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Wokkshop 28th October 2010— O R LS
Chester

Manage+ Lwvited a representative
of COLLABORE to deliver a work-
shop ow the experiences and good
practice that has been developed by
the COLLABORE project tn the
flelol of developing and support-
ing clusters. This workshop was
held tn the Salt Works in Chester
on the 28th October 2010 during
the Manage+ project’s transna-
tlonal exchange visit—attended
by all partners.

Top Tips ras—

Trust and Ownership '
are key to forming anol j—
mabntaining successful
clusters

Know the other members Ln the

Market your neighbour as strongly as you market Ahuster

yourself ;
Mawnage expectations

Andrew Gray explained that
COLLABORE had adopted the
philosophy of promoting the
concept between enterprises en-
gaged in cluster working to
market each other. Manage+
partnes added that this needed
to be supported by key concepts
suech s TRUST—A VISION,
KNOWLEDGE, RUALITY,
RESPECT, COOPERATION
and FUN.

Ensure consistent D{eL’wcrg

(lentify a motivator

ALL busiinesses have thelr
owwn ambitions, visions and
way of working—they are
not all Like a box of Fervero

COLLABORSE has focused on two types of clusters; Thematic and Geographieal
such as an angling (fishing) cluster in Cornwall and a hotel cluster tn Enst

Flanders—both thematic and Brecon Beacons Tourism and the ‘Stay, Play and
Bat somewhere Green’ bn South Kerry as a geographical cluster.

“‘one of our most successful ways to encourage other businesses to
Join a cluster is to tdentify ambassadors from the existing cluster that
have five in their bellyt They speak divectly to other businesses and at
events, promoting the benefits of cluster working. we could not do
without them!” Andrew Gray October 2010.



Setting Up Sustainable Clusters
—Case Study
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BRECON BEACONS TOURISM

actively working together

Brecon Beacons

Towrtsm (BBT)

started with 12 people willing to
set up a towrlsm trade organisa-
tlow. Thelr membership has grown
to over 150. BBT Ls now a Limited
company) with representation from
different sectors, L.e. activities,
accommodtation, food etc., anol
from different geographical areas.
They offer to promote thelr mem-
bers on thelr web site, arcange
events,

support them b achleving a rec-
ognised envirommental standard
and other training and provide
many, many networking OPPOY-
tunities. There ls a fee structure
for these services which s based
on the size anol type of business
Joining,.

Theg have tneluded the heg

elements of the COLLABORE Code of Practice in thelr application form

and it forms a key element of thelr constitution,

Le. Quality, sustainability, Sense of Place and use of new technology!

COLLABORE provmotes the use of a
Coole of Practice between enterprises to
agree common standards of service
and quality.

The quality of experience is funda-
mental to the success of any desti-
nation or tourism velated business.
n these ndustries a Code of Prac-
tice can be a powerful tool to bind
consortia together and glve assuronces o
consistent standards of service/products to customers.

pefinition:- A Codle of Practice (CoP) is a set of guldelines

regulations agreed and followed by members of a profession, trade,

occupation, cluster or organisation.

we need a viston based ow trust, respect and
gumti’cg,

A respectful § reliable collaboration, sharing a

Vision, quuLL’cg and kenowledge

Cooperation will deliver income, based on
trust, respect, knowledge and quality

Passionate people work with fun, knowledge
and respect - together they realise thelr vision

Have a vision of cooperation through trust
and knowledge to deliver quality services
ano have fun
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Key FACTS

Sustaining interest and momen-
tum requires new agendas and
different venues for meetings, with
people Rnowing you and trusting

gDM,

Try promoting the
concept of Ranoom
Acts of Kinoness to
nstil confidence,
trust and goodwill,
tf this s done will-
bngly—it should be
done without expect-
ng a return—oon't
Look tn your rear
view wmirror for a reaction!

leanliness and Friendliness
ost nothing but wean a lot!.’

Ruality standards are more and more being
lectoled by us—the public, with the vise of so-
Lol networking sites and travel booking sites
such as Trip advisor—wmost complaints are about
cleanliness and friendliness. These cost nothing

ot /or £ put right,

wote: Balance Sheet of expectations, bust-

nesses Want results:

A Code of Practice sets out gulding principles for all members to
follow. These principles ave decided by the members, which they are
expected to all sign up to and practice. Members, customers and visi-
tors must be assured that all wmenbers do thelr best to adhere to the
values agreed. This requires a system of monitoring and valida-
tion.

ncome

refervals
Feedback
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