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“Crickhowell - a vibrant, colourful town with thriving, family-run shops and a premier walking and cultural destination”
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1. 
Executive Summary
This Sustainable Tourism Plan for Crickhowell sets out priorities and actions for developing and promoting the area as a destination over the next five years. A wide range of businesses, organisations and individuals in Crickhowell have developed the plan with the support of the Rural Alliances Programme and Brecon Beacons National Park. 
The vision for Crickhowell is 
By 2020 Crickhowell will be not only a vibrant and colourful town with thriving, family-run shops but also a premier walking and cultural destination.
The objectives for the plan are:

1. To sustain Crickhowell and its surrounding communities through supporting a range of thriving businesses and to boost spending in the local economy by visitors and local people.

2. To improve promotions and communications with a distinctive identity for Crickhowell and good online and printed information.
3. To welcome more visitors and encourage them to stay for longer and to return again. 

4. To make the experience of visiting Crickhowell as easy as possible with good signing, car parking and a well-cared for, accessible local environment. 

5. To celebrate Crickhowell’s strong cultural and artistic heritage through a wide range of festivals and events throughout the year.

6. To encourage visitors to explore the special landscape by walking, cycling and taking part in outdoor activities.
7. To make Crickhowell a green destination; offering sustainable transport and accommodation options, low carbon activities and encouraging an understanding of the management of the surrounding landscape.
Crickhowell has many strengths as a destination, but also some weaknesses:
	Strengths

· Attractive town with interesting independent shops 

· Beautiful countryside, nature and walking
· Many other outdoor activities available
· Range of accommodation and venues
· M&B Canal and River Usk 

· Good local food, drink and eating places

· Green Man Festival, Walking Festival

· CRIC Centre and local volunteers
· Good town website

· Crickhowell and Black Mountains Tourism Group

· Arts, arts trail, galleries, Arts Alive
· Heritage – Castle, Tretower, churches, Blaenavon, Talgarth Mill

· Regular bus route and taxis
	Weaknesses

· High proportion of day visitors rather than staying visitors

· Some businesses closed or for sale

· Some pedestrian signing missing

· Poor orientation and map panel 
· Parking problems at times 

· Some poor signage 

· Dependence on volunteers 

· Not all businesses networked 

· Few B&Bs in centre of town

· Not enough seating/picnic tables 

· Some leaflets are a bit dated

· Few buses on Sundays and evenings

· Some vandalism and reduced policing




Crickhowell’s Unique Selling Propositions are:
· Traditional high street and the mix of independent, many family run, shops
· Table Mountain 
· The river, bridge and meadows – (the combination of these three which form the famous view)
· Glanusk Estate and its events

Plus the canal and Tretower Court and Castle

Development and marketing strategy

Crickhowell needs to focus on the main visitor types (middle aged/older couples; walkers and activity enthusiasts; cultural visitors and potentially more families, groups and niche markets such as weddings) and encourage them to stay longer and spend more money locally. The aim should be to clarify the main ‘offers’ or reasons to visit, especially for shopping, eating and walking. Joining things up for visitors is essential - making it easy to find out, decide, buy and consume is a priority. Web based information should be the priority, possibly supported by printed media. Better signage, basic facilities and collaboration between businesses and the local community are also important.
The local community and businesses could also become more innovative in sustainability terms e.g. encouraging more people to arrive by public transport and increased local food and drink sourcing. 

The priority themes and top projects for action which have emerged for Crickhowell are: 

	
	Priority themes
	Top projects for action

	1.
	Vibrancy and economy
	Totally Locally

	2.
	Outdoor Activities
	Walking

	3.
	Marketing and communications
	Communications

	4.
	Town fabric and practicalities 
	Signage; car parking; public transport

	5.
	Environment and nature
	Bull Pit Meadow


2. Introduction
This Sustainable Tourism Plan for Crickhowell sets out priorities and actions for developing and promoting the area as a destination. The plan is intended to steer a way forward over the next five years. It is designed to be a working document that can be added to as local groups identify new opportunities.  
The purpose of the plan is to:

· Develop the tourism potential of Crickhowell and the surrounding area and strengthen its identity for visitors

· Provide a framework and rationale for planning the development of tourism in the Crickhowell area 

· Identify priority actions
· Clarify how businesses and the local community can work together to deliver the plan with the support of other partners and organisations
2.1 Background and rationale 

The Plan has been funded through the Rural Alliances Project. This is a transnational European project which aims to work with local businesses and the communities in which they are located to find common interests on which they can work together to increase local vibrancy.  In the Brecon Beacons, the focus of work is tourism – both its development and its management.  

Rural Alliances builds upon a previous European project Collabor8 which focused on using the local sense of place and cultural heritage to help sustain the local economy and community, working with clusters of local businesses. The key three values were: Sustainability, Sense of Place and Quality. These values have been incorporated into Rural Alliances and thus are therefore still guiding principles for this plan and similar plans recently written for several other towns in the Brecon Beacons. 
The Rural Alliances values relate closely to the principles of the ‘VICE model’ for local destination management which is used in many parts of the UK. This model was developed by the national tourism agencies and Tourism Management Institute to encourage the sustainable development of tourism. It aims to ensure positive outcomes for Visitors, the tourism Industry, local Communities and the built and natural Environment. So the destination plans aim to develop tourism which:

· Welcomes, involves and satisfies 

Visitors

· Achieves a prosperous and profitable
Industry

· Engages and benefits host 

Communities

· Protects and enhances the local 

Environment

Why welcome visitors?

The visitor economy is particularly significant in rural areas where there are few alternatives and traditional industries such as agriculture and mining have declined. Tourism has increasingly been seen as a vital element in the regeneration of an area. Not only does the visitor economy support businesses, jobs and the suppliers to those businesses, but visitors’ spending also helps support local heritage, culture (e.g. festivals and events) and community services (buses, shops, pubs, post offices). Tourism is also a reason to conserve special buildings, historic buildings, beautiful landscapes and important wildlife sites.

Tourism is calculated to bring £220 million to the Brecon Beacons National Park each year and support 4,050 jobs (either directly in tourism businesses - 3,264 - or indirectly in supporting businesses)
.

2.2 Strategic context

This Plan sits within the context of several other tourism and regeneration policy documents and strategies. At a national level the Wales Spatial Plan, which is intended as a blueprint for future strategic development, identifies the landscapes of the Usk and Wye as having an important role in developing sustainable tourism and leisure opportunities.
Most pertinent is the Brecon Beacons Sustainable Tourism Strategy which gives the overall framework for the development and promotion of sustainable tourism within the National Park. 

The Strategy sets out a vision that…
In 2016, the Brecon Beacons is well established and recognised as a leading rural destination for sustainable tourism in the UK, receiving appropriate levels of business year round.  Visitors appreciate the high quality, well maintained and varied landscapes as well as the cultural and historic heritage of the area, which in turn benefit from tourism.  The National Park Authority, their public sector partners, tourism businesses, local communities and other interests work effectively together to ensure the ongoing success and quality of the visitor experience and of the destination as a whole. 

The principles underlying the strategy are:
· Effective partnership 

· Year round growth in value

· Social inclusion

· Sustainability

· Geographical spread and local distinctiveness

· An integrated destination brand

· Balanced market appeal

· Community engagement

The vision and principles tie in closely with the views and aspirations expressed during the Crickhowell workshops. This plan aims to incorporate them wherever possible. 
The Tourism Strategy for Wales, Achieving our Potential (2006-13) sets out five strategic challenges which have been borne in mind in the drafting of this Plan:

· Distinctive branding of destinations at all levels 

· Higher quality – encouraging investment in staff and facilities to meet and exceed visitor expectations

· Easier access – both physically but also access to easy information eg on websites

· Better skills – and a motivated workforce

· Stronger partnership – of businesses and organisations to promote a sustainable and distinctive Welsh offer.

The Brecon Beacons are on the periphery of several tourism regions – South East, South West and Mid Wales. It is important to link in where possible with the relevant Tourism Partnership strategies and initiatives and local authority policy documents. The new destination status for the Brecon Beacons and 2010 Brecon Beacons marketing strategy will help address this. Crickhowell itself is one of the furthest flung towns in Powys. It needs to link with National Park, Mid Wales and Powys priorities and activities but also foster close working with nearby Abergavenny, Monmouthshire and Blaenavon World Heritage Site.
2.3 Process and partnership

This plan has been developed through a series of discussions with a cross section of local tourism businesses in and around Crickhowell and through four workshops between February and April 2013. Three workshops were attended by a wide range of local businesses and partners involved in tourism. A workshop was also held at Crickhowell High School with the school’s student council members and eco committee – including a cross section of student age ranges. Two students then attended the final collective town workshop. 

The workshop participants discussed the key elements of this plan including the objectives and the vision for Crickhowell as a destination. The priorities and key action points were agreed through collective discussions.  The steps which the three main workshops worked through can be summarised as:
1. Understanding the rationale - why welcome visitors, what are the benefits for the town and surrounding area, what do we want to achieve?

2. Identifying current and future visitors 

3. Identifying what the area can offer visitors

4. Understanding the area’s strengths and weaknesses

5. Considering how well the area meets the needs of its visitors now and in the future

6. Creating a vision of where Crickhowell wants to be in 2020, from a visitor perspective

7. Identifying priorities and actions in order to achieve that vision

This plan follows much the same structure, building up the background and rationale towards the detailed action plan in the final section and key actions at the end.
All the individuals who were involved in the process are listed in Annex 8.1.
3. Vision and objectives

3.1 Vision for Crickhowell 

By 2020 Crickhowell will be not only a vibrant and colourful town with thriving, family-run shops but also a premier walking and cultural destination
A more detailed Vision has been developed – making the most of what exists already with some aspirational elements woven in:
In 2020 Crickhowell welcomes visitors to a vibrant and colourful town centre, well known for being one of the few towns in the country where family run and independent shops still offer friendly, personal service. 
Crickhowell is a premier walking destination with one of the biggest walking festivals and a wide variety of walks. It attracts many keen walkers and outdoor activity enthusiasts to explore the magnificent Black Mountains and Brecon Beacons and take part in cycling, mountain biking, riding, caving and fishing. Distinctive local landscapes such as Table Mountain and Llangattock Escarpment are well known icons of Crickhowell’s exhilarating outdoor experiences. Visitors also love lazing by the river or Castle, wandering along the canal and experiencing the National Park’s dark skies.
Crickhowell also has an extraordinary cultural richness and is well known for its art galleries, art and sculpture trails and talented contemporary artists. Nearby heritage sites such as Tretower, Blaenavon, Clydach and Llanthony are well visited and visitors seek out several special rural churches and access the local archives. The fascinating heritage and landscape have inspired art and literature over centuries and continue to do so.
There is a choice of good places to eat throughout the day and evening and lots of delicious local produce on offer in local pubs, cafes and restaurants. Crickhowell has a friendly evening atmosphere as people walk, eat, drink and enjoy varied events and social gatherings in the town centre and nearby villages.
Locals love their town and are proud to do most of their shopping locally. Their pride is also visible in the well maintained town and village environments, attractive planting and flowers and the strong support for the many festivals and events which run throughout the year. There are several new community enterprises and some interesting new businesses set up by local young people. Crickhowell has a buzz; helped by lots of communication through social networking – which visitors join in with.
The people who have attended the famous Green Man Festival and other events at the Glanusk estate have become very fond of the area and tend to return regularly. 
The town and surrounding area have also gained a solid reputation for innovative green projects; a high proportion of the community and visitors travel by bus, cycle or use electric cars and there are a good range of cycling and mountain biking routes. The strong green and friendly ethos is apparent in most businesses – which demonstrate how much they care about Crickhowell and also about their customers.

Many of these elements are already in place but are not necessarily well ‘joined up’ or co-ordinated and then promoted effectively to target audiences. This plan focuses on what can be done to help achieve this vision over the next five years.

It is difficult to identify one single theme to use as a marketing strapline – Crickhowell has probably too many strengths for this; scenery, high street, walking, heritage, arts, events. A better approach might be to clarify the key messages/strengths/headings and then encourage their promotion in a similar format by a range of businesses and organisations. 
For example 

Crickhowell for shopping

Crickhowell for walking

Crickhowell for culture etc etc
Or 

Shop Crick

Walk Crick

Art Crick

Whatever the format agreed, a similar quality style of imagery should be linked to go alongside – e.g. a series of images all taken on an angle (cricked??) representing the key messages. Possibly a set of colours or font could also be used more consistently across town organisations to help communicate messages.  The work on a Totally Locally campaign (one of the key actions) will help take this thinking forward.

This approach will help promote the breadth of the offer in Crickhowell and the range of different and complimentary reasons for visiting.

3.2 Objectives of the sustainable tourism action plan 

The overall objectives of this plan are:
1. To sustain Crickhowell and its surrounding communities through supporting a range of thriving businesses and to boost spending in the local economy by visitors and local people.

2. To improve promotions and communications with a distinctive identity for Crickhowell and good online and printed information

3. To welcome more visitors and encourage them to stay for longer and to return again. 

4. To make the experience of visiting Crickhowell as easy as possible with good signing, car parking and a well-cared for, accessible local environment. 

5. To celebrate Crickhowell’s strong cultural and artistic heritage through a wide range of festivals and events throughout the year.

6. To encourage visitors to explore the special landscape by walking, cycling and taking part in outdoor activities

7. To make Crickhowell a green destination; offering sustainable transport and accommodation options, low carbon activities and encouraging an understanding of the management of the surrounding landscape.

4. Visitors to Crickhowell
The visitor is central to this Sustainable Tourism Action Plan. It is important to consider the area from the visitor’s perspective rather than of a local resident. Key questions include:

· What types of people visit Crickhowell currently?

· Why? – what motivates them?

· What do they like and not like about our town and the local area?

· What will visitors be looking for in the future, are trends changing?

· Which visitors should we focus on attracting and catering for?

· How can we meet or exceed their expectations?
Current and future visitor markets 

The last visitor survey for Crickhowell was carried out in 2008. It had a relatively small sample of 138 respondents. Key findings were that the most common type of visitor were middle aged and older couples without children. Having said that the average group size was over 3 and there were many other visitors of differing ages and 16% of groups included children.

Cars were the main form of transport used to reach Crickhowell by 87% of visitors. The majority of visitors were from outside of Wales. London and the South East was the largest single source of visitors (24%) with the South West of England not far behind (22%). Welsh visitors accounted for just over a fifth of visitors (21%) and 12% from the Midlands.
There was a widespread of types of accommodation used with smaller serviced accommodation most popular in 2008 (self catering in 2005). There is also a high proportion of people using bunkhouses, camping and caravanning. 

Main accommodation used during visit (all staying visitors) 

	Type of accommodation
	% all staying visitors

(2005 figs in brackets)

	
	Guest House/B&B/Farm
	36% (11%)
	

	
	Rented Self Catering/Serviced Apartment
	14% (20%)
	

	
	Bunkhouse
	14% (2%)
	

	
	Camping
	13% (5%)
	

	
	Touring/motorised caravan
	11% (0%)
	

	
	Hotel/motel/ inn/lodge
	6% (38%)
	

	
	Home of friends and relatives
	5% (15%)
	

	
	Caravan – static, owned
	2% (0%)
	

	
	Caravan – static, rented
	0% (0%)
	

	
	Hostel
	0% (0%)
	

	
	Boat
	0% (5%)
	

	
	Don’t know / NA
	0% (4%)
	

	
	Total
	101% (100%)
	


Sample size = 84.  Percentages are rounded to the nearest whole number so totals may not add up to 100%.

The findings on why visitors had visited Crickhowell are particularly interesting. 
Reasons for visit (all respondents)
	Reasons
	All respondents 2008

(2005 figs in brackets)

	
	Main reason*
	Influence*

	Scenery/landscape/countryside
	30% (16%)
	30% (35%)

	Activities
	25% (16%)
	17% (10%)

	Event / festival
	12% (4%)
	0% (2%)

	Just passing through
	12% (6%)
	0% (3%)

	Previous visit
	10% (10%)
	0% (10%)

	Peace and quiet
	7% (4%)
	16% (27%)

	Shopping
	7% (10%)
	11% (7%)

	Historic interest
	7% (3%)
	7% (5%)

	Visiting friends & relatives
	8% (7%)
	8% (6%)

	Easy to get to
	3% (0%)
	13% (16%)

	Buying local arts and crafts
	2% (0%)
	4% (9%)

	Buying local produce
	1% (0%)
	8% (7%)

	Recommendation
	1% (17%)
	5% (8%)

	To visit a visitor attraction
	1% (2%)
	2% (4%)

	To attend a sporting event
	0% (1%)
	0% (0%)

	Other
	12% (2%)
	0% (8%)

	Don’t know / none
	7% (0%) 
	36% (35%)


Note:  *Percentages exceed 100% due to multiple answers. 

Clearly the scenery, activities, events, shopping, history and the peace and quiet are key motivating factors.

In terms of visitor satisfaction with their visit 94% of respondents rated their visit as either excellent or good. Encouragingly, there were no negative ratings. Factors which rated most highly included general atmosphere, scenery/countryside, feeling of welcome, friendliness of local people, quality of accommodation and cleanliness of streets. The lowest ratings were for ease of parking and public toilets. The only factor which had gone down between the surveys in 2005 and 2007 was the range of places to eat.
The leisure and activities visitors participated in demonstrate the significance of eating, sightseeing/visiting attractions and shopping and the popularity of walking.

Participation in leisure activities

	
	All respondents

(2005 figs in brackets)

	Go to pub/restaurant
	66% (69%)
	

	Sightseeing
	43% (59%)
	

	Shopping
	37% (55%)
	

	Visit attractions
	34% (38%)
	

	Attend festival/cultural/agricultural event
	8% (8%)
	

	None
	5% (1%)
	

	Going to the theatre/show/concert
	3% (4%)
	

	Going to the cinema
	1% (3%)
	


Participation in activities

	
	All respondents

(2005 figs in brackets)

	Walking
	74% (65%)
	

	Cycling
	9% (1%)
	

	Water sports
	4% (1%)
	

	Swimming
	3% (1%)
	

	Fishing
	2% (1%)
	

	Creative arts
	2% (4%)
	

	Riding and pony trekking
	1% (7%)
	

	Golf
	1% (3%)
	

	Tennis
	1% (3%)
	


Visitors were asked what should be improved and listed a range of diverse factors. Some issues with multiple comments included traffic, parking, signage, footpath way marking, lack of things to do/eat in the late afternoon/early evening, and requests for better food/locally sourced food and more seating in and around town. 
The survey data from 2008 was confirmed in discussions with local tourism businesses which identified the following key groups of visitors. 
Current visitor types

· Middle aged/older couples -  browsing, shopping, sightseeing – often from Birmingham and S Wales
· Walkers with several sub groups a) 50+ from the SE and Midlands, b) younger couples, c) local walkers and day walkers, d) groups of staying walkers and group reunions
· Activity enthusiasts - including: fishing, mountain biking, shooting, caving and cave diving, canoeing, riding, gliding, para-gliding, climbing
· Cultural visitors – some from the surrounding area, visiting to see heritage, art, eat/drink and shop
In addition other niche groups were identified:

· Team building courses
· Weddings – some locals and some S Wales and SE
· Events especially Green Man (and Cardiff overspill)
· Young couples on romantic breaks
· People returning after military training
The browsing couples are often on short breaks and can be quite high spenders if they find things they like and value. Such visitors appreciate good quality and they are quite loyal – returning to favourite locations. This group will appreciate Crickhowell’s shops and will want quality eating places, accommodation, interesting cultural and heritage experiences, and some walking or activity opportunities. This group overlaps with the cultural visitors to quite an extent, although Crickhowell is drawing in additional cultural visitors from nearby areas through events such as the open studios and promotion of regular exhibitions.
Walkers and activity enthusiasts can be seen to fall into a range of different sub groups and may need different types of information – some will have done all their walks or activity planning before they arrive – others will require more suggested routes and day out propositions.
Future trends that will impact on the types of visitor, how they behave and what they are looking for include:

· Over three quarters of visitors research visits online before they arrive
· Expectations of quality standards are continuing to increase
· Visitors are now expecting rural tourism businesses to be environmentally aware 
· Many people are seeking out peace and quiet

· There has been an increasing interest in authenticity – heritage, culture, local food etc

· More people want to avoid flying to go on holiday – although the counter trend is needing to escape the recent poor summers
· The potential of new technology – for information, interpretation, trails, apps etc.
· Climate change and the move to more sustainable technologies, electric vehicles etc.
· Increasing fuel costs
Target markets and brand values
The Tourism Marketing Strategy for the Brecon Beacons published in 2010, identified the following target markets for the Brecon Beacons as a destination.  
Primary target markets 
Priority 1:  

· Freedom seekers.  Looking for relaxation and soft activities in a scenic natural environment with good food and accommodation.  Main message: “Escape and change of pace”

· Active seniors.  Looking for the above together with broader cultural interest.  Main message: “Indulgence”

· Outdoor activists.  Specifically seeking hiking, cycling, riding, canoeing and other activities in a scenic environment.  Main message: “Freedom and space”

· Families.  Looking for active family holidays.  Main message: “Plenty to do”.

The above are seen as coming primarily from London and the South East, the M4 corridor and Bristol and the South West.   However, opportunities should also be sought to work on converting day visits from South Wales, including Cardiff, to overnight stays, especially amongst the family market. 

Secondary target markets

Priority 2: 

· Youth Groups.  Looking for activities, personal development and bonding and field studies.  Main message: “Challenging but safe”

· Business/corporate activities. Looking for team building etc.  Main message: “Inspirational environment”

Priority 3: 

· Independent overseas tourers.  Looking for scenic beauty, soft activities and culture. Main message: “Scenically beautiful and culturally interesting”

· Other special interest.  Looking for specific themes, e.g. conservation, geology etc.  Main message: geared to the particular interest

· Day visitors (general).  From South Wales primarily. Looking for the ‘National Park’ and individual attractions.  Main message: “The Brecon Beacons is your back garden”

· Day visitors (outdoor). From South Wales and the Bristol area.  Looking for undertaking regular activities.  Main message: “Indulge your passion close to home”

· Also identified: Fishing and Family and Friends markets 

There is a reasonable fit with the markets identified in Crickhowell, above – although the family market was not identified strongly in Crickhowell. There is scope to attract more families for those businesses which would like to welcome more. They will need to provide good information on appropriate facilities and activities locally. Accommodation and catering businesses need to provide high chairs, child portions, games, baby changing etc and make a point of welcoming families for example offering family deals and offers. Parents are looking for things to occupy and entertain children such as farm attractions; short, fun walks; play grounds and adventure play facilities. Crickhowell has recently produced some children’s town trails and walks. Slightly older children may be entertained with activities such as treasure hunts, trails or geo-caching. However simple, safe environments where children can simply run around and play perhaps at the castle or beside the river will also be very popular and could be highlighted. 

The key marketing messages such as escape and change of pace, freedom and indulgence should be woven into the more specific Crickhowell marketing information. 
The Sustainable Tourism Strategy for the Brecon Beacons developed some statements trying to establish a set of ‘brand values’ for the whole national park. This has highlighted key elements of the area’s appeal as:  inspiring yet accessible landscapes; individual locations with their own character; and rural life and people.  
An initial set of statements was published: 

· A living landscape to discover and cherish.

· This landscape can appeal to everyone 

· Special places in spectacular settings - everywhere you go 

· You can change pace at any time 

· Be inspired to be active 

· This is a people place – come and meet, listen or join in 

Again the relevance of these for Crickhowell can be clearly identified - with the range of visitor motivations, beautiful landscapes and feedback on friendly local people and personal; service in family run shops. The messages will help support promotion to the types of visitor Crickhowell wants to attract.
Marketing approach

The conclusions of this market analysis are that it would be sensible to try to keep attracting the range of current markets but to encourage visitors to stay longer and therefore spend more money locally by promoting the wide range of things to see and do. By communicating the range of options for days out and activities, the number of places to eat and walks of all lengths people need to be tempted to add an extra day or two to their itineraries. 
In addition some businesses could try to build the family market or special niches which they can accommodate such as weddings, groups or minority activities.

5. The Tourism Offer

What does our area offer visitors?

A mini Tourism Audit has been undertaken to help identify the Crickhowell area’s strengths and weaknesses from a visitor perspective and to help identify gaps in the offer, any particular issues and opportunities. The audit is based on the community profile compiled by Powys Council in 2011, supplemented by checking the latest online information available on the area.
Accommodation 
Within the Crickhowell area – roughly a 5 mile radius including Llangattock, Llangynidr, Tretower and Glangrwyney - there is a wide range of accommodation options for visitors. The following table includes estimates of the number of businesses and bedspaces.  
	Accommodation
	No.
	Bedrooms and spaces (approx.)

	Hotels/Inns 
	9
	146 rooms or 292 bedspaces

	B&Bs/Guest Houses
	17
	60 rooms or 120 bedspaces*

	Self catering units 
	42
	124 rooms or 248 bedspaces

	Bunkhouses
	1
	30 bedspaces

	Caravan/camping sites
	5
	207 pitches or 828 bedspace equivalents (at 4 per pitch)

	Total
	74
	690 + 828 camping = 1518 total


*There are a few B&B bedspaces which are also available as self-catering but these have not been double counted.
The businesses figure of 74 will be a slight over estimate as several self-catering businesses own more than one unit – but there are approaching 70 individual accommodation businesses. The figure of 690 bedspaces, without including camping and caravanning, is substantial. 

There is a good cross–section of quality with several 5 star hotel, guest house and self-catering options. There is perhaps less at the budget end of the market other than the one bunkhouse and camping/caravanning. Other parts of the national park have more bunkhouses (although there are several large self-catering barns). The figures above do not include any people staying on rented narrowboats on the canal.

Full occupancy of accommodation is rare and caravan sites for example are closed for part of the winter. However if an estimate of 33% annual bed occupancy for the above bedspaces were applied there could be over 180,000 visitor nights in the wider Crickhowell area each year (not including those camping at the Green Man Festival). 
Places to visit
Crickhowell is an attractive town set in a scenic location in the heart of the Usk Valley, Black Mountains and Brecon Beacons National Park. There are a number of attractive historic buildings and frontages and a usually bustling town centre focused around the square. The town has the distinctive profile of Table Mountain above the town and visible from many places within the town and there is a classic view across the river featuring the town’s famous bridge. Also very nearby are the Monmouthshire and Brecon Canal and the Llangattock Escarpment, plus the peaks of the Black Mountains to one side and the central Brecon Beacons to the other. Within ten miles to the south lie Abergavenny and Blaenavon – the World Heritage Site.
The hill fort on Table Mountain Crug Hywel dates from the iron age, there are roman remains in the wider area and a motte and bailey caste was built in Norman times and significant ruins of this stand in an attractive park. The bridge is sixteenth century and the Bear Hotel is a particularly famous coaching inn.

On arrival visitors will first notice some of the key civic buildings, the Bear and Dragon Inns, the interesting shop frontages and, on further exploration, CRiC (Crickhowell Resource and Information Centre), St Edmund’s Church and the Castle. Those arriving by car will need to find somewhere to park the car and, as the car park is tucked away will need to be signed there. Otherwise they will try to park on the square and either not stay very long or fail to find a place and may drive away completely. These first few minutes of orientation to the town are vital for first time visitors – finding their way to the main parts of the town, being encouraged to explore further and find shops away from the square, the castle and river. Currently the signposting, map boards and fingerposts are inadequate. 
The main attractions in the wider Crickhowell area include:

· Art, craft and photography galleries and studios including Oriel Cric Gallery and Gallery on the Usk, along with lots of individual artists’ studios. There are over 50 artists listed on the Arts Trail, arts courses are available locally and the annual Open Studios event is well patronised. Arts Alive Wales, an education arts organisation, is based in Crickhowell. 

· Boats on the Monmouthshire and Brecon Canal can be rented for short breaks from Country Craft Narrowboats at Llangynidr. Day boat hire and canal boat trips are only available from Brecon 

· Tretower Court – the Cadw owned medieval courtyard house, plus motte and bailey castle (open all year – weekends only in winter) 13,636 visitors 2010
· Talgarth Mill – the recently restored mill and café run by the local community
· Llangors Lake and Activity Centre

· The Welsh Venison Centre is in Bwlch and part of the Beacons Farm Shop

· Llanthony Priory and several particularly interesting village churches including Patricio and Cwmyoy

· Blaenavon World Heritage Site with the Big Pit Museum and Blaenavon Iron works and the World Heritage Centre.

· Abergavenny with its Castle, Museum, Theatre, markets, gardens and reputation for food.
Leisure and Activities

There are a range of activities available locally. Some such as walking, cycling and perhaps some kayaking people will participate in independently. Others will organise activities through local companies.
· There are a wide range of walking opportunities in the area from short strolls to the most challenging of hill walks. Particularly popular are the Black Mountains, Table Mountain, walks above and below Llangattock Escarpment and canalside walks.
· There are two promoted mountain bike trails from Crickhowell – the Crickhowell Loop and blue graded 10 mile route and a red route through Mynydd Du Forest – although this latter route was closed due to forestry logging for a year or two. 
· Crickhowell is on the Usk Valley Walk, Beacons Way and Cambrian Way long distance paths. There is one outdoor clothing specialist shop in town and several others that sell more general outdoor clothing.
· Cycle hire and guided cycle rides/mountain bikes are available from several outdoor activity companies and businesses locally and in surrounding towns.
· There is trout and salmon fishing available on the River Usk. The Wye and Usk Foundation website contains the most useful information including rod availability and online bookings. Some beats of the river can be fished through accommodation such as Buckland Hall and the Gliffaes Hotel. On the canal anglers can fish for trout, carp, dace and perch. 
· Canoeing is possible on the river Usk (during the winter) and the canal. Details of launch and exit points is available on the Wye and Usk Foundation website. The Beacons Water Trail leaflet guides canoeists along the canal. Canoe hire is available in local towns or via one of the many outdoor activity operators.
· The nearest riding centre is Golden Castle Riding Stables at Llangattock and there are several others further north in the Black Mountains area. Most offer half and full day rides, riding holidays and pony trekking.
· The Old Rectory has a 9 hole golf course and there are two courses at Abergavenny.
· Caving – Crickhowell is a centre for British caving and cave diving having Farr World based in Llangattock and one of the biggest cave systems in Europe under the escarpment.
· Gliding – Black Mountains Gliding Club is based above Talgarth and offers learn to fly courses and trial lessons.
· Other activities such as paragliding, climbing, etc can also be organised through the many local outdoor activity centres.
· Crickhowell Leisure Centre has a range of sports pitches and courts and a fitness room. The leisure centre at Abergavenny has a swimming pool, squash courts and gym sessions.
· Abergavenny has a cinema and theatre and Theatr Brycheiniog is at Brecon 

· There are four nature reserves near Crickhowell

Food and drink

Crickhowell and the surrounding area has quite a good range of places to eat including both more traditional and contemporary cafes, pubs, gastropubs and hotels, plus takeaway options. However anecdotal evidence is of variable levels of quality and one or two businesses struggling to survive. Reviews on websites such as Tripadvisor are generally good and arguably better than other similar sized towns. The level to which eating places promote locally sourced produce is patchy. Visitors are always keen to try out local dishes and produce which is an important part of the experience for many. 

Traditionally the wider area has produced excellent quality produce such as can be sourced from local outlets such as the Black Mountain Smokery, Black Mountain Gold chocolates, Welsh venison from the venison centre at the Beacons Farm Shop in Bwlch, local meats, bread, ice creams and cakes. There are two micro-breweries nearby in Llangorse and Abergavenny and bigger breweries in Brecon and another at Dowlais. 

There are farmers markets at Llangynidr and Abergavenny. There are several regional and Wales food initiatives to support local producers and raise awareness of Welsh produce – nearby Monmouthshire is a particular strong area for quality Welsh produce. 
Events and festivals

The Crickhowell area hosts several large events during the year. These include:

· Crickhowell Walking Festival in February/March

· Open Studios in May

· The Green Man Festival in August

Other events include:

· Music and theatrical performance at Glanusk Estate

· Theatrical events and re-enactors at Tretower Court

· Open gardens events

· Small choral and music events
· Talks and demonstrations at local venues

Further afield are:

· Hay Literary Festival – May/June

· Brecon Jazz - August

· Festival of the Black Mountains Talgarth - August

· Abergavenny Food Festival – September

· Brecon Beacons Food Festival, Brecon - November

· A range of challenge walking and mountain biking events

Events raise the profile of the area and give people a reason to visit and to return. Ideally they should be designed to encourage people to stay for more than just one or two days. They can reinforce business networking and collaboration locally and be an opportunity for community and visitors to integrate. However events can be very time-consuming to organise well and often depend upon volunteer effort. It is vital to ensure events are publicised through all relevant websites and what’s on guides.
In Crickhowell the walking Festival being so early in the year means it is one of the first in the increasing national programme. It has achieved a high profile in its six years and organises over 80 walks over a ten day period. 

The Green Man Festival has been held at Glanusk estate over the last eight years and now attracts about 20,000 people over three days. It has a national profile. 

Challenge activity events are becoming more popular. There are already several which are run in the local area. Care needs to be taken that large number of participants don’t cause environmental problems and damage routes. However such events, if properly managed can attract the type of activity participant who will appreciate the area and are likely to return. They also give the area a high profile for the relevant activity. It is important to encourage organisers of such events to liaise with accommodation and food providers well in advance of the events.
The visitcrickhowell website has an events listing with good coverage of local events. It would benefit from further development of this section. Currently every event is given the same billing – listed in date order. It would be good to see a permanent calendar of the big events each year – the events which may motivate people to organise a visit. In addition certain types of event could be showcased collectively – for example the open gardens – of which there are quite a lot – to make a specific feature – this might also be the case with arts events and workshops.
There may well be potential for more events – perhaps during the autumn and perhaps more food or wildlife related themes. 
Information and interpretation - Online

The visitcrickhowell website is one of the better town based websites of its type. It has a simple, clean format and uses good imagery – giving a modern feel. 

There are however some improvements which could be integrated – particularly in the way searches work and in some of the listings which would make it even more effective. These include:

· An introductory visit Crickhowell page – that gives a simple overview of the town’s offer and why you might want to visit it. The home page is very short and the history page very long – something of a summary would be useful. 

· The what to do pages focus on art, heritage and activities – this may be fine – but perhaps some more general options such as sightseeing locally should be included. 

· Crickhowell Castle itself is not included under the castles heading, nor St Edmunds under churches.

· Under the ‘outdoor’ heading it would be useful to add fishing and golf – with links to the relevant websites such as the Wye and Usk Foundation.
· The Art Trail would benefit from an introductory explanation – are the studios accessible all year etc and the entries only load ten or so at a time. It’s then odd that only one listing is given under Artist’s studios – perhaps all the arts entries should be under one tab. 
· Suggested itineraries – days out could prove popular – especially if they can be downloaded easily. 

· It would be good to have other downloadable items on the site – such as the Crick trails or popular walks – it means visitors are paying for the printing and can plan ahead before they arrive. 

· Finally the search function is quite clumsy especially for accommodation. After checking out an individual listing such as a B&B when one returns to look at another option the search criteria have to be re-entered which takes time and is frustrating.

There are likely to be other quirks, omissions and enhancements which could be made and it would be worth asking a range of people to test the site out in various ways before compiling a list of improvements to be made. It is likely that all these things can be addressed relatively easily. 

The only website which also appears high on google searches and could be confused is the crickhowell.org site. This appears to be redundant – it would be useful to see if traffic could be redirected to the main site as there could be people who land on the wrong one and don’t find the visitcrickhowell site.

Most of the local pubs and accommodation businesses have websites – most are good – stylish and easy to use. However some could benefit from a makeover, better photographs and a fresher feel. Some businesses have obviously not redesigned their sites since they were first set up. Keeping sites up to date should be a business priority. Ideally business sites present a quality image of the area and promote similar messages to reinforce Crickhowell’s collective identity.
Information in town  
CRiC provides a great visitor information service – of which many other towns would be jealous. Staff and volunteers provide a knowledgeable service and the combination of information, café, shop, gallery, meeting rooms and other services all in the one well located building is hard to beat. It is an extremely valuable resource. There may be additional ways in which the service can be further sustained longer term – such as taking bookings for additional events/activities, organising bespoke itineraries, selling further ranges etc.
The information available in other locations in the town is less good – the map board in the main car park is very faded and out of date and there is little other information or interpretation around the town. That may not be a problem if the town trail is available on an app and in print etc but the existing old board definitely needs replacing and there may be one or two other locations where permanent information would be appropriate. 

A new map could also be used on the website and downloadable – so that people could print it out before they visit, or businesses could print it out for their visitors.
Print 

The main promotional print is the Crickhowell and Black Mountains Tourism leaflet. There are also printed programmes for the Walking Festival, Open Studios, the canal, local nature reserves and attractions. Crickhowell also features in the many Brecon Beacons National Park publications.
The other print items are some low cost heritage trail and walks around Crickhowell leaflets – black print on coloured card with line drawings and maps – charged at 50p. These are very traditional in style and while they function reasonably well do very little to tempt people to go walking or explore the town. There is also a more attractive A3 folded to A5 colour leaflet Crickhowell ‘glittering jewel of the vale’ (£1) which contains snippets about the town’s heritage and three walks with a map. This format works quite well – perhaps if the map could be improved in any new edition so that people could use it to navigate from and perhaps more photos could be included to break up the text panels. Given these are chargeable items it would be good to update, reprint and have printable pdf versions online. 
Signage

Crickhowell is on the main A40 road up the Usk Valley and is therefore hard to miss from afar. It could be argued that it would be useful for the town’s name to feature on more main road signs from Brecon, Abergavenny and Talgarth – but it is very difficult to influence this when the town is not a trunk road junction. 

Signage on entry to Crickhowell and along the main road to make sure people can easily stop to park could be improved. This would help reduce random parking in the high street. Welcome signage is adequate but is an opportunity to give more of a welcome and feel of the town – before drivers reach the town centre. It might also be possible to give a message such as ‘follow P for central visitor car park’ well in advance of drivers needing to look for it.
Signs must be the relevant size to be legible for the speed of traffic and must obviously also be safely positioned. Brown and white road signs are internationally recognized as of interest for visitors. 
Other signage issues raised or observed are mainly to do with signing pedestrians around the town – from the car park in the first instance. The various exits from the car park are not obvious for the first time user – a new map board would help here. The fingerpost that was once in the high street has been removed and thus key sites such as the castle and shops up Standard Street are not obvious – nor is the route down to the river and Bullpit Meadow. 

The best approach is often to do a full audit of all the signage in the town and identify what needs to be removed, updated and added – so that it is easy to follow from the most likely start points to the key visitor destinations, including walks.
Transport 
Crickhowell is on the X43 bus route up and down the Usk Valley between Brecon and Abergavenny (with some services connecting to Merthyr Tydfil or Cardiff). Services are roughly hourly most of the week, except Sundays. In the summer the B4 Beacons Bus service brings people in from Newport and Abergavenny in the morning and back in the later afternoon. Given the mainline railway in Abergavenny Crickhowell ought to be a relatively easy place to arrive by public transport. However the interchange between train and bus needs improving in Abergavenny and this option could then be promoted more confidently. 
The bus stops in Crickhowell are unsightly and need improving. Some modest improvements to information – at bus stops, online and better links from accommodation and attraction websites could help encourage many more visitors to use the bus and train to arrive or while staying here. Visitcrickhowell does give transport information but could perhaps provide more encouragement. Also taxi information is only listed under local businesses – not under getting here – people need to be given the confidence that once they have arrived by public transport there are several taxi companies which would be able to drop them off for walks away from the main bus route. It would also be useful to highlight the options for hiring bikes and Twizy electric cars whilst in the area.
Promoting information on good walks which can be done from local bus routes and day out ideas from the bus are also good ways to encourage people to use their cars less.

Parking

Having one relatively central car park, located next to the visitor information centre is an advantage. However it needs to be well signed for car access and then pedestrians exploring the town from it. The car park is said to often be full and parking in the town then becomes problematic for both locals and visitors. The idea of identifying another location for local people to park (at a lower cost if further from the town centre) has been suggested and would seem to provide an ideal way to relieve the pressure on the one car park. The High School may be able to accommodate such use at weekends and holiday periods when the pressure is likely to be highest. It might also welcome some modest revenue from such as scheme.
There is also the opportunity to have space for electric car recharging as a way of encouraging more visitors to use this option. This would be most conveniently located at or behind CRiC.

This audit, supplemented with workshop discussions and direct observation, was used to develop the SWOT in the next section.
SWOT Analysis

	Strengths
· Attractive town with interesting independent shops 

· Beautiful countryside and walking (+cycling, mountain biking, riding, gliding, wild swimming, caving, etc) 

· Good range of accommodation

· M&B Canal and River Usk and walks beside the water

· Good local food and drink products and choice of restaurants/pubs/eating places

· Activities – inc. fishing, canoeing, caving, gliding

· Events – Green Man Festival, Walking Festival

· Other events - Glanusk, Choral Festival, 

· Wedding and meeting venues

· CRIC Centre and strong local volunteer groups

· Good town website

· Crickhowell and Black Mountains Tourism Group

· Arts community, arts trail, galleries, Arts Alive, sculpture trail, live music

· Heritage – Castle, Tretower, churches, Blaenavon, Talgarth Mill

· Dark skies (recent status for BBNP)

· Nature reserves, guided walking

· Regular bus route and taxis

· Accessibility to England/M4, not far to rail station

· Area feels safe

	Weaknesses
· High proportion of day visitors rather than staying visitors

· Some businesses have closed or are for sale

· Some pedestrian signing missing in town centre

· Poor orientation and bad map panel in car park

· Parking problems at times 

· Poor welcome signage and signing to car park

· Little signage of town from afar

· Toilets close at 5pm

· Dependence on volunteers is a vulnerability

· Not all businesses networked into a business group

· Few B&Bs in centre of town

· Not enough seating/picnic tables in and around town

· Some info and walks leaflets are a bit dated

· Few buses on Sundays and evenings

· Some vandalism and reduced policing




	Opportunities

· Better joining up and marketing the choice of things to see and do

· Additional car parking provision
· Better sharing of information amongst local community, businesses and visitors

· Further developments to website
· More downloadable information and publications

· Updating town walks and trails
· New map boards and signage

· Generate more local benefit from major events such as the Green Man

· Improve staff skills 
· More local produce on menus and for sale

· Explore options for food or wildlife themed events 

· ‘In bloom’ initiative or new planting 
· Make more of the open garden events locally 

· Encourage more visitors to book fishing 

· Welcome more caving groups to the area and encourage them to use local businesses
· Green transport options eg electric bikes and cars
· Develop circular road cycle routes from the town

· Enable more enjoyment of the canal – eg walks, boat/canoe hire, wildlife watching
· Improved information on transport options including trains, buses, taxis and bikes

	Threats

· Continuing recession
· Increasing competition from other destinations

· Loss of any key businesses
· Increasing parking problems

· Public sector funding cuts might threaten services such bus routes, the National Park Authority, footpath maintenance, forestry.
· High fuel prices 

· Local community annoyance over issues such as parking




Crickhowell’s USPs

Crickhowell’s Unique Selling Propositions were identified at one of the workshops. These are:
· Traditional high street and the mix of independent, many family run, shops 

· Table Mountain 

· The river, bridge and meadows – (the combination of these three which form the famous view)
· Glanusk Estate and its events

Plus

· The canal

· Tretower Court and Castle

Specific Crickhowell stories also include:

· the longest cave system in the British Isles 
· the Tolkein and Everest connections

· one of the largest population of lesser horseshoe bats 

· Admiral Gell and Nelson visited Llanwysg House with Lady Hamilton 

· Craig y Cilau NNR Llangattock Escarpment, rare Lesser Whitebeam trees 

· The only Crickhowell in the world!
Meeting future visitor expectations

Crickhowell is already quite a popular place for visitors but can be very quiet at times and could do more to keep visitors in the area longer and encourage them to return again. It is important to consider how the town currently meets the expectations of the main target visitor markets identified in section 4 and how it will match up in five or ten years time as trends change and expectations continue to increase.  

The weaknesses identified in the SWOT need to be addressed in order to maximise the benefits of tourism for the community. Business-visitor-community relations are good and need to remain so. Visitors should be given reasons to visit at quieter times of the year and there may be opportunities for wider sections of the community to get involved. There are also likely to be positive spin offs for the local community from some of the proposals.
Crickhowell is a small town set in a protected landscape - visitors would not want to see major changes. However there are certain key areas where they are likely to expect more.

We anticipate that the sorts of things visitors will be looking for in future will include:

· A clearer, attractive identity for Crickhowell which gives visitors strong reasons to visit linked to their own interests.
· Once they’ve decided to visit, visitors will expect to find it easy to arrange their accommodation and activities online – making enquiries, checking availability, putting together several activities and booking.

· Also for those who arrive in person they will expect it to be easy to plan days out, arrange activities, visits etc with good information, suggested itineraries and easy to arrange equipment hire/transport options.

· A continuing trend towards demand for higher quality serviced and self-catering accommodation, possibly new options such as glamping
· A well maintained town centre environment, with minimum of litter, graffiti or run down areas

· Good food and drink offers with warm hospitality and some local options on offer.

· Easy options for car free holidays and the use of electric bikes or vehicles
· Making more of the Monmouthshire and Brecon canal and the River Usk
· More information on walking and cycling routes – on and off road cycling, short and longer walking choices.
· Clear and consistent signage

· Well researched and presented information on the heritage of the town, local churches, castles and wildlife sites.

· Widespread examples of sustainability embedded into business practices 
6. Destination Management and Promotion 

6.1 The Strategy 

This strategy aims to improve the management and promotion of the Crickhowell area as a sustainable destination for visitors. Section 3 outlined the plan’s vision and objectives; section 4 discussed Crickhowell’s visitors markets; and section 5 has identified the area’s strengths and weaknesses and the opportunities to better meet future visitor expectations. In this section these elements are integrated to pull together a way forward – a strategy which will guide changes over the next five years or so.  

It is useful to clarify the main ‘offers’ or reasons to visit for each of the main types of visitor and then make it easy for them to ‘consume’ that offer when they arrive, especially for shopping, eating and walking.. The couples and cultural visitors who are motivated by sightseeing, heritage and art will find it helpful to have some itinerary ideas proposed, or a heritage trail or guided walk on offer. Keen walkers and outdoor activity enthusiast will spend most of their time out in the countryside but will want good hearty food and drink, may want to stock up on provisions or be tempted by a souvenir or useful gear. They may be enticed to return by being made aware of other good routes, the attractions of coming in different seasons or a future challenge event.  Those with families will want a menu of options which include opportunities for children to let off steam, family friendly eating places and maybe some activities with a learning element. 

Joining things up for visitors is essential - making it easy to find out, decide, buy and consume is a priority and improving key facilities. As people are increasingly using online information both before they come and while in the destination web based information should be the priority, possibly supported by printed information (often the same artwork can be used providing economies of scale). Crickhowell is at an advantage here already having a good website which can be further improved to make it even more effective. Also important is better signage, facilities such as parking and bus stops and a cared for local environment. Collaboration between businesses and the local community is vital and cross-promotion from one business to another will help retain visitors in the area longer and encourage more repeat visits. 
The local community and businesses could also become more innovative in sustainability terms for example by focusing on the low carbon aspects of the tourism product such as walking, cycling, encouraging more people to arrive by public transport, local food and drink and promoting the more environmentally aware businesses. There will also be opportunities for showcase sustainable elements such as low carbon means of transport. 
The overall vision for Crickhowell is given in section 3.1. A series of must-do experiences could be developed to try to break the vision down into ‘bite size chunks’ or experiences which can be used to interest the different visitor markets. These are the top things to promote which will encourage people to visit; the types of things one would recommend to visitors they should do or places they should visit. These can be translated into ideas to feature on a website along with a visual image, in a leaflet or to recommend to visitors in person.

This type of information is also of great use to tourism marketeers and PR people eg at the National Park, Brecon Beacons Tourism, Powys County Council, Visit Wales etc who are often looking for quirky facts or experiences which are distinctive to a particular destination. 

6.2 Destination priorities 

The priority themes which have emerged for Crickhowell are: 

1. Vibrancy and economy 
2. Outdoor Activities
3. Marketing and communications 
4. Town fabric and practicalities 
5. Environment and nature
A full list of the actions which have been identified are detailed in the next section.

7. Action Plan 
7.1 Introduction

This section builds on previous sections by putting the strategy into practice and developing an action plan to achieve the vision and objectives. It lists all the ideas and proposals suggested during the process or identified by the consultant, under the priority headings. The table summarises a wide range of potential actions and begins to identify which are most important and which can be delivered sooner or need to be worked on for longer. With all the actions the crucial factor is what organisation or businesses are willing to take the lead and drive things forward. 

Some projects can be achieved with minimal funding – perhaps just some time to update webpages, collate information or set up discussions. Others will require additional funds. Rural Alliances may be able to provide funding to pump-prime some priority activities. This plan could also be used to support funding bids to other organisations.
This plan will become a working document to guide the implementation and delivery of the strategy. It will need to be added to and amended as more information and detail becomes available. It will need to be reviewed annually to tick off actions completed and review the progress towards others. New actions and ideas can be added as they arise.

The tabular plan is followed by more detailed descriptions of the top priority actions.

Key to acronyms

BBT – Brecon Beacons Tourism

BBNP – Brecon Beacons National Park
CBMTA – Crickhowell and Black Mountains Tourism Association

PCC – Powys County Council
7.2 Crickhowell Sustainable Tourism Plan – Action Plan
	
	Action
	Priority
	Lead

	1. 
	Vibrancy and economy

	
	

	1.1
	Co-ordinate and launch a ‘Totally Locally’ type initiative/campaign for the high street and local businesses (and nearby villages e.g. pubs) encouraging people to source locally, offer local food and drink, and recommend local businesses. Use contemporary branding and integrate this across the town’s profile as appropriate.
	High
	CBMTA, retailers, pubs, producers, with town council and BBNP support

	1.2
	Strengthen business association and networking – to boost collaboration and cross promotion (link to Totally Locally) and to lobby on behalf of businesses
	Medium
	As above

	1.3
	Improve the evening economy – more eateries open and things going on eg live music and singing, use public buildings more, linked special offers eg meal before event and deals at accommodation for events, weddings 
	Medium
	Private sector to lead

	1.4
	Organise an Autumn event for the town, ideas include a mix of literature, landscape and contemporary art (maybe about how landscape influences and is celebrated in art, literature) 

and/or a new quirky event eg a pig race, tug of war across the river, wheelbarrow race round pubs, dragon festival, Everest race, or food trail
	
	Needs a group/business/organisation to lead

	1.5
	Support more events and developments at Glan Usk Estate, ensure good links to the town, eg a shuttle bus, and liaise with events to encourage longer stays in the area, repeat visits etc.
	Medium
	Glanusk Estate, CBMTA, CRiC, private sector

	1.6
	Encourage new accommodation businesses eg B&Bs or glamping; with info about the market, good case studies, any grants and advice available
	
	BBNP, Brecon Beacons Tourism, CBMTA, private sector

	1.7
	Further develop the Arts Trail and Open Studios and engage more artists in it (Arts Trail already vibrant and extending)
	Medium
	Arts Alive, CRiC, 

	1.8
	Maintain an annual calendar of what’s on and ensure it is distributed or well promoted online to all businesses and the community
	Medium
	CRiC

	1.9
	Rainy day club at high school with activities and/or café/eatery targeted at young people 

	
	School, private sector, 


	2. 
	Outdoor activities

	Priority
	Lead

	2.1
	Build on Walkers Are Welcome status. E.g:

· Commission a new map based leaflet of the town and local area including the town trail and short walks 
· New walks booklet/publicity/apps/downloads 

· Organise evening guided walks in the summer

· New events such as a torchlight descent of table mountain

· Consider mini walking festival events in other seasons

· Footpath improvements eg canal towpath

Promote more walks from bus routes

· Promote canalside walks 
	High
	Walkers are Welcome Group, Walking Festival, CRiC, footpath volunteers, BBNP

	2.2
	Promote mountain bike routes, new road cycling routes and Sustrans routes and bikes for hire
	Medium
	BBNP, local cycling interests

	2.3
	Set up a Geocaching trail


	Medium
	CRiC and BBNP, Walkers are Welcome

	2.4
	Promote sports facilities for visitors  eg tennis club


	
	

	2.5
	Improve public fishing facilities, encourage more fishing – casual and special breaks (improve fish spawning)
	
	

	2.6
	Improve listing of outdoor activities on websites and set up easy booking system

	
	CRiC and providers


	3. 
	Marketing and communications

	Priority
	Lead

	3.1
	Communications strategy

· Sustain newsletter and link to business association, CRIC, other community groups 

· Set up more co-ordinated social networking activity between businesses, community and regular visitors. Use the links to generate more business and visits, promote events, and sell special offers. And to link with local villages, events, pubs etc.
	High
	CRiC, input from students on social media, businesses, CBMTA, town and community councils

	3.2
	Compile more suggested itineraries and days out for visitors to feature on town website and in CRIC

	Medium
	CRiC and CBMTA

	3.3
	Encourage people visiting for weddings to book longer stays and return again using special offers and deals, before they arrive and while they’re here.
	Medium
	Venues, CBMTA, CRiC

	3.4
	Gather more info on why do people come to Crickhowell – more research/surveys eg online survey on website and link sent to people who have stayed at accommodation.
	Medium
	CRiC, CBMTA, BBT, BBNP

	3.5
	Make more of the local archive and heritage resource e.g. a new museum facility or more exhibitions from Archive Society and History Society, and/or hold a history/archive weekend, helping people research their family history and local heritage
	Medium
	Archive Society and History Society, CRiC, town council


	4. 
	Town fabric and practicalities

	Priority
	Lead

	4.1
	Signage improvements:

· Carry out signage survey to identify requirements

· New map/info board in car park (using map commissioned in 2.1) – consider other locations

· Improve road signs for the car park

· Attractive town welcome signs on approach roads 

· Brown signs for the castle 
· New fingerpost/pedestrian signage from car park and from the main square
	High
	Town Council, BBNP

	4.2
	Town trail – use tiles or plaques around the town (Mid Wales Trails app for Crickhowell trail already, but scope to develop additional routes)
	Medium
	

	4.3
	Encourage more use of the facilities at CRIC 

Recharging points for electric bikes/cars eg behind CRiC 

Keep toilets open longer
	Medium
	CRiC, town council

	4.4
	Sculpture trail around the town (Plans being progressed already?)

	Medium
	

	4.5
	Car parking: 

· Organise and promote additional parking for locals at the school at weekends and holidays

· Identify a long stay parking location at edge of town
	High
	Town Council, High School, Powys County Council

	4.6
	Encourage more use of public transport eg better bus stops/shelters and information, more info on outings that can be done by bus
	High
	Town Council, Powys County Council, CRiC

	4.7
	Trial use of community transport for visitors eg a morning bus to drop walkers off at weekends
	
	CRiC and community transport, Walkers are Welcome

	4.8
	Improve disabled access (pavements, signage etc) at key locations 

	Medium
	Town Council


	5
	Environment and nature

	Priority
	Lead

	5.1
	Bull Pit Meadow:

· Adapt part of meadow into a wild/wetland meadow

· Improve seating/picnic facilities 

· Improvement of paths, access and parking 

· Interpretation by the riverside

· Stage events (see 1.4)
	High
	Town Council and high school students

	5.2
	Promote dark skies status 

Integrate into existing activities eg walking festival (night walk) and business marketing

Possible hub business opportunity eg for a pub
	Medium
	Private sector, CRiC, Walking Festival

	5.3
	Encourage tourism operators to do more environmental actions – join the Green Tourism Business Scheme, make the visitor economy greener and integrate green values in town’s promotion – incentives/promotion?
	Medium
	BBNP, CBMTA, BBT

	5.4
	Local community, groups or businesses to adopt areas of town/villages to improve litter, footpaths, planting 
	Medium
	Town Council and businesses

	5.5
	Flower/tree planting – table mountain, castle grounds, local gardens eg Daffodil hill or more bluebells/snowdrops
	Medium
	

	5.6
	Community woodland – for coppicing, charcoal or recreation eg mountain biking

	
	

	5.7
	Make more of the agricultural economy and traditional culture – farm visits/open days, podcasts, workshops and/or skills eg stone walling, hedge laying, shearing, traditional cooking  
	
	


7.3 Taking the Plan Forward

In order to implement this plan it is essential that there is a network of local businesses and organisations in place. The network’s role is:

· to champion the plan, ensuring that the plan is known about and understood amongst the local community
· to recruit additional tourism related businesses and organisations to be involved
· to lead some of the actions themselves
· to lobby for, or co-ordinate implementation of, actions by other groups and organisations
· to monitor progress and keep communicating
· to review the plan periodically – ideally every year - updating the priority levels, removing actions completed and adding any new projects

· to celebrate and publicise the successes as actions are completed!
7.4     Top Priority Actions
The actions identified as very high priority in the plan above are described below in more detail to aid implementation over the next 6-12 months.
	1. 
	‘Totally Locally’ 



	
	Co-ordinate and launch a ‘Totally Locally’ type initiative/campaign for the high street and local businesses (and nearby villages e.g. pubs) encouraging people to source locally, offer local food and drink, and recommend local businesses. Use contemporary branding and integrate this across the town’s profile as appropriate.

	Details/ ideas
	Key messages include:

· Shop and eat locally

· Community involvement inc with families

· Businesses cross promoting each other, using people’s names

· Highlighting hidden gems of businesses

· Promote better quality, service, local experts

· Emphasise uniqueness, family heritage and family orientated

· Businesses which pay their taxes and give personal service

	Partners
	CBMTA, retailers, pubs, producers, with town council and BBNP support

	Next steps
	Open meeting/recruitment event with speaker

Adopt and roll out town kit 

Launch late August/early September

Second push in run up to Christmas

	Cost
	£1000 initially – potentially more for linked events and ongoing publicity

	

	2. 
	Walking 



	
	Build on Walkers Are Welcome status. E.g:

· Commission a new map based leaflet of the town and local area including the town trail and short walks 

· New walks booklet/publicity/apps/downloads 

· Organise evening guided walks in the summer

· New events such as a torchlight descent of table mountain

· Consider mini walking festival events in other seasons

· Footpath improvements eg canal towpath

· Promote more walks from bus routes

· Promote canalside walks 

	Details/ ideas
	Walks booklet – currently underway (Sue Collins)

Summer walks programme - summer 2013 (Martyn Jones)

Landowner dialogue – ongoing (Andy Johns)

Footpath improvements – ongoing with targets for 2014 (Julian Stedman)

Social networking re Walking Festival – for Feb 2014 (Kevin Walker)

Walking festival  and new launch event – 2014 (Elsa Cleminson and TBA)

Bike routes – scope to work on these more in 2014 onwards?

	Partners
	Walkers are Welcome Group, Walking Festival, CRiC, footpath volunteers, BBNP

	Next steps
	Continue discussions and progress

	Cost
	Approx. £1000 for new developments and networking at walking festival

	

	3. 
	Communications



	
	Communications strategy: 

· Sustain newsletter and link to business association, CRIC, other community groups 

· Set up more co-ordinated social networking activity between businesses, community and regular visitors. Use the links to generate more business and visits, promote events, and sell special offers. And to link with local villages, events, pubs etc.

	Details/ ideas
	Encourage those currently actively using social media to link to more local businesses and individuals – eg through Totally Locally project

Organise short training sessions for those not using social media to give tips and one to one advice on how to use it to benefit business and communications

Encourage all to actively recruit visitors as followers/friends and build communication with non local audience.

	Partners
	CRiC, input from students on social media, businesses, CBMTA, town and community councils

	Next steps
	Sound out interest in training sessions and source potential trainer

	Cost
	£800

	

	4. 
	Signage



	
	Signage improvements:

· Carry out signage survey to identify requirements

· New map/info board in car park (using map commissioned in 2.1) – consider other locations

· Improve road signs for the car park (and any new parking arrangements)

· Attractive town welcome signs on approach roads 

· Brown signs for the castle 

· New fingerpost/pedestrian signage from car park and from the main square

	Details/ ideas
	Recruit signage consultant to do detailed survey and recommendations within traffic regulations for new and rationalised signage.

Recruit designer and/or interpretation specialist to design and produce new map/info board.

	Partners
	Town Council, BBNP

	Next steps
	Draft briefs

	Cost
	£5-8,000

	

	5. 
	Car parking



	
	Organise and promote additional parking for locals at the school at weekends and holidays

Identify a long stay parking location at edge of town

	Details/ ideas
	To relieve pressure on the main car park – a cheaper parking option for local people who will know the location and route into town. 

Will need a sign or two to explain when parking is available

Could use an honesty box or discounted parking ticket to generate some income eg for special school project. 

Monitor success of the scheme whilst considering other additional locations if required for 2014/15.

	Partners
	Town Council, High School, Powys County Council

	Next steps
	Have a meeting with High School to discuss whether a parking scheme can be agreed and how it would work.

Launch scheme this summer with media coverage for local people and new signage

	Cost
	£800? - signage

	

	6. 
	Public transport



	
	Encourage more use of public transport eg better bus stops/shelters and information, more info on outings that can be done by bus

	Details/ ideas
	To include better information on routes and timings at bus stops but also on websites – integrating public transport information into all event, attraction and accommodation information. 

New or refurbished bus shelters – research appropriate and robust designs.

	Partners
	Town Council, Powys County Council, CRiC

	Next steps
	Meeting with Powys County Council, bus company and BBNP to discuss bus stop and information improvements, budgets etc. 

	Cost
	Bus shelter costs to be checked. £1000 for information and signage at bus stops 

	

	7. 
	Bull Pit Meadow



	
	Adapt part of meadow into a wild/wetland meadow

Improve seating/picnic facilities 

Improvement of paths, access and parking 

Interpretation by the riverside

Stage events (see 1.4)

	Details/ ideas
	Consider potential improvements – costs, locations and maintenance issues

These could include:

· Improved planting – trees etc

· New facilities such as: built barbeques, basket swing, disabled parking, permanent table tennis tables, running route, picnic area, river launch point, fishing platforms, bins, a snack hut or ice cream van pitch

· Hold events on the meadows eg raft race, tug of war and encourage local businesses to get involved

	Partners
	Town Council and high school students

	Next steps
	Involve students in discussions about what they want and will help set up and look after

	Cost
	variable


8. Annex –  Participants in developing the plan
Individuals who have contributed to the development of this plan through discussions and attending meetings.
	Chris Boulter
	Crickhowell Parish Hall

	Diane Boulter
	Crickhowell Parish Hall

	Jane Bradbury 
	Crick Adventure and cottages

	Elsa Cleminson 
	CRiC

	Ann Chamberlain  
	CRiC and Clarence Hall

	Bill Chase
	Walkers Are Welcome

	Sue Collins
	Ty Gwyn B&B

	Emma Corfield-Walters
	Bookish

	Tony D’Anna 
	Crickhowell Town Council

	Judith D’Anna
	Brecon and District Credit Union

	Hanna D’Arcy
	Crickhowell High School

	Carmen Dietz 
	Crickhowell Town Council

	Trish Doree
	BBNPA

	Adrian Edwards
	Llanwithy and Llangattock Community Council

	Helen Farr
	Farr world and Cwmdu campsite

	Martyn Farr
	Farr world

	Andy Johns
	Walkers are Welcome in Crickhowell/ CRiC 

	Brenda Jones
	TIC volunteer

	Cath Lloyd
	The Manor Hotel

	Maxine
	Park Place Guest House

	Jan Morgan
	CRIC centre manager

	John Morris
	Vale of Grwyne Community Council

	Debbie Murray
	Glanusk Estate

	Jackie Parker
	Head Crickhowell School

	Geoff Powell
	Porthmawr Country House Hotel

	Jane Powell
	Hall Farm Barn

	James Suter 
	Gliffaes Country House Hotel

	Alison Stedman
	Glan y Dwr B&B

	David Thomas
	Walking Festival and chair of CRIC

	Jeff Thomas
	Crickhowell Adventure/ Crickhowell Cottages

	Kevin Walker
	Navigation courses

	Angela Waring 
	Llangattock Community Council

	Pat Webb
	Webbs

	Mike Webb
	Webbs

	Ben Welham
	Crickhowell High School

	Justine Wheatley 
	Arts Alive

	Jean Whitney
	Porth-y-Berllan

	Carol Williams
	BBNPA

	Frank Williams
	Crickhowell Choral Society


Plus students at Crickhowell High School who attended the workshop held at the school
� 2011 STEAM figures.
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