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Chapter 1 Introduction  

   

 

1.1 Background           
 

For commentators such as Urry (1990) and Woodward (2004), contemporary tourism 

has its roots in religious pilgrimage. Whilst this is contestable, for some domestic and 

overseas visitors, a holiday may, for a minority, incorporate twenty or thirty minutes in 

a parish church at some point. The roles have been reversed from travel for religious 

purposes incorporating secular pleasure, compare The Canterbury Tales and, perhaps, 

the Camino de Santiago (Murray & Graham 1997), to tourism including a visit or two 

to a religious establishment as just one of the destination attractions (Busby 2002; Olsen 

& Timothy 2006; Woodward 2004). “A resurgence of interest in visiting sacred sites” is 

how Shackley (2002) explains the recent growth in visitor numbers to cathedrals and 

churches despite a decline in the importance of religion in society as a whole (Wilson 

1985). Indeed, this form is argued to be one of the major growth sectors in international 

tourism (Russell 1999; Woodward 2004). Empirical data to confirm these views is, 

however, quite limited; in fact, both Olsen & Timothy (2006) and Vukonić (1998) 

emphasise that it is one of the most under-researched aspects of tourism. Nonetheless, at 

a time of declining church congregations, it is interesting to note the development of 

documentaries over the last five years, by the BBC, featuring rural churches; whilst A 

Country Parish and A Seaside Parish paid only passing attention to the physical 

structures, A Passion for Churches, launched on 28 December 2005, emphasised the 

quality of building heritage – mention is also made of visitors‟ book comments in 

episode one, featuring St Hywyns, Aberdaron.  

 

The public interest in church-visiting can be contextualised within the four aspects that 

Gibbons (1999) believes visitors relate to: firstly, to the church as a building, secondly, 
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as an example of values, thirdly, through the theology, and, with most emphasis, 

fourthly, through the numinous
1
 attraction – importantly, all four aspects interlock.  

The visitor need not be particularly religious to experience the spiritual quality of the 

English parish church; however, it is the context which prevents the individual site from 

becoming a mere museum for many, probably most, visitors. It is because they have 

meaning and function that these religious buildings have an effect on the individual 

visitor (Gibbons 1999).       

 

Evidence, chiefly anecdotal, suggests that churches fascinate visitors for a variety of 

reasons (Gibbons 1999; Gold 2000; Hanna 1984). Their topographical settings, their 

architecture, their contents and implied social history demand personal attention. At a 

national level, a number of books (Betjeman 1958, 1993; Bottomley 1978; Briers 1989; 

Clifton-Taylor 1974; Durant 1995; Jenkins 1999; Sinden 1988; Vayne 1984; Young 

1991) address the architecture and contents of English churches. For these various 

reasons, Gold (2000) suggests that rural parish churches occupy an iconic position in 

the wider countryside – embodying the English identity even (Jenkins 1999).  

 

 

 

 

 

 

 

 

 

 
1 

Numinous (L. numen: divine power) is defined as:  

 

1. Of or pertaining to a numen; supernatural  

2. Indicating or suggesting the presence of a god; divine; holy  

3. Inspiring awe and reverence; spiritual  

 

Source: http://dictionary.reference.com (2006) 
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1.2 Aim and objectives of the study         
    

 

Undoubtedly, churches are an important element in the range of visitor attractions found 

at destinations in the United Kingdom, indeed, further afield as well. This study draws 

on a range of disciplines or academic fields, namely, the rapidly growing corpus of 

tourism research, history, geography, sociology, and Cornish studies (Deacon 2004a; 

Kent 2005), in order to address the over-arching aim:  

 

– To investigate the relationship between visitors and the Cornish church heritage.  

 

 

To fulfil this aim, sociological and geographical constructs, such as culture and   

heritage, are reviewed; these are then considered in the context of their application to  

the county of Cornwall. Drawing on the historical discipline, the development of the  

church is examined for evidence of both tangible and intangible features and aspects  

which can, themselves, be potential visitor attractions. As the aim suggests, the concept  

of the Cornish church as a visitor attraction will be situated within the published  

literature. Remarkably little research has been published concerning the relationship  

between tourism and religious sites in Britain. In post-graduate degree terms, there  

have been a few MA, MSc and MPhil theses (Brice 2004; Gold 2000; Greenwood  

1999; Weaver 1995) which address some aspect of the visitor experience. Given this 

position, it is not surprising that there is very little research on what is argued to be a  

key component of the Cornish cultural heritage.  

 

Fyall et al (2002) edited a special issue of the International Journal of Tourism  

Research addressing the lack of a mature research base concerning visitor attractions  

overall. In the context of this research, Poria et al (2003a:341) discuss the “very limited  

body of research” which actually addresses the relationship between religion and  

tourism. This research attempts to rectify the position, if only for three specific  
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locations: the two, allegedly, most-visited churches in the county – Gunwalloe and St  

Just-in-Roseland, and a comparison site, Lanteglos-by-Fowey. The three parishes are  

shown in Figure 5.1 by the numbers 41, 77 and 104, respectively and the specific sites  

in Figure 1.1. The specific research objectives are as follows:  

 

Objective 1 – to synthesise an understanding of the terms cultural tourism, religious 

tourism, and heritage tourism as they relate to visitors and the Cornish church heritage.  

 

A review of the cultural and heritage tourism world is provided in order to illustrate 

how the terms have come to represent such diversity with respect to interpretation. 

Given that culture encompasses so many facets of everyday life, both contemporary and 

historic, it seems appropriate to view churches as receiving cultural tourists and visitors 

– because the term is so inclusive – whereas the buildings, themselves, form part of the 

Cornish heritage.  

 

Whilst the study of religion and culture demonstrates something of a pedigree, the 

concept of heritage has only been seriously examined during the last twenty years, 

initially by Lowenthal (1985), Wright (1985) and Hewison (1987). Indeed, academic 

investigation has led to the introduction of peer-reviewed journals such as the 

International Journal of Heritage Studies and, very recently, the Journal of Heritage 

Tourism; it could be argued that this, alone, indicates that heritage has become a major 

area of academic study. In Britain, it was industrial decline, in mining and 

manufacturing terms, which led to the emphasis on nostalgia: the suggestion being that 

national identity could rest on a heritage of rural idyll as much as colonial achievement 

and the paradigm shift of the industrial revolution. Also pertinent to this discussion is 

the sub-discipline of historical geography for it is important to consider how the spaces 

and places of a bygone age are remembered today (Harvey 2002; Lowenthal 1985; 
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Uzzell 1989); it is considered that how these spaces and places are remembered is 

particularly apposite with visitors to churches. Heritage, it will be argued, is a less 

ambiguous concept than culture, the former can exist in isolation and becomes part of 

cultural tourism once it is „valued‟; this objective reviews a wide range of literature in 

order to demonstrate this.   

 

Objective 2 – to investigate the concept of church heritage tourism with particular 

reference to Cornwall and its place within the multiple representations of the county.  

 

Cornish culture and heritage are key determinants in the decision to visit the county, for 

many tourists; it is partly through a process of commodification that both domestic and 

international visitors perceive a degree of „Otherness‟. One manifestation of this 

produces an image of „Celtic Cornwall‟, a discourse for many tourists. There is certainly 

no doubt that Cornwall is a contested territory, in the sense that the county has many 

different meanings for individuals – and specific sites, similarly, have multiple 

meanings. It is the cultural backcloth of the county which explains much of what is 

present in Cornish churches and, therefore, the discussion of the historic development of 

the church is intended to both situate the extant heritage and explain how many of the 

features apparent to visitors have come about. This is essential since both tangible and 

intangible cultural and historic representations influence visitors; perception, based on 

these representations, is considered in the two data collection exercises as is a 

consideration of MacCannell‟s (1976) concept of „the marker‟.     

 

Objective 3 – to explain the Cornish church visitor profile in terms of multiple 

motivations.  
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Given that tourists‟ perception of any given “heritage site is a complex construct” (Gvili 

& Poria 2005:65), the primary research is intended to establish visitor data in terms of 

nationality, temporal trends, socio-demographic characteristics, behavioural patterns, 

personal interests and individual interpretations of the site visited – some of these 

interpretations will draw on historic features and others on intangible aspects, discussed 

in chapter 5. As McLean (2006) observes, addressing the relationship, it is surprising 

how little research there is concerning identity construction in heritage, especially given 

that heritage has “identity-conferring status” (Urry 1996: 61).  

 

It is expected that the findings will also inform the debate concerning who the church is 

for and whether there are issues of social exclusion, the quality of the experience, and 

whether the visitor experience has been „commodified‟ in any way. Two sources of data 

are utilised: visitors‟ book content analysis and a comprehensive survey at three sites; a 

number of concepts are reviewed in relation to the primary data: Bourdieu‟s (1986) 

cultural capital, Rojek‟s (1997) collage tourism and Urry‟s (1990) romantic gaze.       

 

 

1.3 Cornwall as a case study  

 

 

Perhaps the most recognised authority concerning case study research is Robert Yin 

who published his seminal Applications of case study research in 1993. For him, the 

case study is the appropriate form of inquiry in social science research when there is a 

wish to “define topics broadly… (to) cover contextual conditions… and rely on multiple 

and not singular sources of evidence” (Yin 1993:xi). For Haralambos (1990:726), the 

case study is “the detailed examination of a single example of something”.  

 

Besides being well-documented in guide books, Cornwall is peripheral (Andrew 1997; 

Williams et al 1989), distinctive (Balchin 1983; Harvey 2000; Kent 2005; Laviolette 
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2006), constitutionally unusual (Haslam 1987) and has long been a major holiday 

destination in the United Kingdom (Gilligan 1987; Andrew 1997). Indeed, according to 

the Cornwall Heritage and Culture Strategy (Cornwall County Council 2000), there is 

no other county with such a recognisable cultural identity. Laviolette (2003:218) has 

observed that  

 

“many of Cornwall‟s claims to social difference are grounded in various 

elements of landscape and material culture. These relate for instance to 

foodstuffs, religion, sport, Celtic imagery and ritual, industrial and seafaring 

traditions as well as to an affiliation with significant art and literature 

influences”.  

 

Cornwall is considered a good example of “a wider Celtic experience… exhibits its own 

distinctive features and merits study in its own right” (Everett 2003:193). In other 

words, by nearly any yardstick, there is a perception that the county is distinct. 

Christmas (1991:262) refers to the “visibility” or difference of Cornwall in her 1980s 

study of Britain whilst Eric Hobsbawm (1991:170) suggested that “Merseyside cannot 

blow a national trumpet. Cornwall can”. More recently, in his substantial contemporary 

study of British identity, Weight (2002:599) refers to the “long pedigree” of Cornish 

uniqueness. As if to emphasise this, the University of Exeter under-graduate prospectus, 

for 2007 entry, announces the launch of Cornish Studies to complement the existing 

MA Cornish Studies; Celtic Spirituality is offered as a level 2 module.  

 

The past and present are entwined through both landmarks and places, what Laviolette 

(1999:126) terms “spatial records”, anchoring myth. Mythic geography of place is 

constructed by the profusion of cultural traditions, as chapter 4 will discuss, and sites of 



 

 

19 

antiquity; although, most Cornish churches are less than six hundred years old, they 

occupy much older sites and, thereby, create discourses of Celtic Christianity not found 

to the same extent elsewhere in England. Amongst others, „simplicity‟ within the 

churches, the sense of continuity, relationships with landscape and mythic Land of the 

Saints are argued to be signifiers of Celtic Christianity. In his methodological paper on 

„Critical Cornish Studies‟, Deacon (2004a:24) refers to the “taken-for-granted” 

discourse of “Celtic Cornwall” as a candidate for deconstruction.  

 

It is for this reason, besides the pragmatic one of access for research purposes, that the 

thesis addresses visitors to Cornish churches. Of the books mentioned, at national level 

(Betjeman 1958, 1993; Bottomley 1978; Briers 1989; Clifton-Taylor 1974; Durant 

1995; Jenkins 1999; Sinden 1988; Vayne 1984; Young 1991), not all consider the 

churches of Cornwall despite widespread recognition that they are not simply 

vernacular, they are quite distinct in various respects from the rest of England (Jenkins 

1999). In fact, there are really only Charles Henderson‟s (1925) Cornish Church Guide, 

reprinted in 1964, and Canon Miles Brown‟s (1973) What to look for in Cornish 

Churches although Simon Jenkins‟ (1999) England’s Thousand Best Churches 

considers a number. At the level of specific features, Alice Bizley‟s (1965) Slate 

Figures of Cornwall forms the precursor to Paul Cockerham‟s (2000; 2001) research on 

the slate memorialisations; indeed, he has demonstrated that, within England, these are 

unique to the county.    

 

The vast majority of Cornish parish churches occupy sites that have been considered 

picturesque by the writers of general guide books to the county, for many decades, 

although their situation derives from historic establishment, usually, during The Age of 

the Saints or late Saxon/early Norman period. There can surely be little doubt that in 
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today‟s secular age comments such as the following, from just one guide book writer 

(Davidson 1978), influence some tourist trips.     

 

Of Gunwalloe: “… practically on the beach but sheltered from the sea by a small 

headland” (page 149).     

 

Of St Just-in-Roseland: “The church at St Just is chiefly remarkable for its 

setting. It stands beside its creek, tucked away out of sight of the main channel, 

in a jewelled setting at the foot of its church-yard, which rises precipitously in a 

riot of fuchsias, hydrangeas, palms and shrubs among the headstones… as 

perfect a picture as one could hope to find” (page 114).    

 

Of Lanteglos-by-Fowey: “Isolated, apart from neighbouring farm buildings, this 

exquisite church is sequestered and unspoilt” (page 65).  

  

These three churches have been chosen for the research; without doubt, Gunwalloe 

(Plate 1.1) and St Just in Roseland (Plate 1.2) are the two most-visited churches in the 

county, as identified by what were the English Tourism Council and English Tourist 

Board. Lanteglos by Fowey church (Plate 1.3) was chosen to provide a comparison on 

the grounds of location relative to other tourist attractions, less obvious accessibility and 

its limited role in the annual Daphne du Maurier Festival – although it also had to be a 

site which was expected to provide reasonable respondent numbers for what was a 

substantial investment of time by the author. Prior review of the Lanteglos visitors‟ 

book suggested this would be the case. The three locations are identified in Figure 1.1.  

 



 

 

21 

Continuing the discussion of guide books, Cornwall‟s popularity with visitors, 

developing in tandem with the introduction of the railways in the 19
th

 century (Shaw et 

al 1999), led to the publication of general guide books, discussed in chapter 4. Guide 

book comments, such as Davidson‟s referred to above, may influence visitors on 

holiday or simply out for a day-long excursion. Anecdotal evidence, confirmed by the 

survey for this thesis in 2002, suggests that guide books survive in households for many 

years, even decades, and their influence on places to visit is, therefore, likely to be 

subliminal; as Pearce (1988:217) points out, “guidebooks are probably one of the major 

channels for communicating detailed information… yet there are few accounts of the 

impact or use of these sources”. To conclude, there are clearly multiple representations 

of Cornwall, a number of Cornwalls (Deacon 2004a).  
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Figure 1.1 Location of survey churches in Cornwall.    
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Plate 1.1 Gunwalloe Church  
 

Source: Busby (2004a) 
 

 

1.4 Structure of thesis     
 

 

In order to address Objective 1, the thesis considers the published literature concerning 

the concepts of cultural and heritage tourism together with definitions of the term 

„visitor attraction‟ in order to ascertain how Cornish churches might be categorised 

from a tourism perspective. More specifically, Chapter 2 details the defining features of 

cultural tourism, its growth over the last three decades, and specific issues which are 

likely to be of relevance to this study. It is argued that the Cornish church heritage, as a 

cultural concept, can be viewed in both process and product terms (Richards 1996): the 

data collection results will attempt to demonstrate this. Cultural tourism subsumes 

heritage tourism, according to Richards (2000), Smith (2003), and Zeppel & Hall 

(1992), and this is illustrated by churches for they are not just about heritage, they 
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manifest local culture. Other aspects, such as motivation and tourist typologies, are 

detailed in order to be drawn on in the review of data collection findings in chapters 7 

and 8.  

 

Chapter 3 commences with a discussion of definitions for the terms tourist and visitor 

attraction, drawing on a range of examples to illustrate the critique, yet also to confirm 

that the parish church is, most certainly, a visitor attraction. The nexus between heritage 

and cultural tourism is considered, emphasising the distinctions identified by a number 

of authors, before discussing the contested nature of heritage. The English church 

heritage is reviewed in order to present its significance as a component of national 

visitor attractions.  

 

The various forms of what might be termed Cornish culture, both past and present, are 

reviewed in chapter 4; for it is argued that the church heritage needs to be seen in the 

wider cultural reproductions of the county, a process which has been going on for at 

least two centuries. It is argued that myth and fantasy relating to the county, in its 

entirety, influences visitor perception of Cornish churches. As an adjunct to the cultural 

dimension, there is a brief discussion of the mass emigration of the 19
th

 century for, it is 

argued, many aspects of local culture were carried to new homelands, influencing future 

generations – and their perceptions upon return to Cornwall (as Chapter 7 illustrates). 

Identity-formation is, thus, illustrated by diasporic visitors and those manifesting Celtic 

elective affinity. The concept of Celticity is, therefore, considered and how it may be 

encountered by visitors. This leads on to a discussion of Cornishness, the nexus between 

heritage and culture, and how it is reflected in the visitor landscape. The quality of the 

Cornish church heritage is discussed by reference to the proportion listed Grade I and 

II*; following on, the limited data available on visitor numbers is reviewed. An outcome 
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of this is creation of a Cornish church heritage-tourism matrix which positions several 

locations according to both architectural quality and visitor numbers.  

 

Chapter 5 provides an historic background to the development of the Cornish church. 

This is considered important for it explains the existence of features which are likely to 

be remarked on by visitors, for example, lans and bench-ends (pews), besides reviewing 

the intangible features. The issue of authenticity baulks large in the tourism literature 

and this is discussed together with facets of interpretation, for the two are very much 

inter-linked. The concept of authenticity helps to explain why „straightforward‟ history 

must be considered to be heritage for most visitors, for they contest what they view with 

only a small number recognising „authentic‟ features such as lans. Chapters 4 and 5 

address Objective 2.  

 

Whilst chapters 2 to 5 provide the conceptual framework, the approaches and methods 

of data collection are detailed in chapter 6; these comprise primary research, in the form 

of content analysis of visitors‟ books, and an extensive survey of visitors to three 

churches between March and October 2002, securing data from 725 respondents. As 

Marshall & Rossman (1995:85) recommend, the documentary analysis is linked to 

research questions developed in the earlier chapters, relating to individual visitor 

motivation and experience. The findings of the visitors‟ book analysis are presented, in 

chapter 7, resulting in identification of key themes and their relationship with the extant 

literature. Chapters 8 and 9 consider the results of the survey, providing a 

comprehensive socio-demographic profile which is argued to be representative of 

visitors to Cornish churches and their experience. Chapters 7, 8 and 9 fulfil Objective 3. 

Table 1.1 summarises the structure of the thesis.  
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Table 1.1 Structure of thesis  

 

Chapter  Content  

2 and 3  Literature and theoretical background 

pertaining to cultural and heritage tourism 

4  Literature pertaining to Cornish culture 

5 Historical development of the church in 

Cornwall, illustrating tangible and 

intangible features relevant to visitors  

6 Research methods and approaches for 

basis of chapters 7, 8 and 9 

7  Primary data analysis: Visitors‟ books  

8 and 9 Primary data analysis: Visitor survey 

10  Conclusion 

 

 

 

 

 

 
 

 

Plate 1.2 St Just in Roseland Church   

 

Source: Busby (2004a)     
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Plate 1.3 Lanteglos by Fowey Church  

 

Source: Busby (2004a)    
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Chapter 2 Perspectives on Cultural Tourism         
 

 

2.1 The concept of cultural tourism  

 

A definition of cultural tourism presents difficulties since much of the content of culture 

is so intangible. This point is reinforced by Tomlinson (1991:4) who explains the 

manifold definitions for culture as representing either “a considerable amount of 

confusion… or that „culture‟ is so large an all-embracing concept that it can 

accommodate (a range of) definitions”. Given the plethora of journal articles, it comes 

as something of a surprise to find that McKercher (2002:37) refers to research into the 

cultural tourism market as being “largely in its infancy”.  

 

Based on a review of the literature, a conceptual approach postulated by Richards 

(1996) is to view culture in either process or product terms. A process approach relies 

on the disciplines of sociology and anthropology, being grounded in how the individual 

makes sense of their world; in other words, how they relate to “a nation, tribe, 

corporation” (Richards 1996:21). On this basis, culture is socially-constructed and, 

effectively, forms a self-reinforcing circle since any individual variation can, according 

to Bruner (1996:4) be attributed to “the varied opportunities that different cultural 

settings provide”. Figure 2.1 illustrates this point diagrammatically for a cultural 

attraction.                              
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Figure 2.1 Circuits of culture    

 

TEXT 

Ways in which it     

is presented or interpreted 

 

 

PRODUCTION  READINGS 

Agency which        Ways in which visitors 

manages attraction  use sites and react to messages 

 

 

 

    IMPACT     

    Longer term effects  

 of visit upon visitors 

 

Source: adapted from Johnson (1986a) shown in Busby & Klug (2001)   

 

 

Clearly, the scope for multiple interpretations – the phenomenological perspective 

(Schutz 1972) – can arise at more than one point. It is argued that the reading for some 

visitors has an impact in creating ritualised behaviour, as Ireland (1990) has observed at 

Land‟s End; this is addressed in chapter 7. Production is, in many respects, dependent 

on the organisation since there are no value-free interpretations; a case in point being 

the perception of the quasi-governmental body English Heritage in Cornwall. The text 

can be an interpretation panel, for example, targeted at an average reading age of twelve 

and, thereby, quite inclusive or it may be addressed only to those in possession of the 

necessary cultural capital.  

 

The concept of culture as product has been stimulated by literary criticism (Richards 

1996). It can be individually or group-oriented although value judgements are always 
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implicit. For example, the divide between high culture and popular culture was 

embedded in a conception of value (Easthope 1991). In their study of the economics of 

the arts and built heritage in the UK, Casey et al (1996:5) refer to the „traditional‟ 

cultural activities of “the performing arts, fine art, literature, arts festivals and the built 

heritage” whilst accepting that the boundaries of culture are no longer clear – a point 

emphasised by Richards (2001a,b). Nowhere is this more evident than in festivals, the 

numbers of which have burgeoned in the last thirty years (Brierley & Busby 2002); 

whilst all contain similar elements (Getz & Cheyne 2002), the valorization of the 

location (Falassi 1987) will vary. The Edinburgh Festival location has a place in 

national culture well in excess of that for the Sidmouth Folk Festival though both are 

well-established. In economic terms, the relationship between tourism and culture is 

“widely regarded as mutually beneficial”, according to Hughes & Allen (2005:176).      

 

To reiterate, the distinction between high and low, or popular, culture has become 

blurred in the last decade or so as, indeed, has the distinction between culture and 

economy (Richards 2000). The blurring of high/popular culture is a feature of post-

modernity, according to Wynne (1992), and this has led to an increasing number of 

activities being embraced by the term cultural tourism. Hjalager & Corigliano 

(2000:282), for example, refer to the concept of food as culture whereby consuming 

local food and wine “is a way of coming into contact with the local population”: 

arguably, and perhaps flippantly, this could represent popular culture or high culture 

depending on the quality of the gastronomic experience. They are not alone for the work 

of Ashworth (1995), Brown (1994), Cohen & Avieli (2004), Hall & Sharples (2003), 

Hjalager & Richards (2002) and Moscardo (2001) indicates increasing research 

attention being paid to the relationship between cultural tourism and gastronomy.   
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To illustrate another leisure activity, Connell (2004:238) argues that visitors to gardens 

are cultural tourists and that they can be divided into three categories: “special 

horticultural interest”, “general gardening interest” and those “seeking a pleasant day 

out”. Whilst it might be difficult to accept the latter category as cultural tourists, this can 

be reconciled if the high/low culture blur is considered. What might once have been 

seen as high culture, that is limited interest by the landed classes, has expanded to 

encompass much of the population through increased presentation via the media over 

the last forty years; as Meyrowitz (1985:309) so appositely put it: “Television has 

weakened visible authorities by destroying the distance and mystery that once enhanced 

their aura and prestige”.  

 

Not only has the distinction between high and low culture become blurred, the boundary 

between culture and tourism, itself, has become much less distinct; Robinson (1999) 

views this as a function of increasing globalisation. Rojek & Urry (1997) term the 

disappearance of boundaries between high and low culture as the “culturalisation of 

society” which, in tourism terms, can be said to refer to improving the „culture‟ of the 

visitor and, thereby, improving the „cultural capital‟ of the individual.     

 

Significantly, Richards observes that there is seldom any overlap between the process 

and product approaches to culture except in the field of tourism. The search for 

authenticity can be construed as a process objective whilst the presence of visitors at a 

destination leads to the creation of cultural artefacts and events for their consumption – 

“in other words culture as process is transformed through tourism… into culture as 

product” (Richards 1996:21). To illustrate the range of components of culture, Table 2.1 

presents exemplars from a number of authors. It will be noted that Fukuyama (1999) 

and Swarbrooke (1996) are the only two authors, cited, who identify language as a 
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cultural component and yet it is both “the expression and determinant of the Gaze” for 

Ryan (2002a:21), of critical importance. Ultimately, what matters is that nearly every 

aspect of culture is “touristifiable” and capable of conveying “image, experience, the 

authentic or the exotic” (Wang 2000:2). Critically, according to Hughes & Allen 

(2005:174), the “image” of cultural tourism is a “positive” one; however, it could be 

argued that this is dependent on the background of the observer.              

 

 

Table 2.1 Exemplar components of culture according to various sources    

 

Aspect of 

culture  

Fukuyama  

1999   

Hjalager &  

Corigliano 

2000   

Casey 

et al 

1996   

Swarbrooke 

1996   

McKercher  

2002 

Richards 

2000   

Heritage   * * * * 

Language *   *   

Work    *   

Consumer 

culture 

   *  * 

Leisure    *  * 

Food and 

drink 

* *  *  * 

Arts  *  * * *  

Shared 

customs 

   *   

Relations    *   

Music and 

drama 

*  * * * * 

Exploring 

new life 

   * * *   

 

Source: Author  

 

 

2.2 Authenticity in cultural tourism         

 

 

Globalisation has already been referred to and, for MacCannell (1992:169-170), it is the 

driving force behind the “enormous desire for, and corresponding commodification of, 

authenticity”. However, a serious difficulty is created, at this point, by the 

phenomenological perspective (Kolakowski 1993; Marshall & Rossman 1995; 

Schwandt 1998) which suggests the creation of multiple interpretations: “what may be 
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interpreted by one visitor as authentic may not be so interpreted by another” (Shaw et al 

2000:276). Richards (2001d) is even more emphatic, asserting that because all 

experiences are personal, no two individuals will receive the same experience.  

 

Three examples will be used to highlight this point; firstly, with regard to farm tourism 

as a cultural experience, “there is no doubt that the consumer recognises the farming 

environment as part of the overall tourism product” (Busby and Rendle 2000:637) and 

yet the issue of authenticity remains in the background since many successful farm 

tourism businesses are no longer commercial farms – how many visitors are aware of 

this and are they concerned? In any event, according to Pearce and Moscardo (1986), 

with farm tourism, it is the authentic farming family rather than the farm which 

concerns the visitor; this has a resonance with the statement that “authenticity is 

conferred by interpretation, not the object per se” (McCrone et al 1995:7). Farm 

tourism, especially the provision of accommodation, relates to the intangible, process 

approach to the cultural experience whereas the following examples are more product-

oriented.  

 

Unintentional visitor damage to the Palaeolithic cave paintings at Lascaux, in France, 

led to the construction of a replica (du Cros 2001) by the local population, concerned 

with the economic impact of closure of the original. The substitute cave (Lascaux II) 

has, itself, become an attraction to such an extent that visitors need to arrive early to 

ensure entry (Boniface & Fowler 1993). However, none can be under any illusion that 

the cave is anything but a surrogate. As the Secretary General of ICOMOS, Jean-Louis 

Luxen (2000) has observed the social representation of the cultural property is more 

than the object itself: the intangible dimension prevails. Lascaux II demonstrates an 

emergent authenticity whereby both caves are authentic, “each in its own way, and each 
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makes sense within its own context”, as Wang (2000:54) illustrates for the San Angel 

Inn in Mexico City and the replica at Disney World, Florida; in the case of Lascaux, 

however, the two are in close proximity, not distant. Munt (1994) has argued that 

simulacra are important but, significantly, the examples cited here emphasise the point 

that authenticity is conferred by interpretation (McCrone et al 1995). This point is also 

emphasised by Harrison (2005:3) who asserts that “it is highly unlikely that most 

visitors to the British Museum – including Greek visitors – could distinguish the 

genuine Elgin/Parthenon marbles from plaster casts” and, yet, “in the West, certainly, 

much store is set on something being „the real thing‟” – this point is followed through in 

Chapter 5, in relation to the Cornish church heritage, and in the findings.      

 

On the other hand, at an un-named British location, Fowler (1992:16) reports the 

construction of a “bogus Anglo-Saxon church based on… the rather botched conversion 

of two semi-detached nineteenth-century farm cottages”; the building contains genuine 

medieval architectural features although the visitor is given no guidance in 

distinguishing the fake from the authentic. “Dishonest and unacceptable” is Fowler‟s 

verdict. This structure purports to be an Anglo-Saxon church and clearly is not. 

However, there is an ethnic aspect to this: McKercher et al (2004) suggest that this 

might offend English sensibilities more than Chinese, for example, where temples are 

deliberately rebuilt every one or two centuries.  

 

From another perspective, what should be made, then, of visitors who have been 

encouraged to visit a place because of media influences that are, themselves, inaccurate? 

Busby & Hambly (2000) discuss how Shrewsbury has benefited from the Central 

Television series Cadfael, based on Ellis Peters‟ novels, which were filmed in Hungary. 

It is suggested that visitors now thrive on commodified “pseudo-events” (Williams 
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1998:178) and Herbert (1995) asks whether we should be concerned that the visitor 

experience is based on fact or reality and whether they can be distinguished. 

Featherstone (1991:60) goes further, suggesting that, in any event, many tourists “have 

no time for authenticity”. The idea of literary tourism, as an attraction (O‟Neill et al 

2005), and in relation to Cornish church visitors (Busby 2003), is discussed in more 

detail at 5.3.2 and 7.8.  

 

For now, two contemporary examples are cited. The first illustrates the juxtaposition of 

ancient ecclesiastical heritage with popular culture: Gloucester Cathedral welcomed the 

revenue generation from the filming of Harry Potter and the Philosopher’s Stone 

whilst, at the same time, creating a resource to be marketed by the British Tourist 

Authority (Busby et al 2003). This would appear to confirm Ashworth‟s (1995) view 

that cultural tourism resources are always, in some way, historically-based although 

commentators such as Urry (1990) argue otherwise. On Exmoor, Brice et al (2003) 

ascertained that a substantial number of visitors to Oare church came because it is a key 

site in Lorna Doone, a Victorian novel by R.D. Blackmore. Whether visitors have read 

the novel or seen one of the five film versions, two TV films or two television series 

(Brice et al 2003) is a mute point. Interestingly, Barthes (1957) suggests that social 

construction of sights, to some extent, always “involves the mobilisation of myth” 

(Rojek 1997:52).                 

 

A number of authors (Feifer 1985; Urry 1995; Williams 1998) refer to the concept of 

„post-tourists‟ as being those individuals who are more than willing to accept the 

pseudo-realities presented by contemporary tourism “at face value as an expected and 

valued part of new forms of experience” (Williams 1998:181): irony is actually enjoyed. 

After all, authenticity is a social process, a negotiable concept over time and space 
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(Burnett 2001). Perhaps, the distinction of authenticity of self and authenticity of 

experience, made by Tresidder (1999:144), is of critical value here: “together identified 

as the search for individual and collective meaning”. With the farm tourism example, 

Pearce & Moscardo‟s (1986) identification of authentic people, rather than authentic 

places, has a resonance with the collective meaning whereas authenticity of self is, by 

definition, reflexive and can only be determined by the individual. Whatever the 

distinction, Xie & Wall (2002) and McIntosh (2002) emphasise that authenticity has 

frequently been considered to be the most important criterion in cultural tourism 

development. The discussion, thus far, has not considered any temporal dimension to 

authenticity: the concept appears to relate to what is seen, eaten or, indeed, smelled (cf. 

Jorvik) at that point in time. This will be taken further in chapter 5.4.         

 

Having reviewed these, perhaps obvious, aspects of authenticity, it is relevant to turn 

now to one of the key commentators on the relationship of authenticity to tourism: 

Wang (2000) suggests that there are three forms, namely, objective, constructive and 

existential. Both objective and constructive authenticity are object-related, the former 

relates to what Wang (2000:48) calls “the museum usage of the term”: there is a viewed 

object perceived as authentically original, for example, Canterbury Cathedral or the Taj 

Mahal. Constructive authenticity, however, can only accrue from social construction; it 

is not an objectively measurable quality for it is dependent on beliefs and social 

viewpoints. To this extent, significantly, it is both negotiable and relative, even 

ideological. Existential authenticity is very different for it is activated by tourist 

behaviour; it occurs when individuals feel that they themselves are more authentic than 

in daily life – not because the viewed object is authentic but “because they are engaging 

in non-everyday activities” (Wang 2000:50), critically, this form of authenticity is not 

about objects, rather it is about an “existential state of Being” (Wang 2000:50). It can be 
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argued that this form of authenticity addresses Rojek‟s (1997:55) concern that any 

sight/site can be justifiably authentic if it is „comprised‟ of a pot-pourri (his term) of 

elements – this is because of the range of representational files, discussed at 4.1.1.    

 

Finally, with regard to commodification of authenticity, it is observed that destinations 

can develop – or commodify – inherent resources for tourism promotion purposes, 

illustrated by the use of religious resources on Malta (Boissevain 1996). Alzua et al 

(1998) refer to this process as the construction of cultural capital; the term is used in 

two different contexts by Richards (1996) and this will be discussed later. The 

commodification of destinations, or indeed specific resources, need not be imposed, it 

may be a „bottom-up‟ development (Kneafsey 2000), arguably giving more local 

control to what is displayed as authentic.   

 

2.3 Factors influencing cultural tourism participation 

 

 

A range of sociological factors influence motivation: these include social class, lifestyle, 

age group, gender, ideology and hegemony (Bennett et al 2005; Wang 2000). A number 

of these factors will be reviewed here; firstly, age is an important influence since peer 

and media pressure has an effect from youth onwards. Tourism products have been 

developed for the different age bands; from Club 18-30, for singles, to Saga for the over 

50s, there appear to be two components to this variable: the amount of leisure time 

available and the extent of activities which can be undertaken at different ages (Mill & 

Morrison 1985). Cultural tourists are not necessarily older: ATLAS research indicated 

that up to 40% of visitors to some cultural attractions were under 30 (Richards 2000). 

Given the discussion as to classification of cultural attractions, this emphasises the need 

to specify precisely which attractions the research refers to.  
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Clearly, closely allied to age is the point at which each individual is on the family life-

cycle. A number of authors have proposed four, five or six stage models to capture this 

(Rapoport & Rapoport 1975; Youell 1996; Mill & Morrison 1985) but, essentially, they 

comprise the aspects of adolescence/single youth, family establishment, children having 

left home or „empty nesters‟, and solitary survivor. Page et al (2001) criticise these 

classifications for not taking account of certain features such as single parenthood and 

extended families. For this research, it is important to note that life-cycle is a 

“significant determinant” in attraction choice (Turley 2001:1); children have a marked 

effect on tourist behaviour (Davidson 1996; Thornton et al 1997).  

 

Also related to the family life-cycle is the issue of income; however, as Mill & 

Morrison (1985) have pointed out, it is not easy to establish the relative importance of 

this variable because it is interrelated with others, indeed the life-cycle is related with a 

number of variables. Nonetheless, the substantial research conducted by ATLAS, in 

fifteen European countries, indicated that almost 45% of respondents had household 

incomes in excess of €30,000 at a time when the average was €22,000 (Richards 2000). 

To quite some extent, income is correlated with terminal level of education and, when 

coupled with occupation, defines social class. Despite the latter being a potentially 

awkward concept, social class is used extensively in market research surveys (Meethan 

2002) and, therefore, needs to be kept in mind. The aspect of education, however, is 

worth pursuing because it has become apparent that cultural tourists are “very well 

educated people” (Richards 2001a:23) with a large proportion having some form of 

higher education (Richards 1996, 2000, 2001a, c).  

 

A key concept associated with education is that of cultural capital – indeed, as long ago 

as 1899, Thorstein Veblen remarked on “the close relation” between education and 
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culture (Veblen 1970:242); Richards (2001a) – as other authors do – uses this term in 

two senses in the same paper: it can be taken to refer to the ability of the individual to 

appreciate/understand what they are looking at – based on their level of education – and 

it can also refer to the inventory of „assets‟ at a given destination. In relation to the 

former interpretation of the term and, given that the number of young people entering 

higher education in Europe has grown over the last twenty years, it is natural to view 

these as potential cultural tourists; however, the thought occurs to this author that whilst 

“credential inflation” (Busby 2001:39), axiomatically, produces what appear to be better 

qualified visitors they may not possess the critical faculties required to appreciate what 

is in front of them. In any event, the ATLAS research, referred to earlier, showed that 

40% of respondents had a higher education background – much greater than the EU 

general level. It is, perhaps, acquisition of a Master‟s level award which should now be 

considered as providing cultural capital although even there numbers are rising; a 42 per 

cent rise in those undertaking such awards at UK institutions between 1995 and 2003 

(Sastry 2004). The concept of cultural capital is discussed in more detail later in this 

chapter.  

 

Finally, gender needs to be mentioned since some tourism activities are likely to appeal 

to one gender in particular. Cultural activities are considered to attract more women that 

men whereas the opposite is true for playing and watching sports (Mill & Morrison 

1985). It is suggested that women have less available leisure time and, if this is 

accepted, there is clearly an effect on tourism participation (Page et al 2001). The 

factors identified in this section influence motivation but, concurrently, it is important to 

remember that tourist behaviour, itself, is multi-motivational. Rather, it is a case of 

essential motives being few but “consequent behaviours are diverse, because while the 
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needs are few, the expression of, and the means by which needs are satisfied, are many” 

(Ryan 2002b:28).  

     

 

2.4 Motivation and the cultural tourist   

 

 

Much has been written concerning the issue of motivation in tourism decision-making – 

for example, Dann (1981); Pearce & Caltabiano (1983); Pearce (1992). In reviewing 

Dann‟s (1981) seven perspectives on tourist motivation, Page et al (2001:63) make the 

following comments. 

 

 

Table 2.2 Dann‟s (1981) perspectives on tourism motivations  

 

Dann (1981)  Page et al (2001)  

1. Travel is a response to 

what is lacking yet desired  

The suggestion here is that tourist motivation may 

result from a desire for something new or different 

that cannot be provided in the individual‟s home 

environment.  

2. Destination pull in 

response to motivational 

push.  

Dann acknowledges the distinction between needs, 

wants and desires (push factors) of the individual and 

how these are shaped by perceptions of the 

destination (pull factors).  

3. Motivation as fantasy  Tourists may be motivated to travel to engage in 

forms of behaviour or activities that are not culturally 

acceptable in their home environment.  

4. Motivation as classified 

purpose.  

Dann acknowledges that some are motivated to travel 

or „caused‟ to travel by the nature or purpose of the 

trip. Visiting friends and relatives is one example.  

5. Motivational typologies.   Dann notes that there are different types of tourist 

and such forms may influence the motivation to 

travel.  

6. Motivation and tourist 

experiences.  

Tourism often involves travel to places not visited 

previously. As such, some are motivated by what 

they expect to experience in contrast to their home 

area and other holiday experiences.  

7. Motivation as auto-

definition and meaning.  

The ways in which tourists define their situations and 

respond to them is argued to provide a better 

understanding of explaining tourist motivation. Such 

an approach is seen in contrast to simply observing 

behaviour as a means to explain motivation.  

 

Source: Page et al (2001)  
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Dann‟s first perspective suggests that tourism is needs-oriented which accords strongly 

with Maslow (1943) and his ubiquitous hierarchy of needs model (Hill & Busby 2002). 

However, McCabe (2001) claims that whilst the extant theory of motivation has been 

operationalised as a collection of needs, there is little or no empirical evidence with 

regard to tourism; he considers Pearce & Caltabiano (1983) to be the only example - 

therefore, “motivation as „needs‟ is inherently inconclusive” (McCabe 2001:108).  

 

The alternative, cognitivist conception of tourist motivation being explained by attitudes 

is also rejected by McCabe (2001:109) who questions the epistemological underpinning 

of the concept itself: he asks what can we “reasonably expect to „know‟ about 

individuals‟ „drives‟ by asking them about their motivations and needs”? Citing 

Heritage (1984), he believes that it is through an application of “commonsense 

constructs” (McCabe 2001:111) to experiences and events that we can understand 

motivation in its appropriate phenomenological setting.  

 

Dann‟s perspective of destination „pull‟ warrants review if only because of the millions 

of pounds-equivalent spent by national tourism organisations positioning their 

„product‟. Destinations, undoubtedly, can be marketed in a highly sophisticated fashion. 

However, this usually involves identification of key variables which pre-dispose 

specific markets to purchase; a good example of this is CACI‟s ACORN (A 

Classification Of Residential Neighbourhoods) which has been utilised to promote an 

extensive range of products (Busby & Hambly 2000). The point here is that the „pull‟ 

factors will not be successful in attracting every type of individual.   

 

Motivation as fantasy has an intuitive charm. Wicken‟s (2000) typology of visitors to 

Greece illustrates this, as much as any of the literature, with such individuals as „the 
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Shirley Valentine‟, „the Raver‟, „the Lord Byron‟ and „the Heliolatatrous‟. Literature, 

television and cinema have further enhanced individuals‟ destination fantasies, from 

Notting Hill to Agatha Christie Country (Busby & Klug 2001; Busby et al 2003). The 

Disney experience is, of course, the exemplar – literally, ways of escape (Rojek 1993).   

 

The motivation as classified purpose embraces business travel as much as VFR (visiting 

friends and relatives) and, arguably, should be considered the reason rather than the 

motivation: this suggests motivation is more about free will whereas such a concept 

might be quite limited. Also of value here is Wang‟s (2000:13) observation that a “lack 

of the opportunity to travel is treated as a sign of social deprivation”, emphasising the 

free will element. Along with the first perspective, this motivation is manifested by 

those visitors to Cornish churches in search of „roots‟, as will be evidenced in Chapter 

7; those seeking Celtic elective affinity may be encompassed by the first perspective 

rather than this one. Ultimately, both are intimately connected with notions of identity 

and, to some extent, social distinction.    

 

With Dann‟s fifth perspective, there are clearly different types of tourist, as discussed 

by Keng & Cheng (1999); McMinn & Cater (1998); Mo et al (1993) and Wickens 

(2000), amongst numerous others. The concept of typologies has a rich tradition in the 

social sciences; essentially, they illustrate how phenomena, such as tourist behaviour, 

vary according to personal attributes and other dimensions. Tourist types have been 

categorised by Plog (1974) in terms of the destinations visited and activities undertaken: 

allocentrics travel independently, enjoy cultural exploration and are often in above 

average income groups whereas, at the other end of the continuum, are psychocentric 

tourists who favour destinations very familiar to their home environment. Mid-way 

along the continuum are positioned the mid-centrics, the majority of the population, 
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who go to known destinations previously patronised by allocentrics – the concept of the 

tourist area life cycle (Butler 1980) has relevance here since it can be matched to the 

Plog typology to some extent.  

 

A key point, in relation to typologies, was identified by Murphy (1985) who observed 

that there are two forms: interactional and cognitive-normative. Interactional typologies 

consider the interactions between the visitor and the destination, for example, the 

activities undertaken, whereas cognitive-normative tourist typologies focus on the 

motivation; clearly, there is a degree of overlap and this has been recognised within the 

methodology of some research, for example, that of Hvenegaard (2002). Pearce (1988) 

refers to Kurt Lewin‟s formula of B = F (p x e) where tourist behaviour is a function of 

p, the person, and e, the individual‟s psychological environment; it can be argued that 

this formula incorporates both cognitive-normative and interactional aspects in as much 

as the environmental component can be defined as preferred activities “in a preferred 

setting to achieve specific experiences” (Pearce 1988:35).     

 

Destinations and activities aside, Cohen (1979) has categorised tourists, in five ways, by 

their experiences: the recreational, the diversionary, the experiential, the experimental 

and the existential. Dann‟s first and second perspectives are very much akin to Cohen‟s 

recreational and diversionary modes of tourism whereas those in the experiential mode 

are motivated to travel by a search for meaning in the lives of others, i.e. authenticity, 

since they themselves are alienated in some way from what he terms the „Centre‟. 

Interestingly, Cohen (1979:187), vis à vis the experiential mode, comments that the 

“search for authentic experiences is essentially a religious quest”. For Frochot & 

Morrison (2000), however, tourism is experiential per se; whilst few would disagree 
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with this, Munt (1994) argues that consumption of experiences has a symbolic meaning 

in creating social distinction (Bourdieu 1986).    

 

The discussion of Dann‟s perspectives could be taken further; however turning to his 

seventh perspective, there is much validity if we accept the premise of multiple 

interpretations created by phenomenological influence, as mentioned in 2.1 and 2.2, or, 

as Ryan (2002a:2) observes, “the experience of tourism lies in more than simply the 

motivation of the tourist… motive alone explains action poorly”. One single motive 

does not generate tourism, many may be involved – and the tourist may be unaware of 

them (Wang 2000). Whilst some motivations can be stratified, it is apparent that others 

are “opaque… and may need to be revealed by experts” (Wang 2000:45). It is argued 

that motivation as auto-definition may comprise self-actualisation (Maslow 1943), 

discussed in the next paragraph of this section, or the need to create some level of 

individual distinction – this aspect is allied to identity creation and, for some, Cornwall 

may be important in the construction. Bourdieu (1986) has emphasised the need of, 

particularly, the middle classes to establish and maintain social differentiation; indeed, 

Munt (1994:102) considers it to be “symptomatic of the frenetic struggle undertaken by 

the new middle class”. What matters is acquisition of the „real‟, therefore, authenticity 

and honesty (Munt 1994). Authenticity has been discussed at 2.2 and is specifically 

addressed at 5.4; however, this is the point at which to observe that authenticity and 

honesty may be one and the same etymological concept although they are not 

axiomatically so. This is taken further at 5.5.      

 

There is actually a relationship between personal disposition, attitudes and motivation 

(Ryan 2002b). “Searching for self” was cited as a motivation by 5% of the respondents 

to Došen & Prebežac‟s (2003) study (n=526): Dann‟s auto-definition and meaning = 
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searching for self – although this is not, axiomatically, the same as self-actualisation 

(Maslow 1943) as Pearce (1988:224) points out. He gives the fictional example of a 

“most successful self actualising Nobel prize winner… (with) a physiological level of 

motivation” for his vacation; in other words, context is very important. A related, 

significant, perspective is offered by Lankford et al (2005:803) in their discussion of 

self-construal (relating to pilgrimage travel, in their research); they found that “pilgrim 

tourists who had a lower socio-economic status reported a high sense of belonging to a 

group (interdependent self-construal)” and those with “higher status reported a low 

sense of belonging (autonomy and independent self-construal)”.    

 

According to Mo et al (1993:320), “tourist typologies usually emerge from 

phenomenological research or from non-empirical conceptualisations”; this criticism 

has been addressed, to a large extent, by the work of McKercher & du Cros (2003). 

What is not, perhaps, obvious is the extent to which auto-definition can be distinguished 

from the acquisition of cultural capital, in the Bourdieusian sense; indeed, whether it 

can be differentiated. As Fyfe (2004:48) observes, for Bourdieu, cultural capital allows 

individuals to relate to social hierarchies – which “presupposes a market in culture”. In 

any event, the key feature of cultural capital is that it is fluid and may be transformed to 

economic capital or occupational advantage.   

 

Having mentioned Pearce‟s (1988) work, it is very pertinent to relate his concept of the 

Travel Career to this discussion. He sees the Travel Career concept as reconciling both 

short- and long-term motives – for they may not be immediately complementary. The 

stages of the travel career are ordinal although not all individuals will start from the 

same position or progress along it at the same rate. Both reference and peer group 

reactions influence the position and pace – arguably, a resonance with Bourdieu‟s 
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(1986) search for distinction. The Travel Career can be superimposed on Maslow‟s 

motivational schema and dichotomised into a self-directed component and non-self-

directed component; the latter illustrates reference group influence on behaviour. This is 

where Lewin‟s formula, mentioned earlier in this section, is of value: “tourists at a 

certain stage of their travel career seek to satisfy specific needs which result in 

expectations for activities” (Pearce 1988:35).  

 

It will be seen in chapter 7 that whilst some activities (the search for roots, for example) 

satisfy specific needs, other activities result in unexpected satisfaction, arguably 

securing existential authenticity. Tying the aspect of authenticity into the Travel Career, 

Pearce (1988:36) suggests that there is a relationship between career level and need for 

authenticity: those at a higher career level will experience greater satisfaction from 

holidays incorporating authentic environments; intriguingly, those at a higher level 

consider “staged tourist activities” to be “less satisfying”. As will be seen in chapter 4, 

many Cornish cultural events are not staged, they are traditional practices just as the 

church heritage will be shown to be largely unadulterated in chapter 5; for example, 

visitors to Helston‟s annual Flora Day are not presented with staged activities, neither is 

there a particular discourse of interpretation at nearby Gunwalloe church.  

    

2.5 Cultural capital  
 

 

The preceding section discussed the work of Pierre Bourdieu in relation to social 

differentiation. Given the importance accorded to his work, it is salient to discuss the 

term cultural capital in a little more detail. His seminal publication Distinction appeared 

in 1979, in France, with an English translation appearing in 1984; Bourdieu argued that 

three forms of capital exist, namely, economic, social and cultural – all of which can 

create social advantage and differentiation. As Silva & Edwards (2004) point out, there 
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is much debate as to which of the three forms is more important – or causal – in terms 

of inequality and exclusion; clearly, each of the forms can also interact on each other. It 

is not surprising that economic capital may be viewed as most influential (Bourdieu 

1997) for it permits utilisation of a range of resources.  

 

A facet seldom addressed in the literature concerns whether cultural capital is an 

individual resource or a household one (Silva & Edwards 2004); whilst the literature 

does not appear to suggest this, it could be argued to be both: any individual in a family 

unit can possess cultural capital and, yet, the „stock‟ may be enhanced when other 

members are present. Given that Bourdieu‟s research applied to a particular time (the 

1960s) and place (France), the findings of the ESRC project Cultural Capital and Social 

Exclusion (n = 1700+) are valuable in that they report the first empirical exploration of 

the concept in a British context (Savage et al 2005). A key finding suggests that a 

tendency towards „omnivorousness‟ is exhibited by the professional middle class, that 

is, “to both like and be knowledgeable about a range of legitimate, middlebrow and 

popular forms” of culture – legitimate being defined as „highbrow‟ (Bennett et al 

2005:4). This omnivorousness is illustrated by Bennett et al’s (2005) observation, based 

on the ESRC data, that individuals who stated they liked modern literature (considered 

by Bennett et al to typify a high cultural form) are also likely to read across a wide 

range of genres, perhaps, lending weight to the blurring of high and low culture 

argument, discussed at 2.1. Other social groupings, particularly less-educated 

representatives of “the working classes, have more „univorous‟ tastes focused mainly on 

popular forms” (Bennett et al 2005:4).    

 

Whilst education and, axiomatically, qualifications are significant in terms of cultural 

capital creation, it is argued that uncertificated education can be of equal importance; 
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consider John Harris‟ rise to eminence at the Royal Institute of British Architects, 

following spells working with Nikolaus Pevsner, celebrated author of The Buildings of 

England, Howard Colvin and James Lees-Milne (Harris 1998; 2002) – few would doubt 

that Harris possesses a significant stock of cultural capital despite leaving school young. 

Uncertificated education – and cultural capital – may be accumulated via membership 

of learned societies and other bodies such as The National Trust (of England and 

Wales). It is argued that membership of such bodies provides both contextualised and 

subliminal learning, visiting country houses with a range of works creates a certain 

familiarity. This leads on to an element of key importance to the concept of cultural 

capital, that is gratuitous knowledge (Bourdieu 1986:26) whereby the ability – or 

propensity – to remember stylistic or singular traits (Bourdieu gives the examples of 

“It‟s a Rembrandt” and “It‟s Impressionist”) is predicated by education – in the broadest 

sense. Whilst Bourdieu (1986) claims that an appreciation of painting is a very 

legitimate („highbrow‟) element of culture, there is, nonetheless, a hierarchy of 

particular genres or works related to social status (Bennett et al 2005).  

 

This section has reviewed what might be termed personal cultural capital; there is also a 

destination-based form (Alzua et al 1998; Busby 2006; Meethan 2002) which, naturally, 

draws upon the „assets‟ or other resources of a locality. The phenomenon of cultural 

tourism attractions per se, almost always founded on destination-based cultural capital, 

is addressed next.  

 

2.6 Cultural tourism attractions 

 

 

As the discussion of authenticity has suggested, the range of cultural tourism attractions 

can be distinguished as tangible or intangible, physical structure or „experience‟, with a 

search for process frequently leading to the creation of product. As Richards (2001d:55) 
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so appositely puts it, “culture is arguably the most important raw material for the 

creation of experiences”.  

 

The attraction may be destination-wide, for example Stockholm as a European Cultural 

Capital in 1998 (Richards 2001d), or somewhere site-specific such as the Bonnefanten 

Museum in Maastricht (Munsters 2001). If we consider heritage tourism to be a sub-

sector of cultural tourism, a review of Prentice‟s (1993:40) twenty-three types of 

heritage attraction (see chapter 3) suggests that some aspects of an area are not site-

specific: seeing road-signs written in Welsh “can be a significant part of an area‟s 

attractiveness to tourists” – these signs are modern road furnishings and relate to the 

culture of the location as much as the language. This is particularly apposite in Cornwall 

where Penwith District Council, comprising the far west of the county, approved 

bilingual road signs in 1997 (Robb 2002). It is appropriate at this point to refer to 

MacCannell‟s (1976) view of tourist attractions as comprising three elements: the sight 

(site), the visitor, and the marker. Control of the last can be said to normally reside with 

the media, owners or other authorities (Lovelock 2004) although in the case of 

churches, this may not be so; MacCannell‟s concept is discussed in more detail in 

chapters 3, 4 and 5 with specific identification based on visitors‟ book analysis in 

chapter 7. Having referred to language, above, what Crystal (2000:124) terms “heritage 

dialects or accents” can be just as strong a marker for they are frequently incorporated 

into historical romantic fiction, film and television (Kent 2005).    

 

Turning to specific features, and based on empirical research, McKercher et al (2004) 

have identified the attributes illustrated in Table 2.3 as significant to the popularity of 

cultural tourism attractions; a number of these attributes apply to Cornish churches, for 
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example, access, setting, a certain level of uniqueness, local values and attitude (of most 

parochial church councils) to tourism, to identify a few.  

 

Table 2.3 Attributes of popular cultural tourism attractions  

 

Category  Attribute  

 

Product  Site  

  Setting  

  Scale  

  Access  

  Purpose built or extant facility  

  Complementary adaptive re-use  

Experiential  Uniqueness  

  Relevance to tourist  

  Ease of consumption  

  Focus on „edutainment‟  

Marketing  Position  

  Does the asset have tourism potential?     

  Identification of viable market segments  

  Place in attraction‟s hierarchy  

  Product life cycle stage and ability to rejuvenate product life cycle  

Cultural  Local vs. international social values  

Leadership Attitude to tourism  

  Vision      

  Ability to assess tourism potential realistically  

Ability to adopt a marketing management philosophy to the management 

of the asset  

 

Source: McKercher et al (2004)  

 

 

Given Rinschede‟s (1992) view that religious tourism is simply a subgroup of cultural 

tourism, three categories of attraction can be identified: a) pilgrimage sites, b) 

attractions of religious significance with historic and/or artistic importance, and c) 

festivals with religious associations (Nolan & Nolan 1992). Considering the first 

category, there is no doubt that some sites have developed from being primarily 

religious centres into secular ones; according to Bowman (1993:49), Glastonbury is one 

of a few places where both “tourists and pilgrims have such an extensive range and 

choice of services”. Santiago de Compostela – indeed, the entire Camino (Murray & 



 

 

51 

Graham 1997) – typifies the second category as do the cathedrals and church in Finland 

discussed by Honkanen (2002).  

 

Finally, mention must be made of atmosphere – this term is employed by Richards 

(2001c, 2002) and Shackley (2002); based on ATLAS research, Richards (2001a:25) 

notes that atmosphere is of great importance for visitors to cultural attractions, whilst 

“they couldn‟t actually tell you what atmosphere is… they know they want it. 

Identifying atmosphere is intuitive”. It is suggested that this can be found in many of the 

Cornish churches as a review of visitors‟ books shows; as an example, 37 of the entries 

for the period taken at random, 21 March – 10 April 2000, for Gunwalloe church 

indicate atmosphere, or something akin to it, is experienced. Three of the many, typical 

entries, from different times of the year, are replicated here: 18 March – “Totally 

unreligious person moved to tears looking around”; 13 November - “magically 

atmospheric”; 27 December – “The atmosphere is superb”. However, this aspect is not 

encompassed by McKercher et al’s (2004) experiential attributes shown in Table 2.3 – 

despite its importance according to Richards‟ (2002) survey (n=6,120) of cultural 

tourists.          

 

2.7 Cultural tourist typologies     
 

 

The point has been made that cultural tourism embraces a wide span of activities and, as 

a result, it is possible to identify a large market for it within the phenomenon of tourism 

as a whole. As a result, a number of authors have inferred, especially Richards (2001a) 

and Stebbins (1996), that there are what might be termed general cultural tourists and 

specific cultural tourists. The former have travelled to a particular destination because 

they are visiting friends and relatives (VFR) or are on business, or similar, and discover 

that a museum or monument is open. This segment is growing (Alzua et al 1998; 
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Formica & Uysal 1998) whilst the specific segment is considered to be static (Richards 

2001a). Shackley‟s (2002) classification of visitors to Anglican sites as cultural tourists 

could comprise either of Richards‟ (2001) and Stebbins‟ (1996) types. However, a 

category of general cultural tourists has a resonance in Silberberg‟s study.  

 

Having researched cultural tourism in Canada, Silberberg (1995:362) considers that 

consumer participation can be increased by packaging with hotels and tour operators 

and partnerships with other cultural products; he suggests that those persons “greatly 

motivated” by culture account for 15% of tourists – what Bywater (1993) terms 

culturally motivated tourists. Those “motivated in part” account for about 30% of the 

market (Bywater‟s culturally inspired), and those where the cultural attraction is 

“adjunct to another main motivation” represent 20%. The final category of “accidental 

cultural tourist” is also about 20% of the market; Silberberg‟s third and fourth forms 

equate to Bywater‟s (1993) culturally attracted tourists. On this basis, only 15% of all 

tourists “would not attend a cultural attraction or event under any circumstances”: a 

remarkably small figure – or this can be interpreted, as suggested earlier, that culture 

represents a very wide range of practices.  

 

This can now be compared to the research undertaken by ATLAS (Association for 

Tourism and Leisure Education) members in 1997 involving 8000 individuals at fifty 

sites throughout Europe (Richards 2001c). 22% of respondents reported “usually” 

taking cultural holidays (Richards 2001c:45) – comparable to Silberberg‟s “greatly 

motivated” category, perhaps. Whilst the ATLAS survey reported no particular 

differences between the sexes, in terms of participation, it did confirm the view that 

cultural tourists were more likely to be in a higher income bracket, well educated, 

occupying a professional post and one possibly related to culture in some way.  
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A key point in the cultural tourism research, made by Richards (2001c), is that there 

have been very few empirical studies of the visitor market – this is reinforced by the 

evidence in his own edited collection where only three of thirteen chapters contain data 

on tourism demand or supply. It is, therefore, difficult to rebut Smith‟s (2003) view that 

the profiles of visitors engaged in the various forms of cultural tourism are likely to be 

quite distinct in a number of ways. Furthermore, seldom is there any attempt to gather 

data on cultural tourists‟ behaviour” (McKercher 2002; Richards 2001c). It is only 

recently that McKercher (2002) and McKercher & du Cros (2003) have advanced the 

knowledge base in terms of researching the qualitatively different experiences of a 

range of cultural tourist types. Their combined research focuses on two dimensions: the 

depth of experience and the importance of cultural motives in site selection. 

Engagement with cultural and heritage attractions is predicated on a range of factors, 

including level of education, prior awareness of the site (repeat visitation), interest in 

the site, its meaning, availability of time, and the presence of competing activities 

(McKercher 2002). Illustration of the depth of experience cannot be phrased more 

appositely than in McKercher‟s (2002:31) own words:  

 

“An independent tourist who spends four hours at a cultural site probably will 

have a qualitatively different experience than a coach-trip tourist who spends 

only five minutes at the same site, simply by virtue of the amount of time 

invested. Thus, two people travelling for similar motives may have 

fundamentally different experiences”.     

 

 

The individual spending four hours will, almost axiomatically, connect more with a 

specific site; Timothy (1997) believes it is the level of connectivity with a site which is 

significant. He also suggests that local sites create more feeling of personal connectivity 

than national and world ones. Connectivity and depth of experience are, then, closely 

related. McKercher (2002) proposes the following classification of visitors, based on the 
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two dimensions (figure 2.2). Having emphasised Cohen‟s (1979) work, this model 

clearly incorporates his focus on the importance of the experience; indeed, it is argued 

that the recreational, diversionary, experiential, experimental and existential types could 

be superimposed on McKercher‟s classification, to a large extent. However, on the other 

dimension, the level of importance of cultural tourism in the decision to visit does not 

incorporate level of (individual) cultural capital; McKercher recognises aspects such as 

level of education, as noted above, but this is very implicit in the depth of experience 

axis, that is, two individuals spending four hours at a site can still have differing levels 

of experience, it is argued. Multi-dimensional scaling (Dutton & Busby 2002; Pearce 

1988) – with the introduction of a third axis – would permit level of cultural capital to 

be mapped.  

 

In terms of classification of visitors, the work of Poria et al (2003b) is valuable here; 

they identify four „groups‟ of visitor, only one (Group IV) of which is motivated by the 

heritage attributes of the site, itself. Groups I to III are, respectively, ignorant of the 

site‟s attributes, motivated by non-heritage attributes, or motivated by the heritage 

attributes but do not perceive the site as part of their heritage (this is taken further at 

3.4.2). Differentiation of McKercher‟s (2002) five types of cultural tourist can be 

developed according to whether they are travelling independently, as part of an 

inclusive tour, or visiting with friends or relatives (VFR) who may be very familiar with 

the site: these aspects particularly apply to the purposeful and sightseeing cultural 

tourists – as Pearce (1988:224) puts it, “Husbands and wives, families with children, 

close friends and temporary travelling companions all shape and influence the 

individual tourist experience”. Indeed, serious consideration must be given to whether 

the key variable to affect “intrinsic motivation is personal choice” (Lankford et al 

2005:802) when party size is more than one or two.  
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Figure 2.2 Cultural tourist classification  
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         Importance of cultural tourism in the decision to visit  

 

Source: McKercher (2002)  

  

 

Sharpley (2003) suggests that tourist typologies are useful in highlighting the range of 

visitor types and experiences yet are not of direct relevance in understanding tourism 

demand. It is argued that this position is no longer tenable: conceptualisations, such as 

McKercher‟s (2002), have been tested and do illustrate facets of demand. Shaw & 

William‟s (1994:75) position is that tourist typologies are useful to illustrate the 

heterogeneity of visitors and, relevantly, provide a basis “from which to explore the 

relationship between tourist consumption and destination areas”.   

 

However, a criticism of typologies is that visitors can mix activities, over a number of 

days, and conform to more than one grouping. The method of addressing this is to 

identify a macro-level typology with micro-level activities indicating a point on a 
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continuum. This has a resonance with Munt‟s (1994:104) assertion that postmodern 

tourism is about de-differentiation, that is, it “may no longer be about tourism per se, 

but embody other activities”; he believes intellectual aspects conjoin with tourism, that 

is, the phenomenon is about more than just recreation; for example, there may well be a 

search for self-actualisation. The discussion now turns to religious tourism, argued to be 

a sub-group of cultural tourism.  

 

2.8 Religious tourism      
 

 

Referring to Lefeuvre (1980), Nolan & Nolan (1992:69) consider that the term religious 

tourism encompasses “holy places, from the grandest cathedrals to the smallest rural 

chapel, the service facilities associated with them and the spectrum of visitors from the 

devout to the secular”. For Rinschede (1992:52), the term applies to those “motivated 

either in part or exclusively for religious reasons… (although) it could just as well be a 

subgroup of cultural tourism”. Vukonić (1996:72) is more emphatic, stating that it is a 

“subclass” of cultural tourism. At this point, note should be made of the scale of this 

activity: according to Russell (1999), between 2% and 5% of total world tourism, by 

1998, would have been specifically for religious purposes. This equates to something in 

the order of 159 million tourists. It is, therefore, surprising that relatively little research 

exists; in Finland, for example, Honkanen (2002) has examined secondary data and 

asserts that churches are the most popular cultural attraction although this is based on 

four cathedrals and, actually, only one church; similarly, in Turkey, de Araujo (2005) 

has reviewed „faith tourism‟ (Christian) via data from the Association of Turkish Travel 

Agencies (TURSAB).     

 

Interestingly, Scruton (1998) believes that the core of what he terms common culture is 

religion since Christian, Hellenic and Judaic cults rely on the following features: 
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community, “fall”, sacrifice, ritual transformation of a natural object into something 

holy, and sacrament. The common culture “binds a society together… and unites the 

present members by dedicating them to the past and future of the community” (Scruton 

1998:9). Following this line of argument, any Christian visiting a church away from 

home is, axiomatically, both a religious and cultural tourist. Scruton develops his theme 

by suggesting that, in the second half of the eighteenth century, as a result of The 

Enlightenment, the aesthetic gaze began to replace that of the religious; in 

contemporary times, the entries in the visitors‟ books for just three popular churches in 

Cornwall (Gunwalloe, St Just and Lanteglos), for the years 2000 and 2002, reveal a 

wide mixture of both spiritual and aesthetic comments, as will be seen.  

 

In any case, the terms should not be considered mutually exclusive for, as Scruton 

(1998:29) argues, Kant‟s Critique of Judgement locates “aesthetic experience and the 

religious experience side by side… (whilst the former) is the archetype of revelation”. 

Religious tourists are just as likely to be devotees of the aesthetic gaze as aetheists. 

However, the Enlightened visitor, according to Scruton, appreciates the item towards 

which his attention is turned, a marble memorial perhaps, for its own sake rather than 

for the religious content. Such images are, then, significant to both “sacred and secular 

travel” (Smith 1992:4). There is also a resonance here with Bourdieu‟s concept of 

cultural capital for he emphasises the Kantian aesthetic necessary to appreciate high 

cultural forms (Savage et al 2005) – which may well include church architecture and 

furnishings.   

 

Smith‟s (1992) commentary on the term pilgrim is of value at this point; she reminds us 

of its derivation from the Latin – peregrinus – which invites a broader interpretation, 

including traveller, wanderer, foreigner and stranger, whereas tourist is derived from 
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tornus or lathe, implying an individual making a circular journey and returning to the 

original point of departure. Smith (1992:2) suggests that the distinguishing mark 

between pilgrims and tourists is the individual‟s world view whereby “the true pilgrim 

has faith in some type of divine order and with single-mindedness of purpose embarks 

on a journey of sacred wish fulfilment”. In contrast, the tourist is allegedly concerned 

with pleasure or hedonism. To some extent, these views are encapsulated by the concept 

of the pilgrim-tourist path, shown in Figure 2.3. Interestingly, both structurally and 

spatially, tourists and pilgrims are forms of one another (Olsen & Timothy 2006). 

However, spiritual experiences are not the monopoly of the pilgrim (Smith 1992) – as 

Heelas (1998:5) observes “people have what they take to be „spiritual‟ experiences 

without having to hold religious beliefs”, this links back to the earlier discussion 

concerning the categorisation of tourist by Cohen (1979) and others. Furthermore, 

building on Dann‟s (1981) seven perspectives of tourism motivation, Olsen & Timothy 

(2006:7) assert that we refer to tourist types rather than one motivation being more 

important that another when defining a tourist; “from this perspective, then, a „pilgrim‟ 

is a tourist (religious tourist) who is motivated by spiritual or religious factors”.    

  

 

Figure 2.3 Pilgrim-tourist path  

 

a  b  c  d  e      

sacred         faith/profane       secular  

          

a.pious pilgrim 

b.pilgrim>tourist 

c.pilgrim=tourist 

d.pilgrim<tourist 

e.secular tourist    

 

Source: Smith (1992)  

 

 

Smith‟s (1992) pilgrim-tourist path diagrammatically provides for Turner & Turner‟s 

(1978:20) statement that “a tourist is half a pilgrim, if a pilgrim is half a tourist”. 
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However, having studied both pilgrims and tourists at three sites in Sri Lanka, 

Pfaffenberger (1983:72) suggests that a “culturally-supplied language of symbols” 

accounts for the distinction: in Sri Lanka, it is the Saivite Hindu pilgrimage language of 

miracles and “wholesome encounters with divinity”, for example, that permits what 

may not appear to be pilgrimage to be considered such. To contrast this, he considers 

Americans visiting the Grand Canyon to be under the influence of another language: 

that of nature appreciation and recreation, i.e. they are tourists not pilgrims. In 

considering sacred sites, Digance (2003:145) comments that “pilgrim-tourists and 

tourists spend much less time at these sites because they want to visit other tourism 

attractions”; the visitor survey, in this study, considers other attractions being visited on 

the same day and during the holiday as a whole. Culture, it would seem, features both 

within pilgrimage and tourism. Pfaffenberger (1983:60) documents the restoration of 

the ruined temple at Tiruketisvaram, in Sri Lanka, in 1948, by wealthy Hindus but 

considers it may be more related to “increasing Hindu consciousness of textual 

architecture mandates than it is a source of religious inspiration”: significantly, he 

believes it is an appreciation of culture.  

 

At this point, a review of visitor typologies is presented; this also includes visitors to 

cathedrals and routes such as the Camino de Santiago. With regard to the latter Way of 

St James, much of its increased popularity over the last decade results from secular 

promotion (Graham 1998; Shackley 2002). For example, Hanbury-Tenison‟s (1991) 

Spanish Pilgrimage – a canter to St James horse-riding travelogue along the route 

demonstrated not just one of the means of transportation but also vividly described the 

ecclesiastical sights. Table 2.4 illustrates the fact that a number of authors perceive no 

intermediate category: one is either a tourist or a pilgrim for them. However, for other 

authors, this vacuum is filled by the religious tourist. Classification is complex because, 
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according to Vukonić (1996) and Winter & Gasson (1996), the boundary between 

tourism and pilgrimage is definitely not clear-cut; to some extent, this is because the 

two roles are frequently combined. Shackley (2002) cites personal research which 

indicates that as many as a quarter of visitors to a cathedral light a candle although the 

majority would be classified as tourists.      

  

For type A visitors, the church visit is likely to be part of a day out, certainly not the 

main purpose of the trip, and may reflect one of the telic/paratelic activities that day; in 

other words, there are blurred motives. These are possibly the majority of visitors 

(Nolan & Nolan 1992; Keeling 2000). As with Type A, the B category should more 

accurately be termed Religious Visitor although this does seem to convey yet another 

meaning. They have a specialist interest, be it genealogy, campanology, whatever. 

Keeling (2000), with reference to the United Kingdom, considers that both Types A and 

B are drawn predominantly from socio-economic groups A, B, C1, „empty-nesters‟ 

and/or retired couples.  

Table 2.4 Classification of visitors to ecclesiastical buildings according to the literature      

 

 

Author A 

Tourist 

B 

Religious Tourist 

C 

Pilgrim 

Smith 

(1992) 

Secular tourist Mixture of Pilgrim  

and Tourist 

Pious Pilgrim 

Eade 

(1992)  

Tourist   Pilgrim  

Clear distinctions 

cannot be made 

between pilgrims 

and tourists      

Murray & 

Graham 

(1997) 

Tourist  Pilgrim  

Winter & 

Gasson 

(1996) 

Tourist – casual 

or 

family outing  

 Pilgrim – special 

effort made to 

visit the church  

Bauer 

(1993) 

The Tourist  One who worships the beauty, 

balance, means of construction 

and its different relationships  

One who worships 

God in his house  
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Russell 

(1999) 

 Religious heritage tourists – 

visit primarily for 

cultural/historical interest 

rather than religion  

Religious tourists 

– visit a 

destination of 

religious 

significance 

specifically for 

this purpose 

Nolan & 

Nolan 

(1992)  

Secular tourists 

– seeking to 

satisfy curiosity 

about the holy 

place and 

possibly about 

pilgrims  

Religious visitors – visit sacred 

sites as part of a vacation trip 

or as a member of a religious 

tour  

Pious pilgrims – 

seeking a religious 

experience  

Keeling 

(2000)  

General interest 

visitors – those 

on holiday, out 

for the day may 

call in for 

general interest  

Special interest visitors, e.g. 

interest in architecture, stained 

glass windows, artefacts, 

genealogy, associations with 

famous people or people buried 

there, and pilgrims  

 

Brice, 

Busby & 

Brunt 

(2003)  

1. General 

interest visitors 

– on holiday or 

day out   

2. Heritage & 

Cultural visitors 

– interested in 

buildings and 

sites  

3. Literary 

visitors – those 

interested in the 

literary link of a 

site  

People visit for religious 

reasons, for example, to pray 

for peace in the Middle East 

 

Rinschede 

(1992)  

 Short term religious tourism – 

limited travel over short 

distances  

Long term 

religious tourism   

Cohen 

(1992)  

Traveller-tourist  Pilgrim-tourist  

Depends on extent of touristic 

component     

Pilgrim  

Cohen 

(1998)  

Tourist  Religious tourist  Pilgrim  

Bywater 

(1994) 

 Religious heritage tourist  Religious Tourist 

(otherwise 

Pilgrim) 

Shackley 

(2002)  

Heritage tourist  Religious tourist or visitor   

 

Source: Author  
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Type C visitors are clearly visiting for very specific religious purposes; this is almost 

certainly a matter of faith rather than wishing to see a particular feature although it 

could be a well-known shrine – for example, Our Lady of Walsingham. It is, therefore, 

the motivation for the visit: the cognitive-normative aspect, discussed at 2.4.  Drawing 

on Winter & Gasson‟s (1996:182) research, at four English cathedrals, it must be 

stressed that “tourism and pilgrimage are not mutually exclusive categories”: this 

accords with Hvenegaard‟s (2002) recognition of an overlap between cognitive-

normative and interactional approaches. Finally, as Keeling (2000) has noted, a range of 

groups may visit churches: some schools include a visit as part of the National 

Curriculum; Women‟s Institutes and other organisations/clubs are included here. 

Amongst these groups, there may be single or multiple motivations for the visit.     

 

 

2.9 Conclusion     
 

 

A number of salient features can be drawn from the fore-going discussion. Firstly, the 

term „culture‟, let alone „cultural tourism‟, is somewhat elastic, incorporating activities 

which would once not have been considered „cultural‟ or, rather, some may have been 

perceived as high culture and others as popular culture. Richards (1996) makes the 

useful distinction between culture as product and culture as process, the latter relating to 

how individuals create their own world view and the former utilising different types of 

„resources‟. It is really a case of approaching cultural tourism through real-life 

situations, in spatially and temporally specific ways.  

 

Whilst a phenomenological perspective will result in multiple interpretations of any 

given cultural tourism site, ritualised behaviour may still be demonstrated by large 

numbers of visitors. Interpretation of a given site may lead to valorization for not 

necessarily obvious reasons: the intangible can be as relevant as the tangible. Related to 
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this is the concept of authenticity whereby a tourist site can be valorized despite being 

inauthentic, for example, the substitute cave Lascaux II, discussed above. Tresidder‟s 

(1999) concept of authenticity of self and authenticity of experience is useful, explaining 

the occurrence of both individual and collective interpretations. The concern with 

authenticity “reflects the intuited loss of individual and group identity” generated by 

homogenisation of culture in recent decades (Edson 2004:334).  

 

Tourism converts „culture as process‟ into „culture as product‟, that is, commodification 

occurs. Some destinations develop existing non-tourist „resources‟ for tourism 

development purposes, in turn creating cultural capital. This form of cultural capital 

may require another form in order for it to be interpreted, bringing the relevance of 

education into motivations. Nonetheless, level of education, alone, does not explain 

participation; other aspects, principally, the family life-cycle, are relevant, as is 

individual self-construal (Lankford et al 2005). Establishing social differentiation may 

also be a key feature, ensuring distinction. As a result, tourist typologies can be created 

and, there seems little doubt, they are useful in categorising activities by visitor type for 

statistical measurement. However, individual types are dynamic and Pearce‟s (1988) 

concept of the Travel Career helps to explain movement from one form to another as 

experiences are acquired. Some visitor types will be aware of religious/cultural sites 

whilst others will encounter them serendipitously (in situ perception is discussed in 

chapter 4) at a destination, both may use such knowledge as a form of cultural capital. 

Personal cultural capital has been shown to be a means of creating social differentiation.   

 

Religious tourism is considered by a number of authors to be a sub-group of cultural 

tourism. There certainly appears to be scope for a continuum in order to distinguish 

between the single-minded pilgrim and the secular tourist; figure 2.3 is essential given 
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Timothy‟s (2001:4) assertion that “researchers have been unsuccessful in drawing clear 

boundaries between them” (pilgrims and tourists, that is), a point also echoed by 

Kaelber (2002). Examples have been presented to illustrate that what might, at first, 

appear to be undoubtedly pilgrimage-related may, in fact, have other motives, including 

acquisition of personal cultural capital, thereby illustrating the difficulty of ever being 

sure where to locate a given individual. The concept of religious tourism also raises the 

issue as to whether visiting is another form of cultural tourism or whether it is a 

substitute for attendance at a service (Shackley 2002). Furthermore, religious visitors 

exemplify the overlap between interactional and normative-cognitive typologies, 

discussed at 2.4, whereby activities undertaken may be just as relevant as motivation.   

 

Finally, the range of cultural tourism attractions has been emphasised. They may rely on 

intangible elements as much as tangible ones, „experience‟ as much as physical 

structure. In order to create a more defined picture, chapter 3 attempts to classify the 

heritage tourism attractions as a sub-set of cultural tourism; after all, for Ashworth 

(1995) heritage tourism is the second form of cultural tourism and Hughes & Allen 

(2005) view heritage as one element of cultural tourism. This appears to confirm 

McCrone et al’s (1995:1) assertion that “we have constructed heritage because we have 

a cultural need to do so in our modern age” – the former emanates from the latter.     
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Chapter 3 Heritage and Visitor Attractions  

 

 

3.1 Introduction and definitions    

 

 

The attractions at a destination are often the primary motivation for tourists and 

excursionists (Beerli & Martín 2004), they are magnetic. However, this “magnetism 

exists in the eyes of the visitor, and each visitor has unique interests” (McGettigan & 

Burns 2001:138). Attractions are frequently used to market the destination area and, 

when they are of international significance, they become icons for promotion to certain 

tourist market segments; for example, Niagara Falls and honey-mooners (Urry 1990). 

Visitor attractions are frequently the raison d’etre for tourism and yet there is a paucity 

of research data, according to Fyall et al (2002). The terms tourist attraction and visitor 

attraction are used, interchangeably, to describe these locations although, strictly 

speaking, the former would be receiving only those individuals who have travelled 

away from home for more than twenty-four hours. The term visitor attraction permits 

the inclusion of day-trippers or excursionists and is, therefore, more appropriate to this 

study.  

 

With regard to definitions, one that is frequently cited is that of the Scottish Tourist 

Board (1991, cited in Swarbrooke 1995:3); a visitor attraction is thus:    

 

“A permanently established excursion destination, a primary purpose of which is 

to allow public access for entertainment, interest or education, rather than being 

principally a retail outlet or a venue for sporting, theatrical or film performances. 

It must be open to the public without prior booking, for published periods each 

year, and should be capable of attracting tourists or day visitors as well as local 

residents”. 

 

A critique of this definition would focus on, firstly, the requirement of permanence; 

many sports and cultural events, such as festivals, are not permanently established – 
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some occur infrequently whilst others change locations annually. Secondly, this 

definition excludes the growing numbers of tourist shopping villages, often referred to 

as TSVs (Getz 2000); these are purpose-built developments of designer outlets, such as 

those of Clark‟s at Street, in Somerset, Gretna and Bicester; out-of-town complexes, 

such as those at Thurrock and Blue Water, also require consideration.      

 

It is now apposite to consider the distinction between attractions and destinations; this 

has been made by Swarbrooke (1995:7) on the basis that  

 

“attractions are generally single units, individual sites or very small, easily  

delimited geographical areas based on a single key feature. Destinations are  

larger areas that include a number of individual attractions together with the  

support services required by tourists”.           

 

 

However, some attractions are on such a scale, providing serviced accommodation on 

site, that they could be considered a destination according to this definition; a classic 

case being Disney World at Orlando, Florida (Page et al 2001). Even Land‟s End, 

Cornwall, could be argued to be a destination on this basis (Busby 2002), in that the 

clearly bounded site contains a hotel, natural and built attractions. Another definitional 

difficulty is presented by accommodation providers such as Center Parcs and Oasis, in 

Europe, who offer such extensive leisure facilities that, perhaps, they should be termed 

attractions since they occupy individual sites in an easily delimited geographical area. 

To some extent, a key point is the original product type; Disney was an entertainment 

facility before becoming an accommodation provider.          

 

To confuse matters, Urry (1999:208) suggests categorisation according to three 

dichotomies: whether the attraction is “an object of the romantic or collective tourist 

gaze”; whether it is “historical or modern”; and whether it is “authentic or inauthentic” 
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whilst admitting that the latter “raises many difficulties”. However, for visitors to 

churches, this could be a useful set of distinctions: the possibility being that they are 

proponents of the romantic gaze, viewing historical attractions that are, undoubtedly, 

authentic. For Digance (2003:146), there is the added distinction with sacred sites that 

they can be “stolen or physically defiled”.                         

 

3.2 Visitor attractions: types and features                       

 

 

The definitions referred to permit the creation of visitor attraction typologies; a number 

exist devised by academics and tourism bodies such as the former English Tourist 

Board. Swarbrooke‟s (1995) is a straightforward assessment of the origins and is shown 

in Table 3.1.   

 

Table 3.1. Typology of Tourist Attractions  

 

Natural „Man-made‟    „Man-made‟ and Special events  

but not originally designed  purpose-built to  

primarily to attract visitors attract tourists   

  

Source: Swarbrooke (1995) 

  

 

Alternatively, and based to some extent on the former English Tourist Board‟s 

categorisation of visitor attractions, Middleton (1988) proposes the following ten types:  

 

Table 3.2 Visitor attraction categories    

 

Ancient monuments    Historic buildings 

Parks and gardens    Theme parks 

Wildlife attractions    Museums 

Industrial archaeology    Art galleries 

Amusements and leisure parks  Themed retail sites 

 

Source: Middleton (1988)  

 

 

It is clear from both of these attraction typologies that heritage plays a key role in 

enticing visitors; Rowe (2002:131) makes the observation that some of these categories 
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“connect with heritage directly” whereas others “have possibilities of connections with 

heritage”. To illustrate the latter, heritage can be discerned in a number of leisure theme 

parks; for example, Flambards, in Cornwall, takes its name from a 1970s Yorkshire 

television series and does, indeed, feature a street mock-up from late Victorian times 

and yet, it is argued, most of the „attraction‟ revolves around joy-rides. Reviewing the 

categories in Table 3.2, it can be seen that many conform to either classic or industrial 

heritage. It is appropriate to review MacCannell‟s (1976) concept of attraction 

components, mentioned at 2.6, in more detail here. Of the three components, the marker 

is pivotal: it may be on-site, taking the form of signposts, plaques, other tourists or tour 

guides. Off-site markers include advertisements, postcards and visitors‟ testimony (Van 

den Abbeele 1980) – according to MacCannell (1976:41), a marker is “a piece of 

information about a sight”. Nelson (2005:17) argues that the distinction between sight 

and marker is “intuitive”; the marker is “not the attraction itself”, rather “a sign that 

represents or points, depending on its proximity, to the sight”. The Hermitage, St 

Petersburg, is given by Nelson (2005) as an example of a marker for a renowned art 

collection and, as the former Winter Palace, as a sight in its own right; he goes on to cite 

literary festivals as examples of where the confusion over marker and sight is evident: 

for markers have become sights – Busby & Hambly (2000) document the establishment 

of the Daphne du Maurier Festival, discussed in Chapter 4, whereby, literally, a marker 

(for Daphne du Maurier Country) has become a visitor attraction. Johnson‟s (1986a) 

Circuits of Culture (figure 2.1) is of value in understanding what has happened, in this 

example, if the marker is said to develop from the Readings stage, i.e. the ways in 

which visitors use sites and react to messages.    

 

Leiper (1990) and Richards (2002) have enhanced MacCannell‟s concept by raising the 

possibility of a three-fold classification: of generating, transit and contiguous markers. 
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According to Leiper (1990:379), there must be at least one generating marker, “some 

kind of phenomenon that acts as a primary nucleus, before an individual can become 

motivated to set off” – nuclei are defined as the motivations which stimulate the visit 

(Richards 2002). Transit markers are encountered en route and are likely to lead to other 

attractions whilst contiguous markers are to be found at the nucleus – and also lead to 

other attractions. Use of the term nucleus would benefit from distinction between 

cerebral motivational concept, as above, and tangible destination form; Richards 

(2002:1050) states that “a primary nucleus is an attribute (such as location, sight, person 

or cultural element) of a place influential in the decision to visit”. Given this 

relationship between generating marker and motivation, word-of-mouth testimony for a 

Cornish church, for example, could be such a marker or it might be a secondary nucleus, 

that is, the attraction was known about before the visit but did not feature in the decision 

to visit (Richards 2002). To clarify, roots-based visitors may be utilising family history 

(known location of ancestors‟ graves) as a generating marker whilst National Trail 

walkers perceive the church as a secondary nucleus – it is described in their trail guide 

but does not form the motivation for the holiday decision.  

 

3.3 The nexus between heritage tourism and cultural tourism     
 

 

Heritage tourism usually refers to the built or natural environment and can be more 

clearly delineated whereas cultural tourism, as has been discussed, is a much more 

ambiguous term. The latter embraces all manner of activities and not, necessarily, 

ideas… “which have been passed from one generation to the next” as Williams 

(1998:182) suggests is true of heritage tourism; he identifies culture as implicit within 

destinations whereas heritage, usually, relates to sites (1998). Smith‟s (1978) approach 

to the distinction was to identify the activities and sites which typically characterise the 

two forms. An example of a tourism resource which is usually not considered to be 
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cultural is the natural environment (Honkanen 2002), rather it is heritage; having said 

that, once the landscape is „valued‟, a social construction is applied and it, arguably, 

becomes a cultural landscape.  

 

Alternatively, heritage tourism is rooted in the object beheld by the tourist gaze whereas 

cultural tourism is located in the visitor motivation or behaviour although Dicks 

(2000:44) appositely considers heritage to be interlinked with “highly managed cultural 

tourism”. For Ashworth (1995:270), the broader definition of culture permits cultural 

tourism to include “historicity transformed into heritage” which, in turn, results in 

historic events and structures becoming commodified; this is also at the core of 

Silberberg‟s (1995) definition and exemplifies Lowenthal‟s (1996:121) view that 

heritage is not a testable account of a particular past, rather it is “a declaration of faith in 

that past”. This accords with Harvey (2001:327) who considers that heritage involves 

“subjective interpretation of selective material”; therefore, heritage has more symbolic 

meaning than the place or object, itself (Edson 2004). Furthermore, Tunbridge (1998) 

argues that the term heritage has come to incorporate a number of contemporary issues 

in the last thirty years, such as place promotion, lifestyle diversity and environmental 

amenity, all encapsulated by postmodernism and its emphasis on distinctive local 

identity.      

 

From a philosophical perspective, Scruton‟s (1998:16) views have a resonance here: 

culture is like religion, he argues, in that it is about “what to feel” rather than what to 

know since culture “is a knowledge not of facts nor of means but of ends”. The 

Secretary General of ICOMOS reinforces this distinction by stating that physical 

heritage only achieves its real significance when it throws light on its underlying values. 

From the opposite perspective, intangible heritage has to be made incarnate in tangible 
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manifestations (Luxen 2000), a point echoed by Thompson (2005). For Luxen, 

intangible heritage relates to those cultures reliant on oral tradition, folk art and tradition 

rather than sophisticated works of art. The intangible heritage, for him, is clearly culture 

whereas the tangible heritage is site-based. Inglis & Holmes (2003) refer to a 

heritagization process whereby cultural resources are converted into products for tourist 

consumption. There is little doubt that there are different types of culture and cultural 

tourism and heritage and heritage tourism (Ashworth 1995).  

 

As far as Boniface (1995:viii) is concerned, the two terms are inter-changeable although 

she considers that heritage tourism comprises a “three-way relationship between a site, 

its presenter and its audience”. For the purposes of this research, it is suggested that the 

many ecclesiastical sites in the county form the Cornish church heritage and attract a 

broad range of visitors, many of whom can be termed cultural tourists. They are visiting 

locations which imbue the Cornish/Celtic culture through the ages, providing a link with 

the past and allowing “society to make sense of the present” (du Cros 2001:166). This 

does not accord with Moscardo‟s (2001) assertion that heritage tourism is predicated on 

the past and cultural tourism on the present. It is, therefore, worth considering the 

following triple form classification.       

 

Richards‟ (2001d:65) illustrates the various facets of heritage and cultural tourism 

(Figure 3.1), going on to propose the term creative tourism for the activity which allows 

visitors to participate “in learning activities which are characteristic of the holiday 

destination”. A review of Figure 3.1 highlights the suggestion that heritage tourism is 

concerned with the past and products whereas cultural tourism combines the past and 

present, products and processes. According to Richards, only „creative tourism‟ is 

concerned with „experiences‟ which begs the question as to how to distinguish this term 
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from some „process‟ elements; Leask et al (2002:249) certainly consider some heritage 

visitor attractions to comprise “an intangible experience”.  

 

 

Figure 3.1 Characteristics of heritage, cultural and creative tourism  

 

   Primary time Primary cultural     Primary form of 

Form of tourism  focus   focus    consumption  

 

Heritage tourism  Past  High culture  Products  

     Folk culture  

 

Cultural tourism   Past and High and        Products and  

   Present  popular culture processes  

 

Creative tourism      Past, present High, popular and Experiences    

   and future mass culture   

 

Source: Richards (2001d)  

 

 

 

3.4 Heritage Tourism  

 

3.4.1 The concept of heritage tourism  

 

        

According to Millar (1999:6), it is the attitude of the public that transforms “a tract of 

land, monument, park, historic house or coastline into a heritage attraction”; this view is 

reinforced by Moscardo (2001) who considers heritage tourism is created by the 

interaction between the „resource‟ and the visitor. There is also a temporal dimension; 

for example, visitors to battlefield sites in the years after 1945 tended to be former 

combatants but with the passage of time the motivation has “less to do with 

remembrance and more to do with a day-trip excursion, less of a memorial and more of 

a tourist attraction” (Uzzell 1998:14). Motivation aside, heritage tourism frequently 

confirms tourists‟ perception of national identity through a romantic portrayal of their 

past (Palmer 1999).  
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It has been suggested that heritage tourism can be considered from either a social or 

economic perspective (Richards 2001d; Fyall & Garrod 1998). Casey et al’s (1996) 

extensive survey – for the Policy Studies Institute – of the funding, income and 

employment features of UK museums, galleries and arts festivals is an exemplar of the 

latter. Even regional development can be catalysed through the use of cultural and 

heritage capital (Richards 2001d; Urry 1990). It is the economic perspective that has led 

to what Winter & Gasson (1996:174) identify as “a deepening commodification of 

heritage” with few resources incapable of being transformed into heritage of some sort. 

Therefore, a distinction can be made between „traditional‟ heritage (cathedrals, for 

example) and „new‟ heritage (the Rhondda Heritage Park), according to Dicks (2000). 

Dutton & Busby (2002) have even debated whether visiting antiques shops should be 

considered for there is an intriguing link between antiques and heritage-based activities 

(Michael 2002). Apostolakis (2003:796) considers that heritage and tourism have 

converged because of the “multiplicity of human motives” and “supersegmentation of 

demand”, both driven by a desire for “a unique experience”.                

 

One of the first typologies of heritage attractions was created by Prentice in 1993; his 

twenty-three categories (Table 3.3) are comprehensive because of their very 

inclusiveness although, as Prentice (1993:39) recognises, some should not, perhaps, be 

termed attractions, citing genocide and field sports. These attraction categories display a 

remarkable degree of heterogeneity yet this does reflect the heterogeneity of what is 

considered to be heritage tourism (Balcar & Pearce 1996). The rationale for such a 

classification of heritage attractions is their very heterogeneity since this permits 

comparison between those of a like type and between types (Prentice 1993). 

Nonetheless, Prentice merely lists rather than “providing an explanation of the basis for 

these inclusions” (Leask et al 2002:249). Whereby most of Prentice‟s categories are 
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spatially restricted, the last five (towns, villages, countryside, seaside resorts and 

regions) can be considered valid if Jansen-Verbeke‟s (1998) Tourist Attraction Index 

(TAI) is adopted. She suggests the incorporation of morphological features of the local 

environment, extending from single artefacts, through streets, to entire settlements, with 

functionality. For example, churches, monuments and castles are viewed as mono-

functional, hotels and restaurants illustrate the tourism link with other functions, and, 

finally, there are areas “where no specific tourism function has been developed… 

(although they) can be important to the overall tourism appeal” (Jansen-Verbeke 

1998:740). This then permits inclusion of Prentice‟s pays lande, for example.  

 

 

Table 3.3 Heritage attraction categories  

 

Natural history attractions 

Science-based attractions 

Attractions concerned with primary production 

Craft centres and craft workshops 

Attractions concerned with manufacturing industry 

Transport attractions 

Socio-cultural attractions 

Attractions associated with historic persons 

Performing arts attractions 

Pleasure gardens 

Theme parks  

Galleries 

Festivals and pageants 

Field sports 

Stately and ancestral homes 

Religious attractions 

Military attractions 

Genocide monuments 

Towns and townscape 

Villages and hamlets 

Countryside and treasured landscape 

Seaside resorts and „seascapes‟ 

Regions 

 

Source: Prentice (1993)  

 

 

Another aspect of Prentice‟s typology worth noting is that the types are not mutually 

exclusive; Flambards theme park, referred to above, contains both socio-cultural and 
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transport components – a replica Concorde and other aircraft are displayed. This has 

been remarked upon in previous research; for example, Rowe (2002:133) considers 

Morwellham Quay, Devon, an industrial archaeological site yet also an open-air 

museum with “live demonstrations and multi-media resources”. Prentice‟s typology 

also permits inclusion of key rural tourism resources, that is way-marked long-distance 

paths, frequently created for tourism development as much as local recreational 

purposes – such as The Leland Trail and Liberty Trail, in Somerset (Busby 1996); these 

can be classified as linear rather than nodal attractions (Yale 1991).       

 

A further feature to add to any typology is ownership; this is important for there are 

restrictions on what can be done with some attractions – National Trust properties, for 

example, are inalienable. The public and voluntary („not for profit‟) sectors perform a 

significant role in British heritage tourism. In 1995, 84 per cent of country parks were 

owned by central or local government as were 44 per cent of museums and galleries, 

and 36 per cent of historic properties. The dynamism of this sector is revealed by the 

fact that “just under 47% of all attractions in the UK have opened to the public since 

1980” (Hanna 1999b:A98) which indicates the relevance of regional development 

incentives from the European Union (EU) European Regional Development Fund and 

the proceeds of the National Lottery as grant-in-aid. Such incentives, combined with 

investment in attraction infrastructure, have directly impacted upon the density of 

attractions in regions within the UK and Europe.  

 

Indeed, Richards (2001d:62) refers to a “veritable museum explosion” across Europe; 

for example, eleven new museums have been built in Frankfurt since 1983. Critically, it 

is the buildings themselves that can be significant for the visitor as much as the 

contents; the Guggenheim Museum in Bilbao cost € 150 million to construct and the 
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artworks € 25 million, itself leading to architectural tourism to the site. At the same 

time, cultural heritage tourism, as du Cros (2001) terms the phenomenon, has been 

attracting the interest of major global organisations such as WTO, ICOMOS and 

UNESCO.  

 

These examples demonstrate a buoyant supply-side aspect although, according to 

Apostolakis (2003), only Richards has considered the direct linkage between supply and 

demand in heritage tourism. Returning to the aspect of ownership, this is pertinent in 

any discussion of heritage attractions for particular types are associated with the public 

or voluntary sector, such as museums and galleries, whereas country houses are 

encompassed by all sectors. Religious attractions, in the United Kingdom, are owned, 

primarily, by the voluntary (charitable) sector with deconsecrated, historic abbeys and 

monasteries belonging to the public sector.               

 

3.4.2 Contested heritage            
 

 

Gvili & Poria (2005:65) argue that tourist perception of any given “heritage site is a 

complex construct”; this section attempts to illustrate ways in which this might be so. 

Heritage is not value-neutral; it has different meanings for different people (Burnett 

2001; O‟Neill 2006; Tunbridge 1998): whose heritage is it? Edson (2004:336) suggests 

that individuals believe in heritage because they need to, “what they believe in has 

minimal inherent value”: a somewhat stark view but allied to Deacon‟s (2004a) 

consideration of discourses – and multiple representations of Cornwall.  

 

Adding to this perspective, Graham (1996) has utilised the Ulster Folk and Transport 

Museum to show how sectarian and class-based an attraction can be. The profile of 

visitors to this attraction inclined towards the middle-aged, Protestant middle-class, with 
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their own transport. Graham suggests that, for Catholics, there might be the perception 

that this is a Unionist establishment, reinforced by its geographical location in the heart 

of a Protestant area. In any event, this sectarian reading ignores issues of class and 

environment. However, it does illustrate the fact that heritage can be “a means of 

„cultural capital‟, a symbolic resource with a capacity for power” (McCrone et al 

1995:20). Heritage and the class dimension is illustrated by O‟Neill (2006) in his study 

of Glasgow museum-visiting: 30 per cent of visitors to the Burrell Collection and 50 per 

cent to the Museum of Transport come from social classes C2, D and E – high figures 

compared to elsewhere. O‟Neill explains this in terms of a lengthy tradition whereby 

many Glasgow residents perceive museum-visiting as part of their very identity: “the 

respectable working classes…seek out experiences (which) contribute to the betterment 

of their children and grandchildren” (O‟Neill 2006:38). However, at a national level, the 

English Heritage Omnibus Survey indicates that participation in heritage-visiting is low 

amongst social classes C2, D and E (English Heritage 2000); furthermore, participation 

is also influenced by ethnic grouping: there is little association for Asians and Blacks 

(English Heritage 2000).  

 

The literature, therefore, suggests that social class may be a determining variable in 

heritage participation although, as the Glasgow research indicates, it is not axiomatic.  

To a large extent, ethnicity is a determining variable. Following on from this, there is no 

doubt that heritage is important in identity formation; this is considered further in 

Chapter 4 and reviewed in Chapters 7 and 9, in the light of primary data collection.    

 

From a different perspective, the vagaries of academic survey research are demonstrated 

by reference to the Rhondda Heritage Park where Prentice et al (1993) found that 63% 

of visitors were from social class A or B whereas Dicks‟ (2000) survey suggested that 
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only 9% were from these grades, the difference being explained away by Prentice et al 

classifying visitors according to head of household rather than on an individual basis as 

adopted by Dicks. The point is that the readings can vary dramatically according to 

individual background and, if nothing else, the Rhondda Heritage Park research 

demonstrates the difficulty of replication within one site let alone between sites. To 

summarise, Tunbridge & Ashworth (1996:20) have conceptualised the contested 

meanings associated with such attractions, based on the past, as “the dissonance of 

heritage”, emphasising how this results in issues of social inclusion and exclusion. Even 

for those „included‟, there may well be a conflict of interests for stakeholders (Leask et 

al 2002).  

 

The predominant stakeholder is the attraction owner; for them, issues of inclusion and 

exclusion may be peripheral, it may not be on their radar, to use the vernacular – or, 

occasionally, it may be a significant „driver‟, for example, in terms of museum display 

(O‟Neill 2006). Even with state agencies, questions arise as to what to interpret and 

how. Prentice (1991) discusses Cadw‟s (Wales) use of wall-mounted interpretation 

boards, at Kidwelly Castle, to illustrate the Anglo-Norman conquest of that country: this 

could be viewed as a hegemonic discourse, whether intended or not – a resonance with 

English domination of Cornwall and the role of English Heritage in the county, 

discussed in Chapter 4. The question thus arises, if the heritage presented is partial, 

value-laden and, possibly, with a hidden agenda, is the vast majority of visitors aware? 

In the presence of a hidden agenda, they may still be entertained – or „edutained‟ 

(Martin & Mason 1993).        

 

Several of the fore-going examples indicate that heritage attractions will mean different 

things to different people, however, a very alternative approach is postulated by Poria et 
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al (2003b), discussed at 2.6. They suggest that visitors “who perceive a site as a part of 

their personal heritage are the basis of the phenomenon called heritage tourism” and that 

those visiting “because it is there” are not heritage tourists (Poria et al 2003b:247). This 

is illustrated in Figure 3.2 whereby only Group IV comprises heritage tourists, in their 

view; the vast majority, or even all, of the respondents in Lankford et al’s (2005) study 

of the Nauvoo Temple, Illinois (Church of the Latter Day Saints) would, therefore, be 

viewed as heritage tourists, since it is their heritage as members of the denomination.  

 

 

Figure 3.2 Segmentation of tourists visiting a heritage site     

 

 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

      

 

 

 

 

 

 

Source: Poria et al (2003b)  

 

 

Without any doubt, this approach has significant ramifications. At a stroke, the 

„genuine‟ heritage visitor market diminishes quite dramatically with Group IV 

becoming the heritage tourists and all others “tourists at heritage places” (Poria et al 

2003b: 249). The criterion for definition of heritage attractions moves from site 

attributes to individual perception. Clearly, a major difficulty with this perspective is the 

Group I  

Tourists who are not aware 

of the heritage attributes of 

the site 

Group II  

Tourists who are aware of 

the heritage attributes of 

the site, but are motivated 

by other attributes to visit 

the site.  

Group III  

Tourists who are motivated 

by the heritage attributes of 

the site, but do not consider 

these attributes as part of 

their own heritage.  

   Site (including heritage artifacts)  

Group IV  

Tourists who are motivated 

by the heritage attributes of 

the site, and consider the site 

as part of their own heritage  
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inability to truly measure the market size statistically although there is, undoubtedly, 

much merit to the thesis. For the purposes of this chapter, site attributes are taken to be 

the defining feature.  

 

3.4.3 The balance between commodification and conservation 
 

 

Du Cros (2001) suggests that heritage attraction management can be placed on a 

continuum according to the two criteria of conservation and commodification, as figure 

3.3 illustrates. This is not a new phenomenon: the National Trust for England and Wales 

have wrestled with the dilemma of extended opening hours for properties and the 

consequent increased deterioration of contents for many years. Lowenthal (1996:26-27) 

appositely observes that heritage “succumbs to those who love it to death… (although) 

to prevent heritage being ravished by admirers proves all but impossible”. An 

alternative perspective is that many restoration/regeneration projects have occurred, 

supported by the belief that the resultant tourism revenue will outweigh costs, in which 

case commodification can be said to support conservation (Moscardo 2001; Pendlebury 

et al 2004). However, “tourismification”, as Jansen-Verbeke (1998:739) terms it, does 

set in motion “an irreversible process of change”. One example of this, at micro-level, is 

charging for admission to cathedrals: securing a contribution to high running costs yet 

also emphasising the touristic nature of a sacred site.  

 

 

Figure 3.3 Continuum for planning heritage attraction management  

 

 

Conservation        Commodification  

 

Source: du Cros (2001)  
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From this continuum, it is but a short step to the construction of a matrix illustrating the 

relationship between visitor appeal and the robusticity of the attraction, that is, the 

degree to which visitor numbers affect the physical structure; figure 3.4 portrays this.   

 

Figure 3.4 Matrix indicating market appeal and robusticity of attraction  

 

High    

Robusticity   

 

D1 

 

C1 

 

 

 

A1 

 

D2 

 

C2 

 

A2 

 

D3 

 

B2 

 

B1  

 

Low  

Robusticity    Low Market Appeal    High Market Appeal 

 

Source: du Cros (2001)  

 

 

Heritage attractions categorised as A1 or A2 are well-suited for significant tourism 

promotion according to du Cros since they require minimal conservation management 

to protect them from large visitor numbers. With attractions located in B1 and B2, the 

challenge is to avoid damaging the fabric of the site, hence the construction of the 

„alternative‟ Lascaux site referred to in chapter 2. For C1 and C2, the issue is balancing 

tourism promotion with conservation; they are viewed very much as „secondary 

attractions‟ by du Cros (2001). D1, D2 and D3 pose a rather different management 

problem in as much as marketing activity is still unlikely to result in significant growth 

in visitor numbers – they will be preserved for non-tourism reasons. This model is 

developed, in relation to Cornwall, in chapter 4 (4.2); du Cros‟ (2001) matrix is a useful 

tool in illustrating the dilemmas of conservation versus visitor access, a salient issue for 
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many English churches even if precise numbers are lacking as the next section 

discusses.         

 

The impact of visitor numbers on the fabric of a building can be limited through 

interpretation. The alternative Lascaux site is interpretation as management tool 

(Moscardo 2001), for example. In the last two decades, the perceived need to „interpret‟ 

has taken on a very tangible form with countless visitor centres opening in Britain, 

encompassing a wide range of heritage and cultural topics. With sacred sites, Shackley 

(2001:xviii) argues that the experience should be “uncontaminated by technical and 

commercial realities”. However, as Moscardo (2001) has pointed out, the school of 

thought which suggests that interpretation interferes with the visitor‟s experience of a 

place makes two critical assumptions. Firstly, it is assumed that visitors have the 

requisite background (cultural capital) to understand what they are looking at and, 

secondly, that there are no pre-existing interpretations in the visitors‟ minds. Ashworth 

(1998) argues that there may, in any case, be unintended interpretations and that 

recreation is more likely to be a motive than historicity – the suggestion of 

„edutainment‟ (Martin & Mason 1993), made at 3.4.2.       

 

A review of the components of interpretation, compiled by Moscardo (2001) is useful in 

highlighting what may emanate from the Cornish church visitor data in chapters 7 and 

8. These are shown in Table 3.4. Whether Moscardo places education first to indicate its 

perceived importance is not known. However, as Bourdieu (1986) has observed, any 

object with aesthetic appeal (gaze) has meaning for those with the cultural capital to 

decode it. This is not to suggest that an individual who left school at sixteen, and never 

undertook further study, cannot appreciate the aesthetic gaze: it means that they are less 

likely to move from the “primary stratum” (Bourdieu 1986:2) of understanding to that 
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of “secondary meanings… what is signified” – here, Woodward‟s (2004:174) picture of 

the “earnest young backpacker…struggling to comprehend the finer points of Gothic 

cathedral architecture” has a resonance. Gaze is a term employed by Bourdieu and 

examples within the Cornish church heritage are presented in Chapter 5, and related to 

in the findings in Chapters 7 and 8. Whether the visitor moves from one stratum to 

another, or not, different people will absorb different interpretations (Edson 2004): 

essentially demonstrating a phenomenological perspective (Schutz 1972), as discussed 

in chapter 2.    

 

 

Table 3.4 Components of definitions of interpretation  

 

Component    Definitions  

 

Education    Tilden (1977)  

Significance    Shepherd (1993); SIBH; Knudson et al (1995)  

Explanation    SIBH (Society for Interpretation of Britain‟s Heritage)  

Understanding   SIBH; Shepherd (1993); Knudson et al (1995)  

Access    Knudson et al (1995)  

Awareness    Shepherd (1993)  

Enjoyment    SIBH; Shepherd (1993)  

Discovery    Shepherd (1993)  

Creating a conservation ethic SIBH; Shepherd (1993)  

Inspiration    Shepherd (1993)    

 

Source: Moscardo 2001  

 

 

 

Reflection on Moscardo‟s components indicates three themes which can be said to 

apply to many, though not all, heritage attractions, namely, education, conservation and 

entertainment. The latter is intended in the broad sense, of being occupied rather than 

amused. Malcolm-Davies (2004) has argued that many heritage sites are faced with the 

requirement to be both educational and, also, entertaining; this is not the case with the 

church heritage: there is an implicit attempt, in many parish churches, to educate yet 

few attempt to entertain. The educational aspect, particularly for children, is considered 

further in chapter 8. The English church heritage is now reviewed.  
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3.4.4 The English church heritage and visitors           
 

 

Shackley (2001) argues that sacred sites are probably the oldest form of visitor 

attraction, many of which serve worshippers besides tourists. This is the case with 

English churches which are, in the main, repositories of craftsmanship and art down the 

centuries, they also encapsulate national and local history (Brice et al 2003) besides 

being the most accessible type of historic building in many areas (Hanna 1984). In 

England, over 11,000 of the 16,800 Anglican churches are Department of Environment-

listed “as being of architectural or historic interest [and] at least 3,000 are of Grade A or 

equivalent status” (Hanna 1984:5). Many are in rural areas; in fact, 61% of those listed 

Grade 1 are in the East Midlands, East of England and West Country which, together, 

account for just 26% of the populace (ETC 1999b; Keeling 2000). It is suggested by 

Gold (2000:3) that these churches make a “formidable contribution” to the heritage 

offer in England.       

 

Perhaps it is not surprising, given the plethora of quality heritage, that the English 

Tourism Council‟s Heritage Monitor (2000) considers churches and cathedrals to be 

“the most popular type of historic building accounting for over 40% of the 69 million 

annual visits to historic properties”; ICOMOS (2001:8) refer to approximately 31 

million visits to cathedrals and churches, in the UK, in 1999, of which “about 12 million 

visits are made to parish churches… with the remaining 19 million visits being to 

cathedrals and greater churches”. No definition is provided for greater church although 

Westminster Abbey is cited as an example; it seems unlikely that any of the Cornish 

churches would qualify for this term. According to Shackley (2002), cathedrals are one 

of the few attraction categories to have shown continuous visitor number growth during 

the last decade; for her, visitors to cathedrals are cultural tourists, a term that permits 
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multiple motivations. However, churches are a good example of a type of heritage 

visitor attraction where large numbers may visit the site with deleterious effects on both 

the fabric and primary function (Leask et al 2002).  

 

Given Davies‟ (1995) concerns over the calculation of visitor numbers for English 

museums and galleries, it is possible that an attraction such as a church may receive 

more visits than estimated. Publications such as Nicholson’s Guide to English Churches 

(Vayne 1984), Richard Briers‟ (1989) English Country Churches, Durant‟s (1995) 

Good Church Guide and Simon Jenkins‟ (1999) England’s Thousand Best Churches 

can only have helped to increase visitor numbers. The Channel 4 screening, in 2002/3, 

of selected examples from the latter publication – including Gunwalloe – is likely to 

prove as much a stimulus to visiting as the C4 series on The Lost Gardens of Heligan 

was to that particular Cornish attraction in the 1990s.  

 

Visitor book data may be of value in the calculation of numbers although the single 

greatest constraint is uncertainty over how many actually make an entry (Gold 2000).  

Yale (1991) refers to un-sourced surveys at Selborne, Hampshire and Bolton Abbey, 

Yorkshire which indicated ratios of one in four and one in fifteen, respectively. Hanna 

(1984:20) considers it “unlikely that more than one in four visitors” sign their name. 

The ETC‟s (1999b) Heritage Monitor lists 28 parish churches in England attracting 

more than 50,000 visitors and, for 19, provides the number recorded in their respective 

visitors‟ books. The ratios for these nineteen have been calculated and are presented in 

Table 3.5.   
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Table 3.5 Visitors‟ book ratios, in 1998, for those English parish churches attracting in 

excess of 50,000  

 

   Estimated number  Numbers recorded  Ratio  

   of visitors   in visitors‟ book   

Beverley Minster   71,580    5,742   1:12 (12.46)  

Bolton Abbey   178,620  17,862   1:10  

Bosham     50,000  10,000   1:5 

Burford     86,837  10,499   1:8 (8.27) 

Cambridge,  

  Round Church    75,000    7,500   1:10 

Cartmel Priory    70,000    7,346   1:10 (9.52) 

Chilham     50,000    5,145   1:10 (9.71) 

Dedham     50,000    5,203   1:10 (9.6)   

Dover,  

 St Mary in the Castle 270,000  20,528   1:13 (13.15) 

Eyam, St Lawrence   80,000  30,000   1:3 (2.66) 

Godshill    86,000  17,200   1:5  

Holy Island   132,020  11,001   1:12 

Malmesbury Abbey    55,000    6,900   1:8 (7.97) 

Ranworth     96,800  10,000   1:10 (9.68) 

Rye, St Mary   160,000    9,773   1:16 (16.37) 

St Just in Roseland    67,400  13,491   1:5 (4.99) 

Shrewsbury Abbey    61,200  10,886   1:6 (5.62) 

Waltham Abbey    75,000    2,939   1:26 (25.5) 

Wimborne Minster  100,000    5,214   1:19 (19.17)         

 

Source: adapted from ETC (1999) Heritage Monitor     

 

 

Interestingly, there appears to have been an „improvement‟ in the numbers signing at 

Bolton Abbey: up from one in fifteen in the late eighties/early nineties to one in ten in 

1998. One wonders what makes so many visitors sign at Eyam especially in comparison 

to Waltham Abbey where only one in twenty-five visitors sees fit to make an entry. The 

figure of 1:5 for St Just-in-Roseland, Cornwall, has been confirmed by the Vice-Chair 

of the Parochial Church Council who advised that a survey had been undertaken by 

members, over a number of days, giving this result (Wright 2002).  

 

It was on behalf of the former English Tourist Board that Hanna (1984:5) undertook a 

survey of Anglican incumbents, in 1982, and achieved responses from 2,626. This 

revealed that visitors were most interested in “the monuments followed (in order) by the 
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architecture, stained glass, towers, fonts, associations with people and brasses… 

[although] as many as 155 different types of feature” were recognised. However, it is 

argued that a flaw in this survey was the apparent failure to discriminate between 

tangible and intangible features; the former being potentially easier to measure. There 

is, additionally, the issue of incumbent judgement: did they all have an equal 

understanding of the interests of visitors? Gold‟s (2000) study of fourteen churches in 

Oxfordshire considered only the tangible features that appealed to visitors. A study by 

Brice et al (2003) of two Exmoor churches (Oare and Culbone), with a sample of 414 

respondents, indicated that the box pews were of most interest (27%), followed by the 

age of the church (20%), size (14%), because they are small, fonts (11%) and five other 

named features.         

 

Two further points to note are, firstly, that whereas visits to heritage attractions tend to 

be for “general, rather than specific interests… (churches) may be exceptions to this 

general rule” (Prentice 1993:79) and, secondly, that there is “currently no published 

research information on the profile of visitors to churches” according to Keeling 

(2000:A15); rather simplistically, he suggests that, based on anecdotal evidence, there 

are two categories, namely general interest visitors and special interest visitors. Based 

on several years experience, this can be supplemented by the Reverend Evans, chairman 

of the National Churches Tourism Group, who observes that church visitors actually 

“come for so many reasons” (Evans 2001:4). Very recently, socio-demographic profiles 

of visitors to churches on Exmoor and in Cornwall have been published by Brice et al 

(2003) and Busby (2002).  

 

The establishment of the National Churches Tourism Group (now the Church Tourism 

Association), in the late 1990s, recognises the need for dissemination of good practice 
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between members now that “more people visit churches than attend” (Evans 2001:4). In 

many cases, local authorities have become involved in active promotion of churches as 

tourism resources; for example, West Lindsey District Council with the annual 

Churches Festival involving 65 properties (Osgodby 2001), and South Somerset and 

East Devon District Councils with the production of promotional literature. Keeling 

(2000) discusses the components of five initiatives: Hereford & Worcester‟s „Through 

the Church Door‟, Lincolnshire‟s Church Tourism Network, „The Christian Heritage of 

Northumbria‟, „Signposting Herefordshire Churches‟, and Ely Church Trails, all of 

which involved either the regional tourist board or local authorities.   

 

Before considering the Cornish church heritage, mention must be made of the nature of 

the church heritage experience. It is unsophisticated, in the main, and a matter of 

individual interpretation (Gold 2000). This contrasts strongly with Richards‟ (2001d) 

views on the development of attractions such as shops and malls where an ever-greater 

level of product awareness and experience is demanded. Parallel to this, some 

attractions even use the term: The White Cliffs Experience, The Tower Bridge 

Experience, and those that do not imply a “story” (Richards 2001d:57) around which 

the attraction is constructed. Consider The Oxford Story, A Day at the Wells, The 

Canterbury Tales. This infers the existence of visitor types satisfied by short-term 

consumption satisfaction as opposed to those with rather more discerning critical 

faculties. Is this a return to new forms of high and mass culture (cultural tourism)? 

Ironically, Ritzer (1999) refers to experiences in malls, department stores and such like 

settings as “cathedrals of consumption… (possessing) sometimes even sacred, religious 

character for many people” (cited in Richards 2001d:58).    
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3.4.5 Heritage visitors and socio-economic classifications    
 

 

The discussion has suggested that visitors to heritage attractions are, typically, from the 

professional, managerial and intermediate non-manual (A, B and C1) categories 

(Graham 1996; Yale 1991; Prentice et al 1993). However, the Rhondda Heritage Park 

research, referred to above, indicates the need for caution; the head of household 

classification may be misleading. Indeed, the use of socio-economic categories (see 

table 3.6) requires caution, generally (Meethan 2002).  

 

 

Table 3.6 United Kingdom: socio-economic categories   

 

A  Higher managerial, administrative and professional  

B  Intermediate managerial, administrative and professional  

C1 Supervisory or clerical, junior managerial, administrative  

C2 Skilled manual  

D Semi- and unskilled manual  

E Pensioners, widows, casual and long-term unemployed  

 

Population by category (%)  

 

A   5.8  

B 28.7  A + B = 34.5  

C1 21.7 A + B + C1 = 56.2  

C2  20.0  

D 15.2  

E   5.5  

 

Residual/unclassified 3.1%  

 

Source: ONS (1997) cited in Meethan (2002)  

 

 

Such categorisation could be said to be useful inasmuch as representatives of socio-

economic group B are likely to have higher incomes than category D individuals, for 

example. However, the variable of expenditure is more relevant in the case of tourism 

research and links should not, axiomatically, be made between higher socio-economic 

categories and greater levels of expenditure. As the survey research, for Cornish church 

visitors, will address, retired visitors – that is category E – may well have significant 
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household incomes and, given the absence of mortgages, potentially higher 

expenditures on a proportionate basis.  

 

Having emphasised all this, the socio-economic categories are ubiquitous and, therefore, 

require such discussion. Meethan (2002) has observed that socio-economic 

categorisation and class are frequently conflated whilst accepting that this directly 

relates to the manner in which regional and county visitor data is collected; life-cycle 

factors are ignored. In terms of the latter, the English Tourist Board suggested that 

“dinkies” (dual income, no kids) and “empty nesters, couples whose children had left 

home” (Meethan 2002:31) are growth markets. „Empty nesters‟ may, additionally, be 

retired or still in employment, illustrating how use of the socio-economic categories can 

be misleading. Due recognition is made of Weber‟s (1971) observation that lifestyle is 

based on a conceptual distinction between class and status group: class being related to 

production and status group “to what in the broadest sense could be called 

consumption” (Hjorthol & Bjørnskau 2005:355).   

 

Whilst socio-economic categorisation and life-cycle stage are not unique to heritage 

tourism, they are discussed here because the two aspects can be superimposed on the 

visitor features identified in chapter 2.5 and 2.6. What the data analysis, in this survey, 

hopes to show is that what might be termed the specific heritage tourist does possess 

certain attributes, belong to a particular category, or exhibits other identifiable features. 

It is argued that visiting one or two churches whilst on a holiday in Cornwall might be 

considered “self-improvement” (Meethan 2002:34), and confirmation of status group 

position, a key feature of western culture and also indicative of the new middle classes 

(Hjorthol & Bjørnskau 2005; Munt 1994). What also needs to be emphasised is that 
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wherever heritage is found, “pressure to share it with outsiders, and higher status 

outsiders at that, is likely to be present” (van der Aa et al 2005:18).       

              

 

3.5 Conclusion           
 

 

The chapter has reviewed a number of definitions for the term visitor attraction, 

identifying „original‟ purpose as a key feature: if the attraction was constructed for some 

purpose other than tourism, it would appear to contain some historic component and, 

therefore, lend itself to the concept of heritage tourism. Urry‟s (1999) three dichotomies 

are useful in categorisation although the issue of authenticity, discussed in chapter 2, 

can be problematic. Of particular theoretical value, is MacCannell‟s (1976) concept of 

visitor attractions comprising three components, namely, visitor, marker and sight (site), 

with the marker occupying a pivotal position.  

 

The literature indicates a variety of positions concerning the content of cultural tourism 

and heritage tourism. Certainly, the composition of some sub-groups could be 

challenged on the basis of visitor perception and behaviour (Poria et al 2001). Richards‟ 

(2001d) tripartite classification is interesting for it utilises the aspects of temporal, 

cultural and consumption dimensions concurrently; however, in the four years since 

publication, no other researcher appears to have adopted it. One critique could be that 

experiences are accessible within both heritage and cultural tourism, by most 

definitions, unless we define experience very narrowly indeed, that is, something based 

on an artificial attraction in the first place.  

 

With reference to this study, whilst visitor numbers to churches are not in any sense 

comparable with theme parks, they do compare with „second-tier‟ heritage attractions. 

For example, Leask et al (2002) report that over 60% of such respondents in their 



 

 

92 

heritage attraction survey (n=301) in Scotland reported visitor attendance at 20,000 or 

fewer per annum and only 20% receiving in excess of 50,000; churches have, as Busby 

(2002) and Woodward (2004) argue, become another element in the tourism product, 

“effectively a substitute for castles, museums or archaeological sites” (Woodward 

2004:174).  

     

As indicated in the review of chapter 2, for culture, heritage as „product‟ occurs with 

commodification which suggests an economic dimension. However, the economic is 

very much inter-connected with the social and cultural (Dicks 2000; Hjorthol & 

Bjørnskau 2005). Building on chapter 2.4, concerning motivation, there is no doubt that 

visitors to heritage sites bring a mixture of both motivations and experiences (Moscardo 

2001; Shackley 2001) which, then, influence their „gaze‟. Urry (1990) has discussed a 

number of tourist gazes and suggests that different gazes could be generated by the 

same „view‟. The primary research will address this aspect for it suggests the meaning 

of heritage is contested. This need not be political, as Graham (1996) has shown; 

indeed, it is more likely to be dependent on the level of personal cultural capital (Dicks 

2000; Leask et al 2002). At the same time, there will be dissonance because one or 

more social groups may actually be excluded – or feel that they are excluded (O‟Neill 

2006).    

 

The segmentation of heritage tourists according to Poria et al (2003b) is valuable in 

highlighting motivation as a key component although, arguably, most researchers would 

consider Groups I, II and III to be heritage tourists. Furthermore, there is no reason why 

a Group II visitor should not become a Group IV; much depends on interpretation. 

„Level‟ of interpretation relates back to the concept of cultural capital, discussed in 
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Chapter 2, and Bourdieu‟s (1986) distinction between primary and secondary strata of 

understanding.       
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Chapter 4 Cornwall, heritage and tourism       

 

 

4.1 Introduction  

 

 

This chapter considers the numerous elements of Cornish culture which attract visitors, 

frequently through commodification, for it is argued that one of the end results is a 

perspective of „Otherness‟. A belief in „Celtic Cornwall‟ is one manifestation of this 

„Otherness‟ and, it is suggested, that this discourse is held by a significant number of 

visitors, colouring the visual experience. The county of Cornwall is a “contested 

territory”, resulting from linguistic, economic, political and religious elements, 

according to Hale (2001:186). Certainly, Andrew (1997), Harvey (2000) and Cornwall 

County Council (2000) are not the first observers to remark on the county as being 

characterized by a linguistic and cultural heritage distinct from the rest of Britain; whilst 

the Cornish language presents an element of difference, it is argued that the Cornu-

English dialect (Kent 2005) is what many visitors recognise, Kent (2005:27) referring to 

the dialect, itself, as being a cultural tourism activity, creating an “exotic „other‟”.    

 

Although Cornwall County Council (2000) states that no other English county has such 

a recognisable cultural identity, this is too sweeping a viewpoint. Regional differences 

can be ascertained throughout the country although some do not neatly conform to 

political county boundaries in quite the same way as Cornwall: this raises the 

„regionalisation‟ argument. Cornwall is not, in the accepted sense, a region and yet it is 

the only part of the British mainland, apart from Wales and Scotland, to have sustained 

a sub-state nationalist movement which has durability (Mebyon Kernow was founded in 

1951) and continual, significant support (Deacon 2004b; Payton 2004).  
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Consequently, there does appear to be consensus that the county comprises elements of 

„Otherness‟ and this chapter addresses a number of these, many of which can be 

considered to have been commodified for visitor consumption. Despite 

commodification, the underlying importance of some aspects of Cornish culture have 

not been destroyed as will become apparent: they simply have different meanings for 

visitors and locals. The first section reviews a number of the historic aspects of Cornish 

culture, many of which are still relevant today in as much as they underlie contemporary 

visitor appeal: the antiquities and festivals, together with a perception of Celticity for 

some. Cornishness as „Otherness‟ is considered for it can be argued to link the concepts 

of culture and heritage.   

       

4.1.1 Cornish culture and commodification  

 

 

The compilations of folklore in the 19
th

 century by Hunt and Bottrell resulting, 

respectively, in Popular Romances of the West of England: or Drolls, Traditions and 

Superstitions of Old Cornwall (1865) and Traditions and Hearthside Stories of West 

Cornwall (1870-80), located “Cornishness in a „primitive‟, dark and wild „Celtic‟ 

culture” where the very ancient superstitions had survived the impact of Roman, Saxon, 

Danish and Norman invasion (Vernon 1998:157). Later in the century, the 1893 

Ethnographic Survey of the British Isles studied the inhabitants and folklore of the 

county at thirty-five locations since it was presumed that Cornwall‟s geographic 

location would provide a “remarkably uncorrupted race of „primitive‟ people” (Vernon 

1998:159). The humorous suggestion of locals receiving “gazey-money” (Brace 

1999:134) for permitting tourists to stare at them has a certain resonance in this context, 

especially given portrayals in recent films such as Blue Juice (1995) and Saving Grace 

(1999). Alan Kent (2003) suggests that there are elements of authenticity in these 
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productions, certainly the portrayal of Cornwall as very peripheral. Undoubtedly, 

“folkloric practices are attractions in their own rights” (Shaw & Williams 2004:12).     

 

Both the folklore and ethnographic studies were concerned with assessing a population 

that was considered to be inferior to the racially superior Anglo-Saxon: in other words, 

power relations were never far below the surface. However, Cornish culture has a rich 

history with lives of the saints having been written in the local language in the fifteenth 

century (Orme 2000) and one example of a miracle play Beunans Meriasek, celebrating 

the life of St Meriadec of Camborne, illustrates another medium for the transmission of 

the indigenous culture. As Fukuyama (1999:165) has recognised, language is “the most 

important tool for creating and transmitting culture”. A further feature, as Alan Kent has 

pointed out, is that some of these works were influential not just in Britain but on the 

continent as well: “Cornwall, rather than being on the periphery may be seen as an 

important destination on the Atlantic shores of Europe” (Kent 2000:22).   

 

Drawing on Jenkin‟s (1945) Cornwall and its People, Vernon (1998:167) refers to the 

suggestion that whilst the inhabitants might have experienced material poverty it, 

concomitantly, created spiritual wealth and the “reification of Old Cornwall as a 

spiritual resource” strongly influenced individuals such as Morton Nance, Henry Jenner 

and Hamilton Jenkin, himself, resulting in the establishment of the Celtic-Cornish 

Society (1901), Old Cornwall Society (1920) and the Cornish Gorseth (1928). 

Ironically, it is this Celtic Christianity, which Bradley (1993) refers to being “unique in 

its spirituality” and which had “assimilated many Pagan beliefs and practices”, which is 

today sought after. Celtic spirituality, according to Bowman (2000:70) is now viewed as 

a quality rather than as a geographic, ethnic or linguistic phenomenon and certainly not 

a culture that we can return to (Kneafsey 2000).      
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Many of the county‟s antiquities have come to symbolise the Celtic/early Cornish 

culture: quoits, stone circles, menhirs, and ancient round houses, together with examples 

of gold torcs, lunulae and brooches. As an adjunct, such terms as menhir and cromlech 

illustrate archaeology‟s adoption of Celtic words (Robb 2002). Indeed, the highest 

concentration of such sites in Britain is to be found in Cornwall (Hale 2002). More 

recently constructed examples of round houses are found at Veryan where the Reverend 

Trist had four built with thatched roofs and a cross at the top: they are, allegedly, round 

because this prevents the Devil from hiding in any corner (Filbee 1996). In 1998, there 

were 1,267 scheduled monuments in the county and English Heritage‟s Monuments 

Protection Programme is considered likely to increase this to 3,000 by 2007 (Cornwall 

County Council 2000).  

 

Certain festivals and events also sustain Cornish culture (Laviolette 2003). The pagan 

festival of Beltaine, connected with fertility, is still commemorated on 1
st
 May annually, 

at Padstow, in the form of the „Obby Oss‟. Another Spring festival is held, on the 8
th

 

May, each year, at Helston when the Hal-an-Tow and Furry Dance continue a centuries-

old tradition. Whilst visitors flock to these events, they do not represent a 

commodification of Cornish culture: little has changed in centuries. Indeed, Flora Day 

(as the events in Helston are collectively known) is the most famous example of a parish 

keeping its feast day on the medieval saint‟s day: whilst the event is not documented 

before 1790, it was probably “observed before the mid-sixteenth century” (Orme 

2000:42). Both of these events are as relevant to the indigenous Cornish today 

(Laviolette 2003) as they are to the visitor; they are certainly not examples of staged 

authenticity (Chhabra et al 2003). Utilising Wang‟s (2000) concepts, discussed in 
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chapter 2, it could be argued that the events have constructive authenticity for locals and 

existential authenticity for visitors.    

 

In a completely different way, this cultural distinctiveness, from the rest of Britain, is 

echoed by Cockerham (2000) who interprets the slate memorializations of an earlier 

age, in churches and churchyards, as reflecting the Cornish character and independence. 

Rowse (1986:238) had, earlier, noted that they are “a speciality of Cornwall, practically 

unique”. Whilst „Celtic‟ Christianity is discussed in chapter 5, the concept of Celticity 

needs to be addressed here, in the context of Cornish culture and commodification. 

Anecdotal and published evidence (Busby 2003, 2004a; Laviolette 2003) suggests that, 

for many visitors, Cornwall possesses Celtic features; these may be tangible or 

intangible, possibly genuine though more likely „constructed‟ – again, a resonance with 

Wang‟s (2000) work. Hale (1997) has suggested that it was early researchers‟ interest in 

the megalithic monuments and the Cornish language (Lhuyd‟s investigation of the 

latter, in 1700, was for his study of Celtic linguistics) that contributed to Cornwall‟s 

emergent „Celticity‟. Folklorist Robert Hunt, mentioned above, asserted that the Cornish 

were living Celts; his research was regarded with almost “religious status for those 

involved in the Celtic-Cornish Revival” (Hale 1997:90) – and the ball was rolling. 

Critically, the concept of the „Celtic‟ was not applied to Cornwall before the early 18
th

 

century; it is, therefore, a modern construct (Peters 2005). “The Celticity of the 

Cornish” was one of the justifications for creation of a Cornish diocese (again) in 1877 

(Beckett & Windsor 2003:221) and, by 1933, the chief Cornish saints were incorporated 

in the diocese of Truro‟s liturgical observances (Bradley 1999), reinforcing the point 

about distinctiveness from the rest of England.       
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If the concept of Celticity seems somewhat elusive, it needs to be emphasised that there 

have been a number of critiques in the last two decades (Hale & Payton 2000) let alone 

the last three centuries (Hale 1997; Payton 1997). For Chapman (1992), a key element 

in any definition is location “on the edge of a more dominant world” (Kneafsey 

2002:124); for Berresford Ellis (1993), it is linguistic; for Bowman (1994), Celticity is a 

state of mind or what Hale (2002) terms elective affinity. Whilst scholarly consensus 

concerning the concept just does not exist (Payton 1996), it is possible to identify 

several „phases‟ of a Celtic discourse in Cornwall, commencing in the 18
th

 century, for 

it is argued that the „saints‟ did not articulate themselves as Celtic. Celticity is 

commodified in the Republic of Ireland for tourism promotion purposes (Kneafsey 

2002) and, to some extent, the same can be said for Cornwall although most 

associations with the county are in the spiritual or „alternative‟ dimension since the 

romantic construction of the concept suggests a simple life close to nature (Bradley 

1999; Kneafsey 2002). Celtic Christianity, argues Kent (2002:212), is considered to be 

both “older and more „genuine‟”. In any event, the concept of Celtic tourism and use of 

a Celtic theme in promotion is not new. Perry (1999:97) has discussed the early 

pioneers: Silvanus Trevail, hotel developer, Thomas Hodgkin, banker, and the Reverend 

Sabine Baring-Gould who, at the turn of the twentieth century, saw “potential in playing 

Cornwall‟s trump card, it‟s Celticity, to offset its neighbour‟s [Devon‟s] advantages in 

accessibility”.  

 

Critically, Cornish culture is dynamic; some of the meanings implicit in previous 

centuries may not be extant today and, to this extent, it is “subject to constant change 

and re-negotiation… (leading to) its re-definition and re-assertion” (Deacon & Payton 

1993:63). One manifestation of cultural re-negotiation, in the late twentieth century, 

comes in the form of a range of goods, for example, the St Justin jewellery (Kent 2002) 
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and the „Made in Cornwall‟ scheme; the latter was introduced in 1991 by the county 

council‟s Trading Standards Service with the intention of providing a clearly 

identifiable logo (of a mine engine house) for genuine Cornish products. The view of 

the County Trading Standards Officer is shown in full here:   

 

“the description „Cornish‟ is generally associated with quality. Unfortunately, like 

so many good things, someone always tries to copy or impersonate the Cornish 

identity, and descriptions such as „Cornish Ice Cream‟, „Cornish Pasty‟ and 

„Cornish Cream Fudge‟, which are in use daily by companies throughout the 

country, are examples of this. The range of products registered with the scheme 

continues to grow as more and more manufacturers join. The scheme has attracted 

over 500 small and large producers looking to sell good quality, locally made 

goods” (Carveth 2001).   

 

 

This well-intentioned initiative has not created an association of Cornwall with pasties 

and other products in the minds of visitors to the county since the association clearly 

pre-dates the 1990s. What it has, conceivably, done is to commodify these products for 

consumption, literally, by visitors: in other words, they are vehicles for the expression 

of Cornish culture. One of Laviolette‟s (2003:230) ethnographic study informants, a 

tourist to Cornwall, was photographing as many “Celtic cross images” as possible and 

purchasing “pewter brooches [St Justin] of engine houses as souvenir gifts” – a recent 

example of a consumer of both historic and contemporary Cornwall. In any event, such 

„commoditization‟ is not, axiomatically, destructive (Boissevain 1996; Laviolette 2003) 

although it almost certainly reinforces popularly-held stereotype images of the county 

which comprise a guide book culture (Deacon 1988) “of pirates, piskies and sweeping 

landscapes filled with exotic Celts” (Hale 2001:187). These images can be said to 

equate to Rojek‟s (1997:53) “index of representations” which help to “make the sight 

familiar to us in ordinary culture”: they may be textual, visual or symbolic 

representations of Cornwall, each one being a “file”; Rojek suggests a tourist in Dallas, 

Texas, might view the city by “indexing” from Kennedy assassination “files” supported 
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with complementary knowledge from files based on Dallas, the television serial. It is 

emphasised that neither fact nor fiction has greater priority.  

 

This discussion of indexing can be enhanced with reference to a well-known author who 

lived in Cornwall for many years – and who illustrates the parochial – intercontinental 

connectedness of the county. The global-local nexus is manifest in the development of 

Daphne du Maurier Country, announced on the boundary signs of Fowey and 

surrounding villages. Globalisation and homogenisation has created a need to 

differentiate and Restormel Borough Council has chosen an author who, whilst not 

indigenous, is associated with part of South Cornwall (Busby & Hambly 2000; Busby & 

Laviolette 2006). When this sense of place is added to the annual Daphne du Maurier 

Festival, a spirit of hyperreality (Eco 1986) truly exists: most of the locations in her 

novels exist – either under their real or fictional names – and some of the characters are 

genuine but does her work portray Cornish culture as it really was, in any century? Ella 

Westland‟s (1997:1) observation that Cornwall “turns out to be many places, as 

perceived by different people and at different times” is particularly apposite, especially 

when Rojek‟s (1997) suggestion of representational files is considered: no two visitors 

will possess exactly the same set of „files‟ – for one, Cornwall may conjure images of 

smuggling supported by a complementary file based on du Maurier‟s Frenchman’s 

Creek. For another visitor, a Cornish-descent New Zealander, the county represents an 

ethnic „home‟, with „files‟ of mining lore, pasties and, may be, awareness of the du 

Maurier connection; reinforcement of Richards‟ (2001d) point at 2.2. In dragging a 

number of representational files into place, Rojek (1997:62) argues that the practice of 

collage tourism is undertaken: “fragments of cultural information are assembled…to 

construct a distinctive orientation” to the sight/site. Whether collage tourism is, 
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axiomatically, a form of play – with “exaggeration and fabrication” (Rojek 1997:69) as 

components – is debatable.  

 

It is likely that were she alive today, Dame Daphne would be horrified at the level of 

commodification of her work for tourism purposes – ironic when Vanishing Cornwall 

(1967; 1972) was written to depict a culture very much under threat from a range of 

sources including tourism. Yet, the multiple representations of Cornwall in fiction have, 

undoubtedly, influenced tourists in their decision to visit (Busby 2004b), for 

“recognizable spokespersons” (Dann 1996:186) and literature combine to add cultural 

capital to the county‟s image (Meethan 2002). Despite this commodification, Cornwall 

County Council (2000) and Laviolette (2003) suggest that there are few places in 

Europe where such continuity of land use, settlement and spiritual life in the last four 

thousand years can be observed; whilst this is a questionable position, it does raise the 

issue of whether the visitor might think so.   

 

4.1.2 The Cornish diaspora   
 

 

Before leaving the discussion of Cornish culture and heritage, attention should be drawn 

to the phenomenon of mass emigration for, it is argued, that many aspects of culture 

were carried abroad and are extant today (Payton 1999), creating another form of 

global-local relationship. The “Cornish diaspora” (Rowse 1969:viii), of the nineteenth 

century, whereby many thousands emigrated to Australia, New Zealand, the USA, 

Canada and South Africa (Payton 1999; Rowse 1965), might account for a large 

proportion of visitors, to the county, from these nations today – it is certainly considered 

to be an important tourist market (Hale 2001) – although empirical data is limited. The 

migration figures put forward are substantial: citing Deacon‟s research, Payton 

(1999:42) suggests that “at least 240,000 Cornish had gone overseas in the years 1840-
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1900” and in 1900 an estimated quarter of the white miners on the South African Rand 

were Cornish (Payton 1999).  

 

Rowse (1986:5) appositely states that many of the Cornish overseas are still oriented to 

thinking of “back home”; a Harvard Cornishman told him that, “of all the British stocks 

in the United States, the Cornish were the most addicted to going back to their native 

heath, if only on visits”. It can be argued that „he would say that‟; for example, the 

Scottish, Welsh and Irish diasporas also attract many visitors with exactly the same 

motivation (Basu 2005; McDonald 1997; McGettigan & Burns 2001; Morgan et al 

2002) – other Celtic territories. However, it is worth noting Payton‟s reporting of 

Price‟s estimate: “in 1992 between 245,000 and 290,000 Australians were of significant 

Cornish descent, with perhaps as many as 850,000 with some Cornish connections in 

their family trees” (Payton 1999:393). Payton also discusses the strength of 

identification with Cornwall for descendants living in the United States, Canada and 

South Africa. Linking discussion of drolls, earlier in this chapter, with diaspora is 

research by Kent (2004) which shows how the Cousin Jack narratives of expatriate 

Cornish came to replace older folklore, bringing diasporic Cornish culture into 

contemporary times. The evocation of Cornish culture and heritage is continued with 

publications such as Cornish World magazine, boasting subscribers in twenty-seven 

countries; it “was launched to keep the Cornish diaspora around the world in touch with 

home” (www.cornishworldmagazine.co.uk 2005).  

 

The Cornish diaspora is yet another illustration of the global-local nexus and one of, 

arguably, increasing importance given the lower per-unit costs of travel (Coles et al 

2005); with the numbers of Australians with Cornish connections, stated above, it is 

sobering to note that celebrities such as Clive James and John Baxter felt it necessary, 
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because of “stratospheric air fares”, to spend thirty days on board ship to reach Europe 

as recently as 1969: “the trip was nobody‟s idea of fun” (Baxter 2002:134). From thirty 

days to less than twenty-four hours, at significantly lower cost, in real terms, can only 

influence identity-forming exercises: “diasporic travel and tourism shape an individual‟s 

self-perception” (Coles et al 2005:474). This is evidenced by Visitors‟ Book findings, 

discussed in chapter 7. The establishment of frequent flights between Australia and 

London also illustrates Urry‟s (2000) concept of scapes and flows, whereby tourism 

spaces have become “deeply structured by scapes – (including) flight routes” (Shaw & 

Williams 2004:3) which, in this case, create another level of connectedness with 

diasporic communities. As McLean (2006:3) notes, research into the relationship 

between identity and heritage is at “a nascent stage”; this study addresses the possibility 

of identity-formation for diasporic visitors. Diasporic visitors form part of the Visiting 

Friends and Relatives (VFR) market; however, there do not need to be family 

connections for VFR tourists to consider the county important to identity creation.          

 

4.1.3 Cornishness: the nexus between heritage and culture              
 

 

The discussion in chapter 2 indicated that cultural tourism can be interpreted very 

broadly indeed and any distinction will be individually subjective. Trying to provide a 

distance between cultural tourism and heritage tourism seems impossible. In fact, Alzua 

et al (1998) do not bother; they consider the terms as virtually synonymous. As an 

adjunct, it is apparent by now that it is easier to distinguish between tangible heritage 

(culture) and intangible heritage (culture) than between the concepts of heritage and 

culture. Intangible heritage describes the symbolic, aesthetic and spiritual features of a 

location (Deacon 2004c) – what most of this chapter has addressed so far – whereas the 

tangible heritage is manifest in the plethora of megaliths, castles, churches and chapels.     
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The concept of “Other” (Othering) is salient here as the folklore and ethnographic 

studies, mentioned earlier, portrayed Cornwall as distinct – and inferior – to the rest of 

England. Indeed, a Celtic „Otherness‟ (Lowerson 1994) has been used to attract visitors, 

many in search of a spiritual and romantic „Otherworld‟ – some Visitors‟ Book 

comments intimate this. Kneafsey (2002) has observed that, historically, “geographical 

westerliness” has long been linked with Celticity and „otherness‟ although Hale (2002) 

and Weight (2002) suggest that Cornish „difference‟ has only been attributed to 

„Celticity‟ since the mid-nineteenth century. Certainly, Cornwall was presented “as 

some form of distant, yet still accessible, Arcadia” in the tourism promotional literature 

of the early twentieth century (Williams 1998:175). Whilst this was never the case, 

heritage – for which read history – is omnipresent and indicates continuity with both a 

specific landscape and past (Harvey 2001; Laviolette 2003). The Cornish poet Charles 

Causley is credited with the comment that “Nobody but a plastic rhinoceros could fail to 

be conscious of the past in Cornwall” (Hurst 1993:296). It is not only the ancient past 

that is dominant, the nineteenth century mining activity is much in evidence; its decline 

led to migration and diaspora, “defining characteristics of Cornish” (Laviolette 

2003:217). Overseas, the phenomenon of Cornishness is strongly exhibited in the USA 

and Australia, to a lesser extent in Canada and New Zealand – “as well as in more 

unlikely places such as Cuba” (Payton 1999:392).  

 

Furthermore, the influence of artists, over the last two hundred years, on perceptions of 

Cornwall also needs to be considered: they have been influenced by the landscape and 

vice versa, hence, “Cornish communities are immortalized vicariously by the creation of 

numerous works of art that encompass a sense of Cornishness” (Laviolette 1999:125). 

Whilst the Newlyn and St Ives „schools‟ influenced late Victorian and Edwardian tastes 

in the rest of the country, “the magic and mystery of Cornwall was most effectively 
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captured by the masterly genius of Joseph Mallord Turner (1775-1851) who made two 

extended visits to Cornwall in 1811 and 1813” (Cross 1994:10).  

 

However defined, Cornishness permeates the landscape, highlighting the view that 

place is a socio-cultural construction rather than just physical location (Pritchard & 

Morgan 2001; 2003) although “daily activities are affected by events elsewhere in the 

world” (Agarwal et al 2000:247), not least that of globalisation. Consider the view 

presented when travelling west on the arterial A30 trunk road, on the western edge of 

Indian Queens, an historic panorama opens up, depicting an ancient church, industrial 

heritage and contemporary china clay extraction, yet with a drive-through McDonalds 

fast food outlet in the foreground. Nonetheless, as Uzzell (1996) and Nuryanti (1996) 

have pointed out, all destinations have some unique characteristics which, after all, 

create place identity.    

 

One of the purposes of chapter 4 is to emphasise how visitor perception of churches in 

the county is likely to be coloured by the long-established representations of Cornwall, 

overall, especially when compared to other English counties. To the discussion, thus far, 

must be added the temporal dimension to visitor perception: Espelt & Benito (2005) 

make the important distinction between a priori, in situ and a posteriori visitor 

perception. Visitor perception a priori is the mental construction accumulated, 

incrementally, prior to the visit – Rojek‟s (1997) concept of representational files, 

discussed earlier in this chapter, is salient here; “tourists have already visited the place 

before they physically visit it” (Espelt & Benito 2005:778). In situ perception is 

considered to be a critical moment in the visit experience (Espelt & Benito 2005), for it 

can confirm (or otherwise) what was expected. Finally, the relevance of a posteriori 
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perception is becoming apparent (Espelt & Benito 2005) and, it is argued, this can be 

manifest in word-of-mouth testimony of the experience, discussed in chapter 7.  

 

4.2 Visitor attractions in Cornwall  

 

 

Having reviewed definitions of visitor attractions in Chapter 3, the purpose of this 

section is to, therefore, consider how Cornish culture and heritage may influence the 

types of attraction found in the county and to, concomitantly, situate the two hundred-

plus churches within that framework. To consider the attractions, Table 4.1 is provided; 

this is based on the most recent (comprehensive) data available and a key omission is, 

undoubtedly, The Eden Project which opened in 2001. Although the consultants 

projected visitor numbers at, perhaps, 750,000 per annum (Page et al 2001), the Eden 

Project achieved 1.4 million in 2003 (South West Tourism 2004), such that it is now a 

national attraction. Indeed, it provides Cornwall with a primary attraction whereby 

tourists visit the county specifically to see this attraction. More recent data is available 

for only three attractions, besides the Eden Project, namely, Land‟s End with an 

estimated 500,000, the Cornish Cyder Farm with 340,000, and Truro Cathedral with an 

estimated 200,000, all in 2003 (South West Tourism 2004).  

 

Table 4.1 Cornish attractions exceeding 80,000 visitors per annum in 1998. 

   

Truro Cathedral    500,000     Tate Gallery   180,000 

Flambards Theme Park   500,000     Newquay Zoo  175,000  

Land‟s End    440,000     Lanhydrock House
1
  166,193 

Callestock Cider Farm  300,000     Minack Theatre   136,538 

Boscastle Pottery   250,000     Trebah Gardens   102,130 

Heligan Gardens    223,000     Trelissick Gardens
1
     93,012 

St Michael‟s Mount
1
   204,596     Goonhilly Earth Station    87,000 

Mount Edgecumbe Country Park
2 

200,000     Pendennis Castle
3
    84,039    

Tintagel Castle
3
   192,247 

 

Notes: 
1
 National Trust property; 

2
 Cornwall County Council/Plymouth City Council 

property; 
3
 English Heritage property. The Minack Theatre is a cliff-side open-air 

venue.   

 

Source: adapted from Cornwall County Council (2002) shown in Busby (2002)  
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With a plethora of historic houses, castles and „old‟ gardens, Busby (2002:372) argues 

that “the county is an exemplar for heritage tourism”; only three of the attractions in 

Table 4.1 cannot prima facie be considered as a heritage visitor attraction, that is, 

Newquay Zoo, Flambards and Goonhilly Earth Station (the largest such in the world). 

However, Flambards possesses two historic components: a Britain in the Blitz display 

and reconstructed Victorian village –“pastiche and, arguably, the only post-modern 

elements amongst the seventeen attractions” (Busby 2002:373). Furthermore, Goonhilly 

Earth Station occupies its position, largely, because of the natural heritage, in that the 

geology (serpentine) possessed ideal properties for the development.  

 

Du Cros‟ (2001) conceptual model of market appeal and robusticity, discussed at 3.4.3, 

is now considered in the context of these, and other, Cornish attractions. Flambards 

theme park is a classic example of the A1 form; it is a „hardened resource‟, attracting 

around half a million visitors per annum – high market appeal concurrently with high 

robusticity, not much need for conservation and commodification of a number of 

„themes‟. The National Trust‟s Lanhydrock is argued to represent A2 for, whilst some 

parts of the property are fragile, on balance, the site copes with more than one hundred 

thousand visitors a year. Experience at The Lost Gardens of Heligan has led managers 

to believe 250,000 visitors a year is the optimum figure before real damage appears; 

accordingly, this attraction is placed in form B1. Another National Trust property, 

Cotehele, is suggested as an example of form B2 – medium levels of market appeal 

although with low robusticity: the contents of the house are particularly fragile and 

higher visitor numbers (approximately 80,000 per annum) are not desired. A heritage 

attraction with similar numbers to Cotehele but, arguably, a greater level of robusticity, 

is English Heritage‟s Pendennis Castle. Finally, Netherton Farm, on the river Lynher, is 
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suggested as a representative of form D1: another „hardened resource‟, the home of 

Cornish Yarg (and other cheese variants) attracts approximately 15,000 visitors per 

annum.  

 

The discussion in this section has emphasised attractions charging admission, so far, for 

they present no difficulties in calculating visitor numbers. A review of Table 4.2 is 

useful, therefore, in identifying at least two attractions which do not charge for 

admission, viz. The Camel Trail and the Isles of the Scilly, the latter illustrating the 

debate concerning destination and attraction.  

 

Table 4.2 Cornish tourist attractions visited in 1999.  

(percentage for each attraction visited/definitely will visit)  

 

Land‟s End    34.6  National Seal Sanctuary 18.2 

St Michael‟s Mount  33.5  Lanhydrock House  13.2 

Lost Gardens of Heligan 21.6   Tate Gallery, St Ives  13.1 

Flambards Theme Park 20.2  Camel Trail    10.7 

Truro Cathedral   19.9  Isles of Scilly      5.8 

Newquay Sea Life Centre 19.5  Mount Edgcumbe    2.2 

 

Valid respondents: 3,331  

Source: TRG (1999)         

 

 

The Camel Trail is a linear cycling trail, following the eponymous river, and based on 

the redundant railway line favoured by John Betjeman. As with the Isles of Scilly, this 

begins to hint at landscape as key visitor attraction, this is emphasised in Hanna‟s 

(1984) research. In his survey of church incumbents in 1982, he attempted to chart what 

type of neighbouring attractions had some influence on church visitors. As Table 4.3 

shows, Hanna‟s, or perhaps the incumbents‟, definitions are rather broad (77% of 

Cornish incumbents responded).  
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Table 4.3 Influence of neighbouring attractions on church visitors, in Cornwall, 

according to Hanna (1984)    

 

     %       % 

Seaside    32 Garden         2 

Historic building    26 River, lake or reservoir      2

  

Picturesque village   20 Museum or art gallery       0 

Countryside     10 Historic town         0 

Other type of attraction     8 Zoo, aquarium or nature reserve   0 

 

Source: Hanna (1984) 

  

 

A number of questions arise from this data, such as what does a river require in order to 

become an attraction? As Busby (2002:377) argues, “presumably, it is the picturesque 

river which becomes an attraction”. The settlements at Fowey and Polruan have 

developed as a result of the river and now form „picturesque villages‟ because of the 

natural resource; they are, essentially, tourist-created attractions (Lovelock 2004) for it 

is the visitor who imbues the worthiness of viewing. The key point is, Cornwall is about 

natural attractions besides the built environment but much of both forms reflect the 

culture and heritage of the county. As a further example, the landscape has been 

fashioned over thousands of years by the particular farming practices, dating back to the 

Iron Age in most of West Penwith. The landscape heritage, itself, comprises sub-

components such as the Anglican church and Non-Conformist chapel, the former is now 

examined. Finally, having referred to the Camel Trail, recognition of long-distance 

paths (LDPs), such as the South West Coast National Trail, needs to be made because of 

their importance in terms of tourism (Busby 1996).    

 

4.3 The Cornish church heritage and visitors           
 

 

In terms of the number of Anglican establishments in the county of Cornwall, Hamilton 

Jenkin (1934) identifies 220 parish churches although to this should be added minor 

buildings such as chapels of ease. For visitors, Cornish churches are classic examples of 
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what Kennedy & Kingcome (1998:57) term “serious heritage”. In terms of the 

proportion of Grade I and II* properties to the total for the county, the current estimate, 

based on the Truro Diocesan Directory (2001), suggests that there are 224 churches of 

which 130 are listed grade I and 66 are II*, representing 58% and 29% of the total 

respectively. Two points should be noted: firstly, typographical errors might somewhat 

affect the listing details in the directory and, secondly, some of the locations are 

arguably chapels rather than churches. However, visitors are unlikely to discriminate; 

for example, Tregaminion is a chapel of ease, built for the Rashleighs of Menabilly, and 

attracts visitors because of the du Maurier connection – for which reason it is also 

featured in the annual Festival. The number listed as Grade I appears to have been 

reviewed since December 1993 when 77 were identified (ETB 1995). To put the 

importance of the number of Grade I and II* listed Cornish churches into context, there 

are approximately 370,000 listed properties nationally, of which less than eight per cent 

are Grade I or II* (English Heritage 2003).  

 

The richness of the Cornish church heritage can only be understood by considering its 

chronological development from earliest times; this is addressed in chapter 5. Crew and 

Sims (1991:160) observe that “there is no ideal spot on the temporal continuum that 

inherently deserves emphasis… In elevating or admiring one piece of the past we tend 

to ignore and devalue others”. Canon Miles Brown (1973:9) has noted that visitors may 

be puzzled by the characteristics of Cornish churches and the names of the saints who 

have, in many cases, parishes named after them – and why Cornish churches are 

“different-looking from those of other counties”, emphasised by the postcard comment 

for 26 March 1907, shown in Table 4.5.  
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A further point to make about the county‟s church heritage concerns its place in the 

indigenous cultural legacy; the church both symbolises Cornish culture, historically, and 

to some extent reproduces it; in contemporary tourism, the historically layered relations 

intersect with newer social ones. As an adjunct to this, Cornish religious resources may 

well become more important with the development of tourism, in time, as Boissevain 

(1996) has demonstrated with the case of Malta, especially in light of the growing 

interest in Cornish Studies as a field of interest. The development of the world wide 

web may have some influence in this: the site Cornish Light 

(www.cornishlight.freeserve.co.uk) depicts a number of examples of churches whilst 

some parishes have created web-sites for their own church. St Just in Roseland, one of 

the top two visited churches in the county, has an extensive range of views of the 

property (www.stjustinroseland.org.uk) and the Diocesan web-site 

(www.truro.anglican.org) features a Parish of the Month link; virtual tours of some of 

these properties are complemented by virtual visitors‟ books. Another form of web-site 

is provided by the Lynher Valley marketing consortium (www.lynhervalley.co.uk) 

whereby details of the twelve churches along the length of the river are provided; this 

web-site juxtaposes notions of diaspora with the Lynher Valley, providing a family 

history page. Of the three messages viewable on 23 August 2005, two provided place of 

origin (of poster): one was Ontario and one New Zealand; this aspect is reviewed in 

chapter 7.  

 

Turning to another form of visitor advice, guide-books have received little research 

attention in the tourism literature (Nishimura et al 2006), despite providing “a didactic, 

almost liturgical, function” (Ackroyd & Russell 2004:1). It is argued that general guide-

books – to the county or parts of it – have an influence on numbers, what Horne (1984) 

calls “devotional texts” (McCrone et al 1995:7); they can be considered to be image 
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creators (Espelt & Benito 2005), reinforcing perceptions of Cornwall. Furthermore, Lew 

(1991:126) suggests that guide-books also shape “the destination behaviour of tourists”.  

 

Simmons (1952) and Vaughan (1974) comment that Murray‟s 1851 guide to Devon and 

Cornwall was the first of a series, of sixty, on the United Kingdom, indicating the 

growth of interest in travel. Table 4.4 provides some examples of guides featuring the 

three survey site churches, in reverse chronological order of publication; Kelly‟s 

Directory for Cornwall is also featured. With mass tourism developing from the second 

half of the 19
th

 century, a number of guides may have influenced the tourists‟ choice of 

attraction to visit – this is also when the first Celtic revival dates from (Westland 1995). 

The guide descriptions were not minimal: Murray‟s 1879 handbook provided twenty 

lines of text for Gunwalloe and eleven for Lanteglos. The latter considered “worth a 

visit, is falling into ruin from neglect” (Anon. 1879:132) whilst Gunwalloe is “a lonely 

and picturesque 15
th

 century structure” (Anon. 1879:97). Interestingly, the entries in 

Kelly‟s Directory for 1926 are distinct from those for 1873; the 1926 edition details 

Gunwalloe “The church of St Winwalloe…one of the oldest churches in Cornwall” 

(p.139), St Just requires twenty-one lines, and Lanteglos, “an ancient building” (p.188) 

forty.  

 

Whilst the Murray‟s guides were ground-breaking at the time, “clear, accurate, wide-

ranging, constantly informative”, as historian Jack Simmons (1952:99) has observed, 

they were quickly followed by many different publishers‟ single volumes and it was 

only with the publication of the „Little Guides‟, by Methuen, in 1900, that a new 

approach was made: each parish was detailed, in alphabetical order. Critically, for this 

research,  
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“Two-thirds of the new guides were devoted straight away to the churches, so 

that in parish after parish the reader gets the impression that nothing but the 

church is worth looking at: houses, farm-buildings, bridges, roads, let alone 

social customs and peculiarities – they are all subordinated to churches”. 

(Simmons 1952:102)  

 

 

The first of the Little Guides to be published for a western county was Cornwall, in 

1903, its author being Arthur L. Salmon. This was revised completely by H. Ronald 

Hicks and appeared in 9
th

 edition format in 1950, recent times and, therefore, of 

particular relevance to contemporary visitors, given that copies are likely to be fairly 

widespread still. Significantly, the Hicks‟ edition of The Little Guide to Cornwall still 

displayed “the usual romantic approach to the county” (Simmons 1952:105). Deacon 

(1993:206), however, points out that, actually, the  

 

“outpouring of guide book literature on Cornwall did not in the main re-

emphasise existing differences but created new differences and new myths often 

revolving around aspects of the landscape and a sense of „mystery‟”  

 

 

With late 19
th

 and early to mid 20
th

 century guidebooks, the question arises as to what 

the visitor thought of these churches. One source, for visitor opinion a century ago, is 

that of postcards and, luckily, the Courtney Library of The Royal Institution of 

Cornwall commenced a detailed catalogue in late 2004. Table 4.5 illustrates those 

postcards pertinent to two of the survey churches, from their collection, none being 

available for Lanteglos. From the comments, it is apparent that Gunwalloe is perceived 

as distinctive; what is, additionally, useful appears on the photographic side of the two 

different 1904 cards, namely the aerials of Marconi‟s transatlantic transmitting station, 

discussed at 5.3.1 and 7.8. All eight cards show different views and some are in 

„primitive‟ colour rather than monochrome.  

 

Pritchard & Morgan (2003:112), in their study of twelve Welsh postcards, argue that 

this medium can influence discourse of place, romanticise notions of the Other and 
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mark cultural difference “between the colonial and the colonised, between „us‟ and 

„them‟”. Does the card of 26 March 1907 hint at such a discourse? From Cornish 

„periphery‟ to St John‟s Wood „centre‟. Furthermore, the card was mailed only fourteen 

years after the Ethnographic Survey, discussed at 4.1.1. The postcard of 31 December 

1904 suggests „difference‟ whilst that of 25 September 1922 echoes a theme picked up 

in Chapters 7 and 8, that of the repeat visitor. What the postcards convey is interplay 

between historic structures and landscape, emphasised by Aitchison et al (2000), 

whereby one is not quite the same without the other. It is argued that these postcards are 

good examples of off-site „markers‟ (MacCannell 1976), they indicate the church as an 

attraction and, in some instances, the visitors‟ relationship to the sight (site): for the 

visitor on 25 September 1922, his or her favourite spot. The postcards also evidence 

symbolic consumption (Brown 1992) or as Gottlieb (1982:176) puts it “wish you were 

here to see us living as upper class” – at a time when paid holidays were not for the 

masses.    
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Table 4.4 Survey churches detailed in general guide-books to the county of Cornwall     

 

Guidebook Gunwalloe St Just-in-

Roseland 

Lanteglos-by-

Fowey  

Andrews 

(2001) 

 Yes   

Stanier (1987; 

1993) 

Yes Yes  

Pope (1983; 

1988)  

 Yes   

Davidson 

(1978)  

Yes  Yes  Yes  

Kay-Robinson 

(1977)  

 Yes   

Hammond 

(1966) 

Yes    

Berry (1963) 

  

Yes    

Salmon (1903; 

1950)  

Yes  Yes  Yes  

Mee (1937; 

1955)    

Yes  Yes  Yes  

Cowles (1934) 

 

 Yes    

Kelly (1926)  Yes Yes Yes 

Moncrieff 

(1907)  

Yes  Yes  Yes  

Black (c.1904) Yes Yes Yes  

Folliott-Stokes 

(no date, 

estimate late 

19
th

 century) 

Yes  Yes  Yes  

Tregellas 

(1887) 

Yes Yes  

Craik (1884) Yes   

Murray (1879) Yes Yes Yes  

Kelly (1873) Yes Yes Yes  

Burritt (1865)   Yes 

 

 

Source: Author  
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Table 4.5 Postcard representations of Gunwalloe and St Just in Roseland  

 

Gunwalloe  

 

Date Addressee Text on postcard 

2 

April 

1904 

Miss Symons, 

Ringwood 

A happy Easter… (nothing pertinent to 

church)  

5 

April 

1904 

Mrs Woodhams, 

Ealing, London  

This is the view from my window. The 10
th

 

green is beside the church yard. I am 

sending you some cream… 

31 

Dec 

1904 

Mrs Gooden, 

Plymouth 

… Do you like this view? Have you seen 

anything to equal it in Devon or (?). Church 

situated about 2 miles from Mullion village.  

26 

Mar 

1907 

Miss Colenso, St 

John‟s Wood, 

London 

This funny little group of buildings (church 

& belfry) is just across the cove.  

9 Nov 

1912 

Mrs Buckland, 

Englefield Park, 

Nr. Reading 

(Nothing pertinent to church)  

25 

Sept 

1922 

Mrs Barber, 

Penzance 

I am back at my favourite spot.  

14 

Feb 

1927 

Miss Tarrant, 

Penryn  

This is the little church in the cove… I often 

walk down to it by the road you see on the 

left. 

4 Sept 

1934 

The Family 

Ferris, Wanstead, 

Essex 

(Nothing pertinent to church) 

 

St Just in Roseland 

 

? 

1934 

Mrs Marlin, 

Balham, London 

… tin of cream same post (nothing pertinent 

to church) 

21 

April 

1911 

Miss May, Carn 

Brea 

Do you recognize the view on other side? 

 

Source: Author, based on records in Courtney Library archive, Royal Institution of 

Cornwall, Truro.    

 

 

Having outlined some historic aspects of visitors to Cornish churches, contemporary 

data on visitor numbers, for Anglican sites, is presented by the University of Exeter‟s 

Tourism Research Group, the English Tourism Council (formerly English Tourist 

Board) and ICOMOS. The Tourism Research Group note that, in 1999, 19.9% of all 

survey respondents (n=3,331) visited Truro Cathedral and the ETC‟s (1999a) 
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Sightseeing in the UK reports an estimated 500,000 visitors to the cathedral in 1998 and 

just two churches attracting in excess of 30,000 visitors: these being the church of St 

Winwalloe at Gunwalloe and St Just in Roseland. What seems odd is that both this 

document and the ETC‟s (1999b) Heritage Monitor are probably compiled by the same 

individual – Max Hanna – and yet the latter shows a rather more precise figure for St 

Just in Roseland, for 1998, of 67,400 and Gunwalloe as having been estimated at over 

50,000 visits. The Heritage Monitor also lists churches receiving between 10– 50,000 

visitors in 1998; included here is another Cornish property – Padstow with 16,000.   

 

Going back to the ETB‟s (1995) English Heritage Monitor produces interesting results 

for whilst St Just in Roseland is estimated to have received over 50,000 visits, in 1994, 

Gunwalloe is estimated at 100,000 – based on 50,000 recorded in the visitors‟ book. 

The author is aware of the possibility of „reporting inconsistency‟. Padstow is shown as 

receiving an estimated 14,000 – the only other Cornish church for that year. The 

„inconsistency‟ for Gunwalloe is highlighted by consulting the English Heritage 

Monitor for 1994 when the total estimated for the year 1993 was also 100,000 – but 

based on 30,000 entries in the visitors‟ book. St Just is, again, recorded as over 50,000 

and Padstow as 10,000. 

 

Stepping back one more year reveals Gunwalloe still with 100,000 visitors but based on 

just 2,000 visitors‟ book entries! (ETB 1993). In 1992, St Just in Roseland was 

estimated at 132,942, based on 22,157 entries. Padstow, at 10,000, was joined by 

Tintagel also with 10,000 (ETB 1993). Whilst the same properties appear year after year 

in the table detailing those attracting more than 50,000 visitors – with slight changes in 

position, only Eyam comes anywhere near to Gunwalloe for the fluctuation in reported 

visitors‟ book numbers – 24,444 in 1992, 17,939 in 1993, 43,000 in 1994, and 30,000 in 
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1998. This still does not compare with the range of 2,000 to 50,000 for Gunwalloe 

visitors‟ book entries over the same years. 

 

Moving on from the ETB/ETC, data is also available from a different source: ICOMOS, 

the International Council on Monuments and Sites – UK, (2001:42) reports 500,000 

visitors to Truro Cathedral for “1999 or earlier”; the survey instrument was a postal 

questionnaire to 200 places of worship, “followed by site visits and interviews at a 

number of cathedrals and churches, which had answered the questionnaire” (ICOMOS 

2001:5) – unfortunately, the number of respondents is not identified. The only Cornish 

church respondent to the ICOMOS survey was Bodmin (St. Petroc) and, perhaps 

surprisingly, this is estimated at 2,000 – the lowest figure reported from the 97 

cathedrals and churches.      

  

Ease of access, in terms of the church being open, clearly has an influence on visitor 

numbers and the county, in this respect, differs from other areas of England: in 1982, 

“93% of those in Cornwall (were open compared)… to as few as 20% in Merseyside”, 

according to Hanna (1984:5). He has described churches as the „Cinderella‟ of tourism, 

based on the significant difference between their intrinsic interest for visitors and the 

scarcity of finance for promotion.  

 

In Cornwall, the creation of joint diocesan/heritage coast service church trail packs, 

covering the entire county of Cornwall, has brought promotion of churches into the 

limelight although it is argued that they are being purchased by certain types of visitor: 

not simply dilettantes but the wider spectrum of those wishing to pursue historic, 

cultural and similar tastes at an introductory level. As Winter & Gasson (1996) have 

observed, the churches detailed in the trail packs have been drawn into the wider world 



 

 

120 

of tourist boards, local authorities and businesses although it must be noted that this is 

with the assent of each parochial church council. The significance of churches to the 

overall tourism product was recognised in the South Cornwall Heritage Study (Quinion 

et al 1990:18) although the consultants involved did not appear to question whether 

“interpretive opportunities” were, axiomatically, a good thing. Interestingly, their only 

source of empirical data was the Tourism Research Group Cornwall Visitor Survey 

1988; in other words, the report did not identify the size of market or possible value for 

the various types of heritage attraction in the area.     

 

From the observations in this section, it is possible to adapt du Cros‟ (2001) model, 

discussed in chapter 3, to frame the tourism relevance of some Cornish churches. This is 

shown in Figure 4.1. The absence of visitor number data does not permit more than this 

partial plotting of the matrix although the sites identified in Table 4.2 could be 

tentatively ascribed.    

 

Figure 4.1 The Cornish Church heritage – tourism matrix  

 

Quality of 

heritage 

   

Grade I 

 

 

Bodmin  Lanteglos-by-Fowey 

Padstow  

St Gennys  

Gunwalloe 

St Just-in-Roseland   

Grade II*  

 

 St Juliot  

 

 

 

 

Grade II  

 

  

 

 

 Low Medium High 

                    Visitor Appeal 

 

Visitor Appeal:  

 

High = in excess of 50,000 visitors per annum  

Medium = 10,000 to 50,000 visitors per annum  

Low = less than 10,000 visitors per annum  

 

Source: adapted from du Cros (2001), based on ETB (1993), ETB (1995), ETC (1999a, 

b), ICOMOS (2001)  
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Whilst the quality of heritage does not parallel du Cros‟ (2001) robusticity, it is argued 

that the relevant listing may create greater awareness of the need to conserve. 

Furthermore, given the proportion of grade I to grade II listings, grant assistance is more 

likely to be forthcoming; Pendlebury et al (2004:23) argue that “listing may unlock 

resources”. The only way to plot the position of other Cornish churches – in the low to 

medium categories – is via visitors‟ book analysis, given that the listing status is 

available from the Truro Diocesan Directory, because it is argued to be significantly 

more cost-effective than field research.   

     

4.4 Conclusion            
  

 

“Tourists have very distinctive perceptions of Cornwall” (Williams & Shaw 1993:92); 

as McGettigan & Burns (2001) observe, in relation to Ireland, visitors may not be 

visiting solely because of the heritage sites and culture but it is almost certainly implicit 

in their perception. This chapter has attempted to chart some of the aspects which are 

likely to create such distinctive perceptions.  

 

A number of years ago, Hollinshead (1988) identified that local traditions and what 

might be termed community heritage may well attract tourists. This is undoubtedly the 

case with Cornwall, many of those events and traditions identified in 4.1 do draw large 

numbers of visitors. As Chhabra et al (2003:705) put it: “strangers get together in a 

cultural production to share a feeling of closeness and solidarity”, something missing 

for many in contemporary life (Pritchard & Morgan 2003); this is, arguably, also 

manifest in media portrayals such as the television series Doc Martin, based around the 

fictional Port Wenn (in reality, Port Isaac). In Cornwall, these strangers fall into two 

categories, those who claim ethnic descent and those who do not – although they may 

feel some Celtic elective affinity (Hale 2002). With regard to those claiming ethnic 
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descent, a brief review has been presented of the Cornish diaspora. To emphasise the 

validity of this perspective, one of Payton‟s (2005:186) comments on Rowse‟s (1969) 

The Cornish in America is cited:  

 

“The Cornish experience overseas, in America and elsewhere, had alerted 

Rowse to the fact that notions of Cornish ethnicity were not mere affectations, 

self-indulgent or sentimental flights of fancy designed to give colour to an oft-

expressed local patriotism, nor even devices to be deployed by the tourist 

industry at home to create the frisson of „difference‟ that enticed the visitor. 

Rather, Cornish ethnicity was a real force, one that needed to be recognized…”.  

     

 

Preceding lower per unit travel costs (Coles et al 2005) by a decade, it is argued that the 

“great flowering of Cornish Associations in America (and elsewhere) from the 1970s 

onwards” stimulated the extant interest in Cornish roots for many.  

 

It can be argued, therefore, that the county does possess a distinct and “unique culture” 

(Meethan 2002:36), greatly emphasised by notions of Celticity (Weight 2002) or a 

concept of „Other‟; according to Chapman (1992), the term Celt quite literally referred 

to the „Other‟ for the ancient Greeks. The concept of Celticity, over time, will be 

addressed in chapter 5 before being considered in the visitors‟ book and survey findings 

with operationalisation being based on a number of variables. According to Harvey et al 

(2002), the identifiable Celtic historical and landscape features, visited by tourists, 

shape not just their identity but also their conception of Celticity.  

 

This has become more relevant given the rise of what Cunliffe (1997) terms a New 

Celtomania in Europe, where visitors are more likely to be „spirit‟ Celts than „blood‟ 

Celts (Robb 2002). Interestingly, the Visitors‟ Book data will provide an indication of 

both types given that there are comments from both diasporic Cornish and those who 

feel an affinity with the various features associated with Celtic Christianity. „Spirit‟ 

Celts purloin myths and practices that suit in order to “connect with the Other”, as 
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Digance (2003) terms it; importantly, Celtic „Otherness‟ is an externally-generated 

phenomenon (Payton 1997). Harvey (2002:239) argues that “it is a truism that society 

has always viewed itself in terms of the „Other‟” – so apposite for many representations 

of Cornwall although, according to Schmitt (1998:376), the „Other‟ is “necessarily 

fictitious in its discourse, no matter what the objective reality is”.  

 

The representation of an area‟s heritage and cultural traditions are, then, critical in the 

commodification for tourist consumption process (Inglis & Holmes 2003); reference to 

St Justin jewellery, in 4.1.1, emphasises Deacon‟s (2004a) observation that the sign 

„Celtic‟ can be attached to jewellery as much as features in the landscape – and, in the 

post-travel period, such souvenirs may influence values and identity in the home (Shaw 

& Williams 2004). Plate 4.1 illustrates use of the Celtic dimension in English Heritage 

promotional material for Tintagel Castle. It is argued that use of the sign only serves to 

reinforce visitor perception, particularly since it comes from an „official‟ body.     
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Plate 4.1 English Heritage promotional leaflet for Tintagel Castle  

 

 
 

Source: English Heritage (2002)  

 

 

Du Cros‟ (2001) model of visitor attraction market appeal and robusticity has been 

discussed at 4.2, with Cornish examples identified. Many of these visitor attractions 

reflect the heritage and culture of the county; for example, The Tate St Ives emphasises 

the significance of the Newlyn and St Ives schools and, despite many of the artists being 

from „up country‟, it was the local culture and „light‟ which drew them and both are 

reflected in their output, including “images of blissful middle-class holidays” (Howlett 

2004:40), which only served to reinforce extant perceptions. Deacon‟s (2004a:18) 

reflections on the tourist discourse of Cornwall are pertinent here for he draws attention 

to how “the sign „romantic‟ is linked to „Cornwall‟ in order to achieve „romantic 

Cornwall‟” which instantly permits articulation with cliffs, Tintagel, churches, standing 

stones, and such like “so that this relationship begins to appear naturalized… the 

signifier Cornwall then becomes inevitably and invariably associated with romance”. 
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Witness the many television serials and plays – Penmarric, Poldark, Rebecca to name 

three (all based on literature) – that evince such romance; their fore-runners were the art 

produced by the plethora of painters such as S.J. „Lamorna‟ Birch and Stanhope Forbes.  

 

Significantly, the image of „romantic Cornwall‟ has been constructed over decades – 

indeed, Westland (1995:154) argues, based on literary evidence, that it had “been 

achieved before 1800”. The earlier discussion, at 4.1.1, concerning Hunt‟s folklore 

studies is pertinent here for it is one of the earliest assertions that the living Cornish (at 

the time he was writing) were living Celts (Hale 1997). Similarly, although we now 

know that the late Bronze and Iron Age Celts did not construct the large number of 

megaliths, for centuries it was considered that the stones were Celtic, “a powerful 

misconception that continues to pervade the popular imagination and iconography of 

Celtic Cornwall” (Hale 1997:88). To quite some extent, therefore, the notion of heritage 

as a visitor attraction changes over time in both construction and perception; Rowe 

(2002) argues that in the period immediately after 1945, heritage was epitomised by 

physical structures embodying the concept of nationhood, such as country houses and 

churches. She considers that the natural environment came to the fore in the 1950s and 

1960s although, by the 1970s, the notion of heritage “broadened” (Rowe 2002:323) 

with mills and factories being perceived as embodying working class heritage. The 

1980s and 1990s saw heritage “embracing issues of individuality” (Rowe 2002:323) 

and, it is argued, that this is apparent in the Visitors‟ Book and Survey findings, 

reported later.  

 

As Rojek (1997) has argued fantasy and myth play a disproportionately large role in the 

social construction of sights (sites). Even contemporary bureaucrats consider myths and 

legends to be important to the representation (Deacon 2004b), apparent in Plate 4.1. 
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Add to this the range of „files‟ (Rojek 1997) that visitors can access and it is apparent 

that there will, inevitably, be multiple representations of Cornwall – or “multiple 

realities”, as Williams (2005:17) puts it. It is argued that a number of „files‟ will, 

themselves, be examples of MacCannell‟s (1976) marker, discussed at 2.5 and 3.2. As a 

comparison, Table 4.6 illustrates factors which influenced British visitors to the Greek 

island of Cephallonia, in 2004, a number of which can be viewed as markers and, it is 

argued, have parallels with how visitors construct representations of Cornwall.        

 

Table 4.6. Factors influencing destination choice.   

 

Factors  First (%)       Second (%)        Third (%) 

Verbal Recommendation 37.3                     22.2                    25.4 

Convenience 26.7                     45.7                    29.6 

TV or Print Advertising 26.7                     25.9                    29.6 

Corelli book, film or general publicity 9.3                        6.2                     15.5 

 

Source: Busby and O‟Neill (2006)  

 

 

Although the identity of a place may change as a result of tourism activity (Kneafsey 

2000), and there has certainly been a degree of “enkitschment” (Howlett 2004:44), 

Cornwall‟s churches are a consistent component in the destination mix and seminal in 

the creation of local distinctiveness (Busby 2002). It is argued that many visitors 

(most?) view these churches through the lens of a wider cultural reproduction of 

Cornwall; according to Payton (2004:5), “Cornish churches slip easily into 

constructions of „Celtic Cornwall‟”. The proportion of the total listed as grade I hints at 

more than just architectural importance, the churches of the county form a significant 

component of the extant heritage and also contribute to notions of Cornish identity. A 

term such as the Cornish church heritage suggests that which has been bequested, 

alternatively, that which contemporary visitors choose to value – although there are 

indications from the 19
th

 century guide-books, and early 20
th

 century postcards, that the 

churches have been valued by visitors for as long as mass tourism has existed – 
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comments on the postcards also hint at Otherness. Whilst it is difficult to measure, such 

postcards may equate to generating markers (Leiper 1990; Richards 2002), as discussed 

at 3.2.     

 

The term Cornish church heritage enables both the built environment and written 

legacy to be juxtaposed. As with annual events such as Flora Day, the Cornish church 

does not present a „re-creation‟ of historic culture, it is, in the common sense of the 

term, „the real thing‟ and as authentic as it is possible to be. Ultimately, however, the 

churches need to be viewed within the wider Cornish social and cultural context for 

they are not so very different to those elsewhere: their “cultural extraordinariness” 

(Rojek 1997:52) is created by visitor perception of Cornwall in its entirety. The next 

chapter reviews the ways in which the Cornish church heritage can be differentiated, 

commencing with a consideration of The Land of the Saints, a good example of how 

myths may influence some visitors.  
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Chapter 5 The Church in Cornwall  

 

 

5.1 Introduction  

 

 

This chapter provides a brief historical background to the development of the church in 

Cornwall, highlighting features from previous centuries which are likely to appeal or 

influence visitors: some are tangible, such as lans, bench-ends and other aspects of 

woodwork, such as ceilings. Intangible features range from place-names derived from 

„Celtic‟ saints to historical, literary and artistic connections. Payton (2004:5) refers to 

the “iconic status (of the medieval Cornish church) as architectural expression of „Celtic 

Cornwall‟”. As Lowenthal (1996) and Tunbridge & Ashworth (1996) argue, history and 

heritage are inextricably linked although the former does not, according to them, 

possess the rivalries associated with heritage; nonetheless, this chapter will present 

some features which are contested by a small number of visitors. Following a discussion 

of the importance of topographical setting, the issues of authenticity and interpretation 

are addressed.  

 

5.1.1 Celtic Christianity – The Age of the Saints                  
 

 

Cunliffe (2001) has suggested that “if you are living by the edge of the sea and there is 

infinity, so it seems, it must affect the mind set”. He was referring to the relevance of 

the Atlantic Ocean for Bronze and Iron Age peoples but the sea has played a key part in 

the movement of the „saints‟ – communications between Ireland, Wales, Cornwall and 

Brittany were certainly occurring fifteen hundred years ago. Christianity in Cornwall 

dates from around 500 AD and is continuous thereafter (Jenkin 1934; Halliday 1959; 

Pearce 1978; Thomas & Mattingly 2000). Indeed, this record does not apply to any 

other English county (Jenkin 1934) for the impact of the Saxon conquest had been to 

force Romano-British fugitives into the south-west peninsula so that their religion 
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“reached the already partially Christianised Celts of west Cornwall” (Halliday 1959: 

78).  

 

Most of the churches in the county were originally founded in the period 500-800 AD 

(Jenkin 1934) although little remains today. Preston-Jones & Rose (1986:155) suggest 

that the principal early Christian settlements in the county “originated in the late 5
th

 or 

6
th

 centuries as daughter houses of Welsh monastic communities”. The early churches 

were constructed within enclosures which marked the consecrated area and were called 

lans (Orme 1991a) or lanns (Preston-Jones & Rose 1986); see Plate 5.1.These vary in 

size from 0.2 to 2 acres and a number may suggest a pre-Christian origin (Preston-Jones 

& Rose 1986). Inevitably, the term has been incorporated into place-names, such as 

Lanivet, Lanteglos and Lanreath, whilst gaps in the spatial distribution have possibly 

been filled by sites with eglos in the name, i.e. church, such as Egloshayle („church on 

the estuary‟). Significantly, the raised enclosure is a clear feature of many Cornish 

churches but may not be seen by most visitors. It is, arguably, an indicator of Celticity 

of the church site.    

 

The term sanctus or saint has been used in both a precise and vague sense according to 

Chadwick (1963) who observes that, whilst it originally meant „holy‟, by the time of the 

historical period known as The Age of the Saints the term had come to mean somebody 

who had been ordained and who was educated. In terms of dating the „Age‟, Orme 

(2000) advises that it may date back to the fourth century – or earlier – and could have 

continued beyond 600. 
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Plate 5.1 Examples of lans  

 

Source: Preston-Jones & Rose (1986)                               

 

 

Orme (1991a; 2000) suggests that although many of the saints came from South Wales, 

a number had Irish and Breton origins. Others may well have been indigenous Cornish 

(Orme 2000). A key point is that whilst “the distribution of Celtic cults… are plentiful 

in Cornwall”, there are only a small number in Devon – in the north of the county 

(Orme 1991a:5). Whilst Saints Piran and Petroc, amongst others, are remembered 

through the establishment of churches dedicated to them, others are marked only by 

place-names and, as Orme (1991a) notes, yet others have been almost entirely forgotten. 

Holy wells – and trees – were associated with Celtic saints but, almost certainly, they 
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date from pre-Christian times in many cases. It should be noted that the „Celtic‟ saints 

are more accurately Brittonic (from Brittany, Cornwall and Wales) according to Orme 

(2000); a number of monastic productions of the lives of the saints were made, the 

earliest being the Life of St Samson, dated to about 610 (Doble 1970). The point is that, 

just as with the myths of Celtic identity (Kneafsey 2002), these legends are based on 

genuine, existing landscapes that can be (and, undoubtedly, are) visited – Moffat (2001) 

emphasised this aspect in his two-part television programme Kernow: Part Seen, Part 

Imagined. Table 5.1 illustrates the number of sites associated with Celtic saints in the 

county.  

 

Table 5.1 Church and chapel sites of „Celtic‟ saints in Cornwall  

 

Total number of saints venerated  

at sites in Cornwall     140
a
 

 

Total number of such sites in  

Cornwall      185  

 

Relationship of saints to sites:  

 Saints with 1 site   112
a
 

                    2 sites      18    

         3 sites        3
b
  

         4 sites        3
c
  

         5 sites       1
d 
 

         6 sites        1
e 
     

         8 sites        1
f 
     

 

Approximate number of saints:  

 

Unique to Cornwall      78 

 Same with 1 site in Cornwall    70 

Venerated inside and outside Cornwall   62 

 Same with 1 site in Cornwall    41 

 

Notes:  

a Two other unique Cornish saints are associated with wells: Awana and Wensent  

b Just, Nectan and Wenna  

c Piran, Rumon and Samson  

d Euny  

e Petroc  

f Winwalloe    

 

Source: Orme (2000)    
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5.1.2 The development of the church in Cornwall: 8
th

 – 18
th

 century            

 

 

Whilst the Synod of Birr, dated to 696 by Chadwick (1963), resulted in official 

acceptance of the Roman church, the peripheral regions did not experience an 

immediate change in practices. Shortly before 733, Bede refers to “Iona as a thing of the 

past” and yet, in north Wales, the change did not come until “at least a generation after 

Bede‟s death … in Devon and Cornwall not till the tenth century” (Chadwick 

1963:137). The establishment of the Tamar as the border between the two counties, by 

Athelstan, also puts Cornwall “amongst the oldest geo-political entities in Western 

Europe” and, not surprisingly, has led to territory being viewed as significant in the 

Cornish identity (Payton 1993:225). The Saxons referred to churches comprised of 

communal groups of clergy as minsters and, in Cornwall, by the eleventh century these 

were all “named after and dedicated to a unique male Celtic saint” (Orme 1991a:9). 

Orme (1991a:15) refers to the late tenth century as one when “local churches were 

appearing – the ancestors of modern parish churches” and recognises that it is difficult 

to establish when building began. The strength of the Celtic church, during this period, 

is evidenced by the large number of parishes named after a Cornish saint (Hooke 1999), 

emphasising the earlier point concerning actual locations for visitors. Coming forward 

chronologically, Norman work has been identified by Pevsner (1951:16) in “about 140 

churches and about 111 fonts”. The Norman decorated doorways were frequently 

retained when later building replaced much else – and in examples, such as St Germans, 

is very apparent to the visitor.   

 

According to Cox & Ford (1954:106), the fifteenth century church, in the South West, 

receives “its most emphatic development” in Cornwall; clerestories have disappeared, 

towers range in height, porches may be two-storeyed and square although usually 
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gabled, granite tracery may be under arches or square, and wagon-vaulted roofs are 

universal. Pevsner (1951:19) maintains that “after 1460… the Duchy recovered its sense 

of all-out decoration, a sense rooted in the Celtic past… (with) a frenzy of 

ornamentation” appearing. In terms of building materials, granite was used extensively 

in the fifteenth and sixteenth centuries because skills and tools had improved (Balchin 

1983). Preston-Jones & Rose (1986) suggest that the sheer volume of Perpendicular 

work, so typical of Cornish churches, is atypical of England as a whole and was due to 

the economic buoyancy created by the tin industry when elsewhere was experiencing a 

period of depression. Citing Cox (1912) and Pevsner & Radcliffe (1983), Mattingly 

(1989:303) suggests that the scale was such that “over 85% of Cornish churches were 

rebuilt or significantly enlarged during the 15
th

 and early 16
th

 centuries”.  

 

The start of the Reformation, in England, can be dated to Henry VIII‟s accession as 

Supreme Head of the Church of England in 1534, according to Orme (1991b) or 1535, 

according to Balchin (1983). This period led to many churches losing their altars and 

images whilst relics and such like were abolished (Orme 1999). Nonetheless, 

Cockerham (2000:13) refers to “intensive construction work” at St Neot, St Mary 

Magdalene (Launceston), Lanlivery, North Petherwin, Probus, Camborne, and other 

locations with significant woodwork projects at Altarnun, Launcells, Lewannick and 

Poughill during the sixteenth century; the craftsmanship, in wood, being one of the 

facets commented on by the contemporary visitor.   

 

Perhaps, because side chapels, transepts and aisles had “no separate role… (and were 

sometimes) filled with seating” (Orme 1991b:75), a number of these woodwork projects 

involved the installation of this very seating. Cornwall was not unique in the volume of 

construction: Colvin (1999) suggests the amount in the South West was more than 
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double that previously proposed. In the county, “around 500 memorials were put up in 

the seventeenth century compared with probably less than 100 for the entire sixteenth 

century” (Cockerham 2000:20). To summarise, visitors can – and do, as chapters 7 and 

8 indicate – comment on Norman, medieval and early modern work.        

 

5.1.3 The Victorian and Edwardian periods   

 

 

By the end of the Victorian period, peculiars had been abolished as had non-residence 

and, indeed, the clergy‟s status had been raised (Thurmer 1991). The Exeter Diocesan 

Calendar of 1870 identified the achievements of Bishop Philpotts‟ episcopate as “129 

new churches, and 27 rebuilt. The number restored could not be given because most of 

the diocese‟s ancient churches had received some degree of restoration” (Thurmer 

1991:127). Cornwall witnessed much „restoration‟ along Gothic lines with the results 

often being disastrous and “some authorities have maintained that Cornwall suffered 

more than most other English counties” in this phase (Balchin 1983:99). A typical 

example is illustrated by Davidstow where “the church was so much restored in 1875 

that little original work remains inside” (Pevsner 1951:50). Some churches were 

effectively rebuilt, rather than „restored‟, and much of antiquity lost in the process; a 

few examples are presented here. At Little Petherick, the church of St Petrock was 

rebuilt in 1858 leaving very little from the 14
th

 century building; interestingly, it was 

“re-restored”, in 1908, by Comper and a high altar, reredos, rood screen and loft added 

(Pevsner 1951:91). St Hilary dates from 1854 (Pevsner 1951) although the tower, with 

spire, is 13
th

 century.  

 

Rebuilding may have occurred, in some cases, because of the condition of the church; 

Jennings (1946) refers to the north wall of Ludgvan church being in such a state of 

repair that it was dismantled and rebuilt in the late 1800s. In the process, a small lead 
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figure was discovered, evidently placed there when the wall was erected in the 16
th

 

century as part of enlargement at that time. However, the Society of Antiquaries dated 

the figure to the 14
th

 century: as Jennings (1946:23) muses did the 16
th

 century builders 

want “something better than a figure 200 years old? (yet they) clearly thought it was a 

sacred object and not to be destroyed”.  

 

The development of tourism in the early part of the century, itself based on construction 

of the railways, led to the establishment of mission churches at Carbis Bay and 

Newquay which, in turn, became parish churches (Dunstan 2000). In Newquay, St 

Michael the Archangel was built between 1909-11 to Sir Ninian Comper‟s design: as 

Vayne (1984:22) states, it is “an Edwardian expression of medieval forms” with a very 

detailed rood and screen. Thomas & Mattingly (2000:36) call it “Cornish 

Perpendicular”. Plate 5.2 depicts the parishes of Cornwall as they are today.          
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Plate 5.2 The Cornish parishes  

Source: Kain & Ravenhill (1999)                       
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Source: Kain & Ravenhill (1999)     

 

 

As Michael Winter (1991:157) has pointed out, Cornwall is a land of contrasts: the 

widespread development of non-conformity in the nineteenth century is balanced with 

the growth of Anglo-Catholicism; perhaps, because the Truro diocese was established 

when the latter movement was in the ascendant, “high churchmanship has been a 
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prominent characteristic of Cornish Anglicanism since 1877”. From the perspective of 

this research, the phenomenon has manifested itself in church interiors in the twentieth 

century – St. Hilary and, to a lesser extent, Gunwalloe are examples. The incumbent at 

St. Hilary from 1912-36, Bernard Walke, created a „high‟ church interior and, despite 

destruction by Protestant militants in 1932 (Winter 1991), art work from the Newlyn 

school still adorns the walls. Hurst (2000:176) considers there are “few parallels with 

that remarkable project”; in fact, the art work is compared to continental examples 

rather than British ones.     

 

5.2 Tangible features of Cornish churches  
   

5.2.1 Cornish church architecture 
 

 

Cox & Ford (1954:106), in discussing the churches of the South West, comment on how 

those of Cornwall are “a still more specialised product, both in design and materials 

(one, indeed, of the most individual in the Kingdom)” and yet they, themselves, cannot 

be considered standardised. On the other hand, Pevsner (1951) estimates that more than 

three-quarters of these churches follow one of three or four styles based on details such 

as pier profiles, arch mouldings and tower buttresses.  

 

The tower is frequently the principal feature and yet, as Rendell (1982) notes, it may 

receive little attention. A great variety exists in the county; the highest, at Probus is 125 

feet 10 inches. Pevsner (1951:18) observes that the Cornish tower is usually of two or 

three stages and without a spire; exceptions to this rule are four stage towers at Fowey, 

St Columb, St Ives, Linkinhorne and St Buryan whilst the existence of a spire suggests 

“dates earlier than the C15”; examples of the latter are St Enodoc, St Minver, Cubert, St 

Hilary, St Gerrans, St Keverne, St Anthony-in-Roseland, St Ewe, Menheniot, Sheviock, 

and Rame.        
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Confirming Cox & Ford‟s (1954) opinion of a most individual product, Pevsner 

(1951:18) states that “Cornish church architecture offers a picture of unmistakable 

character and, especially for the C15 and C16, of ever-recurring features. Before 1400 

there was much more variety”: what has been lost is an even richer built heritage. 

Before considering the interior aspects of Cornish churches, the presence of sun-dials as 

furnishings to some churches is noteworthy. Burge (1998) has studied the forms and 

accuracy of the Cornish examples, commenting that they are extant on less than half of 

all the churches. The point is, individual aspects or the architecture in toto will appeal to 

a wide range of visitor types; the survey addresses this, to some extent.  

 

5.2.2 Church furnishings    
 

 

Whilst the exterior architecture is, obviously, the first sight the visitor obtains, the 

interiors of churches are frequently rich in craftsmanship, social history and tradition.  

Lamb (1957), in her account of church furnishings in Devon, discusses the following: 

galleries, pulpits, chancel furnishings, fonts, pews, hatchments, Royal Arms, 

candelabra, sundials, clocks, roofs and windows, and monuments. Some of these 

features, pertinent to Cornish churches, will be considered. The existence of many 

Norman fonts has already been mentioned; of later work, Pevsner (1951:93) considers 

the 14
th

 century example at Lostwithiel to be of “outstanding quality”. Fonts reveal the 

existence of earlier buildings; for example, Henderson (1935) mentions the twelfth 

century font at Fowey as being all that remains of the earlier structure.        

 

Rowse (1941) suggests that oak benches are one of the characteristics of Cornish 

churches (see Plate 5.3) and, indeed, the bench-ends of Launcells and Gorran are 

remarked on by Pevsner (1951) although the two made into a chancel seat at Zennor are 
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worthy of note since they relate to the Mermaid of Zennor legend. Of the rood screens, 

few are left and when painted, as Rowse (1941:15) observes, they must have “added 

greatly to the general effect of richness and colour”, citing remnants at Lanreath, St Ewe 

and St Winnow.  

 

Plate 5.3 Medieval bench ends, Gunwalloe Church  

 

 

 
 

Source: Busby (2004a)   

 

 

In many churches, stained glass encourages a darker, if colourful, interior and that at St 

Neot must be remarked upon since it is “of more than local importance” (Pevsner 

1951:19); indeed, it is said to be one of only two examples of good medieval glass in 

Britain, the other being at Fairford, in Gloucestershire. Such features can be brought to 

the attention of a very wide audience through fiction, as will be observed later. A range 

of other furnishings could be mentioned; suffice to say, what might stand out to visitors 

are brasses - Pevsner (1951:21) suggests the best collection “is that of the Arundells of 

Mawgan-in-Pydar” – and wall decorations; the latter may take the form of frescoes, 
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such as at Breage, and paintings. Bernard Walke has described how he came to establish 

works from the Newlyn school of artists in his church in Twenty Years at St.Hilary, 

republished in 1982 as part of The Cornish Library. Collections of plate are not detailed 

since few churches openly display their specimens now and, it is suggested, the visitor 

is unlikely to be influenced by its existence when deciding where to visit. All of these 

interior aspects were mentioned by Hanna‟s (1984) incumbent respondents when asked 

what appealed to visitors.     

 

5.2.3 Churchyards 
 

 

As mentioned above (5.1.1), the lan or raised enclosure is a feature of many Cornish 

churches. Of rather more recent date but “more common in Cornwall than elsewhere is 

the lych gate with a room above” (Lees 1996:7) – examples being Kenwyn, Feock and 

Wendron. For some visitors, the churchyard is likely to be an attraction in its own right, 

usually because a particular individual is buried there or a memorial testifies to some 

event. Documented examples include John Betjeman at St. Enodoc and the memorial to 

Dolly Pentreath, allegedly the last native Cornish speaker, at Paul, more of which will 

be mentioned below.  

 

Slate memorials appear both within and without churches in the county; however, this is 

the appropriate point at which they should be mentioned. Cockerham (2000:10) 

observes that the slate ledger slab memorials, in Cornish churches, are “unique in the 

British Isles”; Pevsner (1970:22) confirms that they are a Cornish feature. The 

nationally-renowned Rysbrack produced the Eliot Monument at St Germans – the “most 

ambitious C18 monument in Cornwall” (Pevsner 1951: 158). In the twentieth century, 

high quality work was still being carried out: headstones by Eric Gill, at St Gennys and 

Pelynt, have been remarked upon (Lees 1996).  
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Finally, mention must be made of the crosses and inscribed stones. According to Lees 

(1996:11), Cornwall has “the largest and most varied number of crosses – over three 

hundred – of any county in the British Isles”. Examples at Phillack and St. Hilary have 

been dated to between the fifth and seventh centuries (Lees 1996). The churchyard, 

then, may appeal to special interest visitors pursuing interests in genealogy (Busby 

2003; McCain & Ray 2003) and literature (Busby 2004a) besides architecture.  

 

5.3 Intangible features of Cornish churches 
 

5.3.1 Historical connections 
 

 

None of the Cornish churches is of major historic interest. However, some will, 

undoubtedly, appeal to the special interest visitor (Keeling 2000). A few examples will 

be cited: at St Winnow, is a brass memorial to Lieutenant Teignmouth Melvill, of 

nearby Ethy, who was awarded, jointly with Lieutenant Coghill, the first posthumous 

Victoria Cross for attempting to save the regimental colours at Isandlwana in 1879. An 

entry in the visitors‟ book, for 23 May 2001, has been made by Dr Greave of the Anglo-

Zulu War Historical Society who adds “the end of a personal pilgrimage”. Another 

connection with South Africa exists at St.Austell church where one window 

commemorates controversial Colenso, Bishop of Natal, who translated much of the 

Bible into the Zulu language (Rowse 1986). Rowse (1989) has attempted to do justice to 

the man, still appreciated in South Africa today, in his book The Controversial Colensos 

– and, along with his cousin in New Zealand, non-mining examples of the Cornish 

diaspora (Payton 2005), discussed in chapter 7.    

 

A rather different historic connection, that between the Eastern church and Cornish 

Christianity, is to be found at Landulph, close to the river Tamar, where a brass marks 
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the “burial-place of Theodore Paleologus, a descendant of the brother of the last 

emperor, Constantine VIII” (John 1981:6). Goddard (2003) utilises this connection, 

substantially, in his work of fiction, detailed later. At St.Uny church, Lelant, St 

Michael‟s Way - Forth Sen Myghal - was inaugurated on 7
th

 May 1994 by the Spanish 

Ambassador and Lord St Levan. This way-marked twelve mile route commemorates 

that possibly taken by pilgrims to Santiago de Compostela who disembarked at Lelant 

and travelled overland to Mount‟s Bay in order to avoid the passage around Land‟s End. 

Involved with Cornwall County Council in establishing this were Bredereth Sen Jago, a 

group of latter-day individuals interested in everything associated with the Santiago 

pilgrimage. It is considered that members of this group and the national Confraternity of 

St James are likely to form yet more examples of Keeling‟s (2000) special interest 

visitors.  

 

Linking to the discussion of guidebooks later, this is the appropriate point to observe 

that John Leland, Henry VIII‟s librarian, recorded visiting St Just-in-Roseland and 

Lanteglos-by-Fowey churches in his c.1536 Itinerary (Gray 2000). Finally, mention is 

required of connections with the locality which are represented in the church, a good 

example being that of Marconi at Poldhu, near Gunwalloe, identified by postcards (4.3) 

and commented on by visitors (7.8).       

 

5.3.2 Artistic, literary and musical connections   
 

 

Goodey (1994:155) has argued that artistic and literary heritage may form part of an 

“escape culture”; this section reviews examples of such heritage extant in Cornish 

churches, with the survey findings indicating some validity. Mention has already been 

made of the works of art at St Hilary. These, according to Walke (1982) were provided 

by a number of artists of the Newlyn school. Gardner (1983:464) has drawn attention to 
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the wealth of pictures in Cornish churches and, with respect to St Hilary, suggests the 

Dutch painter Metsys‟ (1466-1530) study of Christ to be “the most distinguished 

example of painting to be found west of the Tamar”. To consider rather more recent 

works of art, Rendell (1982) states that visitors come from all over the world to see the 

1920s murals at St George‟s, Truro. Sculpture also has a part to play in the Cornish 

church scene; Nevil Northy Burnard (1818-1878), one of the more noted sculptors of 

his time (Martin 1978), and Barbara Hepworth have associations. With regard to 

headstones, Eric Gill‟s much-admired engraving has been mentioned by Lees (1996) in 

her guidebook to Cornish churchyards. For Smith (2003), in her review of cultural 

tourism, it is virtually impossible to distinguish between the arts and heritage.  

 

In a rather different artistic vein, many of the Cornish churches have literary 

connections, from the nineteenth century onwards, which are reflected in more than one 

genre (Busby 2003; Busby 2004a). Literary connections fall into the category of organic 

image formation agents, according to Gartner (1993), along with films, personal advice 

and recommendations (Hughes & Allen 2005). As will be seen from content analysis, in 

chapter 7, and survey respondents, in chapter 8, these indirect agents have some effect 

on inducing the individual to visit the church in question.    

 

A brief review is presented here. Pelynt, home to Bishop Jonathan Trelawney Bt., has 

been written about by Geoffrey Grigson, son of a former incumbent and commemorated 

today by a plaque in the church. There is also a link between Pelynt and Morwenstow 

on the north coast in the form of the author of the ballad „The Song of the Western 

Men‟, concerning Trelawney‟s incarceration in the Tower of London (his bishop‟s chair 

and crook are in a side chapel at Pelynt); Robert Stephen Hawker (1803-75) published it 

anonymously in 1825 and such was its apparent authenticity that Dickens, Scott, 
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Macaulay and Davies Gilbert thought it was a genuine seventeenth-century popular 

song (Brendon 1983). Hawker was parson at Morwenstow for forty-one years and 

whilst known for his work with shipwreck victims, he has been compared to Tennyson, 

who visited often, for his poetry (Brendon 1983). For some individuals, Morwenstow 

only means one thing: Hawker. Rowse (1986:247) has written that “one cannot think of 

it [Morwenstow] without thinking of the man, any more than one could think of 

Grasmere without Wordsworth, Dorchester without Hardy”. Attention has been given to 

the man, recently, by publication of Seal‟s (2002) The Wreck at Sharpnose Point, itself, 

generating a form of literary tourism (Busby 2004b) and acting as a „marker‟ 

(MacCannell 1976) for Morwenstow church.   

 

Down the coast is St. Juliot where Thomas Hardy met his first wife, Emma Lavinia 

Gifford, in 1870, whilst drawing up plans for „restoration‟ of the church- work he later 

regretted (Rowse 1986). As Davidson (1978:39) has pointed out, it was his first visit 

which “inspired his romantic novel A Pair of Blue Eyes” and, after Emma‟s death in 

1912, much of his finest poetry. Hardie (1992:8) records a pilgrimage, in 1991, by 

novelist Don Thomas and “outstanding Hardy scholar” James Gibson who travelled the 

same route from Bockhampton to St Juliot, “matching their time schedules to his”, as 

part of the Thomas Hardy Society‟s biennial conference. St.Juliot is, undoubtedly, 

visited by literary tourists since the nearby former rectory is now a five diamond guest 

house which hosts workshops and is linked to the Thomas Hardy Association web-site 

which, itself, displays links to over 300 Hardy web-sites (on 17 August 2001 this was 

www.yale/edu/hardysoc). 

 

Also on the north coast, further west, is St Mawgan; the parish web-site highlights the 

fact that the “classic English village was chosen by the BBC as the location for Agatha 
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Christie‟s Miss Marple” (www.stmawgan.org.uk). The web-site also features St Eval 

and St Ervan, the latter being mentioned by John Betjeman in Summoned by Bells. The 

former poet laureate is buried at St.Enodoc and this church is certainly a recipient of 

literary tourist interest; for example, recitals of Betjeman‟s poetry take place near his 

grave – this author attended one on 28 September 2000, organised as one of the events 

in Restormel Borough Council‟s Tamarisk Festival. Local authorities are not the only 

catalyst for such events. Learned societies can become involved; for example, as 

mentioned above, the Thomas Hardy Society has arranged visits to St.Juliot as part of a 

conference. Contemporary fiction also utilises specific churches; for example, 

Landulph, mentioned earlier, and St Neot feature strongly in the 2003 „bestseller‟ Days 

Without Number by Robert Goddard. The „creative‟ link is made by the author and 

forms an intangible feature of the site (Smith 2003).     

 

This is, perhaps, the point to note that other literary attractions can influence church 

visitor numbers. Visitors to The World of James Herriot attraction, in Thirsk, visit 

St.Mary by default as do visitors to Selborne, St.Mary where “a good relationship 

between the Gilbert White Museum” is reported (ICOMOS 2001:12). The author is not 

aware of any similar examples in Cornwall although there is no reason why such links 

should not exist; for example, the church of St.Fimbarrus, Fowey, is very close to the 

Daphne du Maurier Visitor Centre.  

 

Linking literary works to the screen, Busby & Klug (2001:319) observe that “many 

films and television dramas owe their existence to literature in the first place” and this 

certainly applies to a number made in Cornwall which feature local churches. The 

compilation made by Craig & FitzGerald (1999) charts films and television dramas shot 

in the county since 1913. Those featuring churches include: Yellow Sands (1938) 
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showing St Levan and Gunwalloe, based on Eden Philpotts‟ novel; Poldark, shot in the 

1970s, illustrating St Winnow and based on Winston Graham‟s saga; five productions, 

based on Rosamunde Pilcher‟s novels, shot between 1994-96, by Frankfurter 

Filmproduktion, showing Perranuthnoe church; and Twelfth Night (1995) presenting 

Lanhydrock and St Michael‟s Mount.  

 

Whilst no figures exist for movie-induced tourism in west Cornwall, local tourism 

officer Mike Foxley has suggested that filming, in 1995, of “Rosamunde Pilcher‟s Snow 

in April for broadcast in Germany injected £750,000 into the local economy… [and 

provided] far greater coverage than their promotional budget could ever achieve” 

(Busby & Hambly 2000:198). The co-author of Busby & Klug (2001) has emphasised 

that the film adaptations of Pilcher‟s works are very popular in Germany and it is 

possible that this provides a key element in the motivation to visit, with the subsidiary 

effect on church visiting – Gunwalloe visitors book for the year 2000, for example, 

records at least 102 German tourists between April and October. Similarly, the Poldark 

novels written over a forty year period may well provide subliminal inspiration for 

visiting the county and churches, acting as MacCannell‟s (1976) marker; the official 

web-site (www.poldark.com) features a heavily-utilised message board, one of which 

has questioned whether the „story board‟ of filming at St Winnow church is still 

available in the building, thirty years on – it is. Both the Poldark fiction and television 

portray what was referred to, in Chapter 2, as “heritage dialect” (Crystal 2000) – a 

manifestation of „Otherness‟.        

 

Finally, the musical dimension: the most well-known annual event must be the St 

Endellion Festival, first held in 1959, which attracts „star‟ names and even produced the 

internationally-renowned Endellion Quartet (Rendell 1982). A full orchestra performed 
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for the first time in 1961 and internationally-renowned Ronald Hickox has been 

conductor since 1972. The festival features drama and poetry readings besides music 

and such was its success that an Easter Festival is also held – the 27
th

 occurring in 2001; 

details are posted on their web-site (www.users.zetnet.co.uk/seadrift). Other churches 

have and do hold musical events but none mirrors the renown of St Endellion. The 

growth of nearby Rock‟s popularity, as a holiday destination, with Home Counties 

families may well have helped secure good attendances.  

 

5.3.3 Topographical setting       
  

 

A rapid glance at any of a number of visitors‟ books illustrates how the setting of the 

church is significant to the visitor experience. In fact, it is difficult to identify many 

Cornish churches that do not occupy a scenic setting. Clearly, use of semantic 

sequential differentiation would identify those occupying particularly attractive settings 

– and they are likely to number scores. To present some idea of how the settings have 

impacted on a number of guidebook writers, a few examples are presented for just four 

churches.  

 

Using the direct quotes concerning these illustrates how the setting takes on a key 

function; if the quotes seem somewhat lengthy, it is because the intended effect would 

be lost if they were shortened. In some cases, the writer feels compelled to juxtapose 

architectural features and fittings with the setting. Commentary on setting seems to be a 

matter as much for the specific architectural writer as for the general guidebook writer. 

The first five are taken from church or architectural guides whilst the remaining five are 

from general guidebook authors.  
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Sir John Betjeman‟s (1958; 1993) Guide to English Parish Churches states for 

Gunwalloe: 

“Romantically sited all alone near the sea, with a detached tower built into the 

rock… It is a gently restored, unforgettable place” (p.129).  

 

Charles Henderson‟s (1925) Cornish Church Guide, reprinted 1964, observes that 

 

“Gunwalloe church is most romantically situated on the brink of the sea (p.77). 

Of St Just-in-Roseland, “… the church is chiefly remarkable for its exquisite 

surroundings…” (p.88).  

 

Pevsner‟s (1951) The Buildings of England – Cornwall states that St Winnow 

(mentioned at 5.3.1) is  

 

“Exquisitely situated, with Vicarage and farm quite on its own, under old trees 

by the wide river Fowey” (p.186).  

 

 

The critical point here is that Pevsner almost never uses superlatives in his monumental 

work on the buildings of England; Yale University Press have taken over from Penguin 

as publishers – Plate 5.4 illustrates the front cover of the most recent edition.      

 

Plate 5.4. Pevsner‟s The Buildings of England – Cornwall  

 

 
 

Source: Pevsner (1951)  
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Simon Jenkins‟ (1999) England’s Thousand Best Churches only refers to Lanteglos as 

occupying a  

 

“…hilltop setting…” (observing) “Those who can find this church deserve a 

medal… this is a church for finding and keeping” (p.74).  

 

He can be more topographically descriptive:  

 

“There is no stranger site for a church. Gunwalloe is half on land, half on sea, 

lying in the lee of a small sand-dune between two halves of a beach. At high 

tide, rollers stream past on either side and the noise of the sea is overwhelming. 

Wind blows sand through cracks in the windows while the tide seems about to 

burst down the door (p.72)… Yet Gunwalloe has been here since the dawn of 

English history…” (p.73).     

 

The following quote refers to St Just-in-Roseland and represents only some of what 

Jenkins has to say about the property.  

 

“In this micro-climate, the earth sprouts palm trees, cedars and bamboo…” 

(p.84).  

 

Finally, for St Winnow, Jenkins supplies what is now to be expected:  

 

“... an idyllic spot, on the banks of the Fowey estuary, surrounded by wooded 

hillsides and the sound of birds” (p.87).  

 

 

Plate 5.5 illustrates the two versions of Jenkins‟ volume.  
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Plate 5.5 Simon Jenkins‟ (1999) England’s Thousand Best Churches – soft back and 

hard back editions 
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The last of the church guide book authors to be cited is Brabbs (1985); English Country 

Churches is actually divided into the following sections – Early churches; Regional 

styles and materials; Estate and abbey churches; Tiny or isolated churches; and, 

Picturesque churches. St. Just-in-Roseland and Gunwalloe are located in the latter 

section. With regard to the former,  

 

“It is likely that there has been a church on this site since about AD550, and 

although the present one may not be architecturally remarkable its glory comes 

from the setting” (p.126).  

 

Gunwalloe is  

 

“Romantically situated by the sea on the lonely west coast of the Lizard 

Peninsula, the church shares its patron saint with several others in the 

Southwest” (p.126).  

 

 

Turning to the general guide books, Hammond‟s (1966) West Cornwall and the Isles of 

Scilly suggests that Gunwalloe is  

 

“… romantically situated and sheltered behind a cliff… The church is built so 

close to the sea that the spray dashes over it in times of storm” (p.105).   

 

 

Similarly, Salmon‟s (1903; 1950) The Little Guide – Cornwall observes, of Gunwalloe, 

that  

 

“The church, standing among the sand-dunes in one of Cornwall‟s most wild 

and solitary spots, is said to have been a votive building for safe preservation 

from the perils of the sea” (p.76).  

 

 

Likewise, Arthur Mee (1937), in his Cornwall volume of The King’s England, alludes 

to the dunes, cliffs and sea (pp 81-82). With Davidson‟s (1978) Cornwall, Gunwalloe is 

described as follows.  

 

“Few churches in Cornwall have so unusual a setting, practically on the beach 

but sheltered from the sea by a small headland…” (p.149).  
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For St Just-in-Roseland, Davidson (1978) observes that   

 

“The church at St Just is chiefly remarkable for its setting. It stands beside its 

creek, tucked away out of sight of the main channel, in a jewelled setting at the 

foot of its church-yard, which rises precipitously in a riot of fuchsias, 

hydrangeas, palms and shrubs among the headstones…. as perfect a picture as 

one could hope to find” (p.114). 

  

 

Of Lanteglos-by-Fowey, Davidson states that it is  

 

“Isolated, apart from neighbouring farm buildings, this exquisite church is 

sequestered and unspoilt” (p.65).   

 

 

Given his familiarity with the counties of England, as a result of the production of The 

King’s England, Mee (1937) surprisingly has the following to say about St Just.  

 

“…a churchyard unsurpassed in the land… No church in England has a fairer 

garden than this hollow… Every year eighty thousand people visit this 

churchyard…” (pp227-228).  

 

 

Apart from the fact that Mee had many churchyards with which to compare St Just, it is 

interesting to note that the figure of eighty thousand visitors had been arrived at 

somehow – presumably, by calculating from the visitors‟ book. Finally, from a rather 

more recent publication, The Rough Guide to Devon and Cornwall, Andrews (2001) 

notes that St Just in Roseland is  

 

“On the shore of a creek surrounded by palms and subtropical shrubbery, with 

granite gravestones tumbling right down to the water‟s edge…” (p.196).  

 

 

The different forms of guidebook provide the visitor with indications of where to visit 

and what to see although, it is argued, few are truly conscious of this for they possess 

varying levels of cultural capital, as discussed earlier; the survey addresses this aspect.  
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5.4 Authenticity and the Cornish church 
 

 

In the light of comments at 5.1.1, concerning the authenticity of what the visitor sees, 

the work of the Victorians, for example, has altered what might be a genuine medieval 

building – but its genuine Victorian „pastiche‟, that is, their interpretation of the colour 

and brilliance of what existed before the Reformation and iconoclasm of the Civil War 

and Commonwealth. Blisland, in this context, for example, „restored‟ by Eden, is 

commended by Davidson (1978). As Worsley (2004) has demonstrated, with Bolsover 

Castle, there is a temporal dimension to authenticity. She argues that there are four 

Bolsover Castles, each one a product of its time and a reflection of society at that point 

in time. Critically, with reference to many Cornish churches, “authenticity in each case 

appears to represent the unobtainable – the medieval past, a family‟s former greatness, a 

time of idyllic social unity, or the unmediated experience of original historic fabric” 

(Worsley 2004:146). With Blisland church, for example, Eden was attempting to 

represent the unobtainable. In this sense, heritage is a threat to history, according to 

Hewison (1987) and Harvey (2001), in that the authentic version is replaced by a 

simulacrum; shades of Lascaux? Arguably, Blisland church is an exemplar of such 

simulacra – and, after all, as mentioned at 2.2, authenticity is conferred by 

interpretation, “what matters are the meanings that people project onto these inanimate 

objects” (Harrison 2005:3).          

 

With many Cornish churches, there has not been an attempt at restoration. Rather, those 

churches have been structurally developed, for other reasons. For example, the floor 

plans of the churches at Tremaine, Tintagel and St Breward (Plate 5.6) illustrate the 

extent of genuine Norman content but also how successive generations have altered the 

original structure. What does authenticity mean in this context and are the majority of 

visitors concerned? They are likely to be more interested in how the alterations reflect 
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changes in the local and national culture over time. Nigel Nicolson‟s Introduction (pp 9-

15) to Brabbs (1985) English Country Churches is useful in this context. A particularly 

salient paragraph is shown here.   

 

“The church represents, even for those who are more often church-visitors than 

church-goers, a continuity of local history, and a condensation of our national 

history, which is equalled only by the few old houses we are permitted to enter – 

but they are evidence of a personal taste and way of life, while the church 

reflects society as a whole. If we had no such visual reminders of the past, the 

past would scarcely exist for us”.  

 

 

Lowenthal (1996:153) makes the statement that “presentism seems most egregious 

when perpetrators claim to be truly authentic”: this is the last concern in the mind of the 

church authorities. As with any church in the country, those of Cornwall illustrate social 

history down the centuries together with a range of styles of building and craftsmanship. 

There will, inevitably, be multiple interpretations by visitors depending on individual 

background, familiarity with the national heritage and local customs: many visitors will 

have “no idea whether what they are consuming is authentic or not” (Voase 2002a:395). 

A useful observation comes from Burnett (2001:40) who suggests that what is 

considered “attractively authentic” is more relevant in tourism than the historically 

authentic. Authenticity is, therefore, closely allied with interpretation.  
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Plate 5.6 Norman church plans in North Cornwall    

Source: Holdsworth (1991) in Orme (Ed.)      
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5.5 Interpretation and the Cornish church    
 

 

Biran et al (2005:58) observe that tourists‟ expectations of on-site interpretation have 

“received little academic attention”, to date; this section reviews the background to 

church interpretation in Cornwall. Chapter 3 (3.4.2 and 3.4.3) raised the issue of 

interpretation in the context of heritage tourism and queried two assumptions, namely 

that visitors possess the requisite background and that there are no pre-existing 

interpretations. For example, McKean (1994:343) emphasises that consideration of 

architecture is “a fundamental corrective” to conceptions of mythology (Celticity, in this 

case) but only if it can be “read” correctly. It is argued that, in light of the discussion in 

this chapter, relatively few visitors to Cornish churches have any real understanding of 

what they are looking at although they possibly possess pre-existing images – Rojek‟s 

(1997) representational files.  

 

Any pre-existing images are likely to emanate from ideology and discourse, respectively 

viewed as “forms of consciousness” and “terms of engagement” (Purvis & Hunt 

1993:476). Voase (2002b:12) suggests that ideology, or more accurately, ideologies, 

surround us; “largely invisible”, they are embedded in everyday life. Discourse is the 

vehicle where ideology is the concept; critically, for this research, it is argued that any 

myths surrounding the Cornish church have not been recycled by the media and, 

therefore, discourses are limited; Lowenthal (1996:152) suggests that “the media 

routinely update while boasting fidelity to the past” and, yet, this has just not happened 

with the Cornish church heritage. Critically, despite Edson‟s (2004) observation that 

myths evolve, via heritage, into commercialisation, it is argued that the church itself – 

the Parochial Church Council, individual incumbent or church-wardens – does (do) not 

present a discourse.     

 



 

 

158 

At a practical level, there is no doubt that the commonly accepted forms of 

interpretation are very limited with respect to Cornish churches. There are no regular 

(human) guides, printed literature is usually of the „rusty staple‟ form and audio-guides 

unheard of – although at one of the survey churches, Lanteglos, „bat-boards‟ have been 

provided to help the visitor understand some of the features. However, this is as it 

should be; the church trail packs or guide-books, such as Simon Jenkins‟, might have 

enticed the visitor to the site but “mindful visitors” (Moscardo 1996) can then create a 

very personal experience; multiple interpretations (the phenomenological perspective, 

mentioned in chapter 2) should not be seen as problematic. Indeed, they accord with the 

increasing democratization of heritage and conform to Bourdieu‟s (1986) primary and 

secondary strata of meaning referred to in chapter 3.  

 

Furthermore, this is wholly supportive of a distinction between the real or honest and 

the authentic, discussed at 2.4: at virtually every church, there is no attempt, 

whatsoever, to interpret some feature as anything other than what it is. Arguably, this 

makes the visitor experience more real than the norm for attractions. In any case, for the 

serendipitous or incidental cultural tourist, there can be little in the way of prior 

expectation regarding interpretation. It could be argued that any heritage feature is 

value-laden (Graham et al 2000; Hewison 1987; McCrone et al 1995; O‟Neill 2006) 

although in the absence of any interpretation, the visitor is left to construct their own 

synthesis – equating with the readings stage of Figure 2.1. As an adjunct to these 

comments, and referring back to the „historic‟ guidebooks in chapter 4, an example of a 

1909 church guide, by celebrated architect J.D. Sedding, addressing Norman 

architecture in Cornwall, devotes 210 lines to Lanteglos and 28 to Gunwalloe – whilst 

St Just has “no Norman work” (Sedding 1909:10), it still receives 19 lines because of 
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the relevance of later work – and setting; Sedding‟s publication was, undoubtedly, a 

„marker‟ in it‟s time.      

 

5.6 Conclusion                   
 

 

The intention of this chapter has been to outline the development of the church in 

Cornwall, emphasising the features that may be seen or experienced by the visitor; these 

are encapsulated in Table 5.2. Whilst the buildings will be post-Saxon, they are 

frequently situated within a lan, dating back to possibly the sixth or seventh centuries, 

and often taking their name from one of those individuals who originate in The Age of 

the Saints; there is, then, a very distinctive vernacular character (Cornwall County 

Council 2000; Simmons 1952). The primary data collection attempts to measure just 

how many visitors are aware of this – or whether they „construct‟ a Celtic Christian 

Cornwall.   

 

For the visitor, there are 185 church and chapel sites of „Celtic‟ saints (Orme 2000) in 

what is not a particularly large county. However, when the place-names associated with 

a „Celtic‟ saint, where no religious building exists, are added, the visitor may truly 

believe the county to be The Land of the Saints, suggesting cultural uniqueness. In his 

two-part television programme Kernow: Part Seen, Part Imagined, Moffat (2001) 

raised the phenomenon of numerous road signs indicating places named after „Celtic‟ 

saints. In other words, the journeyings of individuals fifteen hundred years ago have left 

an intangible, yet highly distinctive, mark on the county. They can be said to be cultural 

signifiers, discussed in previous chapters.         
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Table 5.2. The Cornish church heritage – local distinctiveness  

 

Distinctive feature  Level of distinctiveness  

Linguistic feature of church names  ♣ 

Architecture  ☼ 

Lans  ♣ 

Volume of Perpendicular work  ☼ 

Building materials  ☼ 

Small size of many churches  ☼ 

Vaulting  ☼ 

Pew ends  ☼ 

Slate memorials  ♣ 

Literary connections ☼ 

Lych gates  ☼ 

Remote locations  ☼ 

 

Levels of distinction  

 

♣ Unique  

☼ Distinctive  

 

Source: Author  

 

 

Norman architectural features are present in approximately 140 churches, according to 

Pevsner (1951), and over 100 fonts are extant, presenting a very obvious feature to 

visitors. As figure 5.4 shows, Norman evidence is visible, especially at Tintagel where, 

it is argued, the visitor can truly experience a Norman church – close to a „Celtic‟ site 

(shown in Plate 4.1). The wagon roofs and „new‟ aisles provide the visitor with 

evidence of the fourteenth and fifteenth centuries and the buoyant economy of the 

period. Carved wood in a number of churches dates from the fifteenth and sixteenth 

centuries (Orme 1991; Cockerham 2000) and attracts entries in visitors‟ books. 

Cockerham‟s (2000) research has shown that as many as 500 memorials were erected in 

the seventeenth century, most being in slate, and a key feature of many sites.  

 

From the Georgian period, relatively little exists. The box pews do stand out at 

Launcells, for example, because they are so unusual but they are the exception. With the 
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advent of the Victorian era much „restoration‟ has altered the churches in some way. 

Restoration does not mean re-building in most cases and, as has been mentioned, many 

features remain from earlier times. The wholesale rebuilding of St Hilary, in the mid 

18
th

 century, left only the 13
th

 century spire but this is most certainly not the norm. 

Although the relevance of guidebooks has been mentioned in chapter 4, it is worth 

reiterating the importance of this medium, in terms of disseminating information 

concerning both the structure and less tangible aspects.  

 

From an intangible perspective, it is argued that Victorian restoration has created the 

attraction at one church: St Juliot and Thomas Hardy‟s influence as supervising 

architect has brought into existence a long-standing literary tourism connection. Other 

literary, artistic and historical connections have been mentioned although they are not 

definitive. What cannot be under-estimated is the scope for construction of individuals‟ 

representational files (Rojek 1997) such that mention of the Cornish church heritage 

may result in Betjeman imagery for one visitor and Norman fonts for another – the point 

being that a number of files will be dragged into place for social construction of the 

sight/site. Such representational files have a resonance with Munt‟s (1994) view of the 

new middle classes: his observation that Borzello visited South America because of 

Gabriel Garcia Marquez‟ novel One Hundred Years of Solitude could equally apply to 

well-educated visitors to Cornish churches pursuing „popular‟ or more arcane 

connections with authors. Following the connection, mentioned at 5.3.2, between Pelynt 

and Morwenstow (Hawker-Trelawney) is argued to be a classic example of new middle 

class practice.    

 

From the topographical perspective, the church and general guidebook authors have 

clearly been sufficiently impressed to refer to the setting of the churches. Indeed, the 
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Channel 4 series, based on Simon Jenkins‟ England’s Thousand Best Churches, and 

presented by him, begins in Cornwall with Gunwalloe. This sense of setting is not a new 

phenomenon: architect J.D. Sedding commented, in 1884, that many of the Cornish 

churches could be “more identified with the local surroundings than is the case with 

church architecture in other parts of England… they have what painters call „quality‟ or 

tone about them” (Balchin 1983:96-97). This is one of the features that the visitor 

survey is intended to address for discourses in tourism have recently begun to highlight 

the interdependence between landscape, representation and tourism (Pritchard & 

Morgan 2003). Sacralisation of landscape is not unique to Cornwall but it can genuinely 

be argued to possess a firm foundation in the county; alongside other considerations, 

representation of an area‟s essential character is one reason for ancient buildings 

surviving (Johnson 1986). The landscape, therefore, needs to be viewed “in terms of its 

time relations as well as its space relations” (Sauer 1962:333) – church and landscape 

are almost indissoluble in Cornwall; the postcard comments, identified in Chapter 4 

illustrate this admirably, for a century ago.      

 

To conclude, the Cornish church as experienced by visitors is a palimpsest of the 

centuries and cannot be understood without reference to cultural and historic events. 

This chapter responds to de Botton‟s (2003) question as to why churches are different in 

different places and also suggests an „essentialist‟ perspective (Medina 2003) whereby 

there has been a continuity of form, tradition and myth across centuries. The Cornish 

church offers those “temporal cues so important to the heritage experience” (Andrew 

1994:323): a large proportion, if not all, of the tangible church heritage is authentic, in 

the most accepted sense. However, the intangible heritage is, arguably, much more open 

to interpretation; for Gold (1994:28), ideology “helps to make sense of and rationalise 

experience” but, phenomenologically, this will result in multiple representations – 
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although they are based on a number of common elements, as the survey research 

shows. Finally, it is emphasised just how difficult it is for history not to be perceived as 

heritage, if we accept the premise of Lowenthal (1996) and Tunbridge & Ashworth 

(1996), mentioned at 5.1, for many of the Cornish church features are contested, that is, 

they possess innate rivalries and are contested – although, it is argued, visitors are 

unlikely to acquire perceptions on-site, they are much more likely to be pre-conceived. 

Representations of Cornwall are considered to be influential both before and during the 

visit – consider the advertisement in the Offa‟s Dyke Association Newsletter for Spring 

2006, for a Celtic Saints in Cornwall Study Tour, lasting six days, offered by the Porth y 

Waen Study Centre, based in Shropshire (ODA 2006).         

      

The chapter has also discussed, somewhat implicitly, a number of MacCannell‟s (1976) 

markers: the guide-books, and productions such as Kernow: Part Seen, Part Imagined, 

should be considered off-site examples, whetting the visitor appetite (as will be seen in 

chapter 7) whereas gravestones, such as that of John Betjeman at St Enodoc, are on-site 

markers. Arguably, the guide-books and productions also transform the action of 

„looking‟ into one of some „understanding‟, creating a greater level of visitor 

satisfaction (Ryan 1995), and illustrating a flow (Csikszentimihalyi 1975) or peak 

experience (Pearce 1988), with the outcome being recorded in the relevant Visitors‟ 

Book, as Chapter 7 will evidence.  

 

A number of the features discussed here are manifest in the case study survey churches; 

literary connections at Lanteglos and Gunwalloe, topographical setting at St Just and 

Gunwalloe, architectural features at all three. These, and other aspects, emanate from 

the Visitors‟ Book comments.  
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Chapter 6 Approaches and Methods    

 

 

6.1 Introduction   
 

 

A rationale for Cornwall as a case study destination was set out in chapter 1, 

emphasising the particular relevance of this form of inquiry when there is a wish to 

“define topics broadly… (to) cover contextual conditions… and rely on multiple and 

not singular sources of evidence” (Yin 1993:xi). A number of heritage tourism studies 

have adopted the case study perspective (Light 1996; Prentice et al 1998; Laws 1998), 

some considering a particular form of heritage site such as historic houses (Markwell et 

al 1997), a monastic site (McGettigan & Burns (2001), a castle (Prentice 1991), open-

air museums (Darnell et al 1992), and industrial heritage (Dicks 2000; Prentice et al 

1993). As Rowe (2002) observed in relation to heritage sites in Devon, very few studies 

have considered heritage tourism at the meso-level, i.e. between region and sub-regional 

level; she also remarked on the paucity of justification in site selection. It is argued that 

this research addresses the church heritage at meso-level, considering three sites widely 

spread out across the county of Cornwall, yet incorporating the two most-visited. The 

three churches have been chosen not so much to examine the differences between them 

as to include well-visited and distinctive ones.           

 

In responding to Deacon‟s (2004a) review of the „New‟ Cornish Studies, Williams 

(2005:18) argues that “methodological pluralism” distinguishes the field from „Old‟ 

Cornish Studies which was so empirically-based. The primary research for this study 

adopts a „pluralist‟ approach, utilising both a qualitative and quantitative approach. The 

visitors‟ book content analysis has produced data on numbers of visitors and nationality 

but has also been used in an exploratory sense to generate some of the questions to be 

pursued by quantitative research (Decrop 1999a) and to identify key themes of 
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importance to the individual visitor. It is argued that the visitors‟ book data is emic 

(insider), whereby it is produced by the object of the research, compared to the visitor 

survey which is considered to be etic (outsider), that is, it is from the researcher‟s 

perspective (Guba & Lincoln 1998; Sharpley 2003).  

 

Interestingly, Walle (1998) refers to the emic-etic dichotomy as being an example of the 

art versus science debate; it is argued that using the dichotomy in this research helps 

“view the plurality of intellectual traditions” (Walle 1998:63). The visitors‟ book 

research adopts content analysis in depth, a method not previously employed in relation 

to heritage visitor attractions, whilst the visitor survey is essentially quantitative; the 

former prevents the possibility of “context stripping” (Guba & Lincoln 1998:197) 

whereby use of certain data subsets can detract from the overall relevance of the study 

(for example, the use of a few variables in Chapter 8 to discuss the concept of cultural 

capital could detract from the wider picture).    

 

In this sense, the research is attempting to provide triangulation of the data. This 

concerns getting a „fix‟ on a research subject “from two or more places” (Robson 

1993:290) and can be undertaken “using multiple and different sources, methods, 

investigators or theories”. It is considered important to qualitative research in order to 

ensure the “trustworthiness of the data… if the two sources give the same messages 

then, to some extent, they cross-validate each other” (Robson 1993:383). Whilst it is 

accepted that some commentators take a purist line, advocating use of a single method, 

within one paradigm, this research utilises Guba & Lincoln‟s (1998) pragmatic 

approach whereby both quantitative and qualitative methods can be combined in any 

research paradigm. Specifically, Punch (1998) emphasises how documentary data is 

important in the search for triangulation, where a different, intersecting, method is used 
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in one research project; in this study, it is useful to recognise that Decrop (1999b:113) 

considers archival research to be a “privileged tool”. An important adjunct to this 

discussion is that triangulation, in this research, is about providing broad reassurance for 

the findings in the two data sets rather than in a formal sense.    

 

The ontological background to this study, i.e. nature of reality (Punch 1998), assumes 

multiple constructions that are both socially and experientially-based but, as 

importantly, depend for their content on the individual – a resonance here with Richards 

(2001d:56) who asserts that “no two individuals can have the same experience”. On the 

other hand, yet still from a phenomenological perspective, Schutz (1972:69) argues that 

it is misleading to suggest “that experiences have meaning. Meaning does not lie in the 

experience. Rather, those experiences are meaningful which are grasped reflectively”, a 

point also emphasised by Giddens (1993) and Van Manen (1990).  

 

The immediate question this raises is the temporal dimension of reflexivity: does the 

reflection occur two hours after the experience? Straight after it? During it? Regardless 

of when the reflection occurs, Schutz‟s view may go a long way to explaining the 

occurrence of repeat visitors, identified in the visitors‟ book findings: after reflection, 

their (first – and subsequent ) visit has taken on meaning. In the visitors‟ books for all 

three churches, comments sometimes refer to a visit many years before or there are 

statements such as „our fourth visit in six years‟; this is discussed at 7.4. Repeat visiting, 

as a phenomenon, is quantified in chapter 9.   

 

Allied to the issue of visitor reflection, it is noted that “where emotional considerations 

play an important role” (Phillips et al 1995:280), Decrop‟s (1999b) advocacy of an 

alternative approach is to be heeded. However, it is argued that the multi-method 
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approach adopted in this study permits the motivations and experiences of visitors to be 

triangulated. Table 6.1 illustrates the research objectives, data requirements, and type of 

data.    

 

 

Table 6.1 Research objectives in context  

 

 

Objectives  Data required Type of data  

To synthesise an 

understanding of the terms 

cultural tourism, religious 

tourism, and heritage 

tourism as they relate to 

visitors and the Cornish 

church heritage.  

Literature defining 

these terms  

 

 

Academic literature 

 

Theories and 

concepts  

To investigate the concept 

of church heritage tourism 

with particular reference to 

Cornwall and its place 

within the multiple 

representations of the 

county.  

    

Literature 

addressing church 

tourism, Cornish 

culture and 

portrayal  

 

Historic data  

 

Contemporary 

qualitative research 

Academic literature 

 

Theories and 

concepts  

 

Historic and 

contemporary guide 

books  

 

Archival postcards 

 

Visitors‟ books  

 

To explain the Cornish 

church visitor profile in 

terms of multiple 

motivations.  

 

Qualitative research  

 

Quantitative 

research   

Visitors‟ books  

 

Quantitative survey 

  

 

 

 

For this study, it was necessary to undertake overt observation (the researcher taking on 

the role of “complete observer”, Mason 1996: 64), at the sample churches, in order to 

identify the actual numbers over the time period. Hanna (1984:20) states that 61% of the 

churches in his sample displayed a visitors‟ book, “although this varies from 89% in 

Cornwall to 24% in West Yorkshire and from 71% in village churches to 25% in inner 

city churches"; these recorded a total of 1,417,805 names at 1,345 churches, in 1982, 
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with 18% from overseas; he considers it “unlikely that more than one in four visitors” 

sign their name. Analysis of visitor book entries, for several churches, so far would 

appear to corroborate Prentice‟s (1993) view that church visitors are more likely to have 

specific interests compared to other heritage attractions. 

 

Referring back to 1.1.1, if we take Richards‟ (2001d:56) view that “no two individuals 

can have the same experience”, then findings could not be generalized across the visitor 

population and, therefore, imply qualitative research, axiomatically. Furthermore, only 

Gunwalloe and St Just in Roseland receive substantial visitor numbers and it could be 

argued, therefore, that they are the only two locations suited to quantitative research. 

However, Gunwalloe is not representative of the typical Grade I Cornish church, in 

terms of visitors, because it is on the beach and will draw on this, at times, sizeable, 

captive audience. The comments expressed in the visitors‟ book by those who seldom, if 

ever, visit a church epitomise Edensor‟s (1998) view that “impromptu experiences in 

heterogeneous tourist spaces… (are) higher than those controlled experiences staged by 

the tourist industry in enclavic spaces” (Richards 2001d:56).  

 

6.2 Content analysis     
 

6.2.1 The Church Visitors’ Books  
 

 

Data from visitors‟ books is of some value in attempting to chart the numbers of 

visitors, by month, nationality and personal interest in Cornish churches. Themes and 

motivations of visitors have been identified where possible although it cannot be argued 

that these are, necessarily, representative of the visitor population. Both nominal and 

descriptive characterisations, discussed later, are present in the visitors‟ books. The 

pertinent aspects of chapters 2, 3, 4 and 5 are discussed within the theme sections in 

chapter 7.  
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The visitors‟ books for the three sites vary in layout: that for St Just-in-Roseland is, 

physically, the largest, being a loose-leaf Twinlock Treble Cash Book. However, this 

format tends to restrict visitors‟ comments to narrow rows and, to quite some extent, 

permits only date, name and nationality besides any comment, i.e. it is not easy to 

provide much detailed comment; a handful of visitors ignore this constraint although, 

given the high numbers circulating within in the church, at times, it is argued that a 

waiting queue can also be off-putting to detailed comment. In terms of the proportion of 

visitors making a comment, St Just has the lowest, at 38 per cent, arguably because of 

the format and possible queues: many pages contain just the name and address – not 

helped by the churchwarden inking in “Date”, “Name” and “From” across 2, 2 and 6 

variable width columns, respectively.   

 

Gunwalloe‟s, essentially, comprises two unequal columns, on an A4 page, also loose-

leaf, one for the date, and one for name, address and comments; significantly, visitors 

do not feel constrained to one line, it appears – unlike at St Just. The hardbound 

visitors‟ book for Lanteglos provides five columns: date, name, address and two 

columns combined for comments, in a book somewhat smaller than A4 size. Whilst 

some visitors ignore the restrictions of these columns and rows, most do not. These 

observations are provided in order to illuminate what can seem to be an emphasis on 

comments relating to one particular church – for, it is argued, the page layout may 

influence the writer.  

 

Whilst visitors‟ books were readily available for Gunwalloe and Lanteglos-by-Fowey, 

for the year 2000, that for St Just covered the first quarter of the year, the remainder – 



 

 

170 

and that for 2001 – had been mislaid; this did not become apparent until after much 

analysis had been undertaken with the two books for 2000. For St Just, the 2002 data 

has been used, given that it covers the full twelve months. A further point to note is that 

at Lanteglos, after opening on 1
st
 January, the church was closed until mid-April to 

permit major re-roofing and re-wiring to take place.     

 

Finnegan (1996) raises the issue of audience: for whom is the visitors‟ book comment 

intended? Whilst most of the entries, at all three sites, are neutral, a number imply that it 

is the church authorities, presumably the church-wardens/parochial church council, who 

will, hopefully, see that a visitor has appreciated the building being kept open; in this 

context, the comments are probably “unconscious decisions” (Finnegan 1996:144). 

Only once, in the three visitors‟ books, does an alternative, distinctive audience emerge, 

viz. relatives in the congregation or other readers who have genealogical interests: at 

Lanteglos, on 23 May, a visitor from California states that their grand-father, four 

generations back, came from the parish and “anyone by name of Endean please write”. 

There are then a general audience, one for the church authorities, and one for relations 

or affinity interests.  

 

However, it is also likely that the individual simply wishes to leave their mark. To this 

end, Fowler (1992:72) views the „Visitors‟ Book‟ as “a surrogate for such monumental 

scribbling” as found in the form of ancient graffiti at the St Ninian‟s Cave Christian 

shrine in Scotland. This has more of a resonance with the concept of writer as both 

producer and consumer; indeed, as Shaw & Williams (2004:13) observe, visitors are not 

passive, their “consumption informs production”. Finally, it is noted that research by 

Brice et al (2003) suggested that local residents were unlikely to make an entry whereas 

international visitors would; perhaps, this is simply indicative of level of familiarity, 
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that is, residents see the site frequently, visitors from further afield do not and are, 

therefore, more likely to want to state they have visited.        

 

6.2.2 The nature of content analysis       
 

 

Data from visitors‟ books is of some value in attempting to chart the numbers, views, 

motivations and interests of visitors to Cornish churches. Before considering this 

source, some of the theoretical and procedural background to the use of such material is 

presented. Scott (1990, cited in Punch 1998) proposes a twelve cell typology for 

documents which leads to four important questions in terms of evaluation: their 

authenticity (original and genuine?), their credibility (whether they are accurate), their 

representativeness (whether they are representative of the totality of documents in their 

class) and their meaning (what they state).  

 

It is suggested that visitors‟ book data should be categorised as open-archival, private 

official. Having spent many hours with Visitors‟ Book data, they have authenticity, are 

credible to the extent that they are accurate for those who sign, and probably convey the 

meaning the experience has for many visitors. Given that words can be said to 

accurately represent “the author‟s inner feelings… there are constant, though 

probabilistic, relationships between the content of communication and underlying 

motives of their authors” (Holsti 1969:32). It is argued that this source of data, 

undoubtedly, illustrates the emic viewpoint, mentioned earlier, whereby a degree of 

verstehen (Schwandt 1998) is achieved; on the other hand, it may not be entirely 

objective (Gunnar 1987). However, unlike observation and interviewing, visitors‟ book 

analysis has the benefit of “reducing to zero the respondent contamination” and yet few 

researchers appear to utilise such material (Dann et al 1988:24).  
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Punch (1998:190) suggests that documentary evidence is ignored because other data 

collection methods have “become more fashionable” although it has been increasingly 

used in tourism and hospitality research since 1997 (Airey & Johnson 1999; Bowen & 

Sparks 1998; Busby & Fiedel 2001; Crandall 1994; Digance 2003; Kemp & Dwyer 

2003; Lew & Wong 2003; Manickas & Shea 1997; Stamou & Paraskevopoulos 2003). 

With regard to church tourism research, content analysis, in some form, has been 

utilised by Busby (2003); Brice, Busby & Brunt (2003) and, in very basic form, by Gold 

(2000). As an adjunct to these observations, it is noted that content analysis of other 

forms of data has been utilised in tourism research before 1997; for example, with 

postcard and tourist brochure images (Albers & James 1983, 1988; Dann 1993).        

 

Any contamination that does occur is likely to take the form of repeating the 

superlatives used to describe the experience, viewed on the same or immediately 

preceding pages; for example, descriptive terms such as beautiful or peaceful. It is 

argued that substantive contamination is minor, if it exists, because detailed comments 

do not appear – relating to the same topic – on every page or, even, multiple pages.  

 

Whilst entry authors are likely to be stating their genuine, personal thoughts, the issue 

of representativeness needs to be considered, that is, are the authors representative of 

visitors to the church? Where the estimated ratio for writers to visitors is low, the 

answer is more likely to be positive. Clearly, entries are representative of visitors who 

write comments; whether the same views and opinions are held by non-signers is 

difficult to measure without triangulation. From another perspective, Macdonald (2001) 

emphasises the importance of testing whether documents are genuine, complete and 

reliable: the manifold styles of hand-writing, alone, would suggest that the visitors‟ 
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book entries are authentic although it is impossible to identify whether just a few names 

might be fictional. 

 

Despite Berg‟s (1998) observation that content analysis may be used effectively in 

qualitative analysis with counts of textual elements merely providing a means for 

identifying, organising, indexing and retrieving data, many researchers consider it an 

essentially quantitative process (Berelson 1952; Silverman 1993). It is certainly easier 

to present manifest content, i.e. “those elements that are physically present and 

countable” (Berg 1998:225), than latent content which calls for interpretation of the text 

in total. The long-standing debate as to whether content analysis should be quantitative 

or qualitative is addressed in this research by adopting a blend of both as recommended 

by Smith (1975).  

 

The more interpretative or qualitative analysis of text is termed hermeneutics (Veal 

1997). Content analysis, then, involves the classification of contents in such a way as to 

bring out their basic structure. The objective analysis of messages conveyed in a given 

set of data is accomplished by means of explicit rules of selection, which must be 

established before the process begins (Frankfort-Nachmias & Nachmias 1996). These 

should reflect all relevant aspects of the messages, be sufficiently exhaustive to account 

for each variation of message content and must be rigidly and consistently applied so 

that other researchers or readers, looking at the same messages, would obtain the same 

or comparable results (Berg 1998; Krippendorff 1980).   

 

Cousins & Brunt (2002), in their review of the relationship between media portrayal of 

terrorist acts and tourism, used Picard & Adams‟ (1991) procedure to analyse print 

media. The operational definition, for them, of nominal characterisations incorporates 
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nouns, or other words that label or describe the acts in a manner that merely indicates 

what happened. They are also words that label or describe the perpetrators, but with as 

little connotative meaning as possible. „Nominal‟ descriptions are straight-forward, with 

few judgemental qualities. „Descriptive‟ characterisations are often adjectival in form, 

although they may be nouns or verbal nouns, and their denotative or connotative 

meanings contain judgements about the acts. It is suggested that this may be one 

approach to analysing the visitors‟ book comments. Additionally, as Cousins & Brunt 

have shown, emergent themes can be cross-tabulated according to publication; in their 

case, extending from the Travel Trade Gazette to The Guardian. This mapping of 

themes will be undertaken for the three churches being studies.     

 

Before reviewing the specific aspect of reliability, the following important observation 

is made. The use of church visitors‟ books as a source of data does not appear to have 

been considered for any purpose other than the calculation of total annual numbers, 

excepting the research of Busby (2003) and Brice et al (2003). Hanna (1984) and Yale 

(1991), for example, merely report probable ratios of visitors to signatories. However, 

such a source can provide a guide to visitor nationality, seasonality and personal 

interests. In the absence of any other data, they provide an elementary basis for further 

research and, furthermore, the method is also unobtrusive (Marshall & Rossman 1995).   

 

6.2.3 Aspects of reliability     

 

 

The positivistic reductionism resulting from mere frequency counts is balanced with 

interpretation providing a better understanding of the producer of the words (Stamou & 

Paraskevopoulos 2003). Drawing on a range of authors, Berg (1998) observes that 

counts can be undertaken for words, themes, characters, paragraphs, items, concepts and 

semantics. Reliability – or internal validity (Krippendorff 1980) – of the measures and 
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validation of the findings could be obtained by requesting other researchers to consider 

the same texts in order to ascertain whether similar or comparable results are obtained 

(Berg 1998; Silverman 1993). However, for Holsti (1969:14), “corroboration by 

independent evidence” is required for the interpretation of latent meanings.       

 

With content analysis, reliability is, therefore, of key significance (Krippendorff 1980; 

Neuendorf 2002; Silverman 1993), that is, would another researcher come to the same 

conclusions? Krippendorff (1980) suggests that reliability, or internal validity, assesses 

whether the research findings actually represent what they purport to represent. He 

identifies two types of data-related validity: semantical and sampling. With semantical 

validity, the method must be open to the “symbolic meanings within a given context” 

(Krippendorff 1980:157); it is argued that this will become apparent in the discussion of 

findings in chapter 7. The key requirement of sampling validity is the need to ensure 

that the data is “an unbiased sample from a universe of interest” (Krippendorff 

1980:157). In the context of this research, the universe of interest is taken to be 

represented by data from visitors‟ books at all three churches, over a twelve month 

period.  

 

Correlational validity (Krippendorf 1980) refers to the extent to which findings 

obtained from one method correlate with findings obtained by another; the degree to 

which this is secured can be assessed by correlating the findings from visitors‟ book 

analysis with those obtained from the face-to-face visitor survey. This triangulation of 

data addresses Holsti‟s (1969) concern, mentioned above, regarding corroboration using 

independent evidence. Having cited Silverman (1993:59) a number of times, it is worth 

noting that he does not discuss types of validity, with respect to content analysis, merely 

stating that “precise counts of word use” ensure validity of the findings.    
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Reliability of the Gunwalloe data was checked by asking a colleague, anthropologist Dr 

Steven Butts (University of Plymouth), to identify categories and themes without any 

prior discussion of the research in any way: the same themes were identified by him 

(Busby 2003), arguably, also addressing the issue of semantical validity. Many of the 

individual words are taken to have similar meanings; for example, beautiful and pretty. 

Words sharing a similar connotation permit the grouping of synonyms by category and 

can emphasise particular themes or concepts (Weber 1990; Busby & Fiedel 2001). At 

this point, Ryan‟s (1995) comments on classification are relevant: drawing on White 

(1951), he classifies the components as shown in Table 6.2.    

 

 

Table 6.2 Components of content analysis  

 

Instrumental   A sense of achievement  

   Cognitive satisfaction  

   Economic value  

 

Expressive   Self-expression  

   Meeting affiliative needs  

   Showing concern for others  

   Defining purpose – the religious-philosophical needs  

    

Other aspects   Individualistic  

   Physiological  

   Political  

   Miscellaneous    

 

 

Source: White (1951) cited in Ryan (1995) 

 

 

Ryan (1995:110) fully recognises that “the distinction between the instrumental and the 

expressive is itself difficult to maintain in practice within the holiday context” because 

the tourist activity is an expression which becomes instrumental once carried out. 

Nonetheless, the visitors‟ book comments demonstrate a range of these components as 

will become apparent. On the down-side, it seems likely that „contamination‟ does 
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occur with respect to the use of certain superlatives: a review of the pages shows that 

identical words are used for several successive entries. This is likely to be subliminal, 

that is, the individual author may believe the setting is beautiful but, rather than 

considering the use of a different expression, simply replicates what is shown above.     

Whilst content analysis is, clearly, concerned with counts and clustering of words, it is 

accepted that the wider theoretical dimension of semiotics can also have application. It 

is not, however, within the aim of this research; given a larger sample of postcards, for 

example, at the Courtney Library, discussed in chapter 4, it would be possible to review 

both the image and accompanying text – and their inter-relationship, the denoted and 

connoted messages (Barthes 1977).    

 

Finally, the data has been reviewed for the three kinds of reliability distinguished by 

Kirk & Miller (1986:41-42), namely, quixotic, diachronic and synchronic. Quixotic 

reliability is, perhaps, the most pertinent to this research: it occurs when one method 

continually produces “an unvarying measurement”. The nearest result to this is argued 

to be basic synonyms found in the Visitors‟ Books such as beautiful, lovely, and pretty 

which cannot inform the research to the same extent as lengthier entries; such entries 

have been coded as aesthetic satisfaction, rather than spiritual support, although as the 

discussion in chapter 7 observes, there is a close relationship. The point is, with entries 

comprising just two or three words, the aesthetic satisfaction and spiritual support 

themes can appear to overwhelm the others – illuminated by longer, possibly more 

reflective, entries. Diachronic and synchronic reliability refer to the stability of 

observations through time and within the same time-period, respectively; entries in 

Visitors‟ Books for other years than those under review indicate the data to be reliable.      
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6.3 The visitor survey             

 

6.3.1 Questionnaire design 
 

 

The implementation of questionnaires falls into a number of categories: postal, 

telephone, interviewer-completion or respondent-completion (Brunt 1997; Lavrakas 

1993). Clearly, each type has advantages and disadvantages concerning aspects of time 

and cost together with sample control. This research adopted a face-to-face, interviewer 

completion survey approach. Indeed, it is argued that leaving questionnaires in several 

churches for visitor self-completion would lead to a self-selecting sample and, therefore, 

question a key aspect of the findings, namely the lack of representativeness. Face-to-

face surveys permit a high degree of random sampling – non-probability sampling, in 

this context (Wheeler et al 2004) – and enable the researcher to deal with complex 

issues; creating a rapport with the visitor also permits sensitive variables to be assessed. 

On the other hand, there is no doubt that such surveys are poor in terms of time and 

cost-effectiveness.  

 

The questionnaire was designed to examine a range of standard variables such as age, 

gender, socio-economic status, qualifications, household income and nationality in 

order to produce a visitor profile; these come at the end of the questionnaire, “by which 

time we can hope to have convinced the respondent that the inquiry is genuine” 

(Oppenheim 1992:132) – the survey questionnaire is shown in Appendix 2. As Veal 

(1997) recommends gross household income data was sought rather than individual 

income for it is possible that the survey respondent may be unwaged or the lower of two 

earners. There is no doubt that this is “a sensitive issue and… is often excluded in site 

or visitor surveys” (Veal 1997:169); however, it was considered a very pertinent 

variable and, therefore, included in this study – 544 valid responses being secured.  
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A range of „closed‟ and „open‟ questions were utilised: the former in order to both speed 

up the interview process (Frankfort-Nachmias & Nachmias 1996) and also to capture 

clearly-defined socio-demographic data. The open-ended and Likert scale questions 

reviewed behavioural and attitudinal aspects (Hague 1993; Veal 1997), the former 

permitting the respondent to express themselves as they wished (Frankfort-Nachmias & 

Nachmias 1996) and the latter utilising a five-point scale, an advantage of which is 

response quantification (Veal 1997). Based on a number of sources, Kozak & 

Rimmington (2000: 262) consider that Likert scale tests “are effective in measuring 

consumer attitudes and are easy to construct and manage”. It was felt that the variables 

assessed would also allow the validity of such concepts as cultural capital to be 

reviewed. From a subjective perspective, the questionnaire was intended to elicit just 

what the visit to the particular church meant to the individual visitor.  

 

6.3.2 Questions generated by the literature 
 

 

The visitor survey questionnaire is shown in Appendix 2; this section reviews the 

creation of the questionnaire. Given that no pre-existing data, concerning visitors to 

Cornish churches, exists, an essential first requirement is to establish the key socio-

demographic variables (Mundet & Ribera 2001). From this, comparisons can be made 

with any published literature relating to specific variables; for example, socio-economic 

classification of heritage visitors, generally, or the geographic origin of tourists to 

Cornwall. Fowler (1995) discusses the value of comparative data and, where possible, 

this survey refers back to previous ones. For example, Table 3.5, constructed from the 

ETC (1999) Heritage Monitor data, identified a range of visitors‟ book ratios for 

churches in England, including one of the three sites used in this research; this permits 

direct comparison later in this chapter. Chapter 4 identified a range of secondary sources 

of data, concerning visitor attractions in Cornwall (shown in Tables 4.1, 4.2), and the 
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influence of neighbouring „attractions‟ on church visitors (Table 4.3) – according to 

responding incumbents‟ perceptions rather than visitors, themselves (Hanna 1984).         

 

The University of Exeter‟s Tourism Research Group findings are valuable, partly 

because of the longitudinal nature of the study, although the distribution of data 

collection for the 1999 survey (the 13
th

 consecutive investigation) emphasised 

Restormel District, reflecting key tourist activity but not, necessarily, the place of 

accommodation for the church visitors. Data in the form of historic guidebooks (Table 

4.4) and old postcards (Table 4.5) is also of value in plotting visitor influences and 

trends, over time.  

 

In his analysis of the relationship between tourism and modernity, Wang (2000) argues 

that it is when a variety of approaches are combined that their significance is revealed. 

The approaches he considers are MacCannell‟s (1973, 1976) view of tourism as cultural 

concept mirroring the contradiction of modernity – in other words, authenticity-seeking, 

Dann‟s (1977, 1981) consideration of tourism as an escape from meaninglessness in 

modern life, Urry‟s (1990) “paradigm” (Wang 2000:10) of the tourist gaze, and Rojek‟s 

(1993) „ways of escape‟. To these, it is argued that Bourdieu‟s (1986) concept of 

cultural capital should be added: many tourists seek to differentiate themselves via 

consumption of particular places and practices; this reflects back on Dann‟s view that 

tourism compensates for “relative status-deprivation” (Wang 2000:10). From these 

authors, the following concepts, discussed in earlier chapters, are reviewed in chapters 

7, 8 and 9: Bourdieu‟s (1986) cultural capital, Rojek‟s (1997) collage tourism, Urry‟s 

(1990) romantic gaze, and MacCannell‟s (1976) marker. MacCannell‟s (1976) concept 

of the marker, at visitor attractions, is implicit in some of the questions but not 

axiomatic; for example, a response to Question 5b (reason for visiting the church) might 
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identify word-of-mouth testimony, that is, a marker, or incidental experience as part of a 

coastal walk.             

 

These concepts were operationalised through the use of variables addressed in the 

questionnaire; Table 6.3 identifies the relevant, specific question numbers (from the 

visitor questionnaire, shown in the Appendix). Whilst sixteen questions help in 

considering Bourdieu‟s cultural capital, it is accepted that this is a more complex 

concept to operationalise than might at first appear (Silva & Edwards 2004; Savage et al 

2005) – the most useful initial findings from the first UK-wide assessment of the 

concept appeared in August 2005 (Savage et al 2005), too late to be of use in the 

framing of the survey questions.    
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Table 6.3 Concept operationalisation by question numbers  

(Questionnaire – Appendix 2)  

 

Qn. 

no. 

Visitor 

profile 

Cultural 

capital 

Bourdieu 

1986  

Collage 

tourism 

Rojek 1997  

The 

romantic 

gaze 

Urry 1990   

The marker  

MacCannell 

1976  

1 *     

2 *  *   

3 *     

4 *     

5 *    * 

6 * * * * * 

7 * * * *  

8  *  *  

9   * *  

10    * * 

11  * *  * 

12    *  

13    *  

14   *   

15 *     

16 * *    

17 * * *   

18 * * *   

19 *     

20 *     

21 * * *   

22 * *    

23 * *    

24 *  *   

25 * * *   

26 * * *   

27 * * *   

28 *     

29 *     

30 * *    

31 * *    

32 * *    

33      

34 *     

35 *     

 

  

 

Rojek‟s (1997) concept of collage tourism is argued to be addressed by thirteen of the 

questions, Urry‟s (1990) romantic gaze by seven questions, and MacCannell‟s (1976) 

marker by four questions. The respective questions are identified in Table 6.3, referring 
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to the visitor questionnaire in Appendix 2. As can be seen some of the questions address 

more than one concept. The questionnaire was implemented through a face-to-face 

interviewer-completion survey.  

 

6.3.3 Questions generated by the content analysis            
 

 

The content analysis of the Gunwalloe visitors‟ book, for 2000, was completed before 

the quantitative survey took place and has formulated some of the variables to be tested 

by the survey questionnaire. These comprise nationality, party size, repeat visiting, 

genealogical interest or a search for „roots‟, historical and architectural interest, and the 

like, besides concepts such as MacCannell‟s marker; the key socio-demographic 

variable of qualifications is also assessed given Bourdieu‟s (1986) emphasis on this in 

terms of cultural capital acquisition. Whilst the visitors‟ book content analysis has 

generated a number of questions for the face-to-face survey, this source of data also 

permits comparison „back‟ from the empirical study to the themes identified from the 

visitors‟ book comments.  

 

6.3.4 The Pilot Study 
 

 

The questionnaire was tested by use of a pilot survey in order to ascertain whether 

certain aspects needed to be redesigned (Hague 1993; Schutt 1996). Veal (1997) 

suggests there are nine reasons for implementing a pilot survey; these are tests of 

wording, sequencing, layout, ease of use, and fieldwork arrangements, to train 

fieldworkers, estimate response and interview times, and to test the analysis procedures.   

 

Of these, it can be stated that all purposes, to a greater or lesser extent, applied to this 

survey. Given that some of the fieldwork was to be undertaken by one other 

interviewer, it familiarised them with the structure of the questionnaire and also 
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provided feed back to the researcher on what worked well and vice versa. In sequencing 

terms, questions relate to previous ones (Frankfort-Nachmias & Nachmias 1996) with 

potentially delicate aspects, such as household income, discussed above, coming at the 

end of the questionnaire when quite a degree of rapport had been established.     

 

A key outcome of the pilot survey related to the interview time: anywhere from 20 to 35 

minutes per questionnaire depending on how interested the respondents were in the 

survey. This is the appropriate point to mention that virtually every respondent was 

interested in the research and very willing to participate. It was considered that 

questionnaire completion time could be reduced, with practice, as the survey 

progressed. This occurred – although by not many minutes.   

 

The pilot was conducted at Gunwalloe church on Thursday, 7
th

 March and Saturday, 9
th

 

March 2002. On the 7
th

 March, 27 visitors came to the church, 2 signed the visitors‟ 

book, and 8 survey responses were acquired. On the 9
th

 March, 36 visitors resulted in 7 

responses but, interestingly, none signed the visitors‟ book. The total of 15 responses 

identified a number of aspects needing attention: from minor wording to the very use of 

so many „flash cards‟.  

 

At St Just-in-Roseland, the pilot survey was conducted on Tuesday, 12
th

 March and 

resulted in 9 responses. There were 40 visitors during the day with 3 signing the 

Visitors‟ Book. Very similar points to those identified at Gunwalloe arose. The 

Lanteglos pilot occurred on Saturday, 16
th

 March and resulted in 3 responses. There 

were only 7 visitors, with 1 signing the visitors‟ book, which is not surprising given its 

location. Based on the 27 pilot survey responses, a number of questions were amended 
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or even deleted and the number of flash cards reduced to just those for the income bands 

displayed in overseas currencies.  

 

 

6.3.5 Method, sampling strategy and commentary    
 

 

Poria et al (2003a:345) suggest that any understanding of the tourist experience of a 

heritage site requires that it “be seen in relation to the links between the tourist and the 

site”. Their study, published after the Cornish survey was undertaken, indicates a 

similarity of view as to socio-demographic variables required to create a visitor profile. 

To be more precise, the Cornish study acquired the same and many more of these 

variables.  

 

A key component of the survey structure is sampling, which aims to reduce different 

forms of bias, and has representativeness as a goal. With particular reference to tourism 

research, Brunt (1997) differentiates between probability and random sampling, the key 

distinction being that the former requires that the population is known; this survey 

utilised non-probabilistic random sampling (Wheeler et al 2004). Despite published 

visitor figures for Gunwalloe and St Just, the discussion at 4.3 has suggested the need 

for caution since they have been calculated by applying a ratio of signers to non-signers 

of visitors‟ books and multiplying up.  

 

Whilst results for specific visitor strata could be very useful for illustrating “distinct 

attitudes” (Hill & Busby 2002:466), stratified random sampling requires that much is 

known about the survey population to begin with (Brunt 1997) – although it is 

recognised that this visitor survey was partly-stratified, by days and months, that is. 

Although the term strata suggest a rank order, this is not the case: it simply refers to 

non-overlapping groups (Bailey 1987).  
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Therefore, given that very little was known about the survey population, a form of 

systematic random sampling was undertaken; the next-to-pass (TRRU 1983) method of 

selecting respondents whereby, when one questionnaire has been completed, the next 

person to pass is requested to complete one was used. This is recommended when the 

size of the survey population is not known and when the setting of an ad hoc sampling 

fraction (every n
th

 visitor) might entail periods of the day when the researchers are 

under-utilised (TRRU 1983). This method is also a means of reducing interviewer bias 

since the interviewer does not have to choose who to interview. It has been used 

satisfactorily with visitor research in Cornwall (Busby & Hambly 2000) and Scotland 

(Prentice 2004), for example. A record of the number of non-responses was kept during 

the survey period (total 4); TRRU (1983) suggest this seldom exceeds ten per cent and, 

therefore, any bias is insignificant. Potential respondents were approached after 

completing their visit.            

 

The face-to-face survey was intended to capture a large amount of data at three different 

churches in order to provide comparisons besides a descriptive profile of visitors at each 

site. Given possible variations in visiting patterns (Brunt 1997), the factors considered 

were: the number of survey days, combination of week-days and weekend days, 

combination of off-peak and peak days, duration and times on site. Bank holidays and 

days when special events are likely to occur were avoided, as recommended by TRRU 

(1983).  

 

Referring to Moser (1958), Brunt (1997) suggests that the first question in sample 

design concerns size. When a sample of the population has been used rather than the 

totality, there will always be a level of sampling error, that is what the sample results 
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indicate compared to what would have been shown if all visitors were interviewed. As 

Brunt (1997) recognizes, a degree of pragmatism is needed to balance between what is 

statistically desired and what can be realistically achieved time-wise.  

 

Veal (1997) argues that it is the absolute size of the sample that is important, regardless 

of population size. Appendix 1 illustrates the confidence intervals for a number of 

statistics (results) for various sample sizes; results are shown as 40 or 60%, for example, 

because if 40% of church visitors are found to be graduates, 60% will be non-graduates. 

In other words, any commentary about the accuracy of the result 40% being graduates 

will, correspondingly, apply to the 60% of non-graduates. If 40% are found to be 

graduates, with a sample size of 750, the result is subject to a confidence interval of plus 

or minus 3.5%; the population value lies, therefore, between 36.5 and 43.5%. Whilst 

this discussion relates to the 5 per cent level (0.05), it is possible that associations may 

be found at the 1 per cent (0.01) level.  

 

In view of the confidence intervals, shown in Appendix 1, and given little knowledge of 

the population (a requirement for smaller sample sizes, according to Brunt 1997), it was 

considered that the sample needed to be between 500 and 750 respondents; on the basis 

that the non-parametric chi-square test was to be used to test possible statistical 

associations, it was felt that the sample size needed to be towards the higher end. The 

argument for this pivots on the assertion that the test is invalid “if more than 20 per cent 

of the cells have expected values of less than 5 or if the minimum expected frequency is 

less than 1” (Norušis 2002:367). It was considered that a wide range of responses might 

be achieved for some of the open questions and, therefore, necessitate re-coding; Brunt 

(1997) and Veal (1997) suggest that value labels can be re-coded and grouped together 

if there is a rationale for so doing – an obvious occasion might be with a five-point 
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Likert scale whereby the poles encapsulate two scales, leaving a neutral centre – this is 

exemplified by a recent, large ESRC study (Bennett et al 2005). Statistical associations 

were tested by use of hypotheses; the null hypothesis proposing that there is no 

association between the two variables, in which case, there are two possibilities:  

 

Null hypothesis (Ho) – there is no significant association between x and y.  

 

Alternative hypothesis (H1) – there is a significant association between x and y.  

 

 

Pertinent to the discussion of hypotheses is the observation by Wheeler et al (2004:140) 

that test statistics might be the “result of chance alone”; at the 0.05 level, there is a 5 per 

cent chance of “random, non-causal, variation”. An incorrect rejection of a null 

hypothesis is a type I error; this risk is reduced by decreasing the significance level to 

0.01 or less although this increases the possibility of accepting the null hypothesis when 

it is incorrect – a type II error (Wheeler et al 2004).  

 

Whilst TRRU (1983) recommend a minimum of eight survey days, between May and 

October, the church visitor research operated over the period between March and 

October – totalling 16 days at Gunwalloe, 12 days at St Just-in-Roseland, and 20 at 

Lanteglos-by-Fowey, the latter receiving markedly fewer visitors per diem. It was 

considered that this would provide a representative cross-profile, an aspect which is 

critical if the findings are to be meaningful (Black 1993); the survey days represent off-

peak and shoulder periods besides the school holidays. For their research in Spain, 

Mundet & Ribera (2001) defined a high season (July and August), a mid season 

(September and June), a low season (October to March), and Easter (April and May); 

however, it is considered important to distinguish between school term-time and school 

holidays for this particular study.          
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Veal (1997:192) emphasises the need to seek permission to undertake any survey work; 

at Gunwalloe, this was obtained at the Parochial Church Council meeting of 11 January 

2002. In order to obtain permission from the St Just PCC, on 12 February, two 

questions were added, at their request, to the questionnaire for just that location, 

concerning St Mawes and direction of travel. At Lanteglos, permission was obtained, on 

11 February, by agreeing to add one question to the questionnaire – for all sites – 

concerning any difficulties with access; the incumbent, Reverend John Halkes, was 

Bishop‟s Adviser on Ministry to Visitors and mindful of implications of the Disability 

Discrimination Act, hence this request.    

 

6.3.6 The visitor survey dates in 2002 
 

 

The visitor survey took place over 48 days between early March and late October 2002; 

the interviewer was based in the porch at each church, despite the suggestion by 

Reverend (now Canon) Halkes to use a table and chairs at the back of Lanteglos church: 

it was considered that this might appear somewhat coercive to visitors. It can, therefore, 

be genuinely defined as an exit survey.    

 

Table 6.4 details the days together with the number of overall visitors to each of the 

three sites, the number of visitors‟ book signers and the ratio of visitors to signers for 

each day. At Gunwalloe, responses were obtained from 286 visitors, at St Just from 294 

and, at Lanteglos, from 145. Data from the pilot survey is incorporated within these 

figures. One use for this table is to address the concern, mentioned at 6.2.1, regarding 

representativeness of visitors‟ book comments. The point was made that they might well 

hold true for many if the ratio of writers to visitors is low: it is argued that when more 

than ten to fifteen per cent of the population are providing comments, there must be a 
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satisfactory level of representativeness. Just why the ratio fluctuates to the extent it 

does, raises more questions.    

 

 

 

Table 6.4 Research days, respondent, visitor and visitors‟ book numbers at three 

churches in 2002.  

 

Gunwalloe  Respondents Visitors   V.B. names  Ratio of Visitors to  

        Visitors‟ Book Names   

 

7 March   8    27    2  1:13.5   

9 March   7    36    0      ?    

18 April 13    46  18  1:2.6     

23 April 15    37    5  1:7.4   

1 May   15    40  16  1:2.5  

9 May  17    52    7  1:7.4  

10 June 18    38  11  1:3.5   

28 June 22    64    9  1:7.1  

12 July  19    63              9  1:7  

1 August 17  111  12  1:9.3 

8 August 14     57  12  1:4.8  

14 August 24  129    11  1:11.7  

22 August 21  124  18  1:6.9 

12 September 28    98    7  1:14  

17 September 26    93    7  1:13.3 

2 October 22    55  12  1:4.6   

 

Total           286     

 

 

 

 

St Just   Respondents Visitors   V.B. names  Ratio 

 

12 March 9      40    3  1:13.3 

19 April  14  161  29  1:5.6   

27 April 26  165    29  1:5.7 

20 May  20    90      9  1:10 

6 June  29  196     47  1:4.2 

26 June  31  208    52  1:4 

7 August 27  178      39  1:4.6 

13 August 27  167  39  1:4.3 

21 August 25  172  22  1:7.8 

5 September 34    217    75  1:2.9 

18 September 32  297  53  1:5.6 

10 October 19    79  21  1:3.8   

 

Total            293        

 



 

 

191 

 

 

 

 

Lanteglos  Respondents Visitors   V.B. names  Ratio    

   

16 March   3    7    1  1:7 

13 April    4  16    4  1:4   

24April   4  14    2  1:7  

2 May     7  25    7  1:3.6  

3 May  14  33    2  1:16.5   

20 May    4  17    0  ?    

31 May    7  20    4  1:5              

19 June 11  25    4  1:6.3  

20 June    6   52  12  1:4.3   

27 June 13  31    4  1:7.8 

18 July    6  16    8  1:2 

25 July  10  40  10  1:4 

8 August   6  24    6  1:4 

19 August   6  18    0  ? 

28 August 15  37  14  1:2.6 

3 September   7  15    6  1:2.5 

11 September   5  13    4  1:3.3 

19 September   8  17    2  1:8.5 

3 October   3  14     2  1:7    

30 October   6  12    4  1:3  

 

Total           145     

 

 

 

For each location and month, the survey addressed a total of 49 variables, 51 in the case 

of St Just-in-Roseland. Table 6.5 details these. The variables have been allocated to the 

following categories: geographic; church-specific; related attraction; and, socio-

demographic data. Malcolm-Davies (2004) comments that most research into visitors at 

historic sites profiles their demographic characteristics yet seldom their reasons for 

visiting. This study addresses both aspects, viewing one as relevant to the other. 

Statistical analysis was undertaken using SPSS v.11; frequency distributions identified 

possible coding errors and allowed distributions of variables to be considered. 

Associations between socio-demographic data and a range of motivations/perceptions 

were examined by cross-tabulations and use of the chi-square test. Some of the results 

are presented in chapters 8 and 9.    
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Table 6.5 Variables addressed by survey  

 

Socio-demographic indicators  

 

Place of origin 

County of residence 

Gender of respondent 

Age of respondent 

Occupation (Chief income earner) 

Qualifications 

Household income  

Membership of heritage conservation organisation 

Name of organisation 

Weekly television viewing hours 

Radio stations listened to regularly 

Newspapers read regularly 

Magazines read regularly 

Longer British holiday taken  

Longer overseas holiday taken  

Shorter British holiday taken   

Shorter overseas holiday taken  

Frequency of worship 

Difficulty with physical access 

 

Trip and visitor experience characteristics  

 

Day visitor 

Accommodation type 

Number in group  

Educational experience for children  

First visit to Cornwall 

Number of visits to Cornwall 

Reason for visiting Cornwall 

First visit to this church 

Reason for visit to this church 

Year of last visit to this church 

Why first visited? 

Would recommend visiting 

Reason for recommending   

Number of churches visited on this holiday 

Number of churches visited in last month 

Reason church appears different from those in rest of England 

How did you find out about this church? 

Name of guide book 

Likert scale: Church Interesting 

Likert scale: Church Welcoming 

Likert scale: Church Atmospheric 

Likert scale: Church Beautiful 

Likert scale: Church Cornish Celtic 
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Likert scale: Surrounding Landscape Attractive 

Likert scale: Setting of church  

Familiarity with Cornish saints 

Visiting other attractions today 

Name of attractions 

Attractions already visited   

Attractions likely to visit 

 

For St Just-in-Roseland respondents only:  

Route used to St Just-in-Roseland  

Visited/intend to visit St Mawes    

 

 

6.4 Validity of the data 
 

 

Following on from the discussion at 6.2.2, it is argued that generalizability (external 

validity) has been secured by dint of survey scheduling, taking cognisance of week-

days, week-ends and months of year, as well as the size of the sample (Neuendorf 

2002). According to Neuendorf (2002:116), content validity concerns “the extent to 

which the measure reflects the full domain of the concept being measured”; it is argued 

that the combination of visitors‟ book data and face-to-face survey secure this form. 

Indeed, it is difficult to identify many other methods which could encompass the 

domain.  

 

With respect to construct validity, Ryan (1995) approaches this in quantitative terms 

whereas Robson (1993) implies this applies equally to qualitative research, that is, 

whether the instrument measures what you think it is measuring can be confirmed to 

some extent by triangulation. It is argued that this is secured through use of an 

independent reviewer, as discussed at 6.2.2, for the visitors‟ book data. Interestingly, 

Neuendorf (2002) argues that there are few good examples of the process. This is the 

point at which recognition of Denzin‟s (1989) types of triangulation should be made. 

Use of the independent reviewer, of visitors‟ book material, and another interviewer, for 

the survey, is considered to secure investigator triangulation: this is argued to minimize 
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any bias resulting from a single researcher. This type is distinguished from data 

triangulation which utilises different data sources.   

 

In terms of internal validity, the measures should possess reliability if only because the 

threats to it should be controllable, namely, subject bias (Robson 1993), whereby 

respondents provide the comments they believe are expected, and observer bias, where 

use of multiple interviewers can influence results. With regard to the latter, one other 

interviewer was utilised for the visitor survey in this research. Before leaving the 

concept of triangulation, Flick‟s (1998) comments on its development are worthy of 

mention for it is considered to be reflected in this research. Flick (1998:230) asserts that 

the focus of triangulation has shifted from being a means of validating results to one of 

“enriching and completing knowledge”.  

 

6.5 Conclusion 
 

 

Flick (1998:192) refers to content analysis as “one of the classical procedures” for 

reviewing written material; the value of visitors‟ book data has been intimated, taking 

note of issues such as status (arguably, open-archival, private official), authenticity, 

credibility, representativeness and meaning. Meaning and reliability are very much 

inter-related, this was tested using a fellow academic‟s interpretation. The critical 

concept of correlational validity is picked up by use of the quantitative visitor survey 

data. Content analysis, to the extent employed in this research, does not appear to have 

been utilised in relation to visitor attraction research, to date; some of the findings have 

now been published in Busby (2003; 2004).  

 

When considering whether this study conforms to the Constructivist paradigm, it is 

recognised that such terms as reliability and validity are more pertinent to the Positivist 
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paradigm; nonetheless, similar concepts occur in alternative paradigms and, therefore, 

the most frequently-used terms are applied in this study.  

 

Implementation of the pilot survey led to a reduction in the number of flash cards, such 

that only one was used, namely, household income bands in overseas currencies. 

Juxtaposing the visitors‟ book data with that from the quantitative survey, publication of 

Poria et al’s (2003a) research is timely and reinforces some aspects of the written 

comments, namely motivation and relationship of the visitor to the site – emphasising 

MacCannell‟s (1976) concept of the marker, to some extent. The issue of randomness in 

the sample was ensured through use of the next-to-pass technique (TRRU 1983) and, 

when combined with the range of months on site, it is argued to be as representative of 

the visitor population as possible, within interviewer constraints. Consideration of Table 

6.7 indicates lack of consistency for any ratio of visitors to respondents, on any given 

day, because the next-to-pass method results in a variable number exiting whilst one 

respondent is engaged – assuring the randomness of the method. It is considered that the 

nature of the site possibly explains why there were only four non-responses; visitors 

might have felt obliged to participate in the exit survey.      

 

Both qualitative and quantitative approaches to data collection have been utilised in 

order to enhance triangulation, the combination is considered to be desirable (Punch 

1998; Silverman 1993; Valentine 2001) for it is argued to optimise understanding of 

church visitor motivation. The visitors‟ book data illuminates aspects not captured by 

the quantitative survey, exemplifying the real world, yet highlighting behaviour; for 

example, roots-based visitors are more apparent from the content analysis than via the 

visitor survey. It is observed that the multi-method approach, in relation to assessment 

of cultural capital, by Silva & Edwards (2004), reinforces the design of this research; 
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Bourdieu, himself, advocated a range of approaches: quantitative surveys, ethnographic 

work, and the use of statistical data and texts (Silva & Edwards 2004). In recent years, 

use of intuition and perception has come to be accepted as part of the researcher‟s 

toolkit, alongside scientific methods (Brannen 1992; Layder 1998) and, it is argued, this 

enhances the findings presented in chapter 7.  

 

 

 


