailway users believe the trailways overall success is reliant on the trailway being
developed and extended.

Recommended evidence base
MRG recommends the following to easily establish an inexpensive and effective evidence base for
the DT11 partnership:
1. Conduct an annual visitor survey and reliable visitor counts
This would allow the partnership to build a databank of longitudinal/trend data and to explore
specific questions.
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Important information can be achieved by ongoing monitoring and evaluation of the trailway by
maintaining up to date information on the use of the trailway, its impact and management needs.
An evidence base could be developed to help inform Dorset Countryside’s decision‐making and
strategic planning.
2. Business follow up
The partnership should consider inviting local businesses to join a panel for the North Dorset
Trailway which would allow ongoing consultation, planning and marketing. This would give the
partnership the opportunity to provide feedback and clarification of initial findings from the 2012
survey and allow further consultation with specific interest groups through surveys, focus groups
etc.
The partnership should consider forming a working group, which includes local business
representatives to allow them to contribute towards decisions regarding promotion, maintenance
and development of the trailway. A working partnership would encourage businesses to see
themselves as a part of a wider delivery team with a role to play in maximising trailway use.
3. Comparative review and benchmarking exercise
The partnership should consider examining other National Trailway Visitor Surveys and the Census
2011 data.
The 2012 data for this consultation offers more clarity on the characteristics and behavioural
patterns of trailway users. However, drawing upon other available data sources will help to
strengthen strategic decision making and planning.
4. Integration with Dorset Citizens’/PCT Panel and the Countryside Services Data
The partnership should consider becoming a member of the panel in order to ask local residents
questions and access data collected on relevant issues.
5. DT11 Partnership feedback session
MRG can facilitate a focus group with partnership members to decide how they need to respond to
the results of the survey and action the findings.
6. Creation of ‘Friends of the North Dorset Trailway’ group
Suggestions for a possible ‘Friends of the North Dorset Trailway’ group might include Dorset County
Council and the PCT, SUSTRANS, POPPS, local user groups, schools etc.
The Dorset community is already involved in service delivery through the Parish Lengthsman
scheme, which operates in certain parts of Dorset. This is where local people are contracted to do
work such as maintaining open spaces. This scheme could be extended to ‘Friends of the North
Dorset Trailway’ group, and could include activities such as: cleaning and clearing trailway signs to
allow visibility, looking after shrubs, trees and flowerbeds along the trailway or gritting the trailway
pathways in the winter season.
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7. Marketing strategy
The trailway can provide a named and saleable product, with associated landscape images and
promised experiences that can be used to draw potential visitors to Dorset and the trailway. Thus a
dedicated marketing campaign supporting a range of activities could be undertaken to include:
Annual production of a walking/cycling Dorset brochure, focusing on centre based walking/cycling,
guided walks/cycles and point‐to‐point walking/cycling along the trailway
A dedicated walking/cycling Dorset website
Press adverts, in targeted magazines
Inserts in local newspapers, such as Dorset County Council’s Your Dorset’
On‐line marketing
Targeted direct mail
Packaged holidays
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