
THE USE OF MAPS IN TOURISM MARKETING AND MANAGEMENT 

Stephen Essex 

Maps are a comnwnfeature of tourist brochures and leaflets. This paper examines the role of the tourist 
map, identifies different styles of map produced by the public sector in the United Kingdom and, using 
a case study in Plymouth, assesses the effectiveness of these maps for visitors. 

Introduction 
Marketing and promotion is a critical element in the 

tourism industry, as this is how destinations and attractions 
are sold to potential visitors. Marketing for tourism is 
slightly different from selling any other type of commodity 
in a number of ways (Ash worth and Goodall, 1988). First, 
whereas for most commodities the product is taken to the 
customer, in tourism the customer has to travel to the 
product because the attractions and facilities are fixed in 
specific locations. Second, tourism is substitutable: there 
is a great choice of destinations, all offering roughly the 
same product (usually sun, sea and sand). Third, there are 
numerous producers in the industry, ranging from travel 
agents, tour operators and transport operators to suppliers 
of accommodation and attractions. In addition, central and 
local governments are frequently involved in the promotion 
of tourism, which could lead to a plethora of unco-ordinated 
and confusing publicity. In these circumstances, distinctive 
promotion and marketing in the tourism industry is essen
tial. 

An array of promotional methods is available to assist 
visitors in their travel decision-making, but commonly the 
travel brochure or leaflet is one of the most important and 
widely utilised means. Brochures and leaflets are also 
important as they often represent the only tangible item of 
holiday purchase until the holiday or trip is taken. An 
important ingredient of a brochure or a leaflet is the map, 
which fulfils a number of roles in this context 

The map has a functional role because it enables the 
visitor to make a decision over the choice of destination or 
attraction (ie. where it is). In addition the map assists 
visitors in finding their way to destinations and perhaps 
even within destinations. The map can also help to create 
or augment the overall image of a destination (eg. young 
and brash or more traditional). The style of the map, along 
with the rest of the brochure, contributes to the image which 
the destination wishes to portray and the market clientele it 
seeks to attract As part of interpretation, maps are also 
critical for enhancing visitors' enjoyment of an attraction, 
and can act as tools in visitor management by channelling 
visitors to certain areas and diverting them from sensitive 
zones. 

This paper explores three main aspects of the tourist 
map. First, previous research undertaken on the importance 
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of maps .in tourism is reviewed. Second, different styles of 
tourist map are identified from a random selection of bro
chures produced by the public sector in the United 
Kingdom. Third, an investigation is made into how such 
maps are perceived by tourists and visitors, using a case 
study of Plymouth. The scope of this paper therefore covers 
issues of concern both to the producers and the users/con
sumers of tourist maps. 

Previous Research 
lbere has been little previous published research on the 

role of the map in tourism marketing and management 
Moreover, the two major pieces of recent research reach 
quite inconclusive results about the role of the tourist map. 

Goodall and Bergsma (1990) undertook a content 
analysis of tour information in skiing brochures for all the 
mass tour operators retailing skiing-inclusive tours in the 
United Kingdom and the Netherlands for the 1986-87 sea
son. This was a comprehensive study covering a total of79 
brochures, which between them offered skiing holidays to 
454 resorts in 13 European countries. Part of the content 
analysis involved recording for each brochure, the propor
tion of each page devoted to headings, text, photos, maps, 
tables and 'white' or unused space. This was done for the 
whole brochure and for each resort, and presented accord
ing to the target markets of each brochure. 

The content analysis of the presentation of general 
inclusive tour information (see Figure 1), which relates to 
information on the range of resorts available, shows that 
maps have the smallest amount of space devoted to them 
across all markets (1-7% of content). There were slightly 
higher proportions of space devoted to maps presented in 
the direct-sell brochures (4%) and the foreign owned bro-

100 

~ 80 

§ 60 
.2 
c 
0 

·~ 40 
E 
.E 
E 20 

Key 

D W hite Space 

D Tab les 

• M aps 

• Photos 

O rext 

• Hea ds 

Source: Gooda/1 & Bergsma, 1990 

Fig 1 Presentation of general inclusive tour informa
tion in skiing brochures 
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chures (7% ), although generally it would seem maps are not 
important in selling holidays. The content analysis of the 
presentation of resort information (see Figure 2) shows a 
slightly higher proportion of space devoted to maps (7 -13% 
of content). This indicates that maps are more important in 
the detailed presentation of information on each resort and 
are perceived by brochure producers as being an important 
part of the decision-making process for potential tourists. 
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Fig 2 Presentation of resort information in skiing bro
chures 

In the second piece of research, Wicks and Schuett 
(1991) made a study of the importance attached to various 
components of a brochure by agencies actually involved in 
producing travel brochures in Illinois, USA. The survey 
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involved 103 agencies who between them produced 206 
brochures. A 52% response rate was achieved. In terms of 
percentage of response (right hand side of Figure 3), 64% 
of the producers mentioned that a map had been used in their 
material. This was the second most mentioned element of 
brochure production. However, in terms of mean impor
tance (left hand side of Figure 3) maps scored only 4.5 (1 = 
least important, 7 = most important). This placed maps in 
a position second from bottom in comparison with the other 
elements, suggesting that brochure producers attached a 
low level of importance to them. 

These two pieces of research reflect variations in the 
level of importance afforded to tourist maps in brochures, 
but they do not provide a full perspective on the role of maps 
in tourism marketing and offer few insights into the style 
and presentation of tourist maps. To investigate such ques
tions, this study analysed a random selection of about 
seventy tourist maps produced by the public sector in the 
UK (eg. County and District Councils, Tourist Boards and 
British Rail). Many public sector agencies have become 
involved in tourism promotion to a greater or lesser extent, 
and this strategy therefore provided a sensible and coherent 
starting point for an investigation of tourist maps. 

Pubic Sector Tourist Maps 
The sample of maps analysed demonstrated a great 

diversity of styles. This variation in the style of tourism 
maps relates to factors within the public sector agencies 
responsible for their production. As the following discus
sion suggests, such influences may go beyond, or have 
nothing to do with, issues and technicalities of map produc
tion. 
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The budget available for map production will deter
mine the size of map, whether colour can be used and 
whether it has to be produced in-house or can be specially 
commissioned from an outside consultancy. Political con
siderations can also play a role in terms of the extent of the 
involvement that key actors, such as tourist operators and 
local councillors, have in the design of the map. Problems 
might occur if such actors insist that their own attraction, 
destination, town or particular 'patch' is included on the 
map, even though it may not be important on a regional 
scale. The experience of the staff involved will also influ
ence the style and effectiveness of the map produced. These 
influences relate to whether the staff know what should be 
included. In some cases, they may be marketing people or 
planners (ie. non-cartographers), who have an incomplete 
understanding of what is possible in map design. Items for 
brochures can be forgotten in the rush to get them off to the 
printers to be ready for the holiday season. For example, 
one year Devon County Council's 'Cream of Devon' bro
chure was printed without a map, which received severely 
adverse feedback from the general public. 

In the brochures analysed for this paper, two main types 
of map predominated: first, non-tourist maps bought in 
from outside agencies and, second, those specially pro
duced for the public sector and either drawn 'in-house' or 
by an outside consultant 

The most common non-tourist maps bought in with 
little or no modification for visitor use were Ordnance 
Survey (OS) base maps. A typical OS map shows the main 
towns, road network and relief forms. This type of base has 
been used by Devon County Council in most of its bro
chures (eg Devon Tmvel Guide 1992), and has been slightly 
modified in some promotional literature by marking the 
location of featured hotels (in the 'Hotels of Distinction' 
brochure) and featured conference venues (in the 'Confer
ences of Distinction' brochure). The Wales Tourist Board 
also uses an Ordnance Survey style base map, with modifi
cations clearly highlighting the sandy beaches. In addition, 
a grid has also been placed over this map to help visitors to 
find particular towns or locations. The map used in the West 
Country Tourist Board Conference brochure was produced 
by Estate Maps, with no modification for tourists, although 
in this context it does highlight the tmnsport links to the area 
which are important for the business tourist. 

This type of map has the advantage of being detailed 
and accurate for visitors. However, its chief disadvantage 
is that it is not designed for tourists and does not necessarily 
show features of interest to them. In fact, it might be argued 
that much of the detail portrayed in these maps is really 
wasted on the tourist and might even lead to confusion. 
Given that the use of such maps can be expensive for public 
sector agencies (the Ordnance Survey charge royalties of 
around £12,000 pa), these drawbacks are of some signifi
cance. Another category of map is that specially produced 
by and for the public sector, usually with the needs of the 
visitor in mind. This type can be either produced 'in·· house' 
within the public sector agency or by outside consultants. 
This is where variable quality of maps becomes obvious, 
although some productions can be just as detailed as those 
by the Ordnance Surv .... J·· For example, the Northumberland 

SUC BULLETIN Vol 26 No 1 

Towist Board, with the County Museum and Galleries 
Service, have produced a detailed and attractive tourist map 
of the region, which is certainly compamble to Ordnance 
Survey productions (Surprise, Surprise: Museums and Gal
leries in Northumberland, 1992). 

The advantage of this style of tourist map is that they 
are custom designed and directed to the needs of visitors. 
They can also prove to be cost effective, as the commission
ing agency usually owns the copyfight of the map. This 
means that the agency is only involved in a one-off expen
diture, rather than having to pay royalties every year for the 
use of an Ordnance Survey map. In addition, if the agency 
holds the copyright, to further recoup costs, the map can be 
sold to private opemtors for use in their marketing. The 
main disadvantage that such maps may possess is that some 
do not necessarily work successfully for a variety reasons, 
which include inappropriate size of reproduction for the 
scale of map (too small or too big), maps not being overtly 
'tourist' ooented and simply being unattractive through too 
much detail or lack of colour. 

Other specially produced maps were much more ab
stract and generalised, conveying only the barest of 
essential information for visitors. Generalisation was 
achie.ved by a variety of methods, such as colours to signify 
different types of land area, symbols for attmctions, picture 
and sketch presentations of attractions and cartoon repre
sentations. These methods can help to convey the flavour 
or impression of an area, which gives the right feel for the 
type of tourist the area wishes to attract. One good example 
of this type of tourist map was contained in the Hastings 
brochure (1992), which presented the resort in cartoon form 
conveying an image of a fun-packed bustling resort. This 
cartoon map was backed up by a detailed plan map of the 
resort and another similarly detailed plan of the surrounding 
area. The South East Cornwall Holiday Guide (1992), 
published by Caradon District Council, presents a colour 
two-page map of the area, clearly showing the road pattern 
and picture representations of attractions. British Rail (BR) 
probably present the most genemlised maps in their leisure
related brochures. The maps of the mil networks in the 
different UK regions in the Leisure Tmvel brochure (1989) 
are presented in topographical form, which bears no rela
tionship to true geographical position. This is taken one 
step further in the BR 'Explore Britain's Industrial Heritage' 
(1988), where suggested visits from the rail network are 
presented as straight lines. Such a style of presentation is 
understandable, given that visitors do not have any choice 
about the routes taken on their journey by rail. In such 
circumstances it is only the station stops that are important 
to them. This highlights the point that even very general
ised maps can still be used by visitors to find their way. 

A number of general comments emerge from this in
vestigation. The overriding observation that can be made 
is that in maps for the tourist there appears to be a conflict 
between what is attractive and what is informative or useful. 
Tourist maps do not have to be necessarily accumte so long 
as they serve their purpose, which is showing a location and 
how to get from A to B. The maps do not have to include a 
great deal of detail and information. Indeed, it is probably 
better if as much detail and information is left out as 
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possible. It also appears that there is a continuum in the 
style of tourist maps, extending from those that are func
tional and accti.rate (eg. those of the Ordnance Survey, 
which do not necessarily contain tourist information) to 
those that are generalised and selective (eg. specially pro-
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duced maps, designed for visitor needs) (see Figure 4). 
What may be suggested is that maps at either end of this 
continuum perform two separate roles. The generalised 
ones are important in tourism marketing to capture the 
interest and attract the visitor, while the detailed maps are 
more for practical use once the visitor has reached the 
destination. The question is whether it is possible to com
bine the two and achieve a 'half-way house' between the 
extremities of the continuum. Another point is that, with 
increasing use of Information Technology and Desk Top 
Publishing, there is a merging of cartography with graphic 
design, to produce new styles with a greater emphasis on 
attractiveness rather than cartographic accuracy. 

The Effectiveness of Tourist Maps: A Case 
Study in Plymouth 

To explore the effectiveness of different styles of tour
ist map for the visitor, a case study was undertaken in 
Plymouth. Plymouth provides a good and interesting case 
study as the street layout of the city centre can be confusing. 
The framework for the new city centre (see Figure 5) was 
designed by Patrick Abercrombie in the Reconstruction 
Plan for Plymouth (1943) and was based on a relatively 

200 

1 to 
t the Hoe 

0 yards 200 

Fig 5 The old and new city centre patterns of Plymouth. Source Chalkley and Dalton (1991). 
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simple and geometric pattern. However, the neat symmetry 
so evident from the plan is lost on the average pedestrian 
and can easily lead to confusion. Chalkley and Dalton 
(1991) note that the city centre lacks nodes and landmarks, 
and the rectilinear grid has led to a situation in which no one 
intersection is significantly more strategic than any other. 
The similarity of the streets, the area's relative newness and 
the rather unmemorable quality of much of the post-war 
architecture all compound the problem of the townscape's 
lack of clarity. As a result, even Plymothians are notorious 
for not knowing the geography of their city centre. A survey 
in the late 1980s found that 40% of Plymothians shopping 
in the centre were unable to name correctly the street in 
which they were standing (Brayshay, Maguire and Chalk
ley, 1987). These problems are accentuated for visitors to 
the city, who are less familiar with the city's street layout 

There are two main visitor maps in use in the city (see 
Figure 6a & b). These seem to typify the contrasting styles 
identified in the previous section (i.e. attractive and func
tional). The 'functional' map is produced by the Plymouth 
Marketing Bureau, which is a public- and private-sector 
joint venture established in 1978 to promote tourism in the 
city. This map (Map A) is a three dimensional repre
sentation of the city centre, has long been used in the 
Plymouth Holiday Brochure and has been adapted in many 
forms for other promotions (e.g. shopping). The 'attractive' 

map (Map B) is produced by the Plymouth Attractions 
Group, which is a consortium of private-sector attractions 
in the city established in 1989. This map is a colour, 
three-dimensional aerial view of the city and surrounding 
area, with a street layout insert. The map forms part of the 
"Great Attractions of Plymouth" leaflet 

To assess the effectiveness of these two maps, a self
completion questionnaire was designed on their appeal and 
usefulness (see Appendix). The questionnaire was com
pleted by visitors from a point in the foyer of Plymouth 
Dome during the summer of 1992 (Wednesday 22nd July 
1992 to Monday 3rd August 1992). Access to this point is 
free to the general public. The Dome was a good sampling 
point for the questionnaire as it is the focal point for tourists 
to the city, and acts as an interpretation centre from which 
visitors are directed to other parts of the city. The twelve 
days of the survey coincided with many events on the 
adjacent Hoe (e.g. a Police Show, Fun Fair and BBC Radio 
Goes to Town exhibition) and so was a real centre of tourist 
activity. 

The final sample achieved in this study was 99. The 
sample might be criticised for suffering from a degree of 
bias on a number of grounds. Although access to the foyer 
of the Dome is free, some visitors might have been excluded 
from the survey because they feared they might be charged 
as they entered the building. Also, as the questionnaire was 
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Fig 6a Tourist maps in use in Plymouth MAP A • Plymouth Marketing Bureau (reproduced by kind permission 
of the Plymouth Marketing Bureau) 
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Fig 6b Tourist maps in use in Plymouth MAP B -
Plymouth Attractions Group (reproduced by kind per
mission of the Plymouth Attractions Group) 

a self-completion survey, the final sample will have been 
self-selecting. The respondents to the questionnaire will 
have only been those with an interest in the topic. On the 
same grounds, about ten forms (not included in the sample 
of 99) had to be discarded from the study due to errors and 
gaps in completion. However, the characteristics of the final 
sample (see Table 1) suggest that a good spread of visitors 
was achieved, although a bias to certain types of visitor had 
indeed occurred. For example, in terms of occupation, 
there was a high proportion of students because the study 
took place in the school holidays and summer vacation. 
This was also reflected in the high number in the under-19 
age categay, which was also swelled by a sea cadet cham
pionship which took place on Plymouth Sound at the end 
of July. The origin of visitors included in the study reflects 
the expected distribution of visitors to Plymouth in terms of 
the high volumes from the West Country, Thames and 
Chilterns and Overseas. Lower than expected volumes 
were included from the South East. Higher than expected 
volumes were included from the North, which might be 
explained by a coach party from this region visiting the 
Dome and filling in the questionnaire en masse. The main 
purposes of visits to Plymouth by respondents in the survey 
were 'on holiday' or 'day trip', which was only to be 
expected during the main holiday season. In terms of the 
number of previous visits to Plymouth, the sample included 
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r- OCCUPATION ----

Not stated 16% 
Professional 11 % 
Intermediate 12% 
Skilled 14% 
Semi-skilled 5% 
Unskilled 8% 
Retired 5% 
Unemployed 1% 
Student 27% 

r- ORIGIN 
(Tourist Board regions) 

West Country 18% 
Thames & Chilterns 12% 
North 10% 
Overseas 9% 
Heart of England 6% 
Yorks & Humberside 6% 
Southern 6% 
Wales 5% 
Northumbria 4% 
London 4% 
East Midlands 3% 
East Angl ia 3% 
Scotland 2% 
South East 0% 
Cumbria 0% 
Not stated 11% 

CHARAC TE RIS TIC S 
OF SAMPLE 

Abbey 

m Citybus 

IJll Dobwalls Family Adventure Park 

Em Tamar Valley l ine +H++ 

r- SEX 

Male 54% 
Female 37% 
Not stated 9% 

.--- AGE 

Under 19 29% 
20-29 11% 
30-44 34% 
45-59 11% 
Over 60 6% 
Not stated 8% 

r-- P U RP OS E 

On holiday 63% 
Day trip 23% 
VFR 8% 
Shopping 8% 
Local 8% 
Short break 6% 
Entertainment 5% 
Business 2% 
Other 5% 

r- PREVIOUS VISITS -

None 36% 
Once 20% 
Twice 4% 
Three or more 23% 
Local 8% 

N = 99 

Table 1 Characteristics of the sample. Source: Survey 
(1992) 
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47% who had been more than once, 36% who were on their 
first visit and 8% were locals. Although there are some 
obvious biases in the sample, it represents a good spread of 
visitor characteristics and provides a valid database for the 
purpose of this study. 

Results of Survey 

The ftrst finding to highlight, which places an impor
tant perspective on this line of research, is that a large 
proportion of the sample (44%) did not use a map of any 
sort (including the maps on Information Boards placed 
around the city) on their visit to Plymouth. The charac
teristics of this 44% included visitors who had not visited 
the city before and who might be expected to have needed 
a map. A total of 42% of those who had made no previous 
visit to Plymouth had not used a map, in contrast to 38% of 
those who had made a previous visit and 63% of locals. 
This shows that maps do not become less important with 
more visits to the city. Over 50% of day visitors, people 
visiting friends and relatives, shoppers and people visiting 
entertainment facilities did not use maps, which indicates 
that short-term visitors are less likely to use a map. A total 
of 69% of those aged under 19 did not use one, which might 
be explained by the unplanned nature of youth leisure 
behaviour or because the youths were with an adult/parent. 
Whatever the reasons, this sort of approach is perhaps 
understandable, given that people are 'on holiday'. The 
finding also emphasises the importance of signposting 
around the city for such visitors. A total of 56% of the 
sample did use a map, favouring Map A (21 %) followed by 
the Information Panels (18%) and the A-ZMap (11 %). Map 
B (10%) came close to the bottom (see Figure 7). The 
map-users came from all age groups and included a high 
proportion of longer term visitors (such as holiday makers 
and visitors on short breaks). 
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Fig 7 Use of maps by visitors to Plymouth. Source: 
Survey (1992) 

SUC BULLETIN Vol26 No 1 

The second set of questions related to the attractiveness 
and utility of Maps A and B, irrespective of whether they 
had actually been used. The respondents were simply asked 
to make a judgement about the maps from a display. The 
statistics reveal a clear result (see Figure 8). In terms of 
visual appearance, Map B appeared more attractive than 
Map A. A total of 74% of respondents found Map B 'very 
appealing' or 'appealing' while Map A received 58% of the 
responses in these categories. In terms of usefulness, Map 
A was more useful than Map B. A total of 96% of the 
respondents found Map A 'very useful' or 'useful' whereas 
Map · B received only 36% of respondents in the same 
categories. This result clearly demonstrates the conflict 
between usefulness and attractiveness: tourist maps are 
either attractive and not useful or useful and not particularly 
attractive. 

Visual Appeal A 

Not 

Usefulness A 

Comments A 

B 

B 

B 

Very 
appea ling 

POSI IIVe 

Fig 8 Preference of visitors to Maps A and B. Source: 
Survey (1992) 

Both maps had roughly equal proportions of positive 
and negative comments, although both received more posi
tive comments than negative (see Figure 8). On the whole, 
the positive comments for Map A were rather bland, simply 
pointing out the detail and comprehensive nature of the 
map. For example, one respondent noted that the map gave 
" ... the right feel - nautical, with lots of green areas", while 
another said it gave " .. . plenty of detail and points of 
history". The negative comments on Map A are more 
telling and included the following selection: 

" ... the map is not that clear. More colours needed to 
<).ifferentiate shops, attractions, parking". 
" ... dreadfully boring presentation and colour: living in 
the past". 
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" ... suggests that the city is more industrialised with 
hardly any parks or woodland". 
" ... grey, not very interesting, rain". 

" ... suggests that the city is very dull and urtinteresting". 

Another negative comment about Map A pointed to 
concerns about the false impressions often created by tour
ist maps. One respondent noted that the map seemed to 
suggest that travel through and round the city by car was 
easy, when in reality it was not. This point about false 
impressions being created by the style of tourist map is also 
highlighted in the comments about Map B. 

The positive comments about Map B pointed to the 
favourable impressions of the city created by the style of 
the presentation. For example, respondents commented 
that the map suggested to them that Plymouth was a: 

" ... city by the sea". 

" ... country, holiday place". 
" ... sunny, happy, cheerful, interesting". 

However, some of the negative comments pointed to 
the rather misleading impressions created by the map for 
some of the respondents. For example: 

" ... suggests that the city is less congested than it is". 
" ... very green and appealing. Quite quiet, but this is a 
false impression". 

" ... idealistic and beautiful, but somewhat unrealistic". 

This selection of positive and negative comments indi-
cates that neither map is really better than the other. Clearly 
it is not possible to please everyone all of the time. There 
is also some concern by the visitors about the false impres
sions created by some of the images in the map, which made 
some of the respondents feel slightly cheated. 
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The third section of the questionnaire asked the respon
dents to identify the importance of various features of 
tourist maps in general and was totally unrelated to Ply
mouth. The results show a clear bunching of the first four 
most important features of tourist maps which the visitor 
likes best (Figure 9). These were: clear presentation (70% 
most important), location of facilities (70%), plan view 
(69%) and location of buildings (66%). Surprisingly, the 
least important features of tourist maps as perceived by the 
sample were three dimensional representations (65% not 
important) and colour (50% not important). 

The final section of the questionnaire obtained com
ments related to matters or suggestions for the future design 
of tourist maps in Plymouth. Three main themes emerged 
The first set of themes related to the distribution of the maps. 
It was felt . that the maps should be free and should be 
available from petrol stations and newsagents to make it 
easier for visitors to get hold of them. The difficulties 
experienced by visitors in obtaining a map might help to 
explain why 44% of the survey sample did not use one. 
There was also one interesting suggestion for the maps of 
Plymouth to be rationalised as there were far too many 
available, producing too much waste paper. 

The second theme touched on the presentation of maps. 
Frequent comments were that colour should be added to 
Map A, scales should be added to all maps and that maps 
should be made easier to read. The third set of comments 
related to the utility of the maps. One comment called for 
the rationalisation of Plymouth's maps suggested one sim
ple plan for short-stay visitors, with a detailed map for 
long-stay visitors on the reverse. Other respondents sug
gested that maps should also show 'themed' routes, walks 
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Fig 9 Importance of features on tourist maps as perceived by visitors to Plymouth. Source: Survey (1992) 
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around the city and routes to places of interest. A number 
of other pieces of information were suggested for the maps, 
such as listing accommodation, listing useful telephone 
numbers, providing multi-lingual copies of the map and 
clearly showing the location of car parking for the disabled 
Such demands provide a real challenge for cartographers 
attempting to fit all this information onto one easy-to-read 
map. 

Conclusion 
Maps do fulftl a valuable function in tourism marketing 

and management, although this is often not shown in re
search making comparisons with other elements of the 
promotion process. The style and presentation of tourist 
maps from the public sector varies considerably, due to their 
diverse sources: the Ordnance Survey, in-house produc
tions and consultancies. Obviously there is no easy formula 
for a successful tourist map, and often there is a design 
problem caused by conflict between visual attractiveness 
and usefulness for the visitor. According to the results of 
the Plymouth study, the more functional type of map is 
favoured by visitors, although this might conflict with the 
intentions of marketeers and image-makers. It is also im
portant to note that there was some concern from visitors to 
Plymouth about the false impressions created by the maps 
of the city. Care needs to be taken in how an area is 
presented so that reality is not grossly distorted. The role 
of the tourist map certainly merits further research, particu
larly when 44% of the respondents in the Plymouth study 
did not use one during their visiL Investigations need to 
establish whether this finding relates to leisure behaviour 
or to the availability of maps to visitors. Many of the issues 
concerned with the effectiveness of tourist maps go beyond 
the design and technicalities of map production. 
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APPENDIX 

QUESTIONNAIRE ON TOURIST MAPS IN PLY
MOUTH 

We are undertaking a survey into visitors' opinions 
about the use of Maps A and B (see display) in tourism 
promotion for Plymouth. 

Please help us by completing this questionnaire and 
feel free to make any additional comments on the sheeL 
Please place completed forms in the box provided. Thank 
you. 

Please circle appropriate responses. 
Date ...................................... . 

1. How visually appealing do you find Maps A and B ? 
Map A: 1. Very appealing Map B: 1. Very appealing 

2. Appealing 2. Appealing 
3. Not appealing 3. Not appealing 
4. Don't know 4. Don't know 

2. How useful would you find each map for finding your 
way around the city ? 
Map A: 1. Very useful 

2. Useful 
3. Not useful 
4. Don't know 

Map B: 1. Very useful 
2. Useful 
3. Not useful 
4. Don't know 

3. What does each map suggest to you about the city ? 
Map A: ...................................................................... . 

MapB: ...................................................................... . 
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4. Which map(s) have you used to find yourself around 
the city? 

1. No map used 
2. MapA 
3. MapB 
4. Information panels around the city 
5. A-Zmap 
6. Other (please specify) .......................................... . 

5. What aspects are important to you in a tourist map? 
For each aspect, please circle 1 if most important; 2 if 
important; and 3 if not important. 

1. accurate representation of distances 1 2 3 

2. colour 1 2 3 
3. three-dimensional representations 1 2 3 
4. plan view of street and road layout 1 2 3 

5. location of important buildings/landmarks 1 2 3 
6. location of facilities/tourist attractions 1 2 3 
7. location of car parks/one way streets 1 2 3 
8. clear presentation 1 2 3 

9. other (please specify) ........................................... . 

6. If you have any suggestions for the future design of 
tourist maps in Plymouth, or have any further com
ments, please use the space below, 

7. Where do you live ? (Town) ••••••••••••••••••••••••••••••••••••••• 

8. Why are you visiting Plymouth today? You may 
circle more than one category. 

1. On holiday 
2. On short break 
3. Day trip 
4. Visiting friends and relatives 
5. Business trip 
6. Shopping 
7. Entertainment 
8. Local resident 
9. Other (please specify) ........................................ . 

9. How many times have you visited Plymouth pre
viously? 

1. None (on first visit) 
2. Once 
3. Twice 
4. Three or more times 
5. Local resident 

10. What is your occupation ? ...................................... . 
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11. How old are you ? 
1. Under 19 years of age 
2. 20-29 years old 
3. 30-44 years old 
4. 45-59 years old 
5. Over 60 years old 

U. Are you? 
1. Male 

2. Female 

Thank you for your co-operation in completing this ques
tionnaire. Your help is very much appreciated. 
Please place the completed questionnaire in the box pro
vided. 

RESEARCH OPPORTUNITIES IN CARTOGRA· 
PHY/GIS AT OXFORD POLYTECHNIC 

The Geology and Cartography Division of the School 
of Construction and Earth Sciences at Oxford Polytechnic 
wishes to appoint a postgraduate teaching assistant for three 
years from early 1993, or soon thereafter. The assistant will 
register for an MPhil/PhD and undertake demonstrating 
duties on undergraduate courses. Research will be super
vised by M R Cape and S I Granshaw under the general 
topic of Cartographic Specifications for Spatial Information 
Systems as outlined below. 

Both land and geographical information systems are 
widely used tools for spatial analysis. Whilst much work 
has been undertaken to investigate the data analysis capa
bilities of these systems, the research will focus upon the 
characteristics and quality of both the data sources which 
are input to such systems and the resulting output, particu
larly the cartographic integrity. Use will be made of the 
Polytechnic's GIS Suite which uses ARC/INFO on DEC 
workstations together with cartographic facilities within the 
Geology and Cartography Division. 

The person appointed should ideally have a back
ground in computer cartography or a cognate discipline. 
However, an appreciation of fundamental cartographic con
cepts will be considered as important as a background in 
geographical information systems. 

Further information can be obtained from M R Cape or 
S I Granshaw, Geology and Cartography Division, School 
of Construction and Earth Sciences, Oxford Polytechnic, 
Gipsy Lane, Headington, Oxford, OX3 OBP. Telephone 
0865 819357. 
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