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1. 
Executive Summary
The Sustainable Tourism Action Plan aims to develop the tourism potential of Abergavenny, strengthen its identity for visitors and identify priorities for action. Abergavenny and District Tourism Association has developed this plan with the support of the Collabor8 Programme and Brecon Beacons National Park.

The Vision for Abergavenny is:
By 2020 Abergavenny will have built a strong identity as a destination for visitors and will    be known as: The lively, historic market town, foodie capital of the Brecon Beacons; surrounded by beautiful mountains and abundant outdoor activities.
This could convert into the strapline: Abergavenny – Just Taste It!
The Objectives of this plan are:
1. A higher profile for Abergavenny – to develop and promote a stronger identity to attract visitors 

2. To clarify target visitor markets and reach them more effectively 

3. To attract more visitors, staying longer and spending more, year round

4. To sustain the local economy and create more jobs 

5. More collaboration between businesses eg referrals, recommendations, web links, packages

6. Pulling things together – joining things up into a better and more coherent offer and working together to collectively promote that offer to visitors.

7. To raise profile of tourism in the town as a whole – with other businesses and the wider community

8. To promote local distinctiveness and the special qualities of the town, its surrounding landscape, culture and heritage.

9. To improve the quality of the town environment for the benefit of visitors and local people

Abergavenny’s Unique Selling Propositions are:

1. Scenery/landscape/views – Sugar Loaf, Skirrid and Blorenge, gateway to the Brecon Beacons National Park. Also Usk Valley, Brecon and Monmouth Canal, Offa’s Dyke

2. Food and drink, plus warm welsh hospitality, inc Food Festival
3. Activities – walking, cycling, mountain biking, riding, fishing, golf, paragliding
4. Heritage – Castles, churches, St Mary’s church, tithe barn, heritage trail, museum, Blaenavon World Heritage Site. 

5. (Welsh – one of the most attractive Welsh border towns)
Abergavenny’s Current Strengths and Weaknesses

	Strengths

· Food and drink – Michelin restaurants, local producers, food festival, shops

· Landscape – Brecon Beacons National Park, hills, canal, Offa’s Dyke

· Accessibility from the south and east  - roads and mainline railway, bus station

· Activities – walking, cycling, mountain biking, riding, fishing, golf, 

· TIC

· Castles, heritage, St Mary’s church, tithe barn,

· Museum in Abergavenny Castle, theatre, cinema 

· Independent shops

· Markets – livestock, food, farmers, flea, craft, toy and collectors, antiques

· Attractive buildings, gardens

· Vineyards – several nearby

· Nearby attractions – Blaenavon World Heritage Site, Big Pit


	Weaknesses

· Identity not clear/strong

· Multiple websites offering visitor information

· Litter levels high

· Need better coordination over events/festivals/dates

· Communication between businesses could be stronger

· Limited free parking  

· Railway station – arrival poor environment on arrival, could do with better/more welcoming signage

· Some anti social behaviour on weekend evenings




Development and marketing strategy

Abergavenny is an attractive town and area already, however by sharpening its focus and promotion it could make a significant ‘step change’ to perform significantly better and become a more sustainable and distinctive destination. Abergavenny needs to distill its attractive features into one or two key messages and sell them more strongly. It needs to clarify its main ‘offers’ and then make it easy for the visitor to ‘consume’ that offer when they arrive. This will include improvements to web based (and possibly printed) information, better signage and collaboration between businesses and partners. Cross-promotion from one business to another will help retain visitors in the area longer and encourage more repeat visits. Making more of the sustainable potential will include green products such as walking, cycling, local food and drink, encouraging more people to use the train or bus, promoting the range of green businesses and more green measures. 

The priority themes which have emerged for Abergavenny are: 

1. Marketing and Information
2. Outdoor Activities

3. Heritage

4. Town Environment
5. Business Collaboration
6. Events
2. Introduction
This Sustainable Tourism Plan for Abergavenny sets out agreed priorities for developing and promoting the area as a destination. The plan is intended to steer a way forward over the next 5-10 years. It is designed to be a working document that can be added to as the local groups identify new opportunities for development.  
The purpose of the plan is to:

· Develop the tourism potential of Abergavenny and strengthen its identity for visitors

· Identify priority actions
· Provide a framework and rationale for planning the development of tourism in the Abergavenny area 
· Clarify how businesses 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 Collabor8 Project. This is a transnational European project which aims to contribute to the economic prosperity, sustainability and cultural identity of North West Europe with partners in Ireland, England, Netherlands and Belgium. The focus of the project is using the local sense of place and cultural heritage to help sustain the local economy and community, working with clusters of local businesses. These values have been used in developing this Sustainable Tourism Plan for Abergavenny and several other towns in the Brecon Beacons. 
The Collabor8 principles 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, mining and quarrying 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 (eg 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 £216 million to the Brecon Beacons National Park each year and support 4,349 jobs (either directly in tourism businesses - 3,491 - 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 Abergavenny as one of fourteen critical hubs across S E Wales, and 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. This strategy supported the National Park’s successful application in 2007 for accreditation by the EUPOPARC Federation under the European Charter for Sustainable Tourism in Protected Areas. The Brecon Beacons thereby joined a network of about 40 protected landscapes across Europe which have achieved this status.

The Strategy sets out a vision that the Brecon Beacons will be an exemplar of sustainable tourism in protected areas by building on a strong sense of place, indigenous cultural and natural heritage and a reputation for quality – aiming to exceed visitors’ expectations. All aspirations which tie in very closely with this Plan.
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 (2010) Brecon Beacons marketing identity and strategy will help address this.
In Monmouthshire the Draft Sustainable Tourism Strategy for Monmouthshire aims to:

“develop and maintain the partnerships necessary to lead Monmouthshire in realising its tourism potential as a high quality and competitive destination, in ways which bring clear, lasting and increasing benefits to the resident communities and businesses in the county”.

It has four guiding sustainable principles which will provide the focus for the strategic approach in Monmouthshire:
· Promoting local economic prosperity

· Supporting community well being and involvement

· Minimising tourism’s environmental impact

· Protecting and giving value to natural heritage and culture

One of the strategic priorities is:

“To increase the competitiveness of Monmouthshire as a year round sustainable tourism destination focusing on quality, distinctiveness, authenticity and visitor satisfaction and increasing the number of visitors to the area who will become its advocates.”
The recent Brecon Beacons Cycling and Mountain Biking Strategy provides the wider context for this activity and for Abergavenny if it wishes to become one of the cycling hubs for the National Park. 
2.3 Process and partnership

This plan has been led through the Abergavenny District Tourism Association (ADTA). The Association agreed to act as a Collabor8 Cluster Group and work with the Brecon Beacons National Park to develop this Sustainable Tourism Plan and take forward some of the priority projects emerging from it. 
The plan has been developed building on initial discussions with a cross section of local tourism businesses in and around the town and through two further workshops in April and May 2010, attended by a range of local businesses and partners involved in tourism. The attendees discussed the key elements of this plan, the vision for Abergavenny as a destination and identified the action points with the support of the consultant. The steps in the process can be summarised as:
1. Understanding the rationale - why welcome visitors, what are the benefits for the town and surrounding area?

2. Identifying current and future visitors 

3. Identifying what the town can offer visitors

4. Understanding the town’s strengths and weaknesses

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

6. Creating a vision of where the town wants to be in 5 – 10 years, 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 to the action plan in the final section.
All the individuals who have been involved in the process are listed in Annex 8.1.
3. Vision and objectives

3.1 Vision for Abergavenny 

By 2020 Abergavenny will have built a strong identity as a destination for visitors and will be known as: 
The lively, historic market town, foodie capital of the Brecon Beacons; surrounded by beautiful mountains and abundant outdoor activities.

A more detailed Vision includes the following elements which will have been strengthened and further developed over the next 10 years:

· By 2020 Abergavenny will be a well-known and thriving market town attracting many visitors who enjoy browsing the varied independent shops and markets, strolling through the relaxed and well maintained squares and streets and eating and drinking tasty, local, Welsh produce in local cafes, pubs and restaurants.

· Visitors will enjoy finding out about Abergavenny’s fascinating borderlands heritage – in the Museum, Tithe Barn, St Mary’s church and the new heritage trail. They will then explore the wonderful countryside - walking a section of Offa’s Dyke, cycling one of the promoted cycle or mountain bike routes from the town or taking up the ‘Three Peaks Challenge’.

· Visitors will use Abergavenny as a base to explore the Brecon Beacons National Park and Monmouthshire – walking, cycling or riding in the mountains, following the canal up the beautiful Usk Valley towards Brecon or visiting the nearby Blaenavon World Heritage Site. They will be able to do all this without having to use their cars. The area will be popular with golfers and fishermen and those with a special interest in churches, castles and wildlife who can visit the many fascinating sites in this part of Monmouthshire.

· Families will find lots of places to enjoy the countryside, activities and local stories.

· Everyone, especially the foodie visitors will enjoy tasting the wonderful local specialities – meats, cheeses and fish; apple juice, cider and wine – especially if they visit during the internationally renowned Food Festival. 

· There will be a choice of things to do in the evening – a gourmet meal, the theatre, cinema or live music. Regular festivals and events will draw in even more people for celebrations of food, cycling, music or local heritage, throughout the year.

· Information about all the choices and special offers will be easily available at the attractive TIC, on the vibrant Visit Abergavenny website and partner websites. Food and drink, heritage and activity breaks will be selling well. Many visitors will be actively researching their family history. Local businesses will be Ambassadors for their local area, offering a knowledgeable and warm welcome. 
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 5-10 years.

The main vision statement has been further discussed and while it could be used as a strapline in itself, it should ideally support a shorter, punchier strapline. The suggestion is to use:

Abergavenny – Just Taste It!

This obviously suggests food and drink – to emphasise the foodie capital message. However Taste can also be used in many other ways in promotions such as 

· A taste of the outdoors

· Have a taste of freedom in the Brecon Beacons

· Tasters – of outdoor activities or crafts etc.
3.2 Objectives of the sustainable tourism action plan 

The overall objectives of this plan are:
1. A higher profile for Abergavenny – to develop and promote a stronger identity to attract visitors 

2. To clarify target visitor markets and reach them more effectively 

3. To attract more visitors, staying longer and spending more, year round

4. To sustain the local economy and create more jobs 

5. More collaboration between businesses eg referrals, recommendations, web links, packages

6. Pulling things together – joining things up into a better and more coherent offer and working together to collectively promote that offer to visitors.

7. To raise profile of tourism in the town as a whole – with other businesses and the wider community

8. To promote local distinctiveness and the special qualities of the town, its surrounding landscape, culture and heritage.

9. To improve the quality of the town environment for the benefit of visitors and local people

3.3 Statement of values
The Collabor8 Programme encourages cluster groups to discuss and agree a collective set of values which will benefit sustainable tourism in their area. The ADTA group has drawn up the following set of values which have been used to guide the development of this plan. They focus on the special nature of Abergavenny and its surrounding environment. The values are ones that all the group felt able to sign up to individually and they can be used collectively to help guide their work and communicate the collective business approach for this special area.
Abergavenny Collabor8 Values
· To offer a warm welcome to all visitors and deliver excellent customer care.

· To develop a strong identity for Abergavenny and the surrounding rural area based on its special nature - its heritage, Welsh culture, landscape, wildlife and outdoor activity opportunities. 

· To maximise the benefits of tourism for Abergavenny and support the wider local economy by sourcing goods and services from local suppliers wherever possible and in particular promoting local food and drink choices.

· To seek to conserve Abergavenny’s natural environment by ensuring our businesses have minimal impact on the environment and to increasingly use sustainable practices such as saving energy, recycling, using sustainable products and promoting public transport.

· To increase collaboration between businesses to improve our knowledge of each others’ operations, refer customers, develop joint offers/packages with outdoor activities and events and encourage repeat visits.

· To reinvest in our own facilities and staff to ensure visitors enjoy a quality experience.

· To work together as a network of like minded people strengthening links with local groups and the wider community who are proud of Abergavenny and keen to share it with visitors. 
4. Visitors to Abergavenny
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 the Abergavenny area currently?

· Where from and for how long?

· 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?
4.1 Visitor characteristics
A recent visitor survey undertaken by ADTA (of about 430 visitors to the town) revealed the following characteristics of current visitors:

Age

Under 18


4%

18-24



3%

25-34



16%

35-49



27%

50- 64



34%

Over 65


16%

Length of Stay

1-2 days


46%

3-5 days


27%

6-10 days


19%

2 weeks


6%

3 weeks + 


2%

Visitors were largely from London, Essex, the M4 and M5 corridors and the Midlands;  usually within a 2 –3 hours journey. Most visitors were on holidays or short breaks with some mentioning specific activities such as walking, cycling and visiting churches or specific events such as the food festival.
The survey shows high proportions of older visitors. The proportions of visitors staying overnight is also high but this may have been influenced by the methodology if many surveys were filled out in accommodation businesses.
Overseas visitors are thought to be generally from Holland, Germany, Belgium or France but relatively low in numbers. They tend to be the same types of people as UK visitors – i.e. interested in landscape, activities and heritage.
Future trends that we need to bear in mind include:

· Already nearly three quarters of visitors research visits online

· Increasing expectations of quality standards

· More environmentally aware visitors

· Many people are seeking out peace and quiet

· Increasing interest in authenticity – heritage, culture, local food etc

· More people wanting to avoid flying to go on holidays

· The potential of new technology 

· Climate change and the move to sustainable technologies
· Increasing fuel costs
4.2 Current and future visitor markets 

Using the above research and discussions among tourism businesses the following main current groups of visitors have been identified:
1. Leisure breaks – couples, mainly 45+ - who are interested in heritage, food, gentle activity, shopping, sightseeing, countryside, canal, arts/culture
2. Activity participants – walkers, cyclists/mountain bikers, riding, paragliders, fishing and golf

3. Families – some businesses cater for families eg caravan parks and self catering but others feel there is not enough for children to do in the area.
4. Business people – visiting sites across south east Wales or holding meetings.
5. Visiting Friends and Relatives – some of whom need accommodation but most of them want to visit the area’s attractions and eat out and are thus a very valuable part of the visitor spectrum.
6. Bikers – several businesses have loyal groups of visitors who tour the area on motor bikes.
It was agreed that the top 2 target markets should be:

1. Leisure breaks – couples, mainly 45+ - heritage, food, gentle activity, shopping, sightseeing, countryside, canal, arts/culture

2. Activity participants – walkers, cyclists/mountain bikers, riding, paragliders, fishing and golf
Also it was felt there is scope to develop the family market over the next few years – especially those with children who are old enough to take part in activities. 

3. Families 
The other groups identified above are a valuable source of income but are more difficult to target as their motivations are independent. Some businesses (such as hotels which cater for business visitors) will continue to target these groups through their own marketing but they will be less of a priority for collective marketing.

There could also be future potential in targeting specific niches of visitor with special interests such as: foodie gourmet visitors, those seeking health/relaxation breaks (well-being tourism); people doing ancestral research; those exploring church history; or large groups of young/middle aged visitors meeting up as reunions, celebrations or short breaks. Other niches could include high end weddings for properties which can accommodate these, using other accommodation to help host wedding guests.
The leisure breaks group are often quite high spenders if they find things they like and value. They are therefore a good market to focus on for developing the tourism product into the future. Older couples on short breaks appreciate good quality and they are quite loyal – returning to favourite locations. This group will want quality accommodation, interesting cultural and heritage experiences, and some walking or activity opportunities. They might be tempted by cookery breaks or well-being breaks.
Many of the activity participants come independently to walk, cycle, canoe, fish etc. Others book with activity operators, perhaps in larger groups, to do particular activities and use the providers’ equipment – eg horse riding. This group will spend much of its time out of the town but will welcome cafes which stay open late, pubs and restaurants. They will be interested in browsing for outdoor equipment and stocking up on food.
Families will need good information on facilities and activities. Many pubs and cafes provide high chairs, child portions, games, baby changing etc and make a point of welcoming families. Parents are looking for things to occupy and entertain children such as farm attractions or adventure play or for certain age groups activities such as treasure hunts, trails or geo-caching. However equally popular are likely to be safe environments where children can simply run and around and play perhaps beside a river or in a woodland setting. Abergavenny could attract more families by compiling good, detailed information on what already exists and supplementing this by additional businesses and facilities providing more family friendly products, services or deals.
Certain businesses or attractions will be able to focus on specific niche markets – depending on what they offer. For example establishments which target the business tourism market can develop business offers and work with Newport City Council’s tourism team. These areas could become quite significant and the general marketing for Abergavenny could seek to include hooks for these groups, especially through webpages. General promotion however should focus on the broader segments.
5. The Tourism Offer

5.1 What does our area offer visitors?

It is useful to assess as objectively as possible the tourism offer of Abergavenny from a visitor perspective. 

A mini Tourism Audit has been undertaken to help identify the area’s strengths and weaknesses and to help identify gaps in the offer, issues and opportunities. The key findings and issues arising are highlighted in this section.
Accommodation 
There is a large supply of serviced and self-catering accommodation in and around Abergavenny, much of which is inspected and graded. The following table is based on entries in the 2010 ADTA guide, omitting entries which are in neighbouring towns. This information has been supplemented by an additional search for campsites and bunkhouses. There are likely to be a number of additional serviced and self-catering operators and some of these will be outside the official grading scheme.
	Accommodation
	No.
	Rooms
	Notional capacity - bednights

	Hotels/Inns 
	
	
	228

	in town
	4
	75
	

	nearby
	4
	39
	

	B&Bs/Guest Houses/farm houses
	
	
	164

	in town
	6
	28 
	

	nearby
	16
	54
	

	Total serviced
	
	196 rooms
	

	Self catering units (nearby)
	33
	51 units
	204

	Bunkhouses/hostels
	4
	126 beds
	126

	Caravan/camping
	12
	Approx 425

touring pitches
	850 (some seasonal)

	Total
	79
	
	1572


Abergavenny has a large number of accommodation businesses in and around the town. All the self-catering is outside the town centre. Quality wise there is one country inn and one small country house which have five stars. Two town based inns have four stars along with over half of the B&Bs. Cheaper options include three bunkhouses nearby and the Youth Hostel in the town itself which sleeps 76. There are as many as 12 caravan/campsites in the local area (including as far as Llanthony) five of which have around 60 pitches, others are generally smaller and less formal. Only four of the smaller less formal ones are open all year. 

Self-catering accommodation numbers may be higher than given above as many units are handled through larger agencies – but there is a good number locally. One constraint is that very few cater for more than about six people, although in some cases two adjoining units can be rented together. This may mean that few larger groups or family reunions can find accommodation in the area unless they use a bunkhouse. Another option is narrowboat hire on the Monmouthshire and Brecon canal from Llanfoist Wharf nearby.
There is certainly accommodation to suit all pockets from as little as £12 a night at a bunkhouse to over £100 a night in a smart inn.

Places to visit
Abergavenny is an attractive town in which to wander. It is reasonably compact, although a little confusing to navigate around. There are several enjoyable park areas and lovely views to the three peaks surrounding the town which offer a dramatic backdrop. The town has a range of attractions:

· Abergavenny Castle and Museum – an ancient motte and bailey castle plus the museum set in its grounds which tells the story of the town.
· St Mary’s Priory Church – a large church which houses many important monuments from the 13th century to the modern day, including a unique huge wooden statue of Jesse. The church has the Priory Centre attached – a large meeting/event venue.

· The Tithe Barn, beside the church is the oldest in Wales. Recently restored, it houses the Abergavenny Tapestry, an interactive exhibition about Abergavenny’s history and a restaurant.

· Borough Theatre – a 338 seat venue which presents a programme of professional and community productions year round. 
· Bailey Park in the centre of town has a children’s play area, Linda Vista Gardens near the Castle has a collection of unusual trees, beside Castle Meadows and attractive public open space.
· Beacon Park Boats at Llanfoist Wharf run day boat trips on the Monmouthshire and Brecon Canal.

· The big attraction nearby is the Blaenavon World Heritage Site. This includes the Big Pit National Coal Museum where visitors can go underground to experience the mine.

· Sugarloaf Vineyard – visitors can tour the vineyard and taste the wines.
· The new Baker Street Cinema which has just opened now shows screenings of major films. 
· A large tourist information centre services the town and surrounding area, set in the car park beside the bus station and river.
· There is a printed heritage trail which leads visitors round the centre of the town. 

· There are several art and craft shops and galleries in the town and hinterland including the Court Cupboard Craft Gallery at Llantilio Pertholey, plus Downey Barn Gallery and Cellar Gallery.

Activities

There are a range of activities available locally. Some such as walking, cycling and perhaps some kayaking people will participate in independently. Others they will organise through local companies such as: 
· Riding centres at Llanthony and the Grange at Capel y Ffin, plus more across the National Park.
· Cycle hire and guided cycle rides/mountain bikes are available from several local businesses including M&D Cycles, Gateway Cycles, Pedalaway and Treads and Trails.
· Trout and salmon fishing on the river Usk – either through public permits or via specific landowners.

· Canoe hire is available locally for the rivers and canal.
· Arts courses are offered at Llanthony and Cooking courses at the Culinary Cottage or The Chef’s Room.
· There are two 18 hole golf courses - at Wernddu on the outskirts of Abergavenny and the Monmouthshire at Llanfoist.
· Other activities such as paragliding, gliding, climbing, caving, etc can also be organized through local activity centres.
· Abergavenny Leisure Centre has a swimming pool, squash, badminton and a fitness centre.
· Walking is very popular and Abergavenny boast three very distinctive mountains around it: Skirrid, Sugar Loaf and Blorenge. There are plans to improve the walking offer through several current funding bids.
· There is a children’s indoor adventure play centre at Kingdom Come on Castle Meadows Park. 
Food and drink

Abergavenny has developed a strong reputation for food and drink. Traditionally the area has produced excellent quality produce, sold in local markets and shops. Markets are held several times a week, A farmers market is held once a month (plus arts, crafts, flea and antique markets through the year). 

There is a good choice of cafés, inns and restaurants for day time eating. Visitors are spoilt for choice in the evening as there are two local Michelin starred restaurants, plus several others which have won awards. There may be a need to book ahead at some restaurants. There is also a range of traditional country pubs locally. 

The Abergavenny Food Festival has been running now for 12 years and has developed into one of the largest and best known in the country with 34,000 visitors in 2009. This is an enormous strength as it gives the town a strong reputation for food and drink – despite the fact that the festival itself is just one weekend a year. The festival has now develop a Christmas events and other spin off events during the year.

The wide range of local food and drink producers in the area around Abergavenny includes speciality cheeses, meat, sausages, charcuterie, cakes, ice cream, honey, apple juice, cider beers, liqueurs, smoked fish and chocolates.
There is a good level of eating places promoting locally sourced produce – much higher than in most other towns.  Visitors are always keen to try out local dishes and produce which is an important part of the experience for many. 
There may be scope to develop a food and drink trail in various formats – eg during the festival, but also a web based or printed version(s). It could feature those businesses which make a strong feature out of offering local quality food. Such businesses can also be included in publications such as Monmouthshire’s annual Foodie Breaks leaflet free of charge with special offers and short break ideas.
Monmouthshire County Council, adventa and Visit Wales are working to pilot a new food accreditation scheme which if successful will be rolled out across Wales. This could be a good opportunity for local businesses to enter the scheme early and have strong membership in the local area to reinforce the quality food offer.
Events and festivals

Abergavenny’s best known event is Abergavenny Food Festival 18-19 September 

Other events include:
· The South Wales Three Peaks Challenge every March

· Steam Rally Late May bank holiday

· Abergavenny Eisteddfod June
· Abergavenny Festival of Cycling July 

· Green Man Festival (near Crickhowell) August

· The first Monmouthshire Walking Festival is being held in October 2010
There are also several town walks organised by the History Society each month, regular live music events in various venues, plus lots of arts and crafts fairs and open gardens.
Events give people a reason to visit and to return. They help reinforce the image of the area and raise its profile for the event’s theme. Ideally they should be designed to encourage people to stay for more than just one day. 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 the what’s on guides published with free entry such as Monmouthshire and Brecon Beacons.
Abergavenny already has a successful food festival and with the three peaks, cycling and new county walking festivals many of the town’s main themes are already featured in events. It will be interesting to monitor the success of the walking festival to see whether there is scope for more walks in the Abergavenny area or a separate festival. There might be scope for a festival based on the canal – especially for the 200th anniversary of the canal in 2012. Also there may be scope for more heritage themed events – perhaps a festival based in local churches or linking all the local castles. Open days or weeks at local crafts people’s workshops or local food producers might be another option. 
During the Ryder Cup in autumn 2010 the town will have street dressing to provide a welcome to Ryder Cup visitors, create a sense of occasion and generate media attention. This approach could perhaps be developed on a more permanent basis or for larger events.
Information and interpretation
Online

Potential visitors who use a search engine for Abergavenny on the internet will find in this order: 

· Abergavenny.co.uk – the Chamber of Trade site
· Abergavenny.net – branded as ‘the Gateway to Wales’

· Abergavenny .org – called a ‘tourist guide’

· The Wikipedia page on the town

· Visitabergavenny.co.uk – the ADTA website

· Abergavennyfoodfestival.com

The Chamber of Trade site is clearly labelled as such. However there are three ‘visitor’ sites which come up which will be confusing for potential visitors. None of the sites is poor but they all vary considerably as to the level of info and how well they are kept up to date. Obviously the ADTA need to get their site to the top of the listings as the ‘official’ visitor website and keep it as attractive, professional and useful as possible. It is much easier for visitors if there is just one portal for all relevant information which has good search engine optimisation. There is scope to add pages on specific themes and include downloadable information or film clips, even user generated content in future. However it is important the site is well maintained and kept up to date particularly with events listings. Investing in more and better quality photography should be a priority. Abergavenny currently performs weakly on more generic web searches (e.g. ‘good food and drink in Wales’, ‘weekend breaks’, ‘short breaks’, ‘food festivals’ ) and more could be done to address this.
The food festival site is very stylish and useful once you get into it but the initial welcome page is confusing for the first time visitors. Nor is it obvious that it encourages people to stay in the area.
Most accommodation businesses have websites – some are good – stylish and easy to use. However some could benefit from a refresh or better photographs. Some businesses have not redesigned their sites since they were first set up and they still use old fashioned, backgrounds, mixed fonts and slow loading photographs. Keeping sites up to date should be a business priority. Ideally business sites would present a quality image of the area and promote similar messages about the area to reinforce the collective identity of Abergavenny.

Finding information in person once a visitor has arrived depends on where a visitor parks. The Tourist Information Centre is located in a central car park, beside the bus station.  The centre is relatively spacious and stocks a wide range of literature on the Brecon Beacons Monmouthshire and further afield. The facility is a good one and every effort should be made to retain it (in times of public funding cuts) and maximize its positive impact for the town and local area. Visitors arriving in the other large car parks will have quite a walk to find the TIC and require simple map based information in the car park to help them navigate to the town centre.
Print - The Abergavenny Tourist Information Guide is an A5 booklet (44 pages) which includes comprehensive listings of accommodation, attractions and places to eat. It acts as a mini pre-arrival brochure for the local area helping visitors plan where to stay and what they might do during their break. However it is less useful for visitors who are already in Abergavenny (who already have accommodation). For example it does not include a map of the town. There is a ‘tear-off’ map of the town (and local area) available free at the TIC but no ‘at a Glance’ type map based leaflet to help visitors find their way round and highlight the top things to see and do. There is scope to produce a simple leaflet (possibly also downloadable from the website) to act as a guide to visitors exploring the town. It could list the main attractions, activities and include several town walks and start points of other walks. The Information Booklet is obviously well supported by businesses and should therefore be retained but it could benefit from some slight improvements to design and layout to make it more impactful. It could be refocused a little to promote the top priority themes which emerge from this plan. Many other local towns have such folded third A4 leaflets and a new Abergavenny one could sit alongside these – whereas the Information Booklet needs different size racking. 

The town heritage trail should be reviewed. It plays an important role in joining up the range of heritage sites and stories around the town for visitors who have an interest in heritage. However, it is quite old fashioned in style and out of date in places. Some of the wording is quite awkward to understand and it is an unusual size to rack. The review should include looking at the route it covers and consider options for a core route and one which takes visitors on a longer route through the town. A heritage feel may still be appropriate but the trail should primarily be attractive, informative and easy to follow. As a paid for publication it should be possible to fund future reprints from the revenue generated. 
There is a plethora of walking literature stocked in the TIC. It would be useful to review this and check whether all needs are being met – for short walks in and around the town, moderate walks from the town into the countryside and also the more challenging walks in the local countryside. 

Signage, transport and parking
Signposting for Abergavenny on surrounding roads is largely good - it is signed as a main destination on most main roads which converge in the town itself. However once in the town signage for visitors is patchy. The town can be confusing for visitors not familiar with it and the one way system and the layout is not as ‘legible’ as some other towns. A tourism signage review was undertaken recently for Monmouthshire County Council and the MCC tourism team are in consultation with the relevant authorities to make improvements.
There are about eight car parks in the town. A mini parking strategy to review and improve the signing for visitors would be useful as it could prioritise perhaps three car parks as most appropriate for visitors eg the bus station car park by the TIC, the one by the Castle and the one by Bailey Park. These could then have really good advance signing and also provide map boards to orientate visitors to the local facilities. Smaller car parks could have more modest signing and be prioritised for use by local people who are aiming for particular shops in the town centre and know their way about.
Another option would be to trial a transferable all day parking ticket so that visitors could be encouraged to stay longer - moving on from one car park to another in order to visit the castle or park etc. rather than leaving the town the moment their two hour ticket expires. 

Signage of businesses in the area was generally good with only a limited number of poor signs which are dirty or in disrepair. Signs are the first thing visitors see and it is crucial for the whole area that they look smart - tatty, dirty and amateur signage gives a negative first impression. 
Abergavenny has a considerable advantage over many other towns in having a mainline railway station. This is served by at least hourly trains from Cardiff and South Wales up through Herefordshire, Shropshire to Crewe and Manchester. These towns and cities should be good places to promote Abergavenny as a relaxing destination to visit by train. There is scope to work with train operators to attract more people by train. Key issues then are the welcome and information at the station on arrival and the route into town both of which would benefit from some environmental improvements. Also visitors may need more information about walks from the town, cycle hire, taxi firms and bus routes. Identifying the best walks from public transport or places you can visit by bicycle etc and promoting these as propositions on the web would help give potential visitors the confidence to travel by train. Monmouthshire County Council is hoping to be able to install an internet info kiosk at the station, budgets permitting.
Abergavenny acts as a hub for public transport by bus with regular routes to Hereford, Brecon and Newport. On summer Sundays the Beacons Bus service serves the town linking to Brecon up the Usk Valley. 
The recent Brecon Beacons cycling strategy recommends that Abergavenny could become a cycle hub town – there are several keen cycling businesses which already organise events. This would require agreeing a set of mountain bike routes from the town and ideally also a series of circular cycle routes on quiet roads. These can then be featured as part of the Brecon beacons mountain biking and cycling offer either in printed format or simply as pdf files downloaded from the internet. Abergavenny is also well positioned to promote linear cycling routes for visiting other towns/sites for the day. Visitors need information, such as safe routes, how long it will take and where cycle racks are situated at the other end, to be encouraged to try this sustainable option.
This audit, supplemented with discussions and direct observation, was used to develop the SWOT in the next section.
5.2 SWOT Analysis

	Strengths
· Food and drink – Michelin restaurants, local producers, food festival, food shops

· Landscape – Brecon Beacons National Park, hills, canal, Offa’s Dyke, Usk Valley, Beacons Way, Cambrian Way, Marches Way, Route 42, 3 castles walk

· Accessibility from the south and east  - roads and mainline railway, bus station

· Activities – walking, cycling, mountain biking, riding, fishing, golf, archery, boules, geo-caching, astronomy – star gazing, bird watching (red kites), falconry

· TIC

· Castles, heritage, churches, St Mary’s church with important monuments, tithe barn, heritage trail (bit out of date)

· Museum in Abergavenny Castle, theatre, new cinema 
· Independent shops eg art, music, books, clothes, cook, shoe, milliners, wedding gown, ice cream store, Nicholls and Richards dept stores

· Markets – livestock, food, farmers, flea, craft, toy and collectors, antiques

· Attractive buildings, gardens

· Vineyards – several nearby

· Nearby attractions – Blaenavon World Heritage Site, Big Pit

· Abergavenny song – Marty Wilde, Lambing Live TV programme, Dr Who filming

	Weaknesses
· Identity not clear/strong

· Multiple websites offering visitor information

· Litter levels high

· Need better coordination over events/festivals/dates

· Communication between businesses could be stronger

· Limited free parking (or limited hours?), camper vans can’t park 

· Left luggage – no provision and requested quite often

· Railway station – arrival poor environment on arrival, could do with better/more welcoming signage

· Bikers - unsafe driving on roads

· Some anti social behaviour on weekend evenings



	Opportunities

· Stronger identity to promote collectively

· Make more of churches – church trail/webpage

· Promote activities more strongly

· Cycling/mountain biking hub status

· Develop website further

· New heritage trail (plus children’s version)

· Ancestor research – more info on website

· Gather better info on children’s activities/facilities (especially free activities) – for website

· Better promotion through partner websites eg Brecon Beacons Tourism, Visit Wye Valley

· Check walks books and info – scope for more/new version/new walks

· Promote focused foodie offer locally (link to adventa and Monmouthshire) – eg food trails and better info on websites 
· Special offers/packaging with events/activities

· Encourage more rail based visitors and improve the welcome at railway station

· Link to Monmouthshire walking festival – launching this autumn

· Link more to event websites etc eg Food Fest and other events

· More attractive areas around town with plants, seats, outdoor cafes, flowers

· More businesses to qualify as Ambassadors

· Use empty shop windows for displays

· Promote the Tithe Barn more strongly – and develop other historic buildings

· User generated content on website

· Promotion during the Ryder Cup


	Threats

· Weak economy

· Competition – other destinations

· Failure to act – will let Abergavenny fall behind

· Deterioration in physical environment and key buildings

· Further loss of pubs or shops.

· Public sector funding cuts might threaten services such as TIC or museum services and the National Park Authority.
· Redevelopment of key sites.

· High fuel prices 


5.3 Abergavenny’s USPs

Abergavenny’s Unique Selling Propositions were identified in the first workshop. These are:

1. Scenery/landscape/views – three peaks - Sugar Loaf, Skirrid and Blorenge (3 Peaks Race), plus wider Brecon Beacons – gateway to the Brecon Beacons National Park. Also Usk Valley, Brecon and Monmouth Canal, Offa’s Dyke, natural history, borderlands.

2. Food and drink, plus warm welsh hospitality - Food Festival, local producers, Michelin restaurants, lots of good pubs, food markets, retailers, vineyards, cider and perry.

3. Activities – walking, cycling, mountain biking, riding, fishing, golf, paragliding, (plus archery, boules, geo-caching, astronomy – star gazing, bird watching, falconry). (None of these is unique to Abergavenny but collectively they are a strong part of the visitor offer.)
4. Heritage – Castles, churches, St Mary’s church with important monuments, tithe barn, heritage trail (bit out of date), museum, Blaenavon World Heritage Site. 

5. (Welsh – but not too Welsh(!). Border location, Welsh and English heritage – should be an attractive proposition for English markets – one of most attractive Welsh border town)
5.4 Meeting future visitor expectations

It is important to consider how Abergavenny 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. Abergavenny is already a very pleasant town with a range of ‘nice’ attractions, shops, eating places and scenery. However by sharpening up the focus and promotion it could make a significant step change to perform even better as a visitor destination. Abergavenny needs to distill its attractive features into one or two key messages and sell them more strongly. 
One of Abergavenny’s main appeals is that it is an authentic market town and visitors will not necessarily want to see major changes. However there are certain key areas where they will expect more.

We anticipate that visitors will be looking for more in future. This may include:

· An attractive identity for the town which gives them one or two strong reasons to visit 
· An excellent food and drink offer throughout the town and local area with distinctive and memorable meals and more opportunities to buy local produce, go on cooking courses, visit local producers, follow trails etc.
· Well maintained buildings and shop frontages in keeping with the local heritage and architecture

· A continuing trend towards demand for higher quality serviced and self-catering accommodation

· Easy options for car free holidays

· Making more of the international status of Blaenavon World Heritage Site and being the most attractive nearby town servicing it.

· Lots of good information available on the internet, downloadable in advance.

· More information on walking and cycling routes – on and off road cycling, short and longer walking choices.
· Clearer signage

· Well researched and presented information on the heritage of the town, local churches, castles and wildlife sites.
· More green products and environmentally aware businesses.
6. Destination Management and Promotion 

6.1 The Strategy 

Section 3 outlined the plan’s vision and objectives; section 4 identified which visitor markets Abergavenny should focus on; and section 5 has identified the town and wider area’s strengths and weaknesses and the opportunities to address these to better meet visitor expectations. Here we pull these elements together to identify what sort of destination Abergavenny will be in five - ten years time, what experiences it will offer visitors and what the priorities should therefore be for management and promotion of the town and surrounding area as a destination.

In order to deliver the objectives in section 3 Abergavenny needs to clarify its main ‘offers’ or reasons to visit and then make it easy for the visitor to ‘consume’ that offer when they arrive. So the visitor attracted by Abergavenny’s reputation for food needs easily accessible information about eating places, markets, local producers and retailers. The visitor who is motivated by history and heritage will enjoy not only the museum, but the heritage trail, maybe a guided walk and perhaps short walks to local historic sites around the town. The outdoor activity enthusiast will spend most of their time out in the countryside but will want good hearty food and drink, could be tempted by outdoor gear shops and may be enticed to return by being made aware of a future event, race or a Three Peaks type challenge. 

Joining things up for visitors is essential - making it easy to find out, buy and consume is a priority. This will include improvements to web based (and possibly printed) information, better signage and collaboration between businesses and partners. Cross-promotion from one business to another will help retain visitors in the area longer and encourage more repeat visits. 
Developing a sustainable destination will involve focusing on the green aspects of the tourism product such as walking, cycling, encouraging more people to use the train or bus, local food and drink, promoting the range of green businesses and more green measures especially reducing dependence on fossil fuels. 

6.2 The future visitor experience 

The overall vision for Abergavenny is given in section 3.1. The draft points below expand that vision and break down the visitor experience into ‘bite size chunks’ which can be used to interest the target markets by focusing on the ‘must-do’ experiences. 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, in a leaflet or to recommend verbally to visitors.

Abergavenny – draft examples of ‘must-do experiences’ 
1. A gourmet experience – a wine tasting at the Sugar Loaf vineyard followed by a delicious meal at one of the award winning local restaurants
2. A challenging cycle, exploring quiet valleys or heading over mountain passes – which ever suits your leg muscles!
3. Take the Three Peaks challenge – climbing Skirrid, Sugar Loaf and Blorenge – and get the certificate to prove it!
4. Explore the rich and fascinating church heritage starting at St Mary’s and the Tithe Barn and then finding your way to one or two of the picturesque village churches and chapels.

5. Sink a pint of a local brew in a warm and welcoming pub after a long day out walking the Brecon Beacons

6. Tuck into a big slice of homemade cake at one of Abergavenny’s welcoming cafes and then take in a film at the new cinema or a show at the theatre.
7. Pootle lazily down the Monmouthshire and Brecon Canal in a narrowboat or canoe keeping an eye out for kingfishers, swans and even otters.

8. Buy some super-fresh Welsh farm produce at the Farmers Market 

9. Hunt down a unique piece of contemporary art in one of the arty shops or local craft centres.
A full set of must-do experiences should be compiled – up to 15 or 20 which include the whole range of attractions and experiences which can be promoted to visitors. These can then be used, ideally with a strong accompanying photo for each, on relevant pages of the website and in publications. They should be used in small groups – not necessarily all at once.
This type of information is of great use to tourism bodies at Monmouthshire, Brecon Beacons, Visit Wales etc who are often looking for quirky facts or experiences which are distinctive to a particular destination. 
6.3 Destination priorities 

The priority themes which have emerged for Abergavenny are: 

1. Marketing and Information
2. Outdoor Activities

3. Heritage

4. Town Environment
5. Business Collaboration
6. Events
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. The columns begin to identify who needs to be involved and where any funding required may come from. 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. The Collabor8 programme may be able to provide small amounts of funding to pump-prime some priority activities over the next year or two – likely to be revenue rather than capital projects. This plan could also be used to support funding bids to other organisations eg Lottery or European funding.
This plan will become a working document to guide the implementation and delivery of the destination plan. 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. Priorities need to be reviewed and amended by the ADTA/Collabor8 group periodically.
Key to priorities and timescales
	Priority
	Timescale

	VH – Very High
	QW – Quick Win = 6 months

	H - High
	S – Short = 1 year

	M – Medium
	M – Medium = 2-3 years

	L - Low
	L – Long = up to 5 years


Key to acronyms

ADTA – Abergavenny and District Tourism Association

BBT – Brecon Beacons Tourism

BBNP – Brecon Beacons National Park
MCC – Monmouthshire County Council

TIC – Tourist Information Centre

WHS – World Heritage Site
7.2 Abergavenny Sustainable Tourism Plan – Action Plan

Actions shaded in blue are top priority. 

	
	
	Priority
	Timescale
	How and who?

	1.
	Marketing and Information
	
	
	

	1.1
	Stronger identity to promote collectively based on vision and Just Taste It strapline – promote USPs, give higher profile to Food Festival, Brecon Beacons National Park and World Heritage Site – use in guide, website and other activities – support with new quality photography.
	VH
	M
	ADTA, Food Fest, WHS

	1.2
	Commission better location and town maps for use in printed publications, website and information points. (Check new town council map)
	VH
	QW
	ADTA, TIC, Town Council

	1.3
	Develop visitabergavenny website further, search engine optimisation for key words and USPs. More photos and weblinks. Ensure it is at top of ranking.
	H
	QW and ongoing
	ADTA, 

	1.4
	Link more to attractions and event websites especially the Food Festival site, other events, Blaenavon – collaborative working (encourage food fest to improve its home webpage and accept more business listings.)
	H
	S
	ADTA and other providers

	1.5
	Gather better info on children’s activities/facilities (esp free activities) – for website and promote Harry Potter, Dangermouse etc links on these pages.
	H
	QW
	ADTA and providers

	1.7
	Podcasts on the website eg on activities, heritage, children’s activities, church history. Could be filmed by activity operators, History Soc, ADTA to similar format.
	M
	S
	

	1.8
	Special offers/packaging with events, activities, food and drink, heritage. ADTA members to work together to cross promote and offer packages and deals. Promote these to tourism bodies for PR coverage through their contacts, their e-newsletters and social media feeds.
	M
	S
	ADTA, businesses, events organisers

	1.6
	Promote visits by train eg packages with Arriva, better rail info on business websites/leaflets.
	M
	M
	

	1.9
	User generated content on website – with visitors’ recommendations, favourite things, photos etc. – requires website development and monitoring of content.
	M
	L
	ADTA members

	1.10
	Target French visitor market by focusing on links eg Penelope Fillon French Prime Minister’s wife (could she act as an ambassador for the town or scope for PR in France?). Make more of French connections re food and drink, cycling?
	L
	M
	

	2.
	Outdoor Activities
	
	
	

	2.1
	Promote activities more strongly – better co-ordinated info, web pages, web links, new photographs, highlight ‘Three Peaks’ and/or seven hills, also in guide.
	VH
	QW
	Activity providers, TIC, BBNP

	2.2
	Link to Monmouthshire walking festival – launching this autumn 22-31 Oct – eg more accommodation and eating places listed on website with promoted special offers.
	VH
	QW
	MCC tourism dept

	2.3
	Review current walks books and information – scope for more/new versions/new walks/some downloadable on website, list of walks books/leaflets on website
	VH
	S
	

	2.4
	Establish a permanent Three Peaks challenge with certificates – eg postcard to complete also available on website, have PR launch, run via TIC?
	H
	S
	

	2.5
	Develop themed walks – food and drink walks (to local producers, pubs, vineyards), family walks, heritage walks (eg linking churches, castles etc)
	H
	M
	

	2.6
	Attain cycling/mountain biking hub status – develop and promote cycling and mountain bike routes, info on facilities and services
	H
	M
	BBNPA, activity operators

	2.7
	Sugar Loaf bridleway/footpath issue – discuss/lobby for whole route to be bridleway (discuss options with MCC, National Trust, BBNP, )
	M
	M
	

	3. 
	Heritage
	
	
	

	3.1
	Review, refresh and relaunch town heritage trail (plus commission a children’s version?) with downloadable version on website
	VH
	QW
	Work with Local history society

	3.2
	Promote and celebrate the Brecon-Monmouth Canal 200th anniversary in 2012 – establish a festival with eg canoe or dragon boats races, horses towing boats, new interpretation etc
	H
	S
	

	3.3
	Promote the Tithe Barn more strongly – and explore potential for developing or highlighting other historic buildings eg interpretation on the history of the market hall designed by John Nash, other historic buildings?
	H
	S
	Work with Tithe Barn committee, History Society

	3.4
	Make more of local churches in and around the town – highlight in guide, specific webpage, develop a church trail.
	H
	S
	

	3.5
	Ancestor research – encourage more visitors with this interest by having more info or useful links on website – new webpage, list of useful books, sites and services.
	M
	S
	

	4.
	Town Environment
	
	
	

	4.1
	Improve the welcome at railway station – environmental improvements, planting, map and information, useful websites/phone numbers, bike hire, taxis, cafe etc.  MCC have plans for an internet info kiosk at station.
	VH
	S
	ADTA, MCC

	4.2
	Signage – review visitor signage around town eg for parking, attractions, welcome signs and agree improvement plan with relevant authorities
	VH
	S
	Town Council, MCC

	4.3
	Use empty shop windows for displays eg on events, heritage, food specialities etc.


	H
	QW
	Chamber of Trade

	4.4
	Create more attractive areas around town with planting, seats, outdoor cafes, flowers and support Abergavenny in Bloom 
	H
	S-M
	

	4.5
	Ensure good evening atmosphere eg pub watch type schemes, liaison with Police, other? 
	M
	S-M
	Pubs, Licensed Victuallers, Police

	5.
	Business Collaboration
	
	
	

	5.1
	Promote focused foodie offer locally (link to Adventa and Monmouthshire food initiatives) and encourage all/more local eateries to source locally, serve local dishes etc. Ensure all visitors experience good food to sustain area’s reputation.
	VH
	M
	Adventa, MCC, businesses

	5.2


	Encourage more businesses to qualify as BBNP Ambassadors
	M
	S-M
	ADTA and BBNP

	5.3
	Green/sustainable actions – eg more businesses to join the Green Tourism Business Scheme, stronger promotion of non car based transport options, promote green breaks.

Link to Monmouthshire’s current bid to improve sustainable visitor transport services.
	M
	M
	Businesses, MCC

	6.
	Events
	
	
	

	6.1
	Events – expand existing events, and/or stronger promotion, (eg Three Peaks Trial, cycling competitions, steam rally, Monmouthshire walking festival) Liaise with organisers to see how best to support and link in.
	VH
	S
	

	6.2
	Develop new events eg food producer open days, canal festival, heritage themed events or walks between local rural churches
	H
	L
	

	6.3
	Music – the Marty Wilde song Abergavenny contains great lyrics about the town eg “don’t you wish you could be in Abergavenny…” – any scope to get modern version recorded by trendy Welsh artist or tongue in cheek original version like Tony Christie’s “Amarillo”?? Other encouragement of local musical talent and music events?
	M
	M
	ADTA, BBNP


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 Collabor8 Group’s role is:

· to champion the plan, ensuring that the plan is known about and understood amongst all local partners
· 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 sustain communications

· 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 Ten Projects

Following further discussion about the top ten projects from the action plan the following delivery details have been agreed.
	1. Marketing & Information – Brand and Identity

	What
	Develop a strong brand/identity to use in annual guide, website and other outlets.

	How
	New Photography to reflect the offer – gather a list of shots required and send brief out to 3 photographers

	
	Develop a new brand identity around vision and ‘Just Taste It’ –develop a brief and send out to designers.

	
	Generate a list of USPs – see page 20 in strategy.

	Who
	ATA, BBNP, MCC

	When
	July –August 2010

	Funding
	Collabor8, ADTA

	Outcome
	New branding to be used on all media publications & websites


	2. Marketing & Information - Town map based Guide

	What
	Commission town map guides to be used in publications, websites & information points.

	How
	Commission a professional to draw a new town map.

Same format as Brecon at a Glance leaflets

	Who
	Commission

	When
	Jan- March 2011

	Funding
	Collabor8

	Outcome
	Visitors will be able to orientate themselves around the town better and stay longer.


	3. Outdoor Activities - Promotion 

	What
	Promote activities more strongly, develop a cohesive approach and link activity operators and other tourism into a product. Start by using 3 peaks (or 7 peaks).

	How
	Undertake research into what product to use 3 peaks or 7 peaks aim it at moderate walkers.

	
	Get routes walked & photographed

Look at businesses along the route for example, pubs, accommodation.

	
	Devise a brief for design & print work

	
	Look for a novelty angle for media attention

	Who
	BBNPA - Experts to be appointed

	When
	Jan-April 2011

	Funding
	Collabor8

	Outcome
	A more cohesive offer of moderate walking activities produced in a publication for visitors, more PR, longer stays/returns.


	4. Outdoor Activities – Monmouthshire Walking Festival 

	What
	Strengthen links to Monmouthshire walking festival

	How
	Website links/ references/special offers

Julie to action this July 2010

	Who
	ATA, MCC, BBNPA

	When
	July 2010

	Funding
	Nil

	Outcome
	More visitors coming and staying over the walking weekend (and in future years).


	5. Outdoor Activities – Review and improve Walking info 

	What
	Review current walks books & information and where gaps identified produce new booklets or leaflets & downloadable pdfs.

	How
	Review literature and popular requests from the public.

	Who
	Julie & staff at Abergavenny TIC

	When
	July – September Research

October – December Design & print new product

	Funding
	Collabor8, ADTA

	Outcome
	Visitors consistent requests for short walks under 5 miles will be satisfied and gaps in information plugged.


	6. Heritage – Town Trail

	What
	Review, refresh and launch town heritage trail with downloadable PDF.  Also commission a children’s version.

	How
	Julie to contact the Abergavenny Historical Society to discuss their future plans.

	
	Develop design & print brief – appoint designer

	Who
	Abergavenny TIC with Abergavenny Historical Society

	When
	October - March

	Funding
	Collabor8

	Outcome
	New town heritage trail produced together with a children’s version which might use town plaques as a stimulus.


	7. Town Environment – Railway Station

	What
	Improve Welcome and environment at railway station

	How
	Send the Sustainable Tourism Action Plan to managers at Arriva together with a covering letter to draw attention to text that highlights the Welcome & environment problems identified in the strategy

	
	Ask them what their plans are. Copy MCC

	Who
	Chair & Committee of ADTA

	When
	July 2010

	Funding
	Nil

	Outcome
	Arriva will be aware of the strategy and respond with their plans


	8. Town Environment - Signage 

	What
	Highlight the problems to MCC identified in the strategy with regards to signage for  visitor orientation, parking, attractions, welcome signs

	How
	Send the Sustainable Tourism Action Plan to the relevant managers at MCC together with a covering letter to draw attention to text that highlights the problems identified in the strategy concerning the above

	Who
	Chair & Committee of ADTA

	When
	July 2010

	Funding
	Nil

	Outcome
	MCC will be aware of the strategy and respond with their plans


	9. Business collaboration – Food and Drink

	What
	Ensure visitors experience good food to maintain the reputation of Abergavenny by supporting marketing done by Adventa & Monmouthshire. Encourage eateries to source locally and serve local dishes

	How
	Develop a stronger link with Adventa, particularly the Food Development Officer.

	
	Invite them to September meeting

	Who
	Chair & Committee of ADTA

	When
	July 2010

	Funding
	Nil

	Outcome
	ADTA will be aware of ADVENTA plans for 2011 and take advantage of opportunities presented.


	10. Events – Promotion 

	What
	Support existing events such as Three Peaks Trial, cycling competitions, Steam rally, walking festival by creating stronger web links.

Explore ways in which ADTA can use these events to promote the brochure, website and new products.

	How
	Liaise with event organisers to look at ways in which ADTA can support events and how ADTA can maximise advantage.

	Who
	ADTA Committee

Possibly pay someone to collate event information and contact details and discuss with event organisers how, by working together, there are mutual benefits.

	When
	September

	Funding
	Nil

	Outcome
	A programme for 2011 will be identified and resources dedicated to achieving these will be allocated.


8. Annex –  Participants in developing the plan
Individuals who have contributed to the development of this plan through discussions and attending meetings.
	Ann Davies
	Penyclawdd Farm

	Mary Davies
	Pyscodlyn Farm

	Huw Dullea
	Treads and Trails

	Tracey Evans
	Pant y Goitre Farm and Swanmeadow

	Hazel Gray
	Black Lion Guest House

	William Griffiths
	The Angel Hotel

	Deborah Haylock 
	Consultant - The Angel Hotel and the Walnut Tree

	Carol Jones
	Hardwick Farm B&B

	Gwenllian Jones
	Pen Y Dre Farm

	Rose Jones
	Pont Kemys Caravan Park

	Mark Lloyd
	Monmouthshire County Council

	Kath Mear
	Tyr Pwll Holiday Cottages

	Cordelia Passmore
	Llanthony Riding and Trekking

	Tessa Pike
	Cap Glas Cottage

	Anna Price
	Hardwick Barn B&B

	Jenny Taylor
	The Guest House

	Julie Towney
	Abergavenny Tourist Information Centre

	Sue Trumper
	ADTA Treasurer

	Carol Williams
	Brecon Beacons National Park
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