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CHEITENHAM

BOROUGH COUNCIL

Notice of a meeting of
Cabinet

Tuesday, 8 March 2016
6.00 pm
Municipal Offices, Promenade, Cheltenham, GL50 9SA

Membership

Councillors: | Steve Jordan, John Rawson, Rowena Hay, Peter Jeffries,
Andrew McKinlay, Jon Walklett and Chris Coleman

Agenda

SECTION 1 : PROCEDURAL MATTERS

1. APOLOGIES

2. DECLARATIONS OF INTEREST

3. MINUTES OF THE LAST MEETING
Minutes of the meeting held on 9 February 2016

(Pages
3-14)

4. PUBLIC AND MEMBER QUESTIONS AND PETITIONS
These must be received no later than 12 noon on the fourth
working day before the date of the meeting

SECTION 2 :THE COUNCIL
There are no matters referred to the Cabinet by the Council
on this occasion

SECTION 3 : OVERVIEW AND SCRUTINY COMMITTEE
There are no matters referred to the Cabinet by the
Overview and Scrutiny Committee on this occasion

SECTION 4 : OTHER COMMITTEES
There are no matters referred to the Cabinet by other
Committees on this occasion

SECTION 5 : REPORTS FROM CABINET MEMBERS
AND/OR OFFICERS

5. HOUSING REVENUE ACCOUNT NEW BUILD- GARAGE
SITE REDEVELOPMENT

Report of the Cabinet Member Housing

(**Please note that in accordance with paragraph 3 Part 1
Schedule 12A Local Government Act 1972 any discussion

(Pages
15 - 60)




on appendices 2 and 3 should take place in EXEMPT

session)
6. CREATING A NEW STRATEGIC APPROACH TO (Pages
TOURISM 61 -
Report of the Cabinet Member Healthy Lifestyles 174)
7. CORPORATE STRATEGY 2016-17 (Pages
Report of the Leader 175 -

200)

SECTION 6 : BRIEFING SESSION
e Leader and Cabinet Members

8. BRIEFING FROM CABINET MEMBERS

SECTION 7 : DECISIONS OF CABINET MEMBERS
Member decisions taken since the last Cabinet meeting

SECTION 8 : ANY OTHER ITEM(S) THAT THE LEADER
DETERMINES TO BE URGENT AND REQUIRES A
DECISION

Contact Officer. Rosalind Reeves, Democratic Services Manager, 01242 774937
Email: democratic.services@cheltenham.gov.uk
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Cabinet

Tuesday, 9th February, 2016
7.30 -8.55 pm

Attendees

Councillors: Steve Jordan (Leader of the Council), John Rawson (Cabinet
Member Finance), Rowena Hay (Cabinet Member Healthy
Lifestyles), Peter Jeffries (Cabinet Member Housing),

Andrew McKinlay (Cabinet Member Development and Safety),
Jon Walklett (Cabinet Member Corporate Services) and

Chris Coleman (Cabinet Member Clean and Green Environment)

Also in attendance: | Councillor Tim Harman and Councillor Max Wilkinson

Minutes

1. APOLOGIES
None.

2. DECLARATIONS OF INTEREST
None

3. MINUTES OF THE LAST MEETING
The minutes of the last meeting were approved and signed as a correct record.

4, PUBLIC AND MEMBER QUESTIONS AND PETITIONS
There were none.

5. GENERAL FUND REVENUE AND CAPITAL - REVISED BUDGET 2015/16,
AND FINAL BUDGET PROPOSALS 2016/17
The Cabinet Member Finance introduced the report which summarised the
revised budget for 2015/16 and the Cabinet’s final budget proposals and pay
policy statement for 2016/17.

He reported that when the draft budget was published in December 2015 there
were three key methods of dealing with the customary large gap between what
was needed to maintain services and what money would be available next year.
Firstly a council tax increase of just under two percent, secondly £738 000 of
efficiency savings and thirdly the restrained use of reserves to overcome the
short term problems such as the drop in business rates income. This whole
package assumed a drop in revenue support grant of £331 000 based on the
Department of Communities and Local Government modelling provided in the
autumn.

He then explained however that the Government’s funding settlement
announced on December 18 was a cut of £839 000 or 40% cut in 2016/17
followed by a similarly large cut the following year and in all the Government
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indicated that it would cut three quarters of revenue support grant in the next
two years and phase it out completely by 2020.

The Cabinet Member reported that the settlement was much worse for
Cheltenham than for the average district council. He said that whilst letting
councils maintain a share of business rates had its merits the proposals for
redistributing business rates were unlikely to be published for some time. He
reminded Members that he had written to the Secretary of State before
Christmas to urge that the cut in the revenue support grant should be applied
more gently over a four year period so the council did not face such a
precipitous drop in the first two years. This was followed up in the New Year by
a long and detailed submission to the Government by finance officers explaining
the reason why the settlement was unfair and based on unrealistic
assumptions.

In the interim officers had worked hard to consider a way forward in these
difficult circumstances. Additional income had been found, particularly
identifying additional business rates income that was likely to come through
business rates pooling. Savings in the current financial year were also sought
and found in order to strengthen the budget strategic support reserve and
cushion services against cuts in government grant. More savings and additional
income was also added to the Medium Term Financial Strategy, not just for
2016/17 but for 2017/18 and the following years.

The Cabinet Member Finance emphasised that a clear strategy, focused on
economic growth, was vital for the future of the town. The council would
continue its support for the Business Improvement District and the emerging
tourism strategy to ensure that Cheltenham played to its strengths as a visitor
destination.

He also highlighted the following proposals :
e Car parking charges to be abolished after 6pm
o £36 000 to be allocated to fund an intensive clean-up of the town centre,
a project which could be extended to other key areas of the town
¢ The council would be working with voluntary groups to clean up litter and
mess across the town as part of the nationwide Clean for The Queen
initiative to mark The Queen’s 90th birthday.

The Cabinet Member then reported that on Monday (8 February) Government
made a significant concession in response to the council’s representations and
in order to compensate for the sharp reduction in RSG. This comprised a
transitional grant of £74 000 a year over two years and allowing shire districts
like Cheltenham to raise council tax by £5 a year on band D properties. He
believed that Cheltenham should take advantage of this new flexibility that
Government was allowing on council tax. This additional £51 000 of council tax
income, together with the transitional grant next year, would strengthen the
council’s finances very substantially and reduce dependence on reserves. This
would directly benefit Cheltenham residents by reducing the budget gap in
future years and thereby protect services from cuts. The Cabinet was therefore
proposing a £5 increase in Council tax compared with the £3.72 that was
originally proposed.
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The Cabinet Member Finance invited the S151 Officer, Paul Jones, to address
Cabinet. He explained that in October work had been done on the MTFS in
terms of a risk based approach with regard to Government funding in future
years but at this stage there was a balanced MTFS. He reported that when the
frontloaded cuts were announced immediately before Christmas officers had to
take stock and revisit the MTFS. He believed that Cheltenham was unique in
that it had the potential to grow as an economy and reserves could be boosted.
Further to representations by Cheltenham and other councils and the Local
Government Association a significantly improved financial settlement had been
announced.

In discussing the proposals Cabinet Members welcomed the specific proposals
to intensively clean the town centre and cut car parking charges after 6 pm. This
was set against the council continuing to run all existing projects such as the
cemetery and crematorium projects, the war memorial, new build and the
Pittville Park play area. This proved the council’s ongoing commitment to the
town.

The Leader of the Council wished to put on record his thanks to the Cabinet
Member Finance and to the finance officers who had to deal with particularly
challenging circumstances this year. It was encouraging that Government had
taken into account representations received but concern remained with regard
to how and in what form changes to the redistribution of business rates would
take place. He believed that given the current financial circumstances it was
right to take advantage of the new flexibility provided to shire districts in terms of
increasing council tax, particularly after a 5 year council tax freeze. Finally he
highlighted the positive budget which had economic development at its core.

RESOLVED THAT it be recommended to Council that :

1. the revised budget for 2015/16 be noted and the recommendation
of the Section 151 Officer to transfer the identified saving of
£307,900 to the budget strategy (support) reserve as detailed in
Section 3.1 be approved.

2. Having considered the budget assessment by the Section 151
Officer at Appendix 2 the following recommendations be approved

3. the final budget proposals including a proposed council tax for the
services provided by Cheltenham Borough Council of £192.12 for
the year 2016/17 (an increase of 2.67% or £5.00 a year for a Band D
property) be approved.

4. the growth proposals, including one off initiatives at Appendix 4,
be approved.

5. the savings / additional income totalling £780,700 and the budget
strategy at Appendix 5 be approved.

6. the use of reserves and general balances be approved and the
projected level of reserves, as detailed at Appendix 6 be noted.
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7. the proposal to abolish charges in council car parks after 6pm as
detailed in Section 8 be approved.

8. a 1% increase in all Member allowances, in line with the proposed
increase in staff pay, as detailed in Section 9 be approved.

9. the local council tax support scheme for 2016/17 as outlined in
Section 11, which remains unchanged from 2015/16 other than the
annual uprating for non-dependant deductions, be approved.

10. the proposed capital programme at Appendix 7, as outlined in
Section 13 be approved.

11. the Pay Policy Statement for 2016/17, including the continued
payment of a living wage supplement at Appendix 9, be approved.

12. a level of supplementary estimate of £100,000 for 2016/17 as
outlined in Section 18 be approved.

13. it be noted that the Council will remain in the Gloucestershire
business rates pool for 2016/17 (para 4.15).

14. it be noted that the award of Transition Grant in 2016/17 of £74,460,
which when added to the additional £51,557 raised through council
tax, results in a reduction in the contribution required from the
budget support (strategy) earmarked reserve of £126,018.

HOUSING REVENUE ACCOUNT - REVISED FORECAST 2015/16 AND
BUDGET PROPOSALS 2016/17

The Cabinet Member Finance introduced the report which summarised the
Housing Revenue Account (HRA) revised forecast for 2015/16 and the
Cabinet’s budget for 2016/17.

The Cabinet Member explained that in July 2015 the Chancellor had announced
that rents in social housing would be reduced abruptly by 1% a year for four
years (as opposed to a 1% rise each year for 10 years). Whilst this represented
good news for tenants it invoked a great deal of uncertainty for CBH and the
Council with an estimated loss of £6.7m to the HRA budget up until March
2020. CBH had subsequently worked closely with CBC officers to revise its
budget and plans to ensure spending could be contained within the limits which
were now necessary. He was pleased to report that as a result of this work the
proposed budget was positive and would contain sufficient resources to
maintain the decent homes standard, existing services, the long term viability of
HRA reserves, delivery of the windows and doors improvement programme,
delivery of the existing new build programme (schemes currently being
progressed) and service improvements for vulnerable groups.

He reported that the savings targets which had been identified included
management costs savings and the reduced need for the management revenue
contribution to fund the capital programme. In 2016/17 the overall cost of
repairs and maintenance had reduced to £4.1m; £7.7 would be invested in
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property improvements and major works..., £400 k would be invested in
disabled adaptation and £4m would be invested in new build. Whilst there

remained uncertainty with regard to Government policy post 2020 the Cabinet
Member explained that positive action had been taken whilst maintaining a high
level of financial prudence. The Cabinet Member Finance thanked officers and
CBH colleagues for their efforts in bringing forward this positive budget in
difficult circumstances.

The Cabinet Member Housing implored Government to consult organisations on
proposed changes rather than producing them out of the blue. The proposed
budget was however a positive one which included ivestment in stock and new

build.

The Leader also wished to put on record his thanks to officers who had
produced this positive budget.

RESOLVED THAT it be recommended to Council that

1.

2.

the revised HRA forecast for 2015/16 be noted.

HRA budget proposals for 2016/17 (Appendix 2) including a
proposed rent decrease of 1% and changes to other rents and
charges as detailed at Appendix 5 be approved.

the proposed HRA capital programme for 2016/17 as shown at
Appendix 3 be approved.

TREASURY MANAGEMENT AND ANNUAL INVESTMENT STRATEGY
The Cabinet Member Finance introduced the report which complied with the
CIPFA Code of Practice on Treasury Management as it set out the Council’s
Treasury Management Strategy Statement for borrowing and prepared an
Annual Investment Strategy for council approval prior to the start of a new
financial year.

The Cabinet Member highlighted recommendation 1 which was crucial to the
strategy, i.e. that the Council should invest prudently the surplus funds held on
behalf of the community giving priority to security and liquidity in investments.
He then made the following points :

the council had stayed within the Prudential Indicators

the Capital Financing Requirement guideline had been complied with
and no difficulties were envisaged in the future

the council was currently maintaining an under-borrowed position. This
meant that the capital borrowing need (the Capital Financing
Requirement) had not been fully funded with loan debt as cash
supporting the Council’s reserves, balances and cash flow had been
used as a temporary measure. This was a prudent strategy as
investment returns were low and counterparty risk was relatively high.

in terms of investment policy the Cabinet Member highlighted that the
aim was to act cautiously due to the uncertain economic situation both
nationally and internationally. He emphasised that the council would not
solely rely on credit ratings but would collect a range of intelligence.
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Officers were constantly looking at the performance of investments with
the counterparties. There was currently a strong biais towards investing
at the short-end of the market with investments only made abroad where
they have a minimum rating of AA- and only for a period of 1 year.

The Cabinet Member wished to put on record his thanks to those officers
responsible for treasury management matters as well as the Treasury
Management Panel and its Chair Councillor Harman. They played an important
role in monitoring, scrutinising and approving the report.

RESOLVED THAT it be recommended to Council that the Treasury
Management Strategy Statement and Annual Investment Strategy for
2016/17 at Appendix 2 be approved including :

1. The general policy objective ‘that Council should invest prudently
the surplus funds held on behalf of the community giving priority
to security and liquidity’.

2. That the Prudential Indicators for 2016/17 including the authorised
limit as the statutory affordable borrowing limit determined under
Section 3 (1) Local Government Act 2003 be approved.

3. Revisions to the Council’s lending list and parameters as shown in
Appendix 3 are proposed in order to provide some further capacity.
These proposals have been put forward after taking advice from
the Council’s treasury management advisers Capita Asset Services
and are prudent enough to ensure the credit quality of the
Council’s investment portfolio remains high.

4. For 2016/17 in calculating the Minimum Revenue Provision (MRP),
the Council will apply Option 1 in respect of supported capital
expenditure and Option 3 in respect of unsupported capital
expenditure as per section 21 in Appendix 3.

BUDGET MONITORING REPORT 2015/16 - POSITION AS AT DECEMBER
2015

The Cabinet Member Finance introduced the report which updated Members on
the Council’s current financial position for 2015/16 based on the monitoring
exercise at the end of December 2015. The report covered the Council’s
revenue, capital and treasury management position. The report also identified
any known significant variations (minimum 350,000) to the 2015/16 original
budget and areas with volatile income trends.

The Cabinet Member Finance made the following points :

e income levels from recycling continued to be lower than anticipated. This
was due partly to significant fluctuations in the prices received for
recyclates because of global events such as the drop in the price of
crude oil and the slowdown in the Chinese economy.
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e the Joint Core Strategy examination process has become more lengthy
and more expensive which has resulted in further budgetary provision
being made available in the final budget for 2016/17.

o Off street car parking income was healthy. The Car Parking Equalisation
Reserve remained intact and would provide a cushion for future
fluctuations in car parking revenue.

e The net effect on the general fund of the variances reported was a net
underspend against the budget of £307,900 for 2015/16. It was
proposed that a contribution of £307,900 be made to the Budget
Strategy (Support) Reserve, based on the position at the end of
December 2015 and Cabinet make this formal request for Council
approval as part of the budget setting process for 2016/17 at its meeting
on 12th February 2016.

Finally, the Cabinet Member Finance expressed his thanks to officers across
the organisation for their hard work. There was a positive projection for budget
outturn this financial year for which he was most grateful.

RESOLVED THAT

1. the contents of this report including the key projected variances to
the 2015/16 budget and the expected delivery of services within
budget be noted.

2. the budget virements to the 2015/16 budget, as detailed in
Appendix 6 be noted.

2020 VISION - BUSINESS CASE FOR SHARING CUSTOMER AND
SUPPORT SERVICES

The Cabinet Member Finance introduced the report and explained that at the
Council meeting held on 19 October 2015 a commitment had been made by the
Leader to ensure that back-bench members would be given the opportunity to
be involved in discussions regarding the business cases for sharing services
under the 2020 shared services partnership structure. This took the form of a
Cabinet Member Working Group (CMWG) Customer and Support Services
which met 3 times to consider ‘What, How and \Why’ the council should consider
sharing Customer Services including the consideration of other sharing options.
Members of the CMWG considered the options in the business case and
supported the recommended option for sharing with 2020 vision partners.

The Cabinet Member Finance highlighted what members of the CMWG thought
were the most important outcomes for the council and for its customers and
communities as laid down in paragraph 2.4 of the report. He also highlighted the
benefits that linking IT and customer services would bring to the customer,
particularly given the specific funding of £1.5 m for ICT to finance the necessary
step change in technology required to support the development of customer
services.
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Councillor Wilkinson, as member of the CMWG, was invited to address Cabinet.
He reported that it had been a positive process and that it was important that it
was scrutinised and that the thinking behind it was understood. The group
believed that there was significant scope for improvement as whilst the current
customer services did a good job a more rounded, more responsive service
which provided answers to the public in a quicker and more satisfactory way
and with enhanced online technology, whilst maintaining face to face and
telephone support, would improve the service greatly.

The Cabinet Member proposed that the wording to recommendation 2 be
amended to read (changes in italics) : “the Director of Resources in consultation
with the Cabinet Member Finance be authorised to undertake all necessary
actions and processes to implement the matters set out in this report including
authority to make minor amendments to the delegation lists”.

RESOLVED THAT

1. those functions for Customer Services listed at Appendix 3 be
delegated to the 2020 Vision Joint Committee subject to delegation
principles in section 6.

2. the Director of Resources in consultation with the Cabinet Member
Finance be authorised to undertake all necessary actions and
processes to implement the matters set out in this report including
authority to make minor amendments to the delegation lists

2020 VISION - BUSINESS CASE FOR SHARING REVENUES AND
BENEFITS SERVICES

The Cabinet Member Finance introduced the report and explained that as with
the previous report on the business case for sharing customer and support
services a Cabinet Member Working Group had been set up to consider the
business case for sharing Revenues and Benefits Services under the 2020
partnership structure.

The Cabinet Member Finance went on to explain that whilst revenues and
benefits were mandatory in nature there were discretionary opportunities to
enhance service provision. The Cabinet Member highlighted what members of
the CMWG thought were the most important outcomes for the Council and for
customers and communities as laid down in paragraph 2.4 of the report. He
also explained how the group had looked at alternative options, e.g. outsourcing
but the conclusion was that the 2020 Vision sharing offered the potential to
move to a teckal company with stakeholder pensions which were more
affordable.

Clir Tim Harman, as member of the CMWG, was invited to address Cabinet. He
believed that the potential to improve the service via the 2020 shared services
partnership structure was very exciting. In response to his question on collection
rates the Cabinet Member Finance said that Cheltenham had slightly higher
collection rates mainly due to the fact that rural areas had less turnover in
population.
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The Cabinet Member proposed that the wording to recommendation 2 be
amended to read (changes in italics) : “the Director of Resources in consultation
with the Cabinet Member Finance be authorised to undertake all necessary
actions and processes to implement the matters set out in this report including
authority to make minor amendments to the delegation lists”.

The Cabinet Member Finance thanked officers and all of the CMWG working
parties, Members, the Director Resources, the Policy and Partnerships
Manager, the Deputy Chief Executive, the Cabinet Member Corporate Services
and the Managing Director 2020 Partnership.

The Leader concluded that Members should be assured that services under the
2020 Vision partnership structure would change for the better. He was
impressed how quickly the CMWGs had undertaken their work and thanked all
those who had been involved.

RESOLVED THAT

1. those functions for Revenues and Benefits Services listed at
Appendix 3 be delegated to the 2020 Vision Joint Committee
subject to delegation principles in section 6.

2. the Director of Resources in consultation with the Cabinet Member
Finance be authorised to undertake all necessary actions and
processes to implement the matters set out in this report including
authority to make minor amendments to the delegation lists.

2020 VISION-RESIDUAL CORPORATE SERVICES MATTERS

The Cabinet Member Corporate Services introduced the report and explained
that further to the two reports recommending the delegation of Customer
Services, Revenues and Benefits functions to the Joint Committee, work on the
legal agreements, finalisation of the management structure and work on the
performance monitoring framework had led to a number of residual issues being
identified which were now being reported to Cabinet for approval and
information as appropriate.

RESOLVED THAT

1. those functions outlined in the Internal Audit Services document
attached at Appendix 2 be delegated to the 2020 Vision Joint
Committee in accordance with the delegation principles in section
7.

2. those functions outlined in the Counter Fraud Services document
attached at Appendix 3 be delegated to the 2020 Vision Joint
Committee in accordance with the delegation principles in section
7.

3. the revision to the delegation to the 2020 Vision Joint Committee
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for ICT services as outlined at paragraph 5.4 and attached at
Appendix 4 be agreed in accordance with the delegation principles
in section 7.

4. it be agreed that West Oxfordshire District Council be appointed as
the Contracting Body to enter into any contracts required on behalf
of the 2020 Vision Joint Committee with regard to the provision of
ICT services to Cheltenham Borough Council.

5. the Deputy Chief Executive, in consultation with the Leader and
Cabinet Member Corporate Services, be authorised to agree
whether and to what extent web and digital services (subject to a
business case) should be delegated to the Joint Committee in
accordance with the delegation principles in section 7.

6. the Deputy Chief Executive be authorised to undertake all
necessary processes and actions and the Borough Solicitor to
complete appropriate legal documentation in order to facilitate and
implement the matters contained in this report including authority
to make minor amendments to the delegation lists ( in consultation
with the Cabinet Member corporate services)

APPROVAL OF ENERGY RE-PROCUREMENT PROCESS/OUTCOME

The Cabinet Member Clean and Green Environment introduced the report and
explained that the Council had at present a short term agreement with UX
Energy Services to act as a broker for CBC to procure energy. The contracts
procured by UX Energy with the energy suppliers expired in April 2016 and
required replacement. To facilitate this a new energy procurement exercise had
been undertaken working in partnership with 2020 partners from West
Oxfordshire District Council, Cotswold District Council and Forest of Dean
District Council. This would ensure that the Council had gas and electricity
supplies for the next 4 years along with our 2020 partners. The Cabinet Member
explained that the report detailed the background and considered alternative
options of which the option of using a Public Buying Organisation was felt to be
the most appropriate approach. Section 3 of the report outlined the reasons for
the recommendations.

On behalf of the Cabinet the Cabinet Member wished to thank all officers for
their work in the process.

RESOLVED THAT

West Mercia Energy (WME) be appointed as CBC energy supplier under
their framework.

DRAFT LOCAL TRANSPORT PLAN (LTP) CONSULTATION

The Leader introduced the report which presented Cheltenham Borough
Council’s draft response to the Gloucestershire Local Transport Plan (2015-
2031) Consultation Document. He highlighted that the period of the plan
overlapped with the duration of the JCS and it was important that the LTP
reflected the transport infrastructure required to deliver growth in the Joint Core
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Strategy that was identified through the Joint Core Strategy Transport Modelling
evidence.

He emphasised the following points :

e There were still areas in the LTP which could show further
improvements with regards to walking and cycling as highlighted in the
findings of the Walking and Cycling Scrutiny Task Group

e |t was disappointing to note that the reference to Parking Boards in a
previuos draft had now disappeared. As part of the devolution
discussions CBC was keen that there should be a forum where not only
parking matters but more general highways issues relating to
Cheltenham could be discussed

e There was concern that whilst the commitment to M5 Junction 10 was
supported the timeframe identified in the document did not fit with the
strategic economic plan

e There was a lack of clarity regarding proposed improvements in the
Lower High Street and that engagement was sought by CBC with
relevant stakeholders to ensure agreed outcomes were achieved.

e there was a lack of analysis with regard to sustainable transport and
concern that Park and Ride would only exist if commercially viable

The Cabinet Member Development and Safety supported the comments raised
and highlighted the following :
e devolution would be a vital mechanism to have more influence on local
transport
e Junction 10 M5-would unlock development potential in and around
junction 10 and would ensure growth for the future of the town and its
financial viability as well as enhancing the wellbeing of the town and its
residents.
e A cycling and walking strategy was an important initiative which the
county should support the borough in achieving.

RESOLVED THAT

Cheltenham Borough Council’s representations to Gloucestershire’s Draft
Local Transport Plan (2015 — 2031) be agreed.

BRIEFING FROM CABINET MEMBERS

The Cabinet Member Clean and Green Environment wished to put on record his
thanks to the Friends of Pittville for their enthusiasm for the Pittville Park Play
Area project. He reported that CBC had allocated £400k to the project and
£140k was required to finish off the scheme. The Friends of Pittville had
launched various campaigns, including crowdfunding and grant applications to
raise the additional funding. He thanked all involved and encouraged everyone
to support the project.

The Cabinet Member Clean and Green Environment announced that
Cheltenham Borough Council had registered the dates of Saturday 19 March to
Monday 21 March for Cheltenham’s schools and community groups to take part
in Clean for the Queen, a country wide clean up launched by Keep Britain Tidy,
ahead of the Queen’s 90th birthday in April. This was specifically timed to take
place after Gold Cup Week.
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The Cabinet Member Development and Safety reported that in anticipation of
the Queen'’s official 90th birthday on 11 June the Council had decided that
applications for licences to celebrate the event would be dealt with free of
charge.

The Cabinet Member Development and Safety reported that a £40k grant had
been received from DCLG for the purposes of neighbourhood planning and
local planning. It was a pilot project which was part of the ongoing planning
process.

The Leader of the Council reported that the launch of the Business
Improvement District business plan had taken place prior to Cabinet that
evening and had been well supported. This was a business led scheme and
Cheltenham Borough Council had an important role to play. Ballot papers would
be issued to businesses on 31 March with ballot day being 28 April for all
businesses including CBC.

CABINET MEMBER DECISIONS TAKEN SINCE THE LAST MEETING

The Cabinet Member Finance reported that he had taken a decision on 25
January 2016 to accept the Tender from the successful contractor for the
provision of Surface Repairs to PoW Stadium Overspill Car Park.

Chairman
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Cheltenham Borough Council
Cabinet — 8™ March 2016
Council — 4™ April 2016

Housing Revenue Account New Build- Garage site redevelopment

Accountable member Councillor Peter Jeffries, Cabinet Member Housing

Accountable officer Martin Stacy, Lead Commissioner — Housing Services

Ward(s) affected St Marks, Up Hatherley and Hester’s Way

Key Decision Yes

Executive summary In March 2015 Cabinet resolved that the Authority seek bids from

contractors to build new homes across Cheltenham on a number of garage
sites. Following a recent procurement exercise this report seeks approval to
enter into a JCT Design and Build Contract with J Harper and Sons with
Total Scheme Costs not to exceed £1,405,150. The scheme will deliver up
to eight new homes on three HRA garage sites.

Recommendations That Cabinet:-

1. Subject to subsequent Council approval, authorise the
Authority to accept the tender received from J Harper and Sons
enter into a JCT Design and Build Contract for the construction
of up to eight new dwellings with Total Scheme Costs not to
exceed £1,405,150.

2. Delegate authority to the Head of Property and Asset
Management, in consultation with the Borough Solicitor to:

2.1. Conclude the JCT Design and Build contract with J Harper
and Sons.

2.2 Take all necessary steps and undertake all necessary
procedures, including entering into any legal agreements or
other documentation as may be required to implement or
facilitate the developments.

3. Authorise the Authority to charge Affordable Rents to the 2 and
3 bed properties at 80% of Market Rents and at 70% of Market
Rents for the 4 bed dwelling.

Cabinet recommends that Council:

4. Authorise the allocation of up to £1,405,150 for the construction
of eight new dwellings.

5. Note that the Total Scheme Costs of £1,405,150 (broken down in
further detail in exempt appendix 3) will be funded by circa
£420k of RTB receipts with the balance funded by the most
appropriate combination of the other funding streams noted
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within the report — this decision being delegated to the Section
151 Officer in accordance with Financial Rules B7 and B8.

6. Approves the Authority sourcing loan finance of up to £1.0m
from the Public Works Loan Board to be used for the
construction of eight new dwellings.

Financial implications

As outlined in the report and exempt appendix.

The development of an HRA new build programme will require an ongoing
review of resource availability to ensure the most effective and timely use
of each funding stream. The choice of funding streams is delegated to the
Section 151 Officer.

Contact officer: Paul Jones, Head of Finance

Paul.Jones@cheltenham.gov.uk/01242 775154

Legal implications

The Authority has the power under Section 9 of the Housing Act 1985 to
build new housing accommodation on land it owns for that purpose. All of
these sites are held for housing purposes.

Due to the value of the JCT contract, the Authority’s constitution requires
Cabinet approval to the Authority awarding the contract.

As the Authority owns the land on which the dwellings are to be
constructed, it will be the Authority entering into the contract. CBH will
monitor the contract and the progress of the build on the Authority’s behalf
with assistance from the Employer’'s Agent engaged by the Authority.

The sites are affected by third party rights. These will need to be
addressed and resolved prior to commencement of works on site.

Contact officer: Rose Gemmell, Solicitor

rose.gemmell@tewkesbury.qov.uk / 01684 272014

HR implications
(including learning and
organisational
development)

There are no direct HR implications arising from this report.

Key risks

Please see Risk Assessment at Appendix 1 of this report.

Corporate and
community plan
Implications

By increasing the provision of new affordable housing we will be
supporting our key strategic objective of strengthening our communities.

Environmental and
climate change
implications

The redevelopment of the sites will improve the area as they currently
consist predominantly of void and poorly maintained garages.

The quality of the proposed housing will have an impact on climate
change. All of the dwellings will achieve a minimum of Code for
Sustainable Homes level 3 adopting a ‘fabric first’ approach to energy
efficiency.

$ghjcrw51
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Property/Asset
Implications

The redevelopment of the sites is a positive proposal that will bring back
into use current underutilised land (former garage sites) and add to the
affordable housing stock, providing much needed affordable homes.

Various ‘rights of way’ require formal legal amendments altering their
current course to facilitate the unhindered ability to deliver the proposed
schemes. Negotiations are progressing and these risks have been
captured on the risk register. Works should not start on site until these
‘rights of way’ issues have been formally resolved. The costs of negotiating
the various rights of access to include legal fees have been built into the
Total Scheme Costs at £1,405,150, along with potential Party Wall
Awards.

Contact officer: David Roberts, Head of Property Services

david.roberts@cheltenham.gov.uk/ 01242 264151
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Background

In March 2015, Cabinet was provided with an update on the pipeline development programme for
new build housing. Since then CBH has continued to work with Council Officers via the Joint
Programme Group (JPG) to progress suitable sites for new build development within the Housing
Revenue Account (HRA). The next tranche of dwellings will be owned by CBC rather than CBH to
enable Right to Buy (RTB) receipts to be utilised to part fund the projects.

The redevelopment programme for redundant or underutilised garage sites was developed as the
result of a comprehensive survey of all 80+ sites which considered garage condition and
utilisation together with site redevelopment potential.

The Council contracted with J Harper and Sons in October 2015 to deliver 10 new homes on four
former garage sites. These new homes will be completed by the end of October 2016.

The redevelopment of the redundant site at the corner of Swindon Road/Brunswick Street is due
to commence shortly with works to be completed by Spring 2017.

The next phase of new build development comprises the redevelopment of three garage sites.
CBH has experience in delivering new build housing on garage sites following the successful
completion of 14 new dwellings on 4 sites in March-April 2014.

In addition CBH continues to progress a number of other sites which includes the redevelopment
of 3 further garage sites and the regeneration of Cakebridge Place. In total these developments
will provide circa 28 new affordable dwellings.

Scheme Details
This phase of three garage sites includes the following:-

e A predominantly derelict garage site at Rowanfield Exchange
e A cleared garage site at Hester's Way Road
e A cleared site at Ullswater Road.

The scheme will provide up to 8 homes comprising of a range of house types as follows to meet
local housing need: 5 x 3 bed 5 person dwellings; 2 x 2 bed 4 person dwellings and 1 x 4 bed 7
person detached dwelling.

The sites are all in CBC’s ownership and there are no acquisition costs.

Planning permission was granted for the redevelopment of the Ullswater Road site on 19" March
2015, Hester's Way on 17" September 2015 and Rowanfield Exchange on 18" February 2016.

The Case for Redevelopment
One of the 3 key aims in the approved 30 year HRA business plan is to build new affordable
homes in the Cheltenham area. The development proposals are important in meeting this aim.

The benefits of proceeding with the developments include:

e They align with CBC’s housing strategy by helping to provide for current housing needs;
o They ensure the redevelopment of underutilised land within the HRA,;

e They will provide up to eight high quality homes; and

o further strengthen the HRA through positive cashflows from Year 1 and a significant return on
investment over 40 years (a present value contribution in excess of £0.4m assuming funding
via £420k of RTB receipts, £700k of loan and £284k of HRA new build reserves).
It should be noted that the present value contribution may change depending on the final
funding structure.
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Alternative Uses of RTB Receipts

Following the re-invigoration of the RTB policy in 2012, the Government introduced complex rules
on how the proceeds from sales are distributed and used. The Council has signed a retention
contract (in common with most Local Authorities) which allows a significant proportion of such
receipts to be kept by the Authority on the proviso they are used to finance new build expenditure
(at a ratio of 30% of eligible expenditure) within 3 years of receipt.

RTB sales in Cheltenham since April 2012 have generated a total of £1.807m of retention receipts
as at 31 December 2015. The receipts are accrued on a quarter by quarter basis and the
Authority is required to use them within 3 years of the quarter in which they were realised. This
would require total expenditure of £6.023m on new affordable housing by 31 December 2018 and
the expenditure will also have to meet the phasing of the receipts. If the receipts are not used by
the due date the Council is required to pay them over to Government with interest.

The receipts can only be used to fund “additional” affordable rented housing. These new homes
can be new build council homes, newly acquired council homes (existing homes bought on the
open market but not those already owned by a registered provider), or social housing provided
through Local Authority grant to registered providers (but not one controlled by the authority i.e.
not CBH). While it is the Government’s intention to encourage an increase in the supply of new
housing (new build always being the favoured option) the receipts can be used to buy existing
properties for conversion into affordable rent.

The 3 options noted above for use of RTB receipts have been considered in proposing these
developments. The considerations, relating to the 3 options, are set out below:

Council officers have been working with CBH to identify new build schemes which will satisfy the
criteria for retaining and using RTB receipts and meet current housing need. The schemes
brought forward for approval in this report are of a number currently under appraisal. Building new
homes, in line with this scheme, provides the greatest financial contribution to the HRA of each of
the 3 options for using RTB receipts set out above.

Utilising the same level of funds, and RTB receipts, properties could be purchased from the open
market and made available for affordable rent. This option could also provide additional council
properties in line with housing need. However, full market price would need to be paid for stock
that would be of a lower standard than this scheme provides. Depending on the age, price and
availability of property purchased this could also result in fewer homes being provided and the
financial contribution to the HRA would be lower than option 1 above.

Granting the RTB receipts to an independent registered provider could provide new affordable
rent properties in Cheltenham however there is no certainty that these will deliver additionality to
existing development plans. In addition there would be no financial contribution to the HRA.

Other Funding Available for New Build
In addition to RTB receipts new build expenditure in the HRA can be funded from the following
sources:-

External borrowing financed by the HRA — the level of borrowing was restricted by Government as
part of the self- financing settlement in 2012, the “debt cap”’ for Cheltenham being set at
£52.862m. Current HRA debt totals £44.75m, leaving £8.112m available to finance new
expenditure.

Capital Receipts from HRA asset disposals not arising from RTB. These receipts are exempt from
pooling regulations and can be used to finance any capital expenditure without time restraint or
the conditions related to use of retention receipts as described above. The sum available at 31
March 2015 was £532,000. This is being increased by proceeds from the disposal of the St Pauls
Phase 2 site in the current year (approximately £1.4m in total) and proceeds from the sale of
three additional property assets (approximately £0.4m), having been approved by Cabinet for
market disposal.

Revenue contributions from the HRA. The Council has previously resolved to transfer £2m from
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HRA reserves to an earmarked reserve for new build development. After using a proportion of
the reserve to fund preliminary costs in 2014/15, the balance remaining at 31%' March 2015 was
£1.903m. This is currently being used to finance new build expenditure in 2015/16 prior to a final
funding decision by the Section 151 Officer.

The Council can also consider funding the delivery of affordable housing schemes through the
use of commuted sums received from developers.

The Total Scheme Costs of £1.405m (broken down in further detail in exempt Appendix 3) will be
funded by circa £420k of RTB receipts with the balance funded by the most appropriate
combination of the other funding streams noted above — this decision being delegated to the
Section 151 Officer.

Consultation and feedback
These proposals have been developed through consultation with key stakeholders including
Ward Councillors.

Local residents surrounding the various sites have been written to confirming the intention to
redevelop to provide new affordable housing. Prior to the formal submission of the planning
applications a number of information sessions were arranged at local facilities to give residents
and local stakeholders the opportunity to review the proposals.

Local residents surrounding the various sites have been written to confirming the intention to
redevelop to provide new affordable housing. Prior to the formal submission of the planning
applications a number of information sessions were arranged at local facilities to give residents
and local stakeholders the opportunity to review the proposals.

Pre-application planning advice has been sought for each site and the schemes have been
amended to incorporate comments from the Planning Department. The proposals submitted to
the Planning Department reflect the feedback received from the information sessions, CBC
Planning department and CBC and CBH staff members.

CBC Councillors have been consulted on the proposals via the Asset Management Working
Group.

Following feedback received from local residents and the local ward Councillors in relation to
concerns over the impact on parking provision due to the loss of garage spaces, CBH has
provided additional off road parking in Up Hatherley to off-set the loss of parking at Ullswater
Road.

The garages at Rowanfield Exchange are now void and tenants offered an alternative garage
within close proximity to their home.

Prior to the commencement of construction works, all affected residents will be written to and a
further drop in session will be arranged for each site, to include meeting the contractor to unveil
the intended site traffic plan etc.

Tender Validation

The report on tender from the project appointed Employers Agent and Quantity Surveyor, Baily
Garner, confirms that the tender from J Harper and Sons is competitive in the current market and
represents value for money for the size and scope of the works proposed. Please see exempt
Appendix 2.

Indicative Programme
e Planning achieved: 19" March 2015 for Ullswater Road, 17" September 2015 for
Hester's Way Road and 18" February 2016 for Rowanfield Exchange.
e Tenders returned: 15" January 2016
e Required approvals: Cabinet (8" March) and Council (4™ April)

$ghjcrw51 Page 6 of 10 Last updated 23 February 2016



9.2

9.3

10.

11.

Page 21

e Contract start date: Pending the outcome of Cabinet and Council approval the intention
is to award the contract to J Harper and Sons in April.
o Start on site: Assuming a 12 week lead in time the likely start on site date will be July
2016.
e Practical Completion: Anticipated by Summer 2017.
Performance monitoring and review
JPG will continue to oversee the delivery of the forward programme of housing development. An
Operational Group has been created consisting of key Officers from CBH and CBC to deliver day-
to-day management and to provide JPG with performance monitoring and reporting data.

The performance of the contractor will be monitored informally each week at regular site visits and
formally each month at the monthly site meetings to ensure compliance with the contractual
obligations of the JCT Design and Build contract.

Close financial monitoring of the scheme will continue with costs monitored on a monthly basis to
ensure budgets are not exceeded. Should any issues be encountered these will be discussed
with CBC to ensure appropriate action is agreed.

Forward Actions
Following approval of the recommendations contained herein, CBH to progress completion of the
overall legal documentation and enter into the Build Contract.

Reasons for Recommendations
Cabinet are asked to confirm their continuing support for the proposed developments and
approve the decision to enter into contract with J Harper and Sons.

Report authors Contact officers:

Alison Salter, CBH Development Project Manager
Alison.Salter@cheltborohomes.org/ 01242 774612

Martin Stacy, Lead Commissioner for Housing Services CBC
Martin.Stacy@cheltenham.gov.uk/ 01242 775214

Appendices 1. Risk Assessment

2. Report on Tender from Baily Garner (confidential)

3. Financial Assessment (confidential)

Background information | Cabinet Report 17" March 2015
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Risk Assessment Appendix 1
The risk Original risk score Managing risk
(impact x likelihood)
Risk | Risk Risk Date Impact | Likeli- | Score | Control | Action Deadline | Responsible | Transferred
ref. | description Owner | raised 1-5 hood officer to risk
1-6 register
1 If the capital | Tim December | 3 2 6 Reduce | CBC and CBH to | July 2016 | Martin Stacy
receipts held | Atkins 2013 work closely via
from RTB sales JPG to monitor
under the the programme
retention to enable
agreement with construction  of
DCLG are not approved sites to
used within 3 commence in
years of receipt accordance with
they are indicative
repayable  with timescales. In
interest to the November 2015 5
Government. Cabinet (@]
approved option ®
to acquire B
properties  from
the open market
subject to a total
consideration
cap of £1million
paid for the
entire  portfolio
should there be a
need to spend
RTB receipts
sooner than what
can be achieved
within our
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existing pipeline
of development.
If the contractor | Tim June 3 9 Reduce | Effective contract | July 2017 | Martin Stacy
and/or its sub- | Atkins 2015 management;
contractors inclusion of
become retention monies
insolvent or in contract;
otherwise cease include
to trade then this Liquidated and
will adversely Ascertained
impact on the damages within
delivery of the the contract in
programme. the case of
delays to the
programme;
ongoing dialogue
with the
contractor to
monitor  labour
and resources
If adverse | Tim April 2015 | 2 6 Reduce | Commission site | July 2016 | Martin Stacy
ground Atkins investigations
conditions  and and issue detail
site to contractor,
contamination is assume
identified, then asbestos
this will impact containing
on the delivery of materials will be
the programme. found in the
existing garages.
If amendments | Tim April 2015 | 4 12 Reduce | The tender was | June David
to the Rights of | Atkins worded to enable | 2016 Roberts
way that have CBC to withdraw
been identified at a site from the
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Hester's Way

Road and
Ullswater Road
and existing

legal rights at
Rowanfield Road
are not formally
agreed with the
relevant owners,
then the Council
will be unable to
progress with
developing on
those sites.

package in the
event that the
rights of way
cannot be
agreed with the
relevant owners.
The build
contract will not
be executed until
the various rights
of way have
been formalised
via the due legal
process.

Explanatory notes
Likelihood — how likely is it that the risk will occur on a scale of 1-6

Control - Either: Reduce / Accept / Transfer to 3rd party / Close

Impact — an assessment of the impact if the risk occurs on a scale of 1-5 (1 being least impact and 5 being major or critical)

(1 being almost impossible, 2 is very low, 3 is low, 4 significant, 5 high and 6 a very high probability)

¢ abed
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Cheltenham Borough Council
Cabinet — Tuesday 8 March 2016

Developing a new strategic approach to tourism

Accountable member
Accountable officer

Ward(s) affected

Councillor Rowena Hay, Cabinet Member Healthy Lifestyles
Tim Atkins, Managing Director, Place & Economic Development

All

Key/Significant
Decision

Yes

Executive summary

Recommendations

In summer 2015, tourism consultants, Creative Tourist Consults, were
commissioned to assist the council in developing a new strategic approach
to tourism for the town. The key deliverable for the project was an
outcomes proposition for Cheltenham’s tourism offer behind which all key
stakeholders could align, that would boost the tourism economy and provide
clarity on how the council delivers the proposition and how the council will
measure success and the impact on public value in its widest sense.

The final consultant’s report ‘A Strategic Tourism Outcomes Proposition for
Cheltenham’ is attached at Appendix 2. This report has been developed
from extensive research, analysis and consultation and provides an
evidence-based proposal for a new strategic approach to tourism and a
route map for implementation.

A number of priorities have been identified by the consultants and also by
members of Cheltenham Tourism Partnership, who will be key stakeholders
in the delivery of this new approach.

The report recognises tourism as a key economic driver and therefore the
recommendations and action plan contained in the report will also need to
be considered in the context of wider activity on economic development to
ensure an aligned approach to tourism and economic development.

1. To accept the consultant’s report

2. To delegate authority to the Managing Director, Place & Economic
Development to further consider the delivery plan and the
proposed delivery mechanism in consultation with the Cabinet
Member Healthy Lifestyles

3. To delegate authority to the Managing Director, Place & Economic
Development to consider, in consultation with the Cabinet Member
Healthy Lifestyles, how the £50,000 funding set aside to support
strategic tourism should be allocated
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Financial implications

On 9 February 2016, as part of the Budget Monitoring Report to end of
December 2015, Cabinet approved £50,000 be moved to the Economic
Development and Tourism Reserve to support the Tourism Strategy
work. Under B11.4 of the Council's Financial Rules, the Section 151
Officer has delegated authority to approve in year transfers to and from
earmarked reserves to support the activities of the council.

Contact officer: Nina Philippidis, Accountant,
nina.philippidis@cheltenham.gcsx.gov.uk, 01242 264121

Legal implications

Consideration needs to be given as to whether any public consultation
should take place with regard to the strategic proposal for Tourism in
Cheltenham. Should there be any employee implications then the
Council’'s HR procedures should be followed. Any Virement of Funds must
be undertaken through the correct legal process.

Contact officer: Donna Marks, Solicitor,
Donna.marks@tewkesbury.gov.uk, 01684 272068

HR implications
(including learning and
organisational
development)

There are no direct implications arising from this report.

Contact officer: Julie McCarthy, HR Manager (GO shared services
West), Julie.mccarthy@cheltenham.gcsx.gov.uk, 01242 264355

Key risks

See risk assessment

Corporate and
community plan
Implications

Tourism is a cross-cutting theme which runs through many of the council’s
activities such as economic development, culture, health and wellbeing,
public realm and community engagement. Adopting a new strategic
approach to tourism will support the council’s outcome of sustaining and
growing Cheltenham’s economic and cultural vitality, but it also has the
capacity to contribute to the protection, maintenance and enhancement of
the town’s environmental quality and heritage. Creating opportunities for
visitors brings benefits to local people and can contribute to the health of
communities.

Environmental and
climate change

There are no direct implications arising from this report; however, it will be
important to consider the impact on the environment and climate change of

implications tourism activities as initiatives are implemented.
Property/Asset No direct implications arising from this report.
Implications

1. Background

1.1 When the Council handed over responsibility for the tourism service and the tourist information
office to The Cheltenham Trust it retained accountability for developing the strategic approach to
tourism, acknowledging its unique role as the democratically elected body for the town and its role
as convenor and “place-shaper’.

1.2  Against a backdrop of an increasingly complex tourism landscape locally, regionally and
nationally and financial constraints, it was recognised that a new and sustainable approach to

tourism was needed.

1.3 A commissioning group was established to lead a project to develop this new approach,
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comprising:

Clir Rowena Hay, Cabinet Member for Healthy Lifestyles

Pat Pratley, Deputy Chief Executive

Julie Finch, Chief Executive of The Cheltenham Trust

Kevan Blackadder, Cheltenham Business Partnership Manager
Richard Gibson, Strategy & Engagement Manager

Gill Morris, Client Officer

and in summer 2015, tourism consultants, Creative Tourist Consults, were commissioned to
assist in developing a new strategic approach to tourism for the town.

Project outcomes

At that time, Cheltenham Tourism Partnership had already been established, but was a fledgling
partnership that had met only once. It was recognised that, in order for any future approach to be
sustainable, this group of key stakeholders would need to be able to support the outcomes of the
project. Therefore the key deliverable for the project was an outcomes proposition for
Cheltenham’s tourism offer behind which all key stakeholders could align, that would boost the
tourism economy and provide clarity on how the council delivers the proposition and how the
council will measure success and the impact on public value in its widest sense.

Creative Tourist Consults undertook extensive research, analysis and consultation to develop the
final report, ‘A Strategic Tourism Outcomes Proposition for Cheltenham’, attached at Appendix 2.
This report provides an evidence-based proposal for a new strategic approach to tourism and a
route map for implementation.

Consultation and feedback

Consultation formed a key element of the project. During the evidence gathering phase, 1-2-1
interviews were undertaken with a wide range of stakeholders (listed in addendum F to the
consultant’s report) and workshops held with Cheltenham Tourism Partnership and a Cabinet
Member Working Group, which was established to ensure member engagement during the
project. Membership lists for both groups are attached at Appendix 3.

Both the tourism partnership and cabinet member working group were further involved at
subsequent stages to review the work and feed in ideas to ensure agreement with the direction of
travel and alignment behind the proposed outcomes and recommendations.

The consultants presented the final report to Overview & Scrutiny Committee on 22 February. An
extract of the draft minutes covering the discussion (to be approved by the committee Chair) is
attached at Appendix 4. The committee approved the proposed recommendations to Cabinet.

Priorities for moving forward

The outcomes proposition includes an action plan with a large number of measures, but within
this the consultants are recommending a number of priority actions. These include:

e Sourcing additional capacity to drive the programme forward

e Commissioning a detailed gap analysis of cultural and major events to identify market
opportunities and support year round programme development

Commissioning an evaluation and research framework to create benchmark/ baseline data
Working collaboratively on the tourist information centre function

Commissioning digital infrastructure development

Commissioning updating of the audio-visual assets for the town
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e Scheduling a review to consider further digital audits
Commissioning new content to articulate the (cultural) tourism narrative

o Commissioning a short series of visitor itineraries to form the foundations for travel trade
communications and consumer-facing packages

¢ Reviewing whether a digital communications role is needed after twelve months

It is important to note that the investment to deliver the action plan is not intended to be secured
solely from Council resources.

The stakeholders who make up Cheltenham Tourism Partnership are key to the delivery of the
action plan and therefore, as part of their review of the final report, they were asked to identify
their priorities for moving forward. They identified four internally focused priorities around the
delivery model:

e Defining what partners do now

e Defining internal and shared resources

e Mapping the strengths of the partnership — how does the partnership organise itself? Who do
the partners represent? What do partners bring to the table in terms of skills and resources
and what can partners get out of the partnership?

o Defining the relationship with Cotswolds DMO

And two related to delivery:

e Place branding to define Cheltenham’s identity
o Developing a shared calendar of activities

These priorities, together with those identified in the action plan, will form the focus of activity over
the coming months.

Reasons for recommendations

The consultant’s report provides an evidence-based proposal for a new strategic approach to
tourism and a route map for implementation.

The report recognises tourism as a key economic driver and therefore the recommendations and
action plan contained in the report also need to be considered in the context of wider activity on
economic development, notably the report by Athey Consulting entitled ‘Cheltenham Economic
Strategy: Developing Cheltenham as a business location — January 2015 — Final report: options,
ideas and recommendations’ and the work that is being undertaken jointly by Cheltenham,
Gloucester, Tewkesbury districts and Gloucestershire County Council to consider opportunities
for capitalising on economic development for Gloucestershire. There is considerable
complementarity across this spectrum of work and it will be important to ensure that all the
resulting recommendations are considered collectively to develop an aligned approach to tourism
and wider economic development.

Creating links between tourism and the Business Improvement District will also be essential to
ensure activity is complementary and to further develop partnership working.

The report also highlights the need for some additional resource with a degree of specialist
knowledge, which the council does not currently possess, to drive the programme forward in the
short/medium term.

Alternative options considered

As part of the project brief, the consultants were asked to consider the potential options for
Cheltenham’s strategic approach to tourism and the respective benefits, drawbacks and
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resourcing commitments. This options appraisal can be found in the ‘Delivery vehicle options’
section of their report.

7. Performance management — monitoring and review

7.1  The Managing Director, Place & Economic Development will use the recommendations and
action plan in the report as a basis for developing a more detailed work plan with timescales and
performance indicators. This work plan will also take account of the recommendations from the
Athey report and the outcomes of the work being undertaken with the other JCS authorities.

7.2  This work plan will be brought back to Overview & Scrutiny Committee and to Cabinet for
monitoring and review in October 2016.

Report author Contact officer: Gill Morris, Client Officer,
gill.morris@cheltenham.gov.uk, 01242 264229

Appendices 1. Risk Assessment

2. Report by Creative Tourist Consults — ‘A strategic tourism outcomes
proposition for Cheltenham’

3. Membership lists for Cheltenham Tourism Partnership and Cabinet
Member Working Group

4. Overview & Scrutiny Committee 22 February: extract of draft
minutes
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Risk Assessment Appendix 1
The risk Original risk score Managing risk
(impact x likelihood)
Risk | Risk description Risk Date Impact | Likeli- | Score | Control Action Deadline Responsible Transferred to
ref. Owner raised 1-5 :l?sod officer risk register
If this new approach to Tim 8/3/16 | 3 4 12 Reduce | Consider how best to June To be Divisional
tourism is not taken Atkins implement the report 2016 determined
forward then Cheltenham recommendations and as part of
will not be able to maintain action plan action plan
its position as a tourism
destination
If tourism is not considered | Tim 8/3/16 | 2 3 6 Reduce | Consider how to take June To be Divisional
in the context of wider Atkins the recommendations 2016 determined
economic development on tourism and
then potential benefits may economic development
be lost forward collectively to
ensure an aligned
approach
If investment in tourismis | Tim 8/3/16 | 3 4 12 Reduce | Consider how best to June Tim Atkins | Divisional
lacking this may have a Atkins deploy available 2016
detrimental impact on the resources to support
local economy both tourism and
economic development
and continue to develop
relationships with
external partners

99 abed

Explanatory notes

Control - Either: Reduce / Accept / Transfer to 3rd party / Close

Likelihood — how likely is it that the risk will occur on a scale of 1-6

(1 being almost impossible, 2 is very low, 3 is low, 4 significant, 5 high and 6 a very high probability)

Impact — an assessment of the impact if the risk occurs on a scale of 1-5 (1 being least impact and 5 being major or critical)
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Membership List: Cheltenham Tourism Partnership

Appendix 3

Councillor Steve Jordan

Cheltenham Borough Council

Councillor Rowena Hay

Cheltenham Borough Council

Pat Pratley*

Cheltenham Borough Council

Julie Finch

The Cheltenham Trust

Louise Emerson

Cheltenham Festivals

Maxine Melling

University of Gloucestershire

Geoffrey Rowe

Everyman Theatre

lan Renton

Cheltenham Racecourse

Peter Christensen

Cheltenham Hospitality Association

Michael Ratcliffe

Cheltenham Chamber of Commerce

Jeremy Williamson

Cheltenham Development Task Force

Martin Quantock

The Growth Hub

Kevan Blackadder

Cheltenham Business Partnership

(* will be replaced by Tim Atkins)

Membership List: Cabinet Member Working Group

Clir Andrew Chard Clir Flo Clucas Clir Diggory Seacome
Clir John Payne CliIr Chris Ryder Clir Adam Lillywhite
Clir Anne Regan Clir Paul Baker CliIr Colin Hay

Clir Max Wilkinson Clir Garth Barnes Clir Duncan Smith
Clir Wendy Flynn Clir Matt Babbage Clir Rowena Hay
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Page 68 Appendix 4

Overview & Scrutiny Committee 22 February 2016: extract of draft minutes for
tourism item (to be approved by Chair)

The Cabinet Member Healthy Lifestyles introduced Andrew Palmer from the tourist consultants, Creative
Tourist Consults. The committee were given a PowerPoint presentation.

The following responses were given to members questions by the Cabinet Member Healthy Lifestyles
and Andrew Palmer, of Creative Tourist Consults;

$0r0p5yyi

The report made clear that the ‘full’ offer was of equal importance to the cultural offer (currently
16 weeks of Festivals), but Cheltenham was culturally rich and as such, this was a major focus.
The consultants advocated an honest appraisal of the existing Festivals and felt that this could
be easily undertaken given the number of comparable events across the country. One
suggestion was that Cheltenham, as other towns and cities had started to do, should look to use
public open spaces as part of the offer, with innovation being key to success.

The key focus of the money that had been set aside, but by no means the sole purpose, would
be manpower, rather than simply improving websites. The consultant’s report would be taken to
Cabinet on the 8 March and the recommendation was that Tim Atkins, Managing Director, Place
and Economic Development, be delegated authority to consider the delivery plan and proposed
delivery mechanism.

Marketing and promotion would be the next area of focus for the Partnership, but whilst it was
important to have a creative campaign, it was equally important to target the right markets in
order to get the best return from any investment.

It was recognised by all (Cheltenham, Cotswolds and Gloucester) that working together would
improve the message and therefore the overall offer. The Cotswolds was internationally known
but it was for Cheltenham to decide what it wanted/needed from the DMO. Gloucester were in
the process of creating a cultural strategy and had invited Clir Hay to contribute. Marketing
Gloucester would be invited to participate on the Tourism Partnership.

The 2011 report did not include details of how Cheltenham could or indeed, should, improve its
offer, it simply set out that the products were good but could be better.

Creative Tourist Consults were commissioned and Cheltenham Tourism Partnership established
because the council recognised it did not have anybody with the right skills set to take tourism
strategies forward. Whilst the council needed to drive the programme forward for now, it was not
envisaged that the council would always be leading on this.

Areas where a Business Improvement District had been developed had seen improvements to
tourism and culture simply by attracting people to the geographical area itself. It was important
that resources dovetailed rather than crudely overlapped and therefore it was vital to have early
conversations, which was being put into practice by the inclusion of Kevin Blackadder.

If the action plan is successfully delivered then examples of the difference that could be seen in
5 years’ time would be a coherent and consistent message with greater penetration, assets
being used to their full potential, with time specific reasons to visit (events) increased and
enhanced. Whilst existing markets would continue, new audiences would be coming in.

Free events were available at most festivals, though there was always scope to do more, but
with no central place to access information, these events were not always as well publicised as
they could be. However, it was most likely that the more expensive events would result in more
revenue and would therefore, always be promoted to a greater degree. The consultants
suggested that festivals with free entry could in fact raise the market for everyone.

The report acknowledged that the Wilson was perhaps not the best location for the

TIC. Seasonal or even pop-up TICs, and not just in the town centre, but at transport gateways
and slightly out of town locations, could be a means of using assets in the most effective way in
the future.

No one person would be responsible for, or able to take forward all of the actions on the action
plan. Work had already been undertaken to improve advertising and marketing by the Wilson
and this demonstrated that some of the actions could only be realised with the help of Partners.

Page 8 of 9 Last updated 25 February 2016



A member reminded members that the 2011 strPage 69 ted at a time when the council was losing
staff year on year and now was the time to look forward rather than dwelling on the past and focussing
on what went wrong. Partners had an appetite to work together and this coupled with the BID process,
put Cheltenham in a strong position to take advantage of all opportunities and he envisaged that in 5
years time, Cheltenham would be nationally recognised.

One member felt that most people would access tourist information online rather than seeking out and
visiting a TIC and therefore did not place significant value on this arrangement going forward, suggesting
that a TIC would be even less important in 5-10 years. He went on to say that in order for Cheltenham to
boost its economy it needed to attract more people to live and work in the town and that this started with
tourism, but he felt that as a town, there was a reluctance to attract such increases, which it needed to
overcome.

The committee were happy to endorse the recommendations that were going to be considered by
Cabinet at their meeting on the 8 March, to accept the consultant’s report, delegate authority to the MD
Place and Economic Development to further consider and progress the proposed delivery mechanism
and to allocate funding required to source the additional capacity needed to take the programme
forward.

The Chairman thanked Andrew Palmer from Creative Tourist Consults and the Cabinet Member Healthy
Lifestyles for their attendance.

No decision was required.
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A strategic tourism outcomes proposition for Cheltenham

Final Report, 8 February 2015

Lead contact

Andrew Palmer, Director
andrew@creativetourist.com
www.creativetourist.com

Images:

Cheltenham Festivals at the Town Hall, Bourton-on-the-Water, Glos.
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OBJECTIVE OF PLAN

To create a new route map for Cheltenham’s tourism development,
building an action-orientated plan that encourages the full breadth of the
tourism sector to engage and collaborate to generate momentum,

investment and positive, sustainable outcomes across:

— strategic and tactical delivery structures and mechanisms;
— product and infrastructure development;

— research and marketing and communications.

Through the creation of an aligned outcomes proposition for Cheltenham’s

tourism offer, this document identifies means to:

— grow the town’s tourism resilience and economy;

— clarify routes of delivery;

— measure success and impact on public value with defined

resource requirements and timelines.

This document takes forward, and in some areas supersedes the 2011

Tourism and Marketing Strategy.

The progression from audit analysis to audit findings and proposed

outcomes is demonstrated in order, which in turn informs the action plan.

However, with extensive supporting material in the Addendum the

document is also intended as a reference resource.

This document contains colour-coded content, so please consider when

reproducing.

Creative Tourist Consults: Cheltenham Tourism Outcomes Proposition, January 2016 — Final
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Executive summary

This outcomes proposition sets out an ambitious but achievable set of
progressive steps for tourism in Cheltenham for the period 2016-2020. It is,
by definition, a strategic report that provides a long-term vision and focus
for collaboration and partnership working that will help to strengthen the
competitive position for Cheltenham and its partners within and without the
town, improving the performance of the tourism sector locally and

regionally.

This outcomes proposition, based on extensive research and consultation,
is a call for active support from positive tourism stakeholders and partners
locally and regionally. It places this in the context of wider agendas of
economic development and infrastructure, cross-cutting public and
commercial interests, reflecting the realities of the visitor economy itself.
As such, there are a number of immediate areas of development
highlighted in the Action Plan that will help accelerate progress in
achieving the shared outcomes detailed in this document. This in turn
provides a platform for further engagement with stakeholders and partners
— current and potential — to position Cheltenham as a vibrant and confident

tourism destination in a competitive visitor economy.

The town does attract tourist visitors already of course, but a more

coordinated and committed plan will achieve so much more. There are

reasons to be confident. The key tourism stakeholders are already coming
together through a tourism partnership, and The Cheltenham Trust is
establishing its new role for culture, leisure and tourism. Cheltenham has a
number of genuinely strong assets, from its standout major cultural events
to its independent retail and hospitality offer, and of course it is nestled up
against the Cotswolds. Culture’ lies at the heart of Cheltenham’s authentic

and distinctive appeal.

There are opportunities to grow the visitor economy through a
collaborative development of tourism infrastructure and systems —
information & research, planning & development, marketing &
communications — creating new reasons to visit and return. With a shared
vision (which has emerged through an audit process) and clear leadership
delivered through a model that works for the town as a whole,
Cheltenham’s tourism planning and delivery can contribute to the wider
economic development and sense of place, its positioning and image. This
can build on the existing status of Cheltenham’s as a very highly ranked
place to live, work, and raise and educate a family. Adding ‘to visit’ to this
list is a natural extension, albeit one that should work closely to ensure

that the benefit to visitors is mirrored for residents.

' “Culture’ refers to the combination of arts, heritage, sports and related
leisure events, venues and activities. 1

Creative Tourist Consults: Cheltenham Tourism Outcomes Proposition, January 2016 — Final
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Context — an introduction

This section sets the scene for the strategic tourism outcomes proposition, presenting a brief overview of tourism activity to date and the

strategic insight and timeliness that has led to this document being commissioned. It also presents some of the core data upon which the other

findings have been tested and the subsequent strategic direction has been developed.

WHY DOES CHELTENHAM NEED A TOURISM STRATEGY?

Tourism as a sector never stands alone; it is a cross-cutting theme running
through other strategies, such as economic development, health and
wellbeing, culture (which incorporates arts, sports and heritage assets and
related programme, events and activities), transport, public realm,
community engagement to name a few. Creating opportunities and
benefits for visitors also provides opportunities and benefits for local
people. It is local people who sustain cultural attractions, the food & drink
offer and retail year round through their patronage. Cheltenham is bidding
to achieve Business Improvement District status, which, if successful, will
bring additional resources into the town, focusing on: marketing and
promotion, parking incentives, town centre events, public realm

improvements and signage.

Competitors, such as neighbouring destinations Bristol and Bath are

working collaboratively to target cultural tourists. Gloucester has set up its

own destination marketing organisation (DMO)2 to support the
repositioning of the town as a historic, cultural and sporting tourism
destination. Many post-industrial cities, especially in the north have
reinvented themselves as tourist destinations, often with culture at their
heart. Tourists, especially culturally-focused tourists, are more marketing
savvy than ever before. They do not rely on official channels, for example
official destination websites, as their only source of information, they are
much more digitally literate, using multiple channels to help them to make
their destination choices, before, during and even after their visit as they
plan their next break. Nor do tourists recognise local authority boundaries

or even county boundaries.

In focusing on Cheltenham, it is impossible to ignore neighbouring
destinations such as the Forest of Dean, Gloucester and of course, the

internationally known Cotswolds. There is a willingness from all these

2 DMO - can be either a Destination Management Organisation or Destination

Marketing Organisation (see Addendum H) 2

Creative Tourist Consults: Cheltenham Tourism Outcomes Proposition, January 2016 — Final
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destinations to work together collaboratively, as evident from the
consultation process, even if there has not yet been a solid track record of
partnership working. Resources are limited locally, regionally and

CHELTENHAM TOURISM - A BRIEF HISTORY

Cheltenham grew as a spa town in the 18" century, inviting visitors to ‘take
the waters’. The restorative and relaxing nature of this ‘inland resort’
remains a part of its identity to this day. Visitors still come to the town in

numbers of course, albeit not necessarily for the waters.

Alongside many towns and cities, the last few decades have seen a real

term decrease in investment in tourism campaign and development activity.

Cheltenham’s assets are relatively strong, with some national and
internationally known events in particular. The town is the highest rated
place to live, work and raise a family — a notable and relevant
achievement.® The historic DNA of an ‘inland resort’ can also be seen in
the attractiveness to retired communities, and whilst the average age of
the town may be higher in perception than reality, this could have an
impact on how the town is viewed as a place to visit. Eastbourne’s
average age is over 70 — Cheltenham’s average age is a much more
balanced 40.*

% The Telegraph, Britain’s Top 20 Place to Raise a Family
* Cheltenham Census Data & Office National Statistics 2015

nationally, and no matter what additional resources may be leveraged to
support the delivery of this strategy, working in partnership with

neighbouring destinations will be vital to maximise opportunities.

The Cheltenham Gold Cup delivers significant name recognition for the
town, and the economic impact of the Racecourse’s National Hunt
programme is a major regional asset. Cheltenham’s cultural credentials
also have an international status that provides further opportunities to
grow visitor markets. Cheltenham Festivals have developed and present
four major events — Music, Jazz, Literature and Science festivals.
Speaking of just one, Professor Brian Cox summed up the scale, ambition
and positioning well, “Cheltenham is, without doubt, the premier science
festival in the country because it is supported by pretty much everyone

who cares about promoting science in Britain.”

More recent developments have focused on economic development, but
the shoots of strategic tourism development are in evidence through

commissioning activity from Cheltenham Borough Council.

The context of the Cotswolds has become increasingly relevant, and whilst
it is not essential to the image and perception of Cheltenham, its proximity
— some maps put it adjacent and some even include the town in the area —

it is important.

Creative Tourist Consults: Cheltenham Tourism Outcomes Proposition, January 2016 — Final 3
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STRATFORD-UPON-AVON m the visitor economy outcomes that the town should be targeting — for the

town and in the wider sub-regional context to deliver increased visitors,

spend and profile, whilst still engaging with local communities.

In 2014, the Cheltenham Tourism Partnership Group was established — a
S & grouping of key stakeholders from across Cheltenham’s business,

® OXFORD attractions, events, education and hospitality sectors. The Tourism
Partnership Group was constituted to: ‘Help develop the vision and provide
a vehicle with which to engage with key stakeholders in developing the
local approach to tourism promotion and to help maximise its contribution

to the future wellbeing, vibrancy and economic success of Cheltenham’.

W CHIPPENHAM

BATH

/] abed

The image of this Area of Outstanding Natural Beauty (AONB) is one of
picturesque honey-coloured limestone villages offering staging posts to
walkers, cyclists and those generally seeking to ‘get away from it all’. In
the past 2-3 years a number of encouraging initiatives have emerged
which could address this growing opportunity — commissioning The
Cheltenham Trust to take on basic tourism activities and information
services, the new Cotswolds Destination Management Organisation and a
bid for a Cheltenham Business Improvement District. The opportunity for

Cheltenham is how they can converge around a shared agenda to achieve 4

Creative Tourist Consults: Cheltenham Tourism Outcomes Proposition, January 2016 — Final
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WHERE IS CHELTENHAM NOW?

The top line offer

With a backdrop of Regency architecture and generous, leafy open

spaces, visitors enjoy a number of key elements:

— A dynamic variety of festivals and major events — The Cheltenham
Gold Cup and National Hunt horseracing season; cultural festivals,
notably Literature, Science, Music, Jazz, and an increasingly high-
profile contemporary art programme at The Wilson Art Gallery &

Museum.

— Quality and independent shopping.

Music Festival

Science Festival

Jazz Festival

— A strong hospitality offer, best exemplified in the night-time

economy and ‘boutique’ independent accommodation.

— lIts location as a gateway to the Cotswolds, which remains the
leading tourism brand in the sub-region.

The main dynamic, regularly changing parts of the offer are the festivals
and events. Any destination will be summarised and then known for a
handful of things — to do, to see. If that perception is not positive, accurate

or is out-of-date, then it needs to be addressed.

This chart illustrates the calendar in terms of signature events.

Literature Festival

g/ oabed

Cheltenham Festival
& Gold Cup

National Hunt season >
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Whilst Cheltenham has flagship cultural events, the five signature events
account for only seven weeks per year. Events and festivals contribute
towards place-making for locals and visitors. Having a strong year round
cultural offer helps to create more reasons to visit (again) and to extend
stays. There are other festivals, such as the Design and Poetry festivals
but they have a low profile in comparison. Creating a more balanced
calendar of events to support existing provision at the Everyman, Town
Hall and other venues, across the year can provide additional hooks for
tourism promotion, particularly outside the traditional tourism season
(April-September). Edinburgh is one of the best examples of a city that has
broadened its festival focus from an over concentration on the traditional
tourism season to a year round calendar. It is useful to note that York is
now positioning itself as a city of festivals and is leading with its cultural
offer, rather than its heritage offer through its current 2016 tourism

campaigns.5

The marketplace is increasingly competitive, not least as UK towns, cities
and regions are now alive to the possibilities of culture as a driver for
place-making and tourism through the impacts of the European Capital of
Culture and UK City of Culture programmes and market-leading examples
of capital and collaborative investment in destination, from Margate to

Manchester.

An emerging strategic consensus

® See York Case Study in Addendum A

Creative Tourist Consults: Cheltenham Tourism Outcomes Proposition, January 2016 — Final

There is a strong appetite amongst the partners to consolidate common

positions around:

A clear statement of vision and ambition;

The principles that will need to underpin both the vision of future
success and necessary progress amongst the partners;

The partnership principles and governance that will need to
underpin the collaborative working required to successfully deliver
effective destination tourism — nettles need to be grasped and
there is a clear will to do so, both to increase impact and mitigate
risk;

The importance of developing recommendations and forward
options, which can capitalise on different scenarios in terms of

future funds and asset base use.
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Vision statements

This is a short ‘context’ piece of writing to convey a sense of what lies behind the proposition this document develops, namely a tourism

destination of value, distinctiveness and potential. This is very much in the style of promotional copywriting, early thoughts towards a tourism

narrative — just one way to articulate the culture-led tourism positioning for Cheltenham.

REVEALING THE OFFER
Uncovering what lies behind the Regency facade.

A place where culture and creativity infuse the everyday experience for

residents and visitors alike.

A place steeped in history with a slightly subversive underbelly of secrets,

hidden identities, new ideas and technical innovation.

A place where artists, writers, musicians, scientists, performers and
thinkers want to explore, learn, entertain and share their knowledge and

expertise.

Recapturing the spirit of its spa town heyday as an inland resort for rest,
relaxation and recuperation, but coupled with a contemporary lively feel
during the many festivals, events, performances, exhibitions and race

meets that make up the town’s busy cultural calendar.

Nestled on the edge of the Cotswolds, Cheltenham is its cultural hub, the
obvious complement to the natural outdoors offer of one of the country’s
most popular rural locations, and within striking distance of the Forest of

Dean too.

Established in the height of the Regency period in the early 1800s, as a
place to escape to, Cheltenham has a distinctively English feel of grand
architecture, beautiful gardens, independent boutiques, coffee shops,

restaurants, bars and hotels, and even a promenade.

Cheltenham provides an indoor and outdoor canvas for established and
emerging artists to play, experiment, take chances and create. Tapping
into the wealth of young talent on its doorstep in its world-renowned

schools and colleges, and the university to invigorate the creative offer all

year round and make it visible to residents plus developing further reasons

to visit for tourists.

Creative Tourist Consults: Cheltenham Tourism Outcomes Proposition, January 2016 — Final
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Ensuring that festivals and events are completely embedded throughout
the town, not just taking place on the periphery, creating a festival buzz
and seasonal highlights throughout the year, every year.

Revealing the hidden stories, people and places that moulded Cheltenham
and continue to shape its identity, but uncovering and exploring these
through creativity. No one visiting the town should leave without visiting
the Wilson Art Gallery and Museum, or understanding its role within the
Arts and Crafts Movement, or why it was and is still a popular place to
escape to, or how as a centre for ideas Cheltenham’s impact ripples

across the world.

CHELTENHAM IN 2020

To deliver the outcomes proposed in this report by 2020 Cheltenham will

have developed:

1. New structures — Embedding partners in a dynamic and forward-
looking model, improving destination management and the
supporting infrastructure for the visitor economy.

2. Newly integrated planning — Putting Cheltenham at the heart of
the offer for the Cotswolds, Gloucestershire and in the context of
economic development. Shaping the county as a pre-eminent

tourism destination, leveraging the Cotswolds and Gloucester

Creative Tourist Consults: Cheltenham Tourism Outcomes Proposition, January 2016 — Final

10.

brands alongside Cheltenham in clever and complementary ways.
New insights — Developing a robust benchmarking and market
research model.

New investments — Targeting and securing significant growth in
the product offer.

New enterprises — Encouraging the development of tourism
enterprises and associated economic growth.

New perspectives — Taking a more international view of
developing markets, through targeted packages, communications
and campaigns.

New offer — Developing a concierge model (see Addendum H) for
Cheltenham, joining up and elevating further the visitor welcome
and service offer.

New image — Developing a distinct, contemporary brand for
Cheltenham (connected with the wider regional offer) that is
understood and adopted by the town, partners and the
marketplace.

New engagement — Better influencing and enabling an increased
number of visits through relationship building over time.

New experiences — Developing distinct new tourism-friendly
itineraries and products, and enhancing existing ones (from iconic
events, to the public realm and hospitality offer), thus enriching

higher quality experiences for visitors.
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Devising — audit

This section addresses the consultation & analysis phase of the study, providing a summary of the areas of investigation, analysis model and

findings, based on the constructive contributions of stakeholders alongside wider market and digital metrics analysis. It is also important to

link with sections of the Addendum C (need for market insight) and A (case studies), which add to the case for development.

UNDERSTANDING THE MARKET

The key to the successful implementation of this outcomes proposition is
informed decision-making: informed by a thorough understanding of the
tourism market (viewed as visitors from over 30 minutes drivetime from
Cheltenham), both existing and potential and where the destination is

positioned within the marketplace.

There is no research and evaluation framework in existence across
Cheltenham, Gloucester or the Cotswolds currently and therefore a lack of
consistency and volume with regards to collecting and analysing data. (It
should be noted that new regional tourism research data will be published
and shared via Cotswolds DMO in February 2016.) It also means there is
a partial ability to measure impact, public value, understand market
profiles, benchmark against competitors or know what is and is not
working. This also means that setting targets is currently inhibited without
understanding the existing baseline, visitor trends and potential for the

future, and likewise for measuring success.

Creative Tourist Consults: Cheltenham Tourism Outcomes Proposition, January 2016 — Final

Under investment in research and evaluation of the tourism market, over
the last five years, both in Cheltenham and more widely within the
Cotswolds® has had an impact. There is some quantitative data, but most
dates back to 2010-11 and very little qualitative data is available.
Therefore, existing local and regional data is out of date and can only
provide approximations towards visitor profiles, trends and patterns of
behaviour. Through the research audit (see Addendum C) and looking at
available national datasets, this has provided some useful additional
insight that informs this strategy. However, as a result of limited evidence
there have had to be assumptions made in the past about tourism markets

in particular, based on partial information and anecdotal evidence.

According to The Value of Tourism 2010 Report for Gloucestershire,

Cheltenham attracted just under 2 million tourist visits representing 14% of

% No detailed information available from Gloucester.
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the total visits to Gloucestershire. This breaks down to day visits of 82%,

domestic staying visits at 15% and overseas visits of 3% (though small,

this figure is larger than for the rest of the county, including the Cotswolds).

Visitor spend accounted for £140m making up 17% of visitor spend for the
county. The greater average spend per trip by overseas visitors can be
attributed to the average number of nights they stay in Cheltenham at 8
nights per trip, in comparison to 3 nights for domestic staying visitors. In
taking the visit comparisons as a whole, the average spend per day by
overseas staying visitors is lower than that for domestic staying visitors at
£34.58 per day, compared to £53.32. Some of this difference is likely to be
cheaper room rates for longer-term stays and less spent on transport in
the area, but these findings indicate that the domestic market is likely to

offer greatest value.

17% of all overseas visitors to Cheltenham are from Ireland (probably for
Cheltenham Race meets), followed by France, USA, Germany,
Netherlands and Australia, according to the International Passenger
Survey, 2010-2014.

It is worth noting that over 600k visitors to Cheltenham every year are to
its cultural attractions (excluding the Racecourse), of which 27% are local
residents, 41% are visitors living in Gloucestershire, 31% are from outside

the county and approximately 2% are from overseas.” That accounts for

" Based on latest available footfall and ticket sales figures for Cheltenham
Festivals, Cheltenham Town Hall, The Everyman Theatre, The Wilson Art Gallery
and Museum, Holst Birthplace Museum.

Creative Tourist Consults: Cheltenham Tourism Outcomes Proposition, January 2016 — Final

approximately 200k cultural tourist visits (whereby culture — excluding
sport - was a determining factor for their visit by those from outside the
county) with an average visit expenditure of £73.85 equalling
approximately £15m cultural visitor spend per year, accounting for 11% of
total visitor expenditure. According to the South West Region Racecourse
Profiling 2008-13, Carat report, the Racecourse sells 400k tickets every
year, with 80% of its tickets sold to visitors from beyond a 30-minute
drivetime. As these combined figures do not represent the complete
cultural offer in the town, they are probably somewhat conservative. These
statistics prove that tourists, and especially cultural tourists to Cheltenham,
provide a significant impact within the local economy. With a more
strategic and proactive approach to tourism, Cheltenham has the potential
to grow as a destination and particularly with culture at its heart, helping to

shape its identity, both for locals as well as visitors.

In the Cotswolds Perception and Awareness Research conducted in 2012
amongst a sample of UK residents, 34% had visited Cheltenham, on a par
with those reported visiting Gloucester and Worcester, but less than those
who had visited Warwick and Bath. Respondents seeking short breaks
cited the following motivations as key determinants in choosing a
destination to visit — eating out (70%), cultural attractions (60%), festivals
(47%) and shopping (45%). These are all attributes that Cheltenham
possesses but without a proactive and strategic approach to place-making
and tourism, the town is likely to lose out on this valuable visitor market to

competitors.

10
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It is a real positive that awareness levels for Cheltenham are high amongst
potential UK visitors, though lowest amongst young adults aged between
16-34 years. However, there is a general lack of visual awareness of what

the town actually looks like.

According to the Value of Tourism 2010 Report for Gloucestershire, the
Cotswolds attracted 16m visitors worth £1bn to the local economy, but the
wider Cotswolds Area of Outstanding Natural Beauty attracted 23m visits
worth over £425m in visitor spend, according to the most recent
Destination Management Plan. Visitor profiles for the Cotswolds are
predominantly UK based, aged 55 years and over, ABC1 social grade
status, visiting without children and living in the South West, West
Midlands and the South East. Visits tend to be a mix of day trips from
outside the Cotswolds, short breaks staying outside the Cotswolds, with a
high proportion of repeat visits and travelling by car. These visitors do
have high satisfaction levels, hence the high proportion of repeat visits.
Whilst there is not the clear evidence available yet, it is likely that the
current visitor profile for Cheltenham is similar to the Cotswolds. This is
borne out by assessing the visitor profile of the Town Hall bookers, which
has an over-representation of adults aged 46-55 in relation to the

population breakdown of South West residents.

The importance of the Cotswolds brand and offer for Cheltenham cannot
be overestimated. In 2010 VisitEngland cited the Cotswolds as one of
England’s most established and world-renowned tourism brands that can

help to attract visitors and encourage them to travel and spend more

widely in the country as a whole. The Cotswolds Tourism Partnership
Marketing Plan 2015 refers to a partnership aim to achieve sustainable
growth of the Cotswolds visitor economy by 5% per annum and to improve
the ranking from 6 to 3 in the VisitEngland list of top performing
destinations over the next decade. This partnership currently includes
Cheltenham and the plan makes reference to positioning Cheltenham as
the cultural centre for the Cotswolds, wider campaigns linked to exhibitions
at The Wilson, and building the profile of the Tourist Information Centre
based at the Wilson as a one-stop-shop for visitors to Cheltenham. It is
vital that Cheltenham works in partnership with the Cotswold Destination
Management Organisation (DMO), as well as neighbouring towns to
maximise opportunities for joint working, both nationally and internationally,
and to understand the potential crossover markets. This collaborative

working can maximise limited resources, e.g. jointly commissioning

8 abed

research.

With the product offer in Cheltenham remaining fairly static in the last five
years, apart from the reopening of the Wilson Art Gallery and Museum, the
lack of embedded strategic partnerships with regional and national tourism
partners, and the lack of proactive marketing and communications, it is
unlikely that visitor numbers have increased significantly since 2010. In
looking at the International Passenger Survey 2010-14, the Great Britain
Tourism Survey 2009-14 and the Great Britain Day Visits Survey 2011-13,
both by VisitEngland, it is possible to gain some insight into visitor trends.

There has been greater volatility in the numbers visiting Cheltenham over

Creative Tourist Consults: Cheltenham Tourism Outcomes Proposition, January 2016 — Final 11
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the last five years, albeit that the underlining trend is consistent with that
seen more generally across Gloucestershire and the UK. The figures do
highlight some elasticity in demand from the overseas visitor market,
therefore identifying the potential to attract more overseas visitors with the
right offer.

There has been a downward trend in domestic staying visitors to
Cheltenham but a steady increase in the day visitor market. Of course
visitor spend by staying visitors is greater than day visitors and therefore
this is of concern given the value of the domestic staying market to the
town. Although the sample figures for 2011 for Cheltenham are small, it
does seem that Cheltenham has out-performed the national average in
terms of growth in all day visits over the period. In particular, the growth of
the 3-hour plus leisure visit market has out-performed that for all day visits
to Cheltenham and that for the day visit market overall. This highlights the

potential to build on the day visitor market.

Cheltenham’s bid for Business Improvement District status (not yet
approved at time of writing) identifies a need for ‘market research to
identify how current users of the town (local people and visitors) think it
could be improved and to identify potential new visitor sources.’®
Cotswolds Destination Management Organisation has also identified a

major gap in knowledge of current and potential visitors.

& Cheltenham BID Information Sheet 283, ‘Marketing and Promotion’, p.4.

Creative Tourist Consults: Cheltenham Tourism Outcomes Proposition, January 2016 — Final

This highlights the potential for a joined up strategic approach to creating a
research and evaluation framework that benefits all partners, avoids
duplication and informs future tourism development based on viable target
markets (see Addendum C).
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DESTINATION WHEEL - A MODEL FOR ANALYSIS

This study required more than market analysis to deliver useful
development options — it required a holistic and strategic view of
everything that could impact and contribute to effective and sustainable
tourism activity. To bring coherence to the analysis, CTC’s distinctive 360°
approach was applied.

A 360° perspective
It has four main categories, each with four sub-sections:

1. Working Environment — It all starts with a vision, and the strategic
infrastructure to drive that vision forward.

2. Working Partnerships — The networks, consortia and shared
objectives that will drive progress across a destination.

3. Product Development — A strong and diverse offer is the starting
point, but it is the whole experience that counts.

4. Market Development — Deliberately the last section, reflecting the
strategic development across Cheltenham’s partners that is

required to support marketing, packaging and campaigns.

The Destination Tourism Wheel allows presentation of a clear profile of the
critical building blocks: where you are now, then overlaying where you

want to be, say, in five years’ time.

This outcomes proposition is based on analysis using this model, from the
research findings through the outcomes and finally within the action plan.

The model is graphically represented below.

13
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THE BIG QUESTIONS

The audit process set a number of key questions, which were posed to a
wide range of stakeholders and interested professionals, as well as

analysed through existing research, studies and metrics.

Working environment

— How important is/could tourism be for Cheltenham? What could
tourism offer the wider economy of Cheltenham?

— What outcomes could tourism partners leverage for Cheltenham
through a strategic approach to tourism?

— Where are the natural or potential areas of critical mass in tourism
for Cheltenham?

— What products/offers deliver or could deliver for the tourism
market, e.g. the assets? What could be added to enhance

Cheltenham’s tourism offer in 5 years’ time? And regionally?

Working partnerships

— How important is the relationship to surrounding areas such as the
Cotswolds, Forest of Dean, Gloucester (all have DMO
organisations — see Addendum G)?

— How can the town work together most effectively to deliver
successful tourism development and growth? What could/should

the role of the key tourism ‘players’ be going forward?

How can Cheltenham be articulated and presented as a tourism

offer for non-residents, and what might want to change in this?

Market development

Which potential (new/emerging) markets could Cheltenham
engage with and have any barriers been identified?

Where are the market opportunities? What niche markets might be
attracted to Cheltenham’s tourism offer?

How connected, developed and future-proofed are the town’s
respective digital tourism platforms, and how well do they engage
with visitors and potential visitors?

What can Cheltenham learn from current competitive practice in

the marketplace?

Product development

Creative Tourist Consults: Cheltenham Tourism Outcomes Proposition, January 2016 — Final

What is the personality of the town in general tourism terms — from
visitors and non-visitors?

What personality traits might best sum up the public face of the
town in 20157

How does this change when repeating the exercise for where the
town wants to be in 5-years time?

What might the voice of the town’s tourism sound like?
15
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- What product development might be necessary to keep visitors Summary of situational analysis

coming and coming back? o . o o
The findings are configured within the CTC destination wheel model —

which brings both an analytical and presentational coherence. This
Market development distinctive model allows CTC to develop the key connective issues in a

strategic context as we develop the full outcomes proposition.
— If we were setting targets to measure success, what would they

be? What would success look like — in marketing, product Findings are intended to be constructively challenging, and should be
development, infrastructure and practice terms? taken in the context of a situational analysis, where gaps in provision,

—  What are the markets that are important, and potentially barriers to achievement, internal and systemic weaknesses and external

important/emerging, for Cheltenham? challenges have been actively sought out. The following sections of this

—  How strong and consistent is the visitor welcome to the town from document take these findings into a wider analytical context, resulting in

all points of physical and virtual, official and unofficial, points of the foundations of the full strategy, articulated through indicative

contact? recommendations.

Creative Tourist Consults: Cheltenham Tourism Outcomes Proposition, January 2016 — Final 16
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DELIVERY VEHICLE OPTIONS

It is critical to shape the goodwill of the local networks and players into
practical and action-oriented partnerships, spanning Cheltenham Borough
Council, the Cheltenham Trust, Tourism Partnership Group and BID, as
well as Cotswolds DMO, and potentially other partners, delivery vehicles
and consortia. The Tourism Partnership Group brings in further active
stakeholders including the University of Gloucestershire, business

community, The Jockey Club and Cheltenham Festivals.

The context then is of the 10-year commitment to The Cheltenham Trust to
deliver Cheltenham’s tourism services, the consideration of additional
investment into Cotswolds DMO, Marketing Gloucester’s impact nearby,
and future investment potential through a BID and the LEP. Cheltenham
needs a short-term plan and a longer-term delivery model. How could this

fit together in a model for Cheltenham?

The Tourism Partnership Group can define its purpose and role within the

town more effectively as the Tourism Task Force.
How will this work?

— The proposed name change for the Group seeks to align tourism
within economic development, which is important within the
context of the Council’s strategic leadership in this area, but also
in engaging key stakeholders, notably GFirst LEP;

— The Task Force will retain the same membership as its earlier

iteration of the Tourism Partnership Group, but with the inclusion
of a representative from Cheltenham Development Task Force;

— The Task Force can then review its previously defined remit in the
wider context, for example how strategic economic development
plans at a county level and the potential Business Improvement
District for Cheltenham town centre. It is not envisaged that this
will change significantly.

— Arepresentative from the Tourism Task Force could formally join
the Cheltenham Development Task Force, if representation does

not already do this.

Sub-regionally, the links with Marketing Gloucester to elevate the offer
from the Forest of Dean to the Cotswolds is also desirable and further
discussions are required to progress this objective. Marketing Gloucester
could be invited to become an associate member of the Tourism Task
Force, subject to further discussions. By promoting the collective offer, the
engagement nationally and internationally through VisitEngland and Visit
Britain campaigns and with private operators will be much more
manageable (note that VisitEngland will be subsumed back into Visit

Britain this year).
So what are the current delivery vehicle options?

17
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Rationale

1. Status quo.

‘ Case for

‘ Case against

Summary ‘

Partners continue to work together
piecemeal and through the established
networks. The overlap in potential roles
and provision is managed through the
forum of the Tourism Partnership

Group.

The strategic leadership role is clearly
with the Council, and the Trust can
continue to develop its tourism services,
working with the (also very new and

eager to engage) Cotswolds DMO.

—  The lack of formal agreements and
public/private management and
control is limiting in terms of sub-
regional partnerships, effective
working practice and attracting
investment. It also leaves open
conflicting marketing activity across
stakeholders and agencies.

—  This option will not address any of
the Big Questions outlined earlier,
with very limited working
partnerships in place and still not
creating the appropriate working
environment to deliver an effective
and successful tourism visitor

economy.

The need to develop strategically as a
town has been accepted, so the current
approach can only be transitional.

2. Consolidate into one arms-length management company (ALMO) for Chelten

ham’s tourism.

The tourism function, spanning planning
to delivery, is ‘under one roof’, bringing
research, development, campaign and

other functions together.

—  Better communication regionally,
nationally and internationally, as
well as the credibility to attract
partners and investment by being
the clear lead body.

— A public/private model, similar to

— The lead role of the Council, in
terms of strategy and coordination,
is needed for the next phase as
partnerships are established and
the first phase of development

activity is devised, undertaken and

A potentially longer-term objective, and
one that needs to be reconciled with
Cheltenham’s relationship with the
Cotswolds. Staged integration is

desirable towards this structural end.

Creative Tourist Consults: Cheltenham Tourism Outcomes Proposition, January 2016 — Final
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Marketing Gloucester, also means
more flexibility to operate in the
market. The product link between
town and country would be
enhanced.

This would provide the working
environment for success through
leadership and vision, and an

agreed working partnership

approach to planning and delivery.

reviewed.

It is unlikely that a single agency
model is financially feasible in the
short-mid term. With two existing
DMOs already in the region, this
may result in duplication of effort in
the short-term, and particularly for
partners and members who may be
asked to join another ALMO that is
likely to require financial
commitments, as the ALMO would
need to raise funds to deliver work

programmes.

3. Create a local Destination Marketing

Organisation for Cheltenham.

A likely expansion of the functionality of
The Cheltenham Trust within its tourism
services remit, to closely dovetail with
the Cotswolds DMO.

Can work more closely with key
local partners to encourage the
adoption of a positioning for
Cheltenham, uprating skills (from
service to information and digital).
Would provide clarity internally
within the town regarding the
breadth of its tourism remit.
Provides a stronger strategic link
between Cotswolds DMO and
Cheltenham than currently.
Could provide joint marketing

opportunities with Cotswolds and

Likely to be superseded regionally
and beyond by Cotswold DMO, so
would in effect be a function of that
organisation’s priorities which are
sub-regional.

Potential for duplication of effort
between Cotswolds, Cheltenham
and Gloucester.

Potentially confusing for
Cheltenham members who are
already members of Cotswolds
DMO — would they be asked to pay

membership twice?

The relationship between the Trust and
Cotswolds DMO is central, but
replicating functions locally and sub-

regionally is not advisable.

Creative Tourist Consults: Cheltenham Tourism Outcomes Proposition, January 2016 — Final
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Gloucester.
Opportunity to share resources
around shared needs, e.g. research

and evaluation.

Focus on marketing and promotion
rather than market and product

development.

4. Merge tourism functions for Cheltenham and the Cotswolds.

As with option 3, but merging the remit
of Cotswolds DMO with a Cheltenham-
led organisation or department, e.g.
Council, Trust, subject to discussions

and possible commissioning.

Cheltenham would be at the heart
of the Cotswolds DMO narrative —
the product link between town and
country would be enhanced. It
could also increase the ability to
broker partnerships and
investment.

Cheltenham has a stronger say in
programmed delivery for the
Cotswolds DMO.

Cheltenham would become
embedded in the work programmes
of the Cotswolds DMO.

Other parts of the DMO territory
may see a lead role in/for
Cheltenham as a threat to their
market profile and the traditional
positioning of the Cotswolds. It
would also take detailed review and
negotiations to model this to all
partners’ satisfaction (e.g. other
authorities, DMO members).

There would likely still be financial
requirements for Cheltenham to
support this DMO, not just with in-
kind support.

Despite the Cotswolds being known
nationally and internationally as a
tourism destination brand, there are
still many voices in Cheltenham
that would need to be convinced
that this was the most effective
route forward, before this could be

put in place.

A lot can happen in the five years of this
strategy, and this may well be a viable
route forward. For 2016 it is not feasible,
as it requires particular investment and

significant contractual changes.

Creative Tourist Consults: Cheltenham Tourism Outcomes Proposition, January 2016 — Final
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5. Evolve the roles of the lead partners with a transitional plan.

A phased plan, whereby the Council
takes a lead to drive the strategy
forward in the first phase, with the
intention to create a sustainable
partnership that enables them to
potentially devolve the tourism
development function to key partners.
The Tourism Partnership Group would
model itself on the established
Development Task Force approach
used for economic development — a
Tourism Task Force that will then
automatically feed into this wider
economic agenda. The Task Force
would be chaired by the new Director of
Place and Economic Development

(Cheltenham Borough Council).

Cotswold DMO can build closer
links with the town and Trust,
creating a stronger tourism base
regionally from which to build
partnerships and leverage
investment. It allows for systems,
research and integration to happen
in the first 1-2 years, alongside
ongoing tourism marketing
communications and service
provision. It allows for the Task
Force model to be applied to
tourism and the Council retains its
oversight role as the lead ‘place-
maker’ for the town.

Provides a clarity regarding
leadership, with a designated
strategic lead in the Council
(Economic Development)
supported by the Tourism Task
Force and the delivery agent being
the Cheltenham Trust.

Identifies the importance of tourism
to the town.

Provides a structure for partners to

not only engage in tourism but to be

It lacks the impact of a Marketing
Gloucester model but does not
require the same level of
investment.

In order for this to address the Big
Questions outlined earlier, there will
still need to be additional
investment to enable the Tourism
Task Force and the Cheltenham
Trust to deliver more than its
existing function.

Would still need to agree a formal
agreement with Cotswolds DMO for
partnership working.

Without an agreed work plan and
allocated resources this could just
be adding in an additional layer of
bureaucracy.

Danger of the Tourism Task Force
becoming a ‘talking shop’ rather

than a proactive working group.

An approach that allows for managed
growth and review in a timely and
realistic manner. It allows for
developments to inform forward
planning without committing to a major
investment at the outset, thus keeping
flexibility for new commissioning and
partnership building as required and as
opportunities arise. The additional
leadership from the Director of Place
and Economic Development is
significant not only as it provides a
senior lead from the Council, but also as
this role has direct responsibility for
economic development, licensing and

tourism matters.

Creative Tourist Consults: Cheltenham Tourism Outcomes Proposition, January 2016 — Final
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actively involved in shaping and
ensuring its development.

The Tourism Task Force can
inform, contribute to and agree
priorities for the town and work to
leverage additional resources to
support delivery. Each member will
have a responsibility to engage and
represent their grass-root networks
and communities/memberships,

e.g. individual businesses.

Concluding recommendation.

mid term.

To meet the ambition and potential of the strategy, and recognising the financial challenges, a more devolved model is recommended — option 5. Realistically there is not

the same level of resources available nationally, regionally or locally as there has been historically for tourism delivery vehicles and this is not likely to change in the short-

Therefore collaboration through partnership working with a strong strategic lead and identified delivery agent is a more realistic option as the delivery vehicle for tourism in
Cheltenham. In order to generate a more cohesive, joined up and proactive approach to shaping the tourism economy, Cheltenham needs to quickly assemble a delivery
vehicle that is fleet of foot with the power to make things happen and to effect change. Spending more time and resources to set up a potentially unwieldy new tourism
agency would be going against the national trend of fewer Destination Management and Marketing Organisations with public sector funding contributions. The Tourism
Task Force becomes a valuable collaborative engine for ideas generation, leveraging additional resources, driving forward town and region wide partnerships and
overseeing the Cheltenham Trust and the tactical delivery vehicle. This vehicle may of course be shaped through one of the existing partners, an existing or new
consortia, or new construct or supplier. Further examination of the financial models will inform detail, but the roles and responsibilities can be set out through formal and

informal agreements using the above chart as a starting point.

Creative Tourist Consults: Cheltenham Tourism Outcomes Proposition, January 2016 — Final
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KEY FINDINGS

These findings represent a good consensus of informed stakeholder
opinion, supported by the wider data and literature review. This provides
their provenance in terms of a shared approach for a town-wide plan and

Working Environment

Vision.

There is a town-wide will, now requiring focused ambition around a shared vision for the development
of its tourism offer, supported by relatively open dialogue between key stakeholders.

There is an understanding of missed opportunities rather than failing, in terms of previous plans,
fragmented delivery and partnerships. This supports an ‘in principle’ understanding of the need to

avoid ‘quick fixes’ in favour of “sustainable solutions”.

Indicative recommendation.

Commit to carry forward the tourism development agenda.

to historic gaps in data collection and market research.

Extensive consultations across town
and sub-region, including Tourism

Partnership Group

Leadership.

Tourism management is spread across a number of key partners alongside the Council, including The
Cheltenham Trust and the two relevant DMOs (Cotswold and Gloucester). The LEP does not have a
strong focus on tourism since it devolved responsibility to the DMOs (primary focus on The Cotswolds,
Forest of Dean and Wye Valley), but this could change, notably within a wider economic development
context.

The Council has a unique overview of tourism as it relates to other agendas for the town — economic

Extensive consultations across,
Council senior management and
executive, town and sub-region,
including Tourism Partnership Group;
Council contracted agreement with
The Cheltenham Trust; Council-
funded constitution of Cotswold DMO;

Creative Tourist Consults: Cheltenham Tourism Outcomes Proposition, January 2016 — Final
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The study has worked within a number of limitations to available data due
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development, transport & infrastructure, health & wellbeing etc.

Indicative recommendation.

Cheltenham Borough Council to continue a strategic leadership role, working with partners to approve
and monitor the key targets and Key Performance Indicators (KPIs) that flow from this proposition,
delivered day-to-day by a new tourism coordination role in the immediate term.

Further define the Tourism Partnership Group’s role in tourism development: driving the ambition but
also working with the wider sub-regional tourism management network, e.g. Marketing Gloucester,
Cotswolds DMO, The Cheltenham Trust.

In the mid-term, seek to source a more devolved structure for tourism delivery (built on agreed key
roles and responsibilities); embrace key partners in a new Tourism Task Force, which will be tasked
with delivering the agreed priorities; ensure that existing assets and partnerships are better used and
exploited; and with create a more dynamic cycle of self-sustaining activity and investment.

Align the Tourism Partnership Group with the Development Task Force, creating in effect a focused
Tourism Task Force.

Tourism can be clearly identified and incorporated into aligned Council strategies, e.g. economic

development.

GFirst LEP Strategic Economic Plan

for Gloucestershire.

Strategies.

There is a shared opportunity to generate new revenues from tourism business activities.

Economic development (sub-regionally) offers tourism a strategic route forward, based around the

local authorities and two DMOs.

Improved (transport) infrastructure could have a massive impact over time, especially gateways.

Indicative recommendation.

Ensure that tourism development is embedded into place and economic development planning for

Cheltenham.

Extensive consultations across town
and sub-region, including Tourism
Partnership Group; Council
contracted agreement with The
Cheltenham Trust; consultation with
Cotswold DMO; Cheltenham
Transport Plan 2015; GFirst LEP
Strategic Economic Plan for
Gloucestershire; Cotswolds Tourism
Marketing Strategy 2013-15;

Cheltenham Tourism Economic

Creative Tourist Consults: Cheltenham Tourism Outcomes Proposition, January 2016 — Final
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Impact Assessment for 2006.

Infrastructure & resources.

— A business and public sector balance exists on groups and boards but the private sector are not very
active collectively. There is potentially a lack of tourism “big hitters” to drive things forward (except for
Cheltenham Racecourse).

Indicative recommendation.

—  Ensure membership of the Tourism Partnership Group retains major stakeholders e.g. The Jockey

Club, University of Gloucestershire, and develop a working remit that reinforces this.

Extensive consultations across town
and sub-region, including Tourism
Partnership Group, Chamber of
Commerce and The Lucky Onion
Club; South West Region Racecourse
Profiling 2008-13, Carat; Annual
Survey of Visits to Visitor Attractions
2010-14, VisitEngland.

Working Partnerships

This section addresses stakeholders, champions, joint initiatives, networks, agencies and shared key messages, informing branding.

Finding

Baseline data/evidence

Stakeholders & champions.

— Recent tourism investment has been notable in Gloucester, with strong campaign and events activity.

—  Tourism can help to create ambassadors — word of mouth for new visitors; to live and work here.

— Residents are important stakeholders as well as potential beneficiaries. Resident impact and benefits
require data, which does not currently exist. But we can demonstrate from comparators the positive
role and impacts.

— GCHQ - not actively involved to date but a major business tourism driver, and potentially a
creative/technological partner.

Indicative recommendation.

—  Continue to pursue tourism development links across county, notably Gloucester.

—  Monitor progress of Cheltenham BID to link resident and visitor offer (promotion, events etc.).

— Invite GCHQ to meet/attend Tourism Partnership Group.

Extensive consultations across town
and sub-region, including Tourism
Partnership Group; Cheltenham Town
Centre Footfall 2014-15; The Value of
Tourism Report for Gloucestershire
2010; Great Britain Tourism Survey
2009-2014 VisitEngland; Great Britain
Day Visits Survey 2011-15
VisitEngland.

Joint initiatives.

Extensive consultations across town

Creative Tourist Consults: Cheltenham Tourism Outcomes Proposition, January 2016 — Final
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— Cheltenham has not engaged consistently (and at a sufficient level) with regional partners at a strategic
or tactical level — marketing, data/research, information, planning etc.

— There may be an opportunity to discuss relocating the Cotswolds DMO in Cheltenham. Cotswold DMO
has a (limited) history of shared working but does see Cheltenham as a key partner.

—  The University is a potentially important partner, but is currently not sufficiently engaged. Thinking
more niche, similar could be said of Cheltenham Ladies’ College.

Indicative recommendation.

—  Continue to pursue tourism development links across county, notably Gloucester.

—  Progress discussions with Cotswolds DMO regarding office location and working relationship with

Cheltenham Borough Council and the Cheltenham Trust specifically.

and sub-region, including Tourism
Partnership Group, Cotswolds DMO;
Cotswolds Tourism Marketing
Strategy 2013-15; Cotswolds Tourism
Partnership Marketing Plan 2015; A
University for Gloucestershire: Our
economic, social and cultural

contribution.

Networks & agencies.

—  Without dedicated tourism staff, ring-fenced budgets and a focus on generating further funding and
investment, the potential outcomes are seriously limited.

—  The relationship with the Cotswolds DMO is open and potentially central, albeit underdeveloped to
date, limited to areas including partial information and limited data sharing.

Indicative recommendation.
—  Commit to leading tourism agenda through a new tourism management role/post.

—  Progress discussions with Cotswolds DMO data management (collection, sharing, reporting, research).

Extensive consultations across town
and sub-region, including Tourism
Partnership Group, Cheltenham
Trust, Cotswolds DMO; Cotswolds
DMO; Cotswolds Tourism Marketing
Strategy 2013-15; Cotswolds Tourism
Partnership Marketing Plan 2015;
Cheltenham Borough Council

Tourism & Marketing Strategy 2011.

Key messages.

—  Cheltenham can be more competitively distinct, festivals aside.

— Branding (not a new graphic logo) could “help to bring together the current fragmented state of affairs
around tourism for wider economic benefit”.

—  Cheltenham is yet to be fully reconciled with the wider Cotswold brand. There is some split opinion on
whether to “go with Cotswolds” or try to be more distinctive about Cheltenham (hotels, retail, activities,
events etc.). There is potential for an individual positioning and a positioning as part of the Cotswolds

and these may be connected but distinct.

Extensive consultations across town
and sub-region, including Tourism
Partnership Group; Cotswolds
Partnership Marketing Plan 2015;
Great Britain Tourism Survey 2009-14
VisitEngland; The Cotswolds
Perception & Awareness Research

2012 Arkenford; Strategic Framework

Creative Tourist Consults: Cheltenham Tourism Outcomes Proposition, January 2016 — Final
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The place-making agenda is not yet prevalent in the Cotswolds brand — a place to live and work.
Cheltenham has a lot to offer in this respect. Alongside it being a priority area for the town itself, this
focus should inform and complement national and international communications and campaign activity
with the travel trade — a consistent and galvanising narrative for Cheltenham and the region.
Advocacy activity around the strategy will be increasingly important.

Tourism must be seen as an asset for wider economic development, so the case for investment (and
ROI) is important to develop, linking across sectors and initiatives, and building on previous economic

development reports.

Indicative recommendation.

Through a brand development process, explore Cheltenham to differentiate itself from others with the
following as a potential starting point for a commissioning brief — Contemporary (inland) resort with
culture and ideas at its heart. (This is not a strapline, nor is one being recommended.) Develop a
consistent brand image — outward facing, confident, ambitious, surprising and contemporary. This can
inform everything from campaigns to signage schemes.

Develop this in context of (influencing) the Cotswold brand, but retain independent voice as well.
Develop a narrative for Cheltenham’s year round offer to consistently communicate.

Factor in the quality of life attributes into brand development and key messaging.

Develop advocacy content/materials that partners/stakeholders can use to support strategic outcomes.

Assess data capture/research needs within an economic development context.

for Tourism 2010-20, VisitEngland;
The Value of Tourism 2010 Report for
Gloucestershire; GFirst LEP Strategic
Economic Plan for Gloucestershire;
International Passenger Survey,
Office for National Statistics 2010-14;
South West Area Profile Report, The

Audience Agency.

Product Development

This section addresses the narratives for Cheltenham, its attractions, venues and tourism infrastructure, the experiences, events & packages on

offer, and the wider destination offer.

Finding

Baseline data/evidence

Narrative/authenticity.

Distinctiveness is largely found in the cultural offer — notably the main festivals. Second-tier festivals

Extensive consultations across town

and sub-region, including Tourism

Creative Tourist Consults: Cheltenham Tourism Outcomes Proposition, January 2016 — Final
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are not included in the communication of the offer at present. “It is the critical mass that delivers the
market value.”

— The year-round offer is not especially clear or well articulated to the market as a result and there is a
lack of clarity about gaps in the current provision.

— Cheltenham has been voted the best place to live and grow up. The link between inward investment,
education and tourism has not been exploited within a Cheltenham brand and there is not a strong
year round family friendly cultural offering for visitors.

— There is very little coherence around the articulation of Cheltenham’s historic role as a spa town, either
in a heritage and/or contemporary offer (e.g. trails, tours, special events, visitor experience). The
Pittville Pump Room is an underused asset and could tell a town-wide spa story better.

Indicative recommendation.

— Assess the year-round cultural offer to assess strengths, potential ‘hidden gem’ assets and gaps.

Partnership Group; Daily Telegraph
Top 20 Family Friendly places to live
2014; Sunday Times Top Places to
Live 2014.

Experiences, events & packages.

— The public realm is vital to delivering distinctive experiences — parks and gardens, the Regency and
public buildings, streets, racecourse and open spaces around the town — many of these assets are
under utilised for cultural activities and experiences.

— The variety of events, venues, heritage, culture etc. are quite disparate and have yet to come together
to contribute to a coherent and consistent presentation of the offer. The ‘town in a park’ idea (not
strapline) is as strong as any to date, although the Cotswolds link is also valuable, as well as the
wraparound offer (hospitality).

—  Connectivity between town and the Races can be more fully realised — information, campaigns and
itineraries for visitors to engage with, stronger links with the retail and hospitality offer in the town to
create more of a festival buzz.

Indicative recommendation.

— Review key public realm (creative) usage potential and investment needs for event/visitor-focused
programming, including how spaces/zones can link and work together.

— Review opportunities to tell Cheltenham’s stories more effectively, e.g. programmes of activities that

Extensive consultations across town
and sub-region, including Tourism
Partnership Group; Liverpool case
study regarding Aintree; The
Cotswolds Awareness and
Perceptions Research 2012,
Arkenford.

Creative Tourist Consults: Cheltenham Tourism Outcomes Proposition, January 2016 — Final
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might appeal to a funder such as the Heritage Lottery Fund that delivers sustainable and distinctive

product offers.

Attractions & infrastructure.

The Wilson launched successfully, and now seeks to establish itself as a national quality gallery.
Heritage is strong but not competitively outstanding — the town does not have an iconic building, a
great river, a cathedral, a focal point like a harbour/quays.

Navigation, lighting and signage strategy can support packages and itineraries to showcase the town —
cycling, walking, waterways, events and festivals.

Visitor research/data is partial in recent years.

There is no major business or conference centre/arena, but there are under utilised assets for the
small to mid-scale MICE (meetings, incentives, conferences, events) market that could help to create a
more distinctive and lucrative business tourism offer without placing pressure on the town’s transport

and services infrastructure.

Indicative recommendation.

Explore through brand and information development how the townscape programmes could enhance
the visitor experience.

Commit to establishing benchmark visitor data for the town, linking with partner research and
evaluation programmes and forward planning.

Developing a major business or conference centre is not a viable option due to nearby competition

from cities such as Bristol, Birmingham, Cardiff that have major facilities and supporting infrastructure.

Extensive consultations across town
and sub-region, including Tourism
Partnership Group; Annual Survey of
Visits to Visitor Attractions 2010-14
VisitEngland; The Value of Tourism
2010 Report for Gloucestershire; The
Cheltenham Borough Tourism
Economic Impact Assessment for
2006.

Destination offer.

Hospitality capacity around major event/business tourism is not yet comprehensively surveyed.
Gloucester is creating new reasons to visit and return through new events. Cheltenham and Gloucester
miss opportunities to work together, though Gloucester is willing and keen to do so.

There is a consensus to offer a more vibrant, contemporary offer without ignoring the heritage and

Extensive consultations across town
and sub-region, including Tourism
Partnership Group, Marketing
Gloucesterg; Cheltenham Festivals

Impact 2014; The Value of Tourism

o Very brief outline conversation, requires further consultation
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public realm assets — in fact, using them more creatively in programming.

Can the new Cheltenham play on the old ‘come and relax, take the waters’ offer but in an innovative
and contemporary context?

The nighttime economy is quite mature, albeit not to all markets’ tastes.

The recently relaunched Cotswolds DMO website (cotswolds.com) has uprated the coordinated
marketing resource to a degree. Further investment could make significant impacts, and exploit
potential economies of scale across digital platforms.

Some of Cheltenham’s major festivals can justify international status — which impacts propensity to
travel to attend.

Retail is evolving, with some new developments confirmed. The quality independent hospitality offer
remains an opportunity to be distinctive.

The reliance on third parties, from the Racecourse to buses and taxis for visitors using public transport

to enter the town, is a factor for the visitor welcome at the many gateways to Cheltenham.

Indicative recommendation.

Assess the year-round cultural offer to assess strengths, potential ‘hidden gem’ assets and gaps,
including joint programming, e.g. working with other destinations like Gloucester, in the context of the
independent, quality ‘wraparound’ hospitality offer.

Conduct a series of small, specialist digital audits to review SEO code, SEO content, links, social
media, email, mobile and seasonal trends on key websites.

Explore options for a visitor welcome training programmed providing concierge/host style training for

bus and taxi drivers alongside the culture, attractions, hospitality and retail sectors.

2010 Report for Gloucestershire;
Cotswolds Tourism Marketing
Strategy 2013-15; Cheltenham Town
Centre Footfall 2014-15; Cheltenham
BID Draft Business Plan 2015;
Estimates of Station usage 2013-14
Cheltenham Spa Station; Digital Audit
(technical study and visitor journey),
2015 Creative Tourist; New York
Times Travel section, 13 January
2016."

"% http:/mobile.nytimes.com/2016/01/17/travel/england-cheltenham-festival.html?_r=1&referer=http:/m.facebook.com
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Market Development

Market segments.

The offer for couples/empty nesters offer is better, business tourism is solid at the small to middle scale
(MICE - meetings, incentives, conferences, exhibitions). GCHQ delivers business tourism year round.
A younger market could potentially be developed — in and out of the town. (Tour of Britain for example,
and its legacy to build Cheltenham as a cycling hub.)

Cheltenham undersells as a family destination but needs more family friendly product and packaging.
There is recognition of the need to internationalise the tourism focus in relation to the scale, scope and
vision for the town and especially the region, e.g. articulating an offer in relation to the Arts & Crafts

movement, linking to regional partners.

Indicative recommendation.

Continue to focus on the MICE business tourism market, reflecting the strengths of the hospitality offer.
Explore package development (inc. with Cotswolds, Gloucester partners) for families, young people,

and targeted international markets.

Extensive consultations across town

and sub-region, including Tourism
Partnership Group; The Cotswolds
Awareness and Perceptions
Research 2012 Arkenford; South
West Region Area Profile Report, The
Audience Agency; Strategic
Framework for Tourism 2010-20
VisitEngland.

Visitor welcome.

The physical visitor welcome is disjointed and in some areas out-of-date.

The tourist information centre is not in the perfect location at The Wilson, although this is only a part of
the bigger issue of the joined-up visitor welcome across the town and its gateways.

The Races welcome race-goers, but the town and The Jockey Club could be more strongly engaged.
Both seem to want this to happen.

The major Cheltenham Festivals’ audiences have been described as “the BBC Radio 4 audience made

flesh”. This is a good market, but there is a case for more diversification, and engaging with the town

Extensive consultations across town
and sub-region, including Tourism
Partnership Group; Digital Audit
(technical study and visitor journey),
Creative Tourist 2015; Cheltenham
Festivals Impact 2014; South West
Region Racecourse Profiling 2008-13

Carat.
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more.

Indicative recommendation.

Explore how to develop consistent informational and promotional content online, in print, through
tourism partners and stakeholders and across infrastructure.

Align with townscape and infrastructure programmes to maximise synergy across signage etc.
Commit to a physical upgrade of the TIC to improve the visitor welcome and explore additional pop-up
and gateway initiatives.

Explore where major cultural programming can develop new audiences relevant to the visitor economy.

Communications.

Cheltenham as a whole has imbalanced, uncertain partnerships and a conservative vision, positioning
and destination ambition in digital terms. Given most tourist visitors will experience the town digitally
long before they will ever experience it physically, this is a critical area to get right.

Visit Cheltenham website ranks well currently; content and positioning could be stronger, as well as
links with partners across the town and region.

Weaknesses in the partnership infrastructure show up in fragmented and isolated digital practice.

In terms of authority, Cheltenham Racecourse is a brand of international significance; through its
website and through social media, it has access to a larger audience than all other Cheltenham-based
partners combined.

Cheltenham Festivals similarly dominate the cultural digital space, with its strong brands and network
of powerful influencers giving it ready access to a national online audience. But again, even in the
cultural sphere, the local venues and wider destination offer are missing almost entirely — yet they have
much to offer in terms of year-round traffic, traction and destination relevance and narrative.

The major cultural festivals do not link with other cultural festivals and events so there is no distinctive
year round festival and event positioning.

Will the UK staycation market continue — what are the relevant market trends to exploit or mitigate

against?

Extensive consultations across town
and sub-region, including Tourism
Partnership Group; Digital Audit
(technical study and visitor journey),
Creative Tourist 2015; Beyond
Staycation October 2015
VisitEngland; Domestic Leisure
Tourism Trends for the Next Decade,
December 2013 VisitEngland; Visit
Britain 2016 Forecast; International
Passenger Survey, Office for National
Statistics 2010-14
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Indicative recommendation.

Conduct a series of small, specialist digital audits to review SEO code, SEO content, links, social
media, email, mobile and seasonal trends for key websites.

Commit to establishing benchmark visitor data for the town, linking with partner research and
evaluation programmes and forward planning.

Work through the Tourism Partnership Group to build information and data sharing where possible,
including forward planning/programming — across public and private sector partners/networks.
Explore how lead partners can invest (very modest funds) in editorial on their websites that represent
their own offers better by promoting Cheltenham’s wider visitor offer (e.g. bespoke content, itineraries,
packages, for example The University of Gloucester’s ‘Discovering Gloucestershire’ webpage).
Continue to build trust across the Tourism Partnership Group to encourage sharing of digital

experiences/data and cross-promotional opportunities. Encourage more digital analytics as a group.

Campaigns.

Offer for UK markets: retail, the events programmes, food & drink (can be much more developed). “A
good day visit and as part of wider (Cotswolds) break.”

Offer for international markets (e.g. Germany, USA, Netherlands, plus Japan, China): a lot to offer if
promoted in the right way. Lot of traditional things to do, places to stay, good access. Quintessentially
‘English’. The heritage could be developed more creatively. Cotswolds as a whole punches under its
weight.

Hotels and accommodation (including rural camping and the emerging ‘sharing economy’ of AirBnB):
Cheltenham Races’ Little Diamonds website section of accommodation shows where capacity issues
exist at peak times.

There is a lack of targeted, aggressive proactive domestic and overseas marketing (and budgets).

Indicative recommendation.

Based on new market insights from benchmarked and shared data, agree UK and international

markets and target through targeted campaign and communications activity.

Extensive consultations across town
and sub-region, including Tourism
Partnership Group; Visit Britain
Market Insights; Inbound Tourism to
Britain’s Nations and Regions 2013
Visit Britain; Great Britain Tourism
Survey 2009-14 VisitEngland; Great
Britain Day Visits Survey 2011-15
VisitEngland; International Passenger
Survey 2010-14, Office for National

Statistics.
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AN OVERVIEW OF KEY CHALLENGES
& EMERGING OPPORTUNITIES

1. Ambition — being positive

Cheltenham can position itself as the culture & leisure hub of the
Cotswolds (this is not a strapline or campaign in itself), where cultural
venues and events combine with public realm, accommodation, food &
drink and retail to supply the fully-rounded, modern offer that independent

traveller markets look for — both domestic and international.

To do this, Cheltenham can:

— Secure its reputation as one of the must-go-to; get-out-of-the-
capital-quick destinations in the UK — synonymous with one of the
best known brands in UK tourism (Cotswolds);

— Get a bigger share of the 16m Cotswolds’ visitors, especially
short-break/extended stay (currently 82% are day visitors and
anecdotal feedback from the accommodation sector is that very
few guests stay for more than 2 nights — most stay only one);

— Be an essential ingredient for the Cotswolds offer, helping to

develop new markets;

— Be achallenger brand"" to Bath, Oxford and Stratford-upon-Avon
— less obvious and over-run, more intimate, personalised, bespoke

(all quality measures). In other words, for those in the know.

Extensive local consultation and analysis revealed that there is a shared
sense that this is well within the town’s grasp if addressed strategically.
Tourism is vital as one of the biggest economic drivers for the town
(alongside players like GCHQ and the University) — and that culture is the

main draw enhanced by specialist retail and promising local food & drink.

There are a number of areas that can be improved to realise a shared
ambition, across culture, festivals & events, use of public realm, hospitality,
retail, food & drink, marketing & digital, research and evaluation — all
contributing to building a strong, coherent and visible brand proposition for

Cheltenham.

2. Vision — being clear

A challenger brand is a product brand in an industry that is not the major
brand/market leader. The term denotes the fact that such companies have to
compete from a position behind the dominant player or leader in an industry. This
makes the process of marketing significant to attracting customers.
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Cheltenham requires a sharp and distinct offer to make an impact in a
competitive market. A strong brand vision and framework will supply the
clarion call, set the tone for change, and shape decision-making. It's not a
strapline or a logo, but it can be more contemporary and edgy (rather than
the local perception of being sleepy and laid back) whilst being true to
Cheltenham. A single, galvanising vision did not leap from the research,
but a number of insights did which this document will use to present a new

positioning for Cheltenham.

Creative brand development through the work of The Cheltenham Trust,
international fashion and style brand (Superdry™), and a nationally
regarded hospitality brand (The Lucky Onion Club) already start to reveal

how Cheltenham can project itself.
3. Strategic partnerships — being at the table

Cheltenham needs a progressive, strategic relationship with the Cotswolds
DMO and Marketing Gloucester. The role of GFirst LEP is less well-
defined, given their lack of focus on tourism to date since they devolved
direct tourism responsibilities. This will switch emphasis from
representation in tactical campaigns to joint strategic planning. This more
structured, transactional partnership approach will be central to the growth
of the visitor economy — who does/leads what, what activities are shared

etc. from planning to delivery.

Creative Tourist Consults: Cheltenham Tourism Outcomes Proposition, January 2016 — Final

Cheltenham’s distinct visitor offer will also be able to stand alone from
tourism partners — even the Cotswolds — but also contribute fully to the
richness of the county/sub-regional offer.

4. Planning - being focused

What are the priorities for making the visitor offer more market-ready?

Where are the quick wins, pilot or kickstarter projects?

Infrastructure presents challenges for the visitor welcome — car and coach
parks, bus stations/stops, location and staffing of Tourist Information
Centre (TIC) etc. These are not being ignored, with the Cheltenham
Transport Plan (focus on reducing town centre congestion) and

Cheltenham BID (attracting people to the town centre) examples of this.

The Cheltenham Trust is a new organisation, with a culture, tourism and
leisure remit that is necessarily evolving. Post-launch, a bold and
imaginative use of The Wilson’s collection and programme can build a
level of visibility and reputation in the region with peers and audiences

alike.

The Cheltenham Festivals are an established brand in their own right, and
are seeking to continue to connect more with the town’s offer, and
therefore as part of a year-round narrative rather than a series of stand-

alone events.
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Target markets for growth include:

Families, given the general family-friendly nature of the town. How
can families be better welcomed and catered for, reflecting its
status as the best place in the UK to bring up a family, and turning
day visits (e.g. to the Science Festival) into a longer stay? The
new Brewery facility will make a difference. So too will joint
planning with Gloucester where the family offer is more strongly

communicated.

Younger people are not only valuable as visitors but link to the
retention of graduates and attraction of a professional workforce.
The hospitality industry is actively working to make Cheltenham a
place where talented individuals can thrive and make careers
(resisting the pull of London, Birmingham or Bristol). The
University of Gloucestershire is a natural and willing partner to
develop, with potential ‘quick wins’ available with open days,
graduate days/shows, start/end of term/year when targeting VFR
(visiting friends and relatives), alongside longer-term contributions
to placve-making. The cultural and creative industries sector
provides further support: creating a place where creative and
innovative young people want to live, work and visit; creating more
space for engagement with culture; creating more space for
contemporary arts & culture to grow at the grassroots and become

part of the cultural ecology — and then attracting fresh talent?

5. Leadership — being ready to deliver

It is essential that there are clear roles and responsibilities for all lead
stakeholders — Cheltenham Borough Council, The Cheltenham Trust and
the Tourism Partnership Group, plus the sub-regional DMOs — to
accelerate activity, avoid gaps or duplications of effort, and build credibility

as the delivery vehicles for the town’s tourism.

The foundation for all of this is the Council, and their core role is to:

— Apply vision and set targets, with the requisite timeframes and
milestones;

— Monitor performance and ensure accountability based on clear
demarcation of roles across public and private sectors;

— Align internal Council activities, connected agendas (e.g.
economic development, health & wellbeing, transport), and
resources behind the strategy and deliver those with appropriate
partners;

— Help to facilitate partnerships across the town, and therefore
aggregate additional resources;

— Help to support the development of a consistent year round offer

beyond the impressive festival activity peaks.

There are other benefits to this approach:

— It opens up other networks and potential sources of resource;
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— It encourages new products and packages;

— lt creates a structure for widespread adoption of key (shared)

messages;

MAPPING THE MAIN AREAS OF FOCUS

The audit has revealed a strong consensus of informed opinion, both in
terms of where Cheltenham is now in relation to tourism, but also where it
could be looking five years ahead. This is represented by the following
Destination Wheel, now populated. The solid yellow line denotes the

current (late 2015) situation, and the dotted line charts the aspiration for

— It opens up new channels to the mix (e.g. University reach into
international markets, hotelier PR and media agencies).

how far Cheltenham can progress (by 2020) if it continues to work together
and build on the foundations now being laid through the Tourism
Partnership Group. This was developed through a series of workshops
with the Tourism Partnership Group and a Cabinet Members Working

Group.
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This clearly illustrates a number of strengths and areas where Cheltenham can focus to improve its destination offer and grow its visitor economy.
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Interpreting the Destination Wheel

1. Working Environment

a. There is a perceived lack of (articulated) vision, but a
strong sense that this is a straightforward process to
rectify this with the engaged partners.

b. Likewise, the collective will to address leadership is
prominent, not least as new organisations are now in
place including The Cheltenham Trust and Cotswolds
DMO.

c. The process behind this outcomes proposition is a clear
indicator that (shared) strategic progress is underway.

d. The town has a number of existing strong physical,
organisation and event assets that are recognised,
alongside the need to link them together more into a
single offer. Resources are limited, but again joint working
can start to attack that challenge.

2. Working Partnerships

a. Most of the partners the town needs to drive its visitor
economy are already ‘at the table’. More sub-regional
engagement will further enhance this, within a clear and
active structure and working to a clear vision.

b. There is a perceived opportunity to build on some of the

initiatives, whether bilaterally or as a wider group.

Creative Tourist Consults: Cheltenham Tourism Outcomes Proposition, January 2016 — Final

The Tourism Partnership Group is a fledgling body, but
could take this agenda forward rapidly if its role permits.
Cheltenham can do much more to use consistent
messaging across a wide range of town, partner and third-

party channels to convey the emerging offer.

3. Product Development

a.

The story that Cheltenham tells can be communicated
more boldly and creatively, but needs to retain its core
truths in terms of what the town and region has to offer.
Cheltenham has an impressive built environment — from
architecture to green spaces — and the packages and
programmes can continue to make more of them.

The programmed of festivals and events are very strong,
and a year-round calendar assessment can add further
layering and value to an offer already bursting with high-
profile events.

Cheltenham’s offer is well-known in some respects to
certain markets, but can be energised in others, as well as

being more consistently presented.
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4. Market Development

a.

Creative Tourist Consults: Cheltenham Tourism Outcomes Proposition, January 2016 — Final

Cheltenham does not have a hugely diverse set of target
markets, but can grow existing markets and develop
emerging markets more, especially when widening the
packages to include other locations like the Cotswolds.
The visitor welcome has had investment, but can be
further refined, informed by operational lessons from the
TIC for example. Gateways — both physical and digital —
can be uprated with some investment.

Communications have been relatively reactive and basic

in recent years, but this is starting to change. More

engagement, especially online, can accelerate this
process.

Campaigns are costly, and major events and regional
platforms (which Cheltenham can buy into) have been the
most active media campaigns recently, from paid search
advertising to the London Underground. Joint markets for

the region can inform cost-effective campaign activity.
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Developing — aligned outcomes proposition

A DISTINCTIVE VISION

This proposition is about making Cheltenham a more attractive and
dynamic place for residents and visitors alike. Cheltenham aspires to be
one of the UK’s most liveable cities, with residents and visitors inspired by
its culture, food, public spaces, education and the diversity and quality of

accessible experiences.

This report details how a more integrated year round visitor offer; a unified
presentation of Cheltenham as a distinctive, contemporary place; and
more effective delivery partnerships can help Cheltenham realise its
ambitions to become a highly competitive pre-eminent tourism destination

drawing in visitors, talent and would-be investors.

In support of those aims this strategy seeks to improve the quality, reach
and effectiveness of Cheltenham’s tourism offer to national and
international visitors, and to enable residents to better understand and

enjoy the richness of all that Cheltenham has to offer.

The strategy also seeks to be a vital foundation of wider economic
development efforts for Cheltenham and the surrounding boroughs,
enabling the key partners to come together in more effective working
structures that will allow them to compete successfully for the necessary

supporting investment vital to future product development and promotion.

Cheltenham’s vision is to create a tourism offer that is:

— Diverse — The range and quality of visitor experiences accessible
from Cheltenham is second to none in the region.

— Differentiated — Cheltenham is recognised and promoted as the
cultural hub of the Cotswolds — a distinctive, welcoming, and
captivating place.

— Dynamic — An enriched, joined up, culture-led tourism-friendly
offer driving visitor growth, economic success and a sustainable

cycle of ongoing investment.
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OUTCOMES PROPOSITION

The timeframe starts from the 2016-17 financial year, but some activity

may begin earlier, subject to funding confirmation. This is developed in the

Action plan along with allocation of lead roles.

Primary outcomes

Working environments

Cheltenham’s visitor
economy is
strategically and
sustainably developed

and supported.

Primary outcomes

Partnerships are active
and dynamic in driving

the vision and delivery

Secondary outcomes

There is a leadership and management model in place for
Cheltenham tourism development and delivery.

Core tourism development activity is invested in to support the
strategic partnership process.

Cheltenham is fully integrated into the planning of future local
aligned strategies, and regional Destination Management Plans
(DMPs), notably the Cotswolds.

The role, responsibilities and authority of the Tourism Partnership
Group in the context of strategy and delivery is defined as a new
Tourism Task Force.

Tourism activity is managed and coordinated, developing systems
that support the strategy, coordinate partnership building and lead

tactical delivery, review and forward planning.

Secondary outcomes

A series of clear, detailed partnership (transactional) agreements
with key partners have been created that have a strategic and

tactical impact on tourism management, development and

Creative Tourist Consults: Cheltenham Tourism Outcomes Proposition, January 2016 — Final

Measure of success

Implement tourism outcomes proposition; increase in director-level
and partnership communication and engagement.

Increase capacity by creating capacity through a role as hub for
activity.

Integrate and manage tourism plans within Council depts.; increase

in director-level and partnership communication and engagement.

More regular Task Force and sub-group activity, with updated roles

and targets.

Increase information sharing; improve decision-making; more

partners joining.

Measure of success

Increase in shared activity across research, investment, planning.
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for tourism in
Cheltenham.

Primary outcomes

performance.

All partners are invited to adopt a process akin to a simple
memorandum of understanding.

Commercial businesses are worked with to encourage their
involvement, e.g. retail, hospitality, tour operators, attractions, DMOs
etc.

A formal dialogue is developed with the University of Gloucestershire
to explore market, research and product development opportunities.
The opportunity to relocate Cotswolds DMO to Cheltenham is
explored and progressed.

The commitment to sustainable, accessible tourism is maintained.

Secondary outcomes

Increase understanding and applications of contributing roles.

Increase in communications, campaigns, packages and products

that include private sector involvement.
Increase in University involvement in general tourism programmes;
new initiatives and pilots developed.

Establish a Cheltenham base for the DMO (subject to fit).

Improve environmental impact; attract green tourists.

Measure of success

Refine and enhance
Cheltenham'’s offer

for visitors.

An analysis of the cultural and major events, packages and itineraries
offer provides insight through a gap analysis for year-round product

development opportunities.

The tourist information centre (TIC) function at The Wilson and online

is developed.

There is a positioning for Cheltenham that both complements the
Cotswolds offer and stands alone for the town as a day visit and
short-break destination.

Target markets are researched, informing product packaging

Creative Tourist Consults: Cheltenham Tourism Outcomes Proposition, January 2016 — Final

Create new quality-managed products and packages (from all
partners); present year-round programme offer; increase in
formative evaluation to assess new product/event proposals; better
application of shared resources; new investment from other sources
to support product development.

Increase in volume of visitor traffic (in person and online); improve
visitor experience on site and online; increase cross-selling and
information provision with attractions/partners.

Increase and improve market awareness and understanding;

increase in visitor numbers and spend.

Increase in engagement with products and communications from
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Primary outcomes
Grow the visitor
economy through
targeted marketing
communications
programmes &

systems.

Creative Tourist Consults:

development.

There is more regular branded stakeholder (B2B) communications to
the wider travel trade market, carrying news of tourism development
and the evolving Cheltenham offer.

The brand positioning is applied to an updated visitor welcome online,
offline and across town and its channels to market, working with
partners to develop understanding, skills & messaging.

There are key itineraries published and promoted that target priority

market segments, as part of a tourism content strategy.

Secondary outcomes

The digital infrastructure is designed and built to effectively manage

sector communications across all platforms.

There is a strategic approach to data capture and management, from
research to campaign, connecting regional, national and international
advocacy, media and stakeholder channels.

Cheltenham targets national and international tourism and specialist
media to profile the town’s offer.

A shared calendar of major events, exhibitions, and activities is in use
and up-to-date.

There is a simple framework for reporting and sharing market and
research data, campaign evaluation data, online metrics, idea

generation and planning.

Cheltenham Tourism Outcomes Proposition, January 2016 — Final

target markets; visitor numbers increase (infers increase in spend).
Increase in B2B engagement; increase in trade media coverage;

increase in partner/third-party use of content.

Increase stakeholder adoption; increase brand recognition; better
consistency of use; increase third-party adoption.

Increase in usage of itineraries; increase in online traffic/download;

increase in visitor numbers.

Measure of success

Increase online traffic, engagement and bookings; increase data
capture, increase market insight; increase sales conversion and
cross-selling; higher SEO; increase user generated content.
Increase data capture, improve partner engagement; increase joint
promotional opportunities; increase media coverage; increase user
generated content; improved success rate in funding bids.

Increase media coverage; more accurate (‘on message’) coverage.

Reduce event clashes; reduce competing funding applications;
increase cross-promotions and packages.
Increase (joint) promotional opportunities; improved market insight;

more accurate planning; improved success rate in funding bids.
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NOTE ON THE CASE FOR INVESTMENT
The National & Local Landscape — Place-Making and Co-Investment

This tourism strategy is incredibly timely for Cheltenham, the GFirst LEP,
and other local and national development partners. An appropriately
supported tourism strategy for Cheltenham can create significant co-

investment opportunities over the next three years.

The most recent Spending Review settlement contained encouraging
news for the tourism sector. The Chancellor committed an extra £40
million for English tourism to help visitors discover our hidden gems, as
well as our crown jewels, beyond London. Furthermore, the Chancellor
has also confirmed that the GREAT campaign will continue, with an

increase of funding to £60 million a year.

However, VisitEngland will be subsumed back into Visit Britain and it is too
early to know what impact that will have on destinations being able to

access resources, support and partnering in campaigns.

Destination Management and Marketing Organisations across the country
are either disappearing or restructuring as public funding sources of
income decrease. All DMOs are being expected to deliver more for less
and many are looking at developing new business models less dependent
on public sector funding and more commercially focused. For example
Cambridge has just launched (January 2016) a new Destination Marketing

Organisation - Cambridge & Beyond - with a completely commercial model

Creative Tourist Consults: Cheltenham Tourism Outcomes Proposition, January 2016 — Final

and no public funding.

The Department for Culture, Media and Sport is currently in consultation

with regards to a new White Paper for Culture around four key pillars:

— Places: how culture brings together communities across the UK

— Funding: building financial resilience in cultural organisations and new
funding models

— People: how people engage with culture and how to ensure everyone
can access and experience culture

—  Cultural Diplomacy: Working with cultural organisations to promote

Britain abroad

There are also growing opportunities to deepen collaborative efforts with
the GFirst LEP within the burgeoning devolution agenda being
encouraged by the Government. The Gloucestershire Growth Deal (worth
£62.5 million) announced last year, has the ambition to ‘create a quality of
working life recognised as the best in Europe’ as one of its priorities. This
tourism strategy has framed its targets in ways that will enhance the life of

residents across the region, helping to attract and retract talent.

The role of all the partners in delivering this tourism strategy is to ensure
that Cheltenham works effectively with, and makes powerful investment

cases to, its local and national development and investment partners.
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This tourism strategy has therefore been designed to help the accountable

delivery group to broker partnerships, and source investment so that:

— Cheltenham can become a recognised tourism jewel beyond
London.

— And make a fuller contribution to LEP-led growth within the region
by promoting Cheltenham as a vibrant and coherent example of
place-making at its best, constantly refreshed, contemporary and
vibrant. A compelling place to work, live and visit.

— Cheltenham has the potential to significantly increase its
contribution to the wider region’s visitor economy through job

creation, tourism spend and national and international profile.

Creative Tourist Consults: Cheltenham Tourism Outcomes Proposition, January 2016 — Final

The ability to create a robust case for investment, whether for
established funding sources or new funding opportunities via the
public and private sectors, will rely on strong evidence of growth
potential. As tourism is a cross-cutting theme it can, through effective
partnership working, leverage resources from different sectors, but
only if it can demonstrate measurable impact. This requires up-to-date
research data that is as integrated as possible into aligned

programmes, such as economic development.

Until Cheltenham has undertaken an assessment of its cultural assets
across a calendar year and developed a cohesive strategic approach

to its brand development and research, it will be difficult to know what
Cheltenham needs additional resources to support and therefore

which potential investment routes are most appropriate.
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Delivering — an action plan

This section takes the identified outcomes forward into a series of outputs (actions) that will support the achievement of the outcomes. They

have guidance costings where possible.

ACTION PLAN

The timeframes assume costed actions will begin from the 2016-17 financial year. Some outputs may be started prior to this, and priority actions are in bold.

Baseline data predominantly identifies the measures, as benchmark data generally does not exist. A priority in the next 12 months will be to set meaningful

performance targets. The investment implications are not intended to be solely secured from Council resources, but drawing creatively from the wider

partnership, including in-kind resources. It is also important to state that the collaborative approach will make new sources of funding possible, and new

sources of funding and applications are factored into the framing of this action plan.

Working environments

Cheltenham’s visitor economy is strategically and sustainably developed and supported.

There is a leadership and Confirm Council as strategic

management model in place | lead for 2016.
for Cheltenham tourism

development and delivery.
Core tourism development
activity is invested in to to drive the programme
support the strategic forward.

partnership process.

Recruit additional capacity

Approved in N/a Apr-Jun 2016
Cabinet and

Tourism Task

Force.

Successful N/a Apr-Jun 2016

recruitment of

postholder.

Creative Tourist Consults: Cheltenham Tourism Outcomes Proposition, January 2016 — Final

Council, Place &
Economic

Development

Council, Place &
Economic
Development;

Tourism Task

N/a

£16-20k pa initial
fixed-term contract;
2-3 dpw (further

assessment
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Cheltenham is fully
integrated into the planning
of future local aligned
strategies, and regional
Destination Management
Plans (DMPs), notably the
Cotswolds.

The role, responsibilities and
authority of the Tourism
Partnership Group in the
context of strategy and
delivery is defined as a new
Tourism Task Force.
Tourism activity is managed
and coordinated, developing
systems that support the
strategy, coordinate
partnership building and
lead tactical delivery, review

and forward planning.

Confirm Director level
management of tourism and

oversight of Task Force.

Update remit and participant
roles & responsibilities;
Connect with Development

Task Force.

Establish partnership
communications and data

management framework.

Cheltenham
features in regional
and national
statutory tourism
plans

Effective
contributions from
Tourism Task
Force in supporting

outcomes.

Established
databases and
communications
activity to agreed

volume.

Cheltenham By end 2016/17

references in

plans.

N/a Apr-Jun 2016
Not yet in From Jul 2016
existence.

Creative Tourist Consults: Cheltenham Tourism Outcomes Proposition, January 2016 — Final

Force

Council, Place &
Economic
Development;
Tourism Task
Force

Council, Place &
Economic
Development;
Tourism Task

Force

Council, Place &
Economic
Development;
Tourism Task

Force

required)
N/a

N/a

N/a
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| Working partoerships | | | | |

Partnerships are active and dynamic in driving the vision and delivery for tourism in Cheltenham.

Outcome Action Measure/target Baseline (data) Timeframe Lead/support Est. cost/source
A series of clear, detailed Negotiate clear terms where Clear agreements Not yet in 2016/17 Council, Place & N/a
partnership (transactional) required with lead partners signed-up to; existence. Economic
agreements with key (see Addendum F/G). Effective Development,
partners have been created operational Tourism Task
that have a strategic and relationship and Force; Cotswolds
tactical impact on tourism communications. DMO, The
management, development Cheltenham Trust,
and performance. Marketing
Gloucester, GFirst

All partners are invited to Update and align Tourism TPG reforms as Not yet in Apr-Jun 2016 Tourism Task N/a
adopt a process akin to a Partnership Group (TPG) remit | Tourism Task existence. Force
simple memorandum of with Development Task Force Force; Develops
understanding. model. roles to respond to

outcomes

proposition.
Commercial businesses are | Task the Tourism Task Force Progress of N/a From Jun 2016 Tourism Task N/a
worked with to encourage to proactively develop this agenda; possible Force
their involvement, e.g. retail, | objective, with clear chairing. pilot activity/
hospitality, tour operators, involvement in
attractions, DMOs etc. communications &

campaign activity

in 2016/17.
A formal dialogue is Instigate direct engagementto | Progress of N/a From Jun 2016 Tourism Task N/a

developed with the

develop a shared agenda of

agenda; possible

Creative Tourist Consults: Cheltenham Tourism Outcomes Proposition, January 2016 — Final

Force
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University of Gloucestershire
to explore market, research
and product development
opportunities.

The opportunity to relocate
Cotswolds DMO to
Cheltenham is explored and

progressed.

The commitment to
sustainable, accessible

tourism is maintained.

Product development

potential development

opportunities.

Progress formal negotiations
with new Director, Cotswolds
DMO regarding relocation.

Ensure sustainable tourism is
embedded in all programmes

and planning.

Refine and enhance Cheltenham’s offer for visitors.

Outcome

An analysis of the cultural
and major events, packages
and itineraries offer provides
insight through a gap
analysis for year-round
product development

opportunities.

Action

Commission detailed gap
analysis of cultural & major
events to identify market
opportunities, partnership-
wide resources and support
year round programme

development.

pilot activity in
2016/17.

Final decision
reached;
Relocation
instigated if that is

decision.

Evidenced and
referenced in all

aligned strategies.

Measure/target
Comprehensive
mapping of current
offer; specific ideas
and opportunities
identified for

development.

N/a

N/a

Baseline (data)
Basic mapping as

starting point (The

Cheltenham Trust).
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By Sep 2016

By Sep 2016

Timeframe
Apr-Jun 2016

Council, Place &
Economic
Development,
Cotswolds DMO;
The Cheltenham
Trust

Council, Place &
Economic
Development;
Tourism Task

Force

Lead/support
Council, Place &
Economic
Development;
Tourism Task

Force

Potential setup
support (IT etc.)

Est. cost/source
£3k if sourced

Report should cost

options where

possible.
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The tourist information
centre (TIC) function at The
Wilson and online is

developed.

There is a positioning for
Cheltenham that both
complements the Cotswolds
offer and stands alone for
the town as a day visit and

short-break destination.

Target markets are
researched, informing
product packaging

development.

There is more regular
branded stakeholder (B2B)
communications to the wider
travel trade market, carrying
news of tourism
development and the
evolving Cheltenham offer.

The brand positioning is

Redesign the TIC into a true
TIC - physical provision and
presentation on site
(signage, layout,
fixtures/fittings), with
appropriate updating online,
through staff training etc.
Commission new content to
articulate the (cultural)
tourism narrative. This
would create new, useable
assets — a clear positioning,
core messages for partners
to adopt.

Working with Cotswolds DMO,
build more market intelligence
digest on target markets to
inform planning and
campaigns.

Schedule e-communications,
generating news and

promotional content.

Explore options for culture &

Completion to brief,

time and budget.

Launch and
adoption of brand
assets by partners,

media, region.

Research digests
for all existing and
emerging/new

markets.

Travel trade sector

engagement levels.

Visitor experience

Usage levels
(online, on site),
visitor experience

ratings

N/a

Not yet in

existence

See Cotswolds
DMO

Not yet in
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Apr-Jun 2016
planning
Jul-Sep 2016
commissioning
Oct-Dec 2016
upgrade

Jun-Sep 2016

Jun-Sep 2016

From Jun 2016

Sep-Dec 2016

The Cheltenham
Trust; Council,
Place & Economic

Development

Council, Place &
Economic
Development;
Tourism Task

Force

Council, Place &
Economic
Development;
Tourism Task
Force

Council, Place &
Economic
Development;
Tourism Task

Force

Council, Place &

£5-8k redesign &
build
Training tbc subject

to sourcing

£3-4k narrative

If not in-house,

research

commission £3-6k

£1k mail/database

management

N/a
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applied to an updated visitor | tourism concierge programme/ = and propensity or existence. Economic

welcome online, offline and training to uprate visitor return visit and/or Development; (Guideline £5-8k
across town and its welcome across attractions, recommend rating Tourism Task training, £2-4k
channels to market, working | hospitality, guides etc. (benchmark Force annual

with partners to develop survey). maintenance)

understanding, skills &

messaging.

There are key itineraries Commission a short series Number of itinerary | Not yet in Oct-Dec 2016 Tourism Task £2-3k itineraries
published and promoted that | of visitor itineraries products launched, @ existence. first batch Force; The

target priority market (connecting the town’s downloaded/ Cheltenham Trust

segments, as part of a visitor offer, including with distributed.

tourism content strategy. the wider region), to form

the foundations for travel
trade communications and

consumer-facing packages.

e N e T W—

Grow the visitor economy through targeted marketing communications programmes & systems.

Outcome Action Measure/target Baseline (data) Timeframe Lead/support Est. cost/source

The digital infrastructure is Commission digital Online traffic, Not yet in Apr-Jun 2016 Tourism Task £12-15k website

designed and built to infrastructure development, engagement and existence commission Force; The (subject to scope)

effectively manage sector notably for visitcheltenham bookings; Data Jul-Sep 2016 Cheltenham Trust;

communications across all website including basic capture volume, delivery Cotswold DMO £2-4k CRM

platforms. CRM (database, analytics Market data; Sales (subject to software
and e-communications). conversion and needs)

cross-selling; SEO;

Creative Tourist Consults: Cheltenham Tourism Outcomes Proposition, January 2016 — Final 52

G¢T obed



creativetourist report.

There is a strategic
approach to data capture
and management, from
research to campaign,
connecting regional, national
and international advocacy,
media and stakeholder

channels.

Cheltenham targets national
and international tourism
and specialist media to

profile the town’s offer.

A shared calendar of major
events, exhibitions, and

activities is in use and up-to-

Commission updating of the
audio-visual assets for the

town.

Schedule review to consider
further digital audits
Commission evaluation and
research framework (to
dovetail with Cotswolds
DMO developments) to
create benchmark/baseline
data.

Review need for digital
communications role after
12 months (linking to previous

secondary outcome)

Develop and cost a brief for
PR campaign(s), either
through partner DMO or
independent agency. Create
basic media monitoring
function.

Create market-ready
programme calendar and

clash diary planning function.

Keyphrase search;
Connections to
core sites; Visit
duration; User
generated content
volume.
Benchmark survey
data established;
Data capture
volume; Partner
engagement and
joint promotional
opportunities;
Media coverage;
User generated
content volume;
Success rate in
funding bids.
Equivalent
advertising value
(EAV) in target

media publications.

Event/promotional
clashes; cross-

promotions and

Not yet in

existence.

Not yet in

existence

Not yet in

existence.
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Apr-Jun 2016
framework
Jul-Sep 2016

research

From Sep 2016

From Sep 2016

Tourism Task
Force; The
Cheltenham Trust;
Cotswold DMO

Tourism Task
Force; The
Cheltenham Trust;
Cotswold DMO

Tourism Task
Force; The

Cheltenham Trust;

£3k new image

bank content

£3k new video
content
commission
£3-5k for research
framework;
£10-15k initial
research (annual
roll-out with lower

costs)

In-house/£6-10k
campaign;
£0.5-1k pa

monitoring

N/a
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date. packages. Cotswold DMO

There is a simple framework | Create template for data Reports, digestsin = Not yet in From Sep 2016 Tourism Task N/a
for reporting and sharing sharing and reporting within circulation and use. | existence. Force

market and research data, Tourism Task Force, at least

campaign evaluation data, quarterly.

online metrics, idea

generation and planning.

This action plan is necessarily focused on the first 12-15 months of activity, and the outcomes and lessons from this period will inform an updated 2017-18

action plan and so on. A number of areas require further exploration, secured funding and an iterative approach to planning and development.

Creative Tourist Consults: Cheltenham Tourism Outcomes Proposition, January 2016 — Final
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Addendum

A. CASE STUDIES

Bristol & Bath

— a tale of two cities working together to grow their markets

-
llluminate Bath, Pulteney Weir, Bath Festivals

— Two very distinctive destinations working together for the first time in
relation to cultural tourism — understanding the vital role of culture for
place-making.

— One is known for heritage tourism, the other for culture, but Bristol was

still not maximising its cultural tourism potential for weekend breaks,

Creative Tourist Consults: Cheltenham Tourism Outcomes Proposition, January 2016 — Final

and Bath'’s tourists were missing out on a wider cultural offer,
especially outside the main season.

There was a lack of coordinated working, so cross-city networks and
partnerships were set up, and working groups with a central
coordinator (supported by Arts Council England Cultural Destinations
funding). At the heart of this is two destination management
organisations working closely together for the first time in many years.
They have reassessed what their key messages are, as they were not
telling their unique stories as well as they could be — e.g. Bath was
dominated by Roman history and Jane Austen, but has more to offer
including a more contemporary cultural offer; and Bristol is more than
Banksy, Aardman and maritime heritage.

New research revealed that visitors were not aware how close the two
destinations are to each other and how easy it is to travel by rail
between the two.

Working together, they have been able to create complementary not

competitive offers, adding value to each other’s offers and packages.
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— They are focusing on becoming more joined up across: cultural — Planning now extends beyond the immediate funding cycle, as they
programming; visitor welcome and information provision (joint training have accepted the longer-term benefits of collaborative working as a
programmes, volunteer management); approach to target markets, e.g. fundamental pillar to their tourism activity.

China; marketing campaigns; partnerships between the cultural and
tourism sectors, e.g. transport providers.

— They are up-skilling re: digital communications and systems, including
optimising websites, social media, ticketing from tracking to
conversion, online campaigns.

— Together, they have been leveraging additional investment, e.g. LEP,
to create a dynamic media bank (images, audio, video footage shared
across the cities).

— They are testing out joint initiatives, e.g. Bristol & Bath Art Weekender,
through building on the strengths of the existing offer (Bristol Art
Weekender previously existed) and developing new product.

— A new, shared focus is highlighting opportunities and creating targeted
campaigns to support, e.g. Bristol 800 (which includes events with real
pulling power for tourists).

— They recognised a gap in market insight, and are investing in research
and evaluation to create benchmark/baseline data and put in place a
tailored cultural tourism research and evaluation framework to inform
long-term planning and delivery.

— The two cities are working together to target national advocates, e.g.

VisitEngland, Visit Britain, Arts Council England, local authorities, LEP.

Creative Tourist Consults: Cheltenham Tourism Outcomes Proposition, January 2016 — Final 56

6¢T abed



creativetourist report.

Chester was taking its heritage assets for granted, recognising their intrinsic

— a city striving to keep ahead of newcomers place-making value but not doing enough to make them relevant or to

s

match modern visitor expectations.

— The net result was ultimately a disappointing experience for residents
and visitors and a drop-off in economic impact and wider inward
investment.

— The city partners came together under a collective One City Plan,
which set out a framework to celebrate the city’s strengths and shape
the type of city Chester aspired to become through determined growth

and focused action.

— The single strategic plan recognised that many partners have a role to

play in Chester’s evolution and implementation, and it supplied the

clear leadership needed to coordinate both the public and private

— Chester has a rich culture and heritage — a walled city, Roman sectors so that Chester could regain a sense of purpose and a strong

heritage, mediaeval galleries, one of the world’s oldest racecourses, a identity.

major Cathedral, early industrial architecture, the country’s largest zoo, —  Culture, heritage and tourism have played a central role in the vision.

and the River Dee and Shropshire Union Canal running through the When considered together, they would provide a historically distinctive

heart of the city. It is compact and walkable, and within reach of but ultimately contemporary offer and place-narrative. A cultural

Manchester, Liverpool and Snowdonia National Park. . . . .
masterplan and heritage asset review for Chester is now in progress —

— Chester was a tourism jewel for the North West — an accolade with major capital investments planned alongside a review of how

however, that the city, around 10 years ago, recognised was cultural heritage assets are used for the social and economic life of the

increasingly beyond its use-by-date. Manchester and Liverpool are city.

now competitors as much as markets. — Chester provides unique settings for events that show off the strengths

— Chester was under-utilising and neglecting the very assets it needed of the city. An annual outdoor theatre and music programmed —

to protect to hold position in a changing and evolving marketplace. It Chester Presents — has demonstrated levels of demand to justify
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additional investment. A new cultural centre is in development and the York
cultural experience is beginning to extend to its streets, squares and — waking up to a new competitive landscape
open spaces.

— The One City Plan supports the strategy for public art and an
increasingly established programmed of regular events and festivals
are helping animate the public realm and create bustling, lively and
diverse spaces in amongst the city’s shopping, civic and historic
destinations during the day and into the evening to grow the nighttime
economy and encourage longer dwell-time. These are being

coordinated through a new Events and Festivals Board.

— The Chester approach is ambitious and focused, with a real interest in

S g
" e - i

ensuring the cultural heritage assets are fully harnessed to create a York seeks to bring its diverse offer together throgh quiry campaign,

liveable, visitable modern city.

— Inthe 1990s, York ised that it bli d privat t t
— In 2007 tourism was bringing in 8.4 million visitors to Chester, who nihe S, Yorkrecognised that Its public and private Seclor assets

spent approximately £500 million in the city. and organisations could work much more effectively together in light of

) ) . increasing short-break competition from emerging tourism city
- In 2014 Marketing Cheshire announced at the Annual Visitor Economy o . .
] ] ) ) destinations including Newcastle, Leeds and Manchester.
Conference that the city has since then seen an average increase in

- . — Their soluti t t Iti- rt hi h —th
visitor numbers of seven per cent year-on-year, and overall 23% since elr sollfion was fo create a mufi-agency parinership approac ©

2009. In 2014, 31 million people visited Chester with spending among First Stop York strategy — that included the City Council, Tourism

tourists said to have increased to £1.6 bn. Bureau, county tourist board, Chamber of Commerce, hospitality
associations and attractions group amongst others.

— The aims were focused on maximising the economic and employment
advantages of tourism in York to the benefit of businesses, employees,

residents and visitors. Due to a lack of market insight alongside the
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partnership model, four programmed strands emerged from strategic

discussions:

o

Understanding the customer — commissioning visitor and -

potential visitor interviews to establish the characteristics and

attitudes of visitors, to inform partners with their targeting and

marketing. -

The quality of what York offers — a comprehensive audit of
year round events, identifying gaps and suggesting creative
development, which led to new events including a Viking
Festival, and a Food & Drink Festival, and encouraged new
nighttime economy initiatives, IT improvements for booking
systems, a visitor management action plan, better tourist
signage, trails and visitor information patrols. A series of
training courses were identified to improve visitor services
Customer-focused Marketing — new research informed UK
target markets focused on London/South East (pre-family
adults) and over 55s from Scotland. International priority
markets became the USA, Norway, Ireland. A PR campaign
was developed and campaigns with rail providers were also
developed (which boosted rail visits by 56%). The business
market (MICE) was refreshed.

Strengthening the Partnership — project groups took forward
elements of the First Stop York strategy, enabling wider and
deeper participation by local businesses. Funding sources

were broadened due to the breadth of the partnership, and
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residents were involved via a Residents First Weekend and a
mutually beneficial resident/visitor calendar of events.
Growth was gradual, but tourism-generated revenue between 1997-
2002 was estimated to have risen by approx. 20% (£244.4m to
£292.9m) with hotels seeing the biggest benefit.
The recent floods will of course require a fresh focus, but the latest
tourism guide very clearly positions York through its cultural offer first,
then in relation to its heritage and sport offer, and focusing on the
breadth of city based festivals (see below for a link to York's 2016
visitor guide).
http://issuu.com/visityork/docs/visit_york_destination_guide_2016?mc
_cid=6a8af1f7fd&mc_eid=dcd8182039.
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Norwich

— using culture to reposition its image

rfolk and Norwich Festival.

e o

Rol;ert VVI/SOI’) ’s Walking,

parf of No

— Has a ‘good to go’ year round cultural offer, which it now articulates
(not just its signature events) with particular breadth and depth in the
performing arts: music, literature, theatre (most successful commercial
theatre outside London), outdoor performance, and growing visual arts
offer. This summer Norwich hosts the British Art Show 8, as one of
four selected UK cities hosting this major visual arts event.

— Norfolk and Norwich Festival acts as a flagship event but is supported
by a mix of small to mid-scale festivals across art forms (e.g.
performing arts, visual arts, literature, heritage, film) across the
calendar.

— They have a particular strength in Writing and Literature, drawing on
its heritage (Julian of Norwich, 12th Century), an internationally

recognised writing course at University of East Anglia, the New Writers’

Creative Tourist Consults: Cheltenham Tourism Outcomes Proposition, January 2016 — Final

Centre (currently going through a major capital development for a
purpose built centre), a Literature Festival, and UNESCO City of
Literature status.

The strong and distinctive built heritage adds to sense of place with an
attractive mediaeval core at the heart of a walkable city.

A major international heritage programmed has evolved, with partner
city Ghent and supported by European funding, to develop new ways
of working to promote the ‘Norwich 12’ (major heritage buildings) and
international collaborations. Increasingly opening up these heritage
sites for creative use by cultural events and festivals, independent
promoters, local food and drink providers and this has transformed
their visitor/user base.

Independent boutique retail in the Lanes is supported by all major high
street brands nearby. A growing independent food and drink offer is
creating further distinctiveness and profile for local produce and
delicacies.

Analysis revealed a lack of good quality accommodation in the city
centre, so now new boutique hotels and B&Bs are being developed.
Norwich suffered from misconceptions around image, primarily
associated with the success of Steve Coogan’s Alan Partridge fictional
character, but took a proactive approach and even hosted a premiere
of the feature film Alan Partridge: Alpha Papa (2013).

They seek out and work with high profile ambassadors with local
connections, e.g. Stephen Fry, Delia Smith, to support major bids such
as UNESCO City of Literature.
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- Though the city was unsuccessful in bidding to host the first UK City of Festival No.6, Portmeirion
— animating events for place-making

Culture, it used the process to galvanise new partnerships and ways
of working (locally and regionally), resulting in a successful bid to
become UNESCO City of Literature which has in turn contributed
towards the development of the New Writers’ Centre capital project.

— It can be difficult to access Norwich from outside the county due to
limited road and rail connections, but it does have an international
airport and rail links to London are improving, with new additional
investment to rail networks announced recently.

— A visitor welcome training initiative was set up and delivered targeting
front of house, visitor services staff and taxi drivers resulting in more
informed advocates for the city’s offer.

— Norwich is part of the Norfolk and Suffolk cultural tourism initiative that
received Arts Council England and New Anglia LEP funding following
work completed by Creative Tourist to help them to make the case for

investment to partners.
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The location at Portmeirion is used as a source of inspiration not a
backdrop, from the architecture and vision of Sir Clough William Ellis
to the arts and cultural history of the village. This led to arts and
culture being central to Festival No.6 alongside the more expected
music programmed. The audience responded.

With over 10,000 very active festival goers over four days, over 1,000
staff and performers deliver the event. It now attracts a pan-regional
audience (Wales, North West, West Midlands), but also significant
numbers nationally, not least from the London media. Critical reviews
are a major part of the marketing communications strategy, building on
digital/social platforms from festivalgoers.

The festival books up a host of accommodation in the surrounding
area including independent hotels.

Festival goers then book up most (if not all) local B&Bs and hotels in a
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30-minute radius. _

— Taxi companies, restaurants, cafes and local shops are engaged, and
do see a huge rise in business that week.

— The feedback they have received from residents shows that the area
is grateful that the festival has brought international talent and the

festival experience to their doorstep, and also thankful for putting the

area in the spotlight and introducing thousands of new people to the -

delights of Portmeirion and the surrounding area.

— Festival No.6 endeavours to use local suppliers as they have
extensive local knowledge, it reduces transport costs, has less of an
environmental impact and of course benefits the local area.

— Festival No.6 has clearly defined itself as a major fixture of the UK
festival season and carved out a niche in a crowded market. The
location of Portmeirion is a huge initial attraction, but it is the way the
festival makes the village come alive as a series of unique venues for
one-off performances and collaborations, which makes it unique. It
makes festival goers feel like they have escaped to a fantasy
wonderland for the weekend, leaving the drudgery of modern
life behind.

— They have developed very clear key messages through their brand
positioning — a festival like no other in a place like no other — which is
backed up by the visitor experience, right down to the use of language,
which is open, confident and fun (they offer a bespoke banquet rather

than a wide variety of events for example).
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Festival No.6 does not need to create secondary festivals to carry new
messages or product. Instead it builds on the brand and recognises
that people like more than one thing. So the current festival mixes
music genres with arts, families & kids, food & drink, theatre &
spectacles, talks, cinema, comedy, processions, parties, literature,
walks, spa, nature, outdoor sports & leisure...

“Festival No.6 imbues the village with Clough’s spirit and brings the
place to life in a way no other event could ever achieve. Clough would
give you five stars, and so do we.” Robin Llewellyn, MD of Portmeirion,

grandson of Sir Clough William Ellis.
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Nantes -

— culture & creativity reinvigorates an urban centre

i« y THE MARINE WORLDS CAROUSEL

Nantes returns to the sea for inspiration in its marketing.

Once a declining city, Nantes has successfully used culture as means

of dramatically and playfully reinvigorating itself with both residents -
and tourists.

From the main dock closure in 1987 an extraordinary city regeneration

began — to develop Nantes as a creative centre, and use that creativity

in the city’s branding. Over the last 20 years, Nantes has turned itself

around to become one of France’s top 3 cities for economic growth

and demographic development. Its 300,000 inhabitants are estimated

to grow 100,000 by 2030 and with 2 out of 3 inhabitants under 40

years old, Nantes is one of the youngest urban areas in France and a -
leading economic area in Western France, supporting 25,000

companies and 275,000 jobs.
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Creative and cultural industries, have played a major part in this
revitalisation, with the city partners committed to what it delivers to
quality of life and social cohesion as well as tourism. In 2006 Nantes
was acknowledged as having the best quality of life in France.

Les Machines de I'lle — a giant, mobile fairground and creative
workshop — has transformed 337-hectares at lle de Nantes. These
huge iron, concrete and steel warehouses build on Nantes heritage
through Jules Verne’s stories and the city’s technological and
engineering past, and is now a year round visitor attraction, adapted
across the seasons (ice shows in winter for example).

In early 2010, the project moved into its current phase. The decision to
merge the Nantes Tourist Office with the cultural department created a
new initiative dedicated to developing tourism in the Nantes
conurbation: Le Voyage a Nantes — The Journey To Nantes.

Le Voyage a Nantes is a new way of experiencing the city — a cultural
walk or journey — that is both the marketing campaign and concept, as
well an actual experience, bringing together the new offer with the
city’s heritage, in a coherent cultural tourism narrative for the city. At
the same time, it looks beyond its immediate city boundaries via a
large scale public art programme first launched in 2007 which links the
town to the sea at St Nazaire 60km miles away, with boating, walking,
cycling and accommodation packages.

It hasn’t set out to expressly engage high spending or fashionable
visitors to Nantes — far from it, but it still aims to deliver the best

cultural and visitor experiences that it can. 50,000 local residents

63

o¢T abed



creativetourist report.

engage as active volunteers and in 2012 Nantes saw a 25% rise in Southport
- reinventing the cultural image of a resort town

visitors, welcoming 2m tourists who in turn generated €48m (€9.1m
more than the previous year).
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Southport’s tourism offer and how the town is developing is key to
making a viable visitor destination and thereby generating economic
growth and social benefits for the wider community.

Southport, as one of England’s historic coastal resorts, continues to
attract millions of visitors each year. The town has managed to
reverse its fortunes in recent years, re-inventing itself as a successful
conference and golfing destination, allied with a major programme of
popular and cultural events to extend the season and attract new
visitor demographics. Visitor spending rose from £153m in 2000 to
£254m in 2006 (STEAM data) and town conferences annually average
circa 70,000 bed nights. Further boosts came on the back of
significant private sector investment in conference, hotel
accommodation and leisure facilities between 2007 and the present,
including a new Cultural Quarter and a revitalised arts centre — The

Atkinson.

64




creativetourist report.

Southport’s Investment Strategy described the town as “an attractive
and vibrant town, with an emerging brand as England’s Classic
Resort”. However, it went on to say that the tourism offer, whilst

not in decline, was “at risk of losing the recent hard won momentum if
it does not respond to predicted demographic changes”.

One of three highlighted key issues was to develop a recognised
cultural tourism offer.

Sefton (the local authority that includes Southport) hosts two
international signature events — the annual Grand National and less
often Open Championship Golf, and is home to the internationally
famous Another Place by Anthony Gormley, the artist behind The
Angel of the North. There are also a number of major event days in
Southport that attract significant visitor numbers including the
Southport Air Show (100,000+), Southport Flower Show (100,000+),
Firework Display (45,000) and a range of other events that contribute
to the calendar both during peak and out of peak season, such as the
Southport International Jazz Festival and Southport Food & Drink
Festival. They even have their own Weekender — a massive dance
party!

So the priority was agreed to develop a recognised cultural tourism
offer comprising existing and new venues and signature events, which
can be promoted as part of the regional cultural offer, and well
packaged with accommodation and the wraparound offer. The brand
characteristics for the town were articulated to include: ‘Culture — a

vibrant and sophisticated programme of cultural activity’. The result is
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a new Cultural Centre (The Atkinson on Lord Street), supported by
events (within a 5-year strategy), consumer-focused promotional
packages and campaign activity.

The target markets were defined as “the increasingly aspirational and
quality conscious citizens of Liverpool and Manchester, both to live
and visit”, as day visitors but also attracting a strong short break
market.

Independent studies made numerous recommendations between
2004-2009, many of which have been implemented in full:

o Continue to improve the offer of the existing events,
particularly the mid-size emerging events, to widen the appeal
to cultural tourists.

o Exploit the PR opportunities that come with events.

o Develop and nurture a Cultural Industries Quarter in and
around the waterfront.

o Create a Cultural Quarter group tasked with developing a
business plan that will establish how the quarter will be
developed and managed (including securing tenants).

o Develop an events strategy led by culture, leisure and tourism
sector.

o Identify the range and type of cultural activities and services to
be attracted in to the quarter and undertake research to find
‘on-brand’ activities and attract artists, cultural entrepreneurs,
restaurant owners and event organisers.

o Create improved online content and channels. Increase e-
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marketing within the promotional mix, focusing on social Liverpool

networking sites and travel sites and blogs. Marketing — connecting a great city and a great horse race
Liverpool (the designated destination management
organisation) could be a key lead partner to help deliver the
new digital strategy.

o Analyse consumer databases and ensure that the material
being used to communicate with them is effective.

o Brand hierarchy for targeted markets across the clusters and
key events, also supporting international brand campaign
marketing.

o The marketing to new audiences should take place throughout

the year to match their visit-taking patterns. Activity should

La Princesse, Liverpool Capital of Culture 2008.

include drip feed PR, events promotion and off peak special

offers tied to activities. - The success of Liverpool as European Capital of Culture 2008 has
been well documented and is referenced earlier in this report. There is
a wealth of detailed research, evaluation, information and reports on
the Impacts 08 website — www.impacts08.net. Liverpool understood
the power of quality research and evaluation to demonstrate impact,
measure success, inform future planning and leverage new
investment.

— Soitis interesting to examine how Liverpool is faring now, ten years
on, looking at the legacy of that major programme, in particular the
use of culture for place-making. In fact Liverpool is currently
undertaking a large-scale research and evaluation programme to

assess the impact of Liverpool Capital of Culture ten years on.
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There is no doubt that the repositioning of culture as a significant part
of the city’s destination offer has generated a sense of local civic pride,
recognition within local government, a continued increase in domestic
and overseas visitors to the city, particularly for weekend short breaks,
as well as a change in external perceptions of Liverpool amongst the
public and significantly the national media too. The City Council
appointed Claire McColgen MBE as the new Director of Culture in
2009. Clare had developed and delivered the community engagement
programme for Liverpool 08 since prior to the city securing the
accolade as Capital of Culture.

Liverpool has also benefitted from recent major new capital
developments such as the Museum of Liverpool, Arena and
Convention Centre, new viewing gallery at Aintree Racecourse, new
Cruise Terminal, Liverpool One shopping centre, linking the city centre
to Albert Dock and thereby redrawing the city’s boundaries and easing
navigation, in addition to the boom in new hotels, bars, office blocks
and more.

As an international port, the city has long held international
relationships, e.g. America (emigration), Scandinavia, Far East (now
via football), which it continues to build, particularly through cultural
collaborations.

The new focus on culture and tourism has enabled the city to continue
to develop its major events strategy across culture, heritage, sport and
business. Liverpool now has the ability to attract high profile artists

and companies to produce new work and showcase work not
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previously seen outside London. Prior to 2008, the city was probably
best known for its role in the explosion of popular culture of the 1960s
through The Beatles and MerseyBeat, new writing in theatre and
poetry from the 1960s onwards, and Liverpool Football Club. In more
recent years the city has developed an impressive reputation for
contemporary visual arts, particularly through the work of Liverpool
Biennial and Tate Liverpool. Now perceptions of the cultural offer are
more rounded and the city’s ambitions continue to build resulting in
some major new cultural collaborations, such as internationally
renowned Royal de Luxe through to new events including Liverpool
International Music Festival.

In 2012, Liverpool’s major cultural events generated £73m for the local
economy, as reported in Destination UK, Issue 50. The city council
commissioned a report to investigate the impact of five major events —
Sea Odyssey, the Olympic Torch Relay, Music on the Waterfront,
Mathew Street Music Festival and the Irish Sea Tall Ships Regatta.
The free outdoor event Sea Odyssey (Royal de Luxe) attracted
800,000 visitors spending more than £46m, ‘making it the most
successful event ever held in the city’. Mayor of Liverpool Joe
Anderson stated: “It's important never to underestimate the value of
cultural events, not only do they bring in huge economic benefits, but
this year’s programmed has supported nearly 1,500 jobs which, in this
current climate, is extremely valuable”.

Two of Liverpool's development agencies worked jointly on a bid to

attract European funding worth £2m for Place Marketing activity. “The
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agreement between the city council’s Liverpool Vision organisation
and the Liverpool City Region Local Enterprise Partnership (LEP) will
mean that the newly established, Marketing Liverpool, will take the
lead on promoting the city region”, as reported on the Prolific North
website, January 2013.

Aintree Liverpool, home of The Grand National, worked with marketing
and PR agencies to target the female market when they recognised a
major gap in their market. Though most major horseracing
events/festivals include a Ladies Day, it is often no more than a
badging exercise with no additional activities. Aintree developed a
bespoke Ladies Day event with a campaign specifically targeting a
local/regional catchment area but with the potential to generate

national media coverage. The event has developed over the last few
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years so that it is much more than merely a local fashion parade but
includes female celebrity and female jockey ambassadors, an after
show party hosted by a well-known female BBC DJ, a Grand Women'’s
Summit Panel focusing on improving gender balance in horseracing
and sport, and live music. This has provided an extra focus for local
partners, especially retailers to get involved in the Grand National
festival and to create more links between the racecourse and the city
centre, thereby increasing the profile of both the event and importantly
the numbers of visitors to Aintree, from the city as well as from across
the region, the UK and internationally.
www.thecrabbiesgrandnational.co.uk/fabulousfriday/? _ga=1.19894916
7.1833445893.1452160170
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B. STUDY PROCESS SUMMARY

To deliver on this ambition of the brief a four-stage process was

undertaken:
1. Audit — situational analysis
2. Analysis — towards an interim findings report
3. Draft — full working draft
4. Finalise — integrated final report (audit, outcomes proposition,

action plan)
Stage 1: Audit

This incorporated a top line feasibility analysis to assess options against a
number of key indicators to assess their potential to deliver, as well as
their viability and sustainability. This audit stage, through desk analysis,
and workshop and consultation activity, critically assessed each option

across a number of key areas.
Request for Information

Following inception, a written Request for Information (RFI) was prepared.
This questionnaire helped to frame the scope of work and, in particular, to
identify the assets available to support engagement with (cultural) tourism
audiences. The RFI also requested full access to relevant audience

research outputs and reporting platforms (e.g. Google Analytics).
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Research and insight review

Desk research across all areas of the feasibility provided a solid context
for the recommendations and outline delivery plan. This was built on with
consultation with key local and regional stakeholders to provide an up-to-
date and informed view of the region’s tourism offer in 2015 and looking

ahead.

The process of mining the existing data to reveal insights is a standard
practice. Why? Because most commissioned research already touches

upon the subject, whether coming from cultural or tourism sector origins.
Sense checking and creative testing of options

A review of the thinking to date to ask: what is this option/route intended to

achieve for the tourist market?
Stage 2: Analysis

This study required more than market analysis to deliver useful
development options — a holistic and strategic view of everything that
could impact and contribute to effective and sustainable (cultural) tourism
activity. To bring coherence to the analysis CTC’s distinctive 360°

approach was applied.
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A 360 ° perspective

It has four main categories:

5. Working Environment — It all starts with a vision, and the strategic
infrastructure to drive that vision forward.

6. Working Partnerships — The networks, consortia and shared
objectives that will drive progress across a destination.

7. Product Development — A strong and diverse offer is the starting
point, but it is the whole experience that counts.

8. Market Development — Deliberately the last section, reflecting the
strategic development across Cheltenham’s partners that is

required to support marketing, packaging and campaigns.

The Destination Tourism Wheel allowed presentation of a clear profile of
the critical building blocks: where you are now, then overlaying where you

want to be, say, in five years’ time.

DEVELOPMENT ENVIRONMENT

DEVELOPMENT

Destination Tourism Wheel, © Creative Tourist Limited

PARTNERSHIPS
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Mapping the cultural tourism offer

To maintain stakeholder engagement but also to encourage creative
analysis, facilitated workshops were held to test and deconstruct the
options and potential recommendations. This was supported by the

targeted 1:1 consultations.

Central to the programme of work was the market (demand) analysis. It
was used to test current attitudes towards Cheltenham based on the data
available, and measure the fit between the values and attributes of the
Cheltenham offer, and the stakeholders’ ambitions and vision for the town

and sub-region.
Comparator analysis

This included comparable destinations — useful lessons in market
development, product and programming development, partnership and

infrastructure models will come from a variety of sources.
Digital capabilities and gap analysis

Key capabilities were identified and the available assets analysed to

determine whether they were fit for purpose. Recognising the central role
of digital channels in engaging tourists, analysis of technical assets such
as websites, web content, e-commerce platforms, and measurement and

reporting infrastructure was a particular focus during this stage. We

employed the ‘R.A.l.S.E." engagement framework to analyse how

Cheltenham’s assets are positioned to:

— Reach target tourist markets through channels such as email,
search engines, social networks, online PR, partner marketing and
display advertising.

— Attract those audiences to websites, physical venues and other
assets, while enabling reliable attribution of visitors to media and
campaigns.

— Involve visitors in journeys of discovery through content toward
designated ‘product’ pages (e.g. event listings or venue
information pages).

— Satisfy visitors’ need for cultural participation and enrichment by
converting them through transaction (i.e. purchase, booking or
enquiry) goals.

— Extend engagement with individuals by promoting subscription
and retention. Extend engagement to wider audiences by
encouraging visitors to share Cheltenham content and

experiences through on- and off-line social networks.

A key consideration throughout this analysis was whether relevant assets
were capable of reliably measuring visitor engagement across major
touch-points, of reporting outcomes against key performance indicators

(KPIs), and of supporting ongoing optimisation.
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At the end of this stage an interim report was produced, with a summary of
findings.

Stage 3: Draft

Perhaps the most critical milestone of the project — where earlier
consultations and insight generation are tested, presenting potential routes
based on approved assessment criteria to examine their viability. This was
tested through a series of round-table interrogations with key stakeholder
groups that used the interim report as a baseline and informed the full

working draft.

Stage 4: Finalise

The final report applied a full-depth and evidence-based analysis of each
of the remaining/emerging options, produced more detailed figures to
support the outcomes proposition, required investment and recommended

timeline for development.
Creating a route map action plan

This provided ordered outputs and outcomes with budget estimates, who
leads this activity, and timeframes, taking forward the vision, objectives

and recommendations of the main body of the plan.
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C. MARKET INSIGHTS AND THE EVIDENCE BASE
Target markets

This aligns fully with the target markets of the wider Cotswolds offer, but
clearly still targets segments that seek out the visitor experiences that
Cheltenham specifically can and does offer. This reflects data-driven

domestic market analysis.

Traditionals Strong orientation towards traditional values.
Value individual attention and service. Self-reliant.
Slow to adopt new options. Physical sports and

lively nightlife don’t appeal.

Cosmopolitans Strong, active, confident, and high spenders.

Style/brand important, but as an expression of
their self-made identity. Looking for new
challenges, new experiences, globetrotters. They
favour urban destinations as well as scenic
locations, and take, on average four short breaks

pa. They are most likely to holiday in England.

Functionals Self-reliant. Price driven. Value function over
style. Traditional values, but interested in new

experiences, not risk averse.

Discoverers Independent of mind and are the least likely to

worry about what others might think. They live a
fairly relaxed pace of life — 42% have children at
home. A further 25% are post family. One of the
highest rates of taking holidays as well as one of
the most active groups for taking UK holidays,

including coach parties.

Business tourism is important to Cheltenham, and major local employers
(especially GCHQ) provide year round business to the accommodation,
food & drink and retail sectors. Whatever longer-term plans the local area
may see — whether in the town centre, Racecourse (who have the Centaur
conference centre) or elsewhere — a new major conference centre is
unlikely to be one of them. Cheltenham suits the MICE (Meetings,
Incentives, Conferences, Exhibitions) market very well with its existing
provision, both in the town and on the rural edges. This market is looking
for quality, and often something different. Cheltenham has the venues to
serve this market without need for major capital development. There is
considerable competition for the business tourism market nearby,
particularly in Bristol, Cardiff and Birmingham. Cheltenham cannot
compete with those destinations for major conferences, not just because it
lacks a major conference centre, but also because it does not have the

accommodation capacity in comparison. Cheltenham’s business tourism
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offer needs to be articulated and promoted as an alternative MICE offer,
utilising a range of potential venues and accommodation partners, in a

place that offers a distinctive semi-rural location.

Whilst the domestic market is the primary market, international markets
can also build on the targeting developed for Cotswolds, which includes
the Cheltenham offer. The key drivers for these markets remain ease of
access, quality and distinctiveness of experience and the ready availability
of information and support in planning (pre) and execution (during) the trip,

e.g. Visit Britain, VisitEngland, Visit Cotswolds and Visit Cheltenham as

Messages

Quirky, food and accommodation

the official channels.

USA

East Coast FIT
(‘Free Independent | led

Travellers’)

North/Near = Touring and FIT Quirky, food and accommodation

Europe led, Outdoors
China Microgroups Romance and location/rural
experience, English, Shopping
Australia FIT, 50+ Quirky, English, sporty
Japan Female 18-35, Traditional images and
retired, FIT accommodation. Can respond to

‘Arts & Crafts’ movement with

Cheltenham

Others Sensible levels of low/no cost
support are given to other press
enquiries, e.g. Brazil, Korea etc.

Generating insight

Integral to any proposal to develop cultural tourism is a need to
understand existing markets and market potential and to establish
mechanisms that ensure that the outcomes and impacts of activities can
be identified and measured. Consequently, the gaps in market knowledge
identified earlier in the report need urgently addressing to help
Cheltenham’s Tourism Task Force provide a collective response to
support the effective delivery of a bold, new strategy deploying targeted

use of available resources.

Like many destinations, current research and evaluation practice is, at
best; primarily focused on assessing only the immediate economic impacts
of cultural events and festivals. This is not an issue exclusive to
Cheltenham. Despite a growing need, the research conducted in the UK to
date is generally weak in its understanding of existing cultural tourist
markets and market potential. The opportunity exists in Cheltenham,

however, to adopt a comprehensive approach that will measure the longer
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term, economic, social and cultural impacts of cultural tourism activities, as

part of a holistic place-making approach.

A research framework is required that adds value beyond monitoring,
helping to inform cultural tourism priorities and strategic direction. The
framework design and year one delivery would benefit from the
involvement of a specialist research consultant or partner. Their brief
should be to establish a practical research framework that will fill
knowledge gaps and also measure progress against stated and

measureable objectives.

It will require them to build a collaborative approach to data collection,
access and analysis and the initial priority will be to assess the scope and
scale of the partnership. Ideally the framework should inform a rich
understanding of the Cheltenham tourism market in the overall context of
the Cotswolds and Gloucester, and providing insight about the unique
characteristics, propensities, preferences, perceptions and reactions of

individual market segments, and in particular cultural tourists.

The framework will be informed by the existing audit and review of current
audience and visitor research practice and data sources (Addendum C/D)
and, ahead of it becoming embedded as core practice and rolled out year

on year, will include the following catalyst activities in year one:

— Consultation with partner organisations to establish common

research objectives and questions;

— Mapping all partners’ existing sectoral reporting and monitoring
commitments such as STEAM, ArkLeisure, Audience Finder, T-
stats;'

— Establishing and coordinating a series of relevant and achievable
cluster benchmarks, such as gathering hotel occupancy figures to
benchmark seasonal and annual variations, cultural venue box
office data and door counts, retail performance, website-hits and
wider digital conversion goals;

— Development and piloting a range of template research
instruments;

— Investing in additional reporting such as market segmentation and
geo-demographic profiling, drawing on postcodes of tourism
visitors and cultural attenders; mapping and tracking the
behaviours and booking patterns of staying visitors and the
activities that they undertake;

— Analysing, interpreting and reporting on the research findings to
inform strategic developments;

— Adjusting and/or refining the research and evaluation framework in
the light of the findings and setting a forward plan. This should
include formative evaluation (any evaluation that takes place
before or during an event/action) for product development, e.g.
assessing appropriateness of targeting, messaging, use of budget,

likely Return On Investment (ROI) etc.

'2 All forms of different data collection and analysis market research tools.
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Each of the above activities needs to take place in the next phase to
provide a sound foundation. Costs would increase if the partnership work
extends to include Cotswolds and Gloucester, although that would deliver

additional resources and possibly economies of scale.
Generating digital insight

The research consultant or partner will need to liaise closely with the
digital marketing coordinator to draw in to the picture the findings of the
digital tracking and performance monitoring, specifically the following

items:

— Design and development of a shared, single platform (Google
Analytics) to measure audience engagement all the way from
impressions on external channels to sessions on partner websites,
then through transaction, subscription, and shared goals;

— Creation of private reports in Google Analytics that allow key
partner decision makers and team members to monitor the
performance of their digital campaigns, content, and other assets
in terms of return-on-investment (ROI);

— Create shared reports (using off-the-shelf, affordable platforms
such as Analytics Canvas (www.analyticscanvas.com) that allow
partners to benchmark their performance anonymously against
other partners in terms of standard key performance indicators
(KPIs);
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Develop and implement conversion rate optimisation (CRO)
methodologies that combine experimental design of campaigns,
content, and creative with precise measurement and timely
reporting through Google Analytics, supporting the development of
actionable insights;

As it moves to the next stage of strategic development, a series of

specialist audits or analyses will also be required:

o An SEO Code Audit to identify opportunities for enhancing
the technical accessibility of Tourism Partnership Group
(TPG) websites to search engines (provides the basis for an
SEO code optimisation plan);

o An SEO Content Audit to identify relevant and opportune
keywords for home, section, category, and content pages on
partner websites (provides the basis for on-page content
optimisation by trained team members);

o A Link Audit to reveal the sources of links to all partner
websites and identify broken links (provides the basis for link
recovery and relationship building efforts);

o A Social Media Audit to provide insights around the volume
of unique and non-spam subscribers, as well as cross-
subscription between partner accounts (informs planning and
optimisation of social media marketing activity);

o An Email Audit of newsletters and other assets, as well as

campaign-level data including bounce, open, and click-
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through rates (informs planning and optimisation of email Analysis of mobile user engagement with existing assets and of mobile
communications); website usability (informs planning of mobile user engagement — where

o Deep analysis of seasonal trends in audience engagement mobile is by far the most significant source of traffic growth to partner
across partner assets, including off-line (informs timing and websites).

geo-targeting of engagement activity, especially cross-

promotions);

Creative Tourist Consults: Cheltenham Tourism Outcomes Proposition, January 2016 — Final
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D. DIGITAL ASSETS & CAPABILITIES MAPPING (SUMMARY)

This is a separate technical report and full details are confidentially
available to the individual contributors. This reports findings from the audit
of digital assets and capabilities belongs to select member organisations

of the Cheltenham Tourism Partnership Group.

It identifies opportunities for those organisations and for the region to raise

engagement with cultural and tourism audiences.

During October 2015, Creative Tourist Consults (CTC) conducted a survey
of digital assets — including websites, promotions, and engagement data —
belonging to member organisations of the Cheltenham Tourism
Partnership Group. The purpose of this survey was to determine what
capabilities these assets might bring to Cheltenham’s future digital
strategy for cultural tourism, to identify any capability gaps, and to develop
a mix of actions and recommendations that would help Cheltenham to

engage cultural tourists online.

The overall picture we gained was one of imbalance between partners and
offers, and of uncertainty about the future direction of Cheltenham’s future

digital strategy:

Creative Tourist Consults: Cheltenham Tourism Outcomes Proposition, January 2016 — Final

Cheltenham Festivals dominates the cultural space, with its
strong brands and network of powerful influencers giving it ready
access to a national online audience. But how can local venues
stand out against this background, how might they benefit from it,

and what can they, in turn, offer the Festivals?

As another brand of national and international significance, the
Racecourse is engaging a larger online audience than all other
Cheltenham-based partners combined (excluding, that is,
cotswolds.com). But it is not yet clear whether arts and culture will

resonate with this racing-mad audience;

With a visitor offer that relies so heavily on festivals and racing,
demand is subject to extreme levels of seasonal variation. With
capacity already stretched at peak times, Cheltenham should be
looking to attract more visitors between the peaks. But is the year-
round offer — or, at least, the part of Cheltenham’s offer audiences

can discover online — sufficiently distinctive and compelling?
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— The Cheltenham partners are relying on repeat visits and
familiar audiences for the vast majority of their online traffic, with
nearly three-quarters of users arriving either directly on websites
or after searching for place names and brands. However, reaching
fresh audiences through new channels will likely present partners
and their marketing teams with significant challenges. Are they
committed to learning about and experimenting with new digital
techniques and channels? Do they have the resources to compete

online with more established cultural destinations?

We believe that the key to creating a more balanced online presence and
to resolving these uncertainties will be for partners to work collaboratively,
to share their (often unequal) resources, and to sacrifice some short-term
interests for the benefit of the town as a whole over the longer term;
indeed, to put into practice the very principles which first inspired the

Tourism Partnership Group (TPG).

In the process of gathering data for this audit, however, we encountered
an unusually high level of resistance from some partners to the idea of

sharing audience engagement data.

While it is only natural and proper for organisations to value and protect
their data, the occasionally unsympathetic response we received to our
requests suggested that some partners may not yet be fully engaged with
the principles of the TPG, nor ready for the degree of cooperation and

compromise that a successful cultural tourism strategy will require.

From the data we were able to analyse, it was clear that some of the
partners already possess some of the capabilities that Cheltenham will
need to engage cultural tourists online. All partners, however, will need to
address a range of capability gaps before Cheltenham can start competing
effectively online with more established national or international

destinations.

With brands such as cotswolds.com now taking positive steps to address
weaknesses in their web presence, other partners should carefully
examine how they are positioned online and consider additional

investment in their digital assets and capabilities.

We have summarised below several of the more significant gaps and

opportunities we identified when conducting this digital mapping exercise.
1. Content

Content is at the heart of every successful online strategy. It's why people
come to your website and why other websites link to yours. It is what
people share through social networks and how they discover you through

Google or other search engines.

Most partners, however, are not publishing original editorial that speaks

directly to the needs of arts and culture audiences outside Cheltenham.

Many of the event listings on partner websites, for instance, are being

duplicated on other websites or even — in the case of touring productions
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and exhibitions — in other destinations. It is not always clear, in this
context, what Cheltenham offers cultural tourists that they might not

experience elsewhere.

We have identified three main ways in which partners should be using
editorial to engage cultural audiences online, while reinforcing the

distinctiveness of Cheltenham’s cultural offer:

— By publishing original listings for every activity, along with feature
articles, blog posts, videos, and other items that build a sense of
occasion and destination, even where the offer itself may not be
unique. Consider how HOME in Manchester is using

downloadable seasonal magazines and bi-monthly guides to put

their distinctive stamp on activities, such as films, that are not

exclusive to their venue;

Creative Tourist Consults: Cheltenham Tourism Outcomes Proposition, January 2016 — Final

By partnering with one another and the TICs to create bespoke
itineraries around seasonal activity such as festivals and major
one-off events. These itineraries should include recommendations
matched to the audience. For instance: Are jazz festival attendees
likely to prefer boutique or budget hotels, fusion or fine dining?
Where in Cheltenham might they want to shop? What exhibitions
are on while they’re in town? While partners could simply provide
links to the TICs and relevant external websites, hosting itineraries
alongside their own content should create a more joined up
experience for users, while making it easier to measure impact in

terms of online traffic or bookings;

By publishing guides to specific periods (e.g. “What’s on in
January?”) or to categories such as theatre, gigs, or art exhibitions
that combine informed, up-to-date editorial with curated listings
and visitor information. While content such as Visit Cheltenham’s
Entertainment page - which features a static run-down of the
town’s main theatres - represents a step in the right direction,
none of the partners is yet providing comprehensive and credible
guides to the town’s cultural offer. These guides need not always

involve high word counts: Visit Wales’ monthly event guides and

Visit London’s top 10 guides demonstrate how these elements can
be brought together to engage local audiences and visitors alike -

while requiring little ongoing editorial or design resource.
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2. Search engines

Non-paid (or ‘organic’) results on search engines such as Google are the
single most important channel through which audiences discover new

things to do and new places to go online.

Our analysis suggests that the lack of cultural editorial on partner websites
is being compounded by weaknesses in ‘search engine optimisation’
(SEO), making it difficult for users on web search engines to discover

Cheltenham’s cultural offer.

This is not to say that partners are failing to attract users from search.
Indeed, organic search results supplied nearly three quarters (72%) of all
traffic to partner websites over the past year. Almost all (80%) of these
users, however, were already searching for local places and brands (e.g.
“cheltenham” or “cheltenham racecourse”), rather than for “concerts”, “art

exhibitions”, or other types of cultural activity.

The partners need to find ways of reaching beyond established audiences
- those who are already searching for “cheltenham” — to connect with the
much larger audience of people who may not yet have considered

Cheltenham, but are in the market for the types of cultural activity it offers.

Here, again, content is key - and the partners will need to combine
informative and relevant editorial with best practices in search engine

optimisation:

— First, to identify the precise words and phrases that real people in
target markets are using to search for cultural activities and
destinations; keywords like “theatre breaks” or “uk museum
exhibitions”;

— Then, to publish content on their websites that search engines will
recognise as relevant to those search terms; consider, for
instance, Visit London’s portfolio of cultural category pages (e.g.

Theatre Breaks and Museum Exhibitions), which are competing

effectively for visibility in Google search results against sites such

as www.toptheatrebreaks.co.uk or www.timeout.com;

— To ensure content is accessible to search engines (as well as to
a wide range of human users) by deploying technologies such as

structured data. Commercial sites such as www.skiddle.com are

already leveraging these technologies to out-compete partners for
visibility in Google when audiences search for terms like “gigs in

cheltenham”.
3. Relationships

Our opinions are influenced not only by those close to us, but also by the
voices of relative strangers: academics, journalists, celebrities — even
anonymous posters on review websites such as TripAdvisor. Once

partners have relevant editorial in place on accessible websites,
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relationships will play an indispensable role in making cultural Cheltenham

more visible on search engines, social media, and the web.

We found significant scope for partners to ‘amplify’ messages about
Cheltenham'’s cultural offer online by strengthening relationships with one

another, with public sector stakeholders, and with other online influencers.

Effective online relationship building will require partners to adopt a

coordinated approach:

— To take advantage of forums such as the TPG and further develop
partnership marketing approaches; expanding cross-promotions
between Cheltenham Town Hall and the Wilson to include other

venues may be a good place to start;

— To identify authoritative websites (especially from .ac.uk or .gov.uk
domains) that are already linking to partners and ask them to link
to new web content; with links from nearly 3 times as many web
domains as the next partner, the Festivals may provide a valuable

‘relationship reservoir’ for Cheltenham,;

— To engage audiences on social networks and respond
constructively to visitor feedback on platforms such as
TripAdvisor; while some partners are already doing well here, all
partners should ensure they have appropriate guidelines and

resources in place for managing social media.

4. Discovery

Sometimes, we rely on brands to tell us ‘what’s on’ by featuring events on
their website home pages or in email newsletters. At other times, we land
on websites already knowing what we want, and simply need a way to
locate the activities that interest us.

While some partners are effectively showcasing cultural activities online,
others are providing limited opportunities for users to discover what’s on in

Cheltenham.

We identified the following opportunities to enhance discovery of cultural

activity in Cheltenham:

—  While most of the partners support signup to email newsletters,
they should be pushing this and other forms of ‘subscription’
harder. They should also be using location or interest data more
intelligently to target communications to culturally-engaged

audiences both inside and outside the region;

— There is currently no comprehensive online source for cultural
activity in Cheltenham, with Visit Cheltenham’s listings partly

filling this gap. Portals such as leedsinspired.co.uk or more

editorially-focused assets such as creativetourist.com could

provide useful models for extending this important capability;
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—  While many partners provide facilities for website users to search
cultural listings, they are not tracking these interactions or
experimenting with different search options or user interfaces. As
a result, they are missing important opportunities to listen and

respond to audience needs.
5. Measurement & reporting

One great advantage of digital over traditional communications channels is
that we can track engagement with online audiences in real time: where
they’re arriving from, what content they’re looking at, even how much
they’re spending. By analysing how their websites and campaigns perform
and by making incremental improvements, brands can shape digital
strategies that are not only more measurable, but that actually perform

better the longer they’re around.

We found that Cheltenham is not yet exploiting the full potential of
platforms such as Google Analytics to capture joined-up, actionable data

about online interactions with cultural audiences.

We recommend that the partners address the following gaps and
opportunities cooperatively, taking advantage of the Google Analytics
infrastructure already in place and within a comprehensive cultural
measurement, reporting, and optimisation (MRO) framework for

Cheltenham:
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Work with a Google Analytics specialist to create a unified scheme
for measuring key online behaviours such as listings search,
email signup, and bookings that can be deployed across all
partner websites. A common approach should not only result in
lower overall costs, but also make it easier for partners to integrate
their reports down the track;

Many valuable interactions with cultural tourists take place offline,
in museums and galleries, physical box offices, gift shops, or
cafes. Cheltenham should explore how techniques such as
voucher codes in combination with technologies such as Google

Analytics Measurement Protocol might allow them to join up users’

online activity to offline bookings or visits;

Partners are attracting audiences to their websites through
channels including social media, email, and - to a lesser extent -
paid advertising. In consultation with an Analytics specialist, they
should develop a campaign tracking approach that allows them
to attribute what they spend on communications with downstream

return-on-investment;
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— The potential for digital technologies to transform audience
engagement will only be realised when decision-makers at all
levels have access to timely, reliable, and actionable data.
Partners should work separately to create private dashboards
that track key performance indicators (KPIs) such as sign up and
booking rates.

— Commercial interests and privacy concerns mean that partners will
always need to keep some information under their own hats. But
their first instinct should be to share what data and insights they
can, rather than to conceal what they can’t. Cheltenham should
develop group reports using off-the-shelf, affordable platforms

such as Analytics Canvas that allow teams to benchmark their

performance (anonymously or otherwise) against other partners.
6. Skills development

Whether your digital strategy succeeds will ultimately depend more on the

people you employ than on the technologies they use.

We found that while Cheltenham’s digital teams clearly include some
committed and talented individuals, capabilities appear to be lacking (or
are, at any rate, unevenly distributed) in key areas such as editorial,

search engine optimisation, and analytics.

We recommend that forums such as the TPG be used to develop a

programmed of professional development aimed at equipping team

members with the knowledge, skills, and specialist support they will need

to deliver complex, integrated digital engagement strategies

Since teams may initially feel out of their depth when asked to deliver
some of these items, it will be important to provide as much structure as
possible. We have, therefore, recommended drafting a series of
guidelines to topics such as website accessibility (with a focus on organic
search engines and social media), on-page content optimisation, cross-

promotion, attribution, and social media marketing.
Next steps

This document reflects a broad, initial survey of only some of
Cheltenham’s cultural brands and assets. As it moves to the next stage of
strategic development, the TPG will need to explore some areas in more
detail. We have, therefore, recommended commissioning the following,

more specific, research and planning items:

— An SEO Code Audit to identify opportunities for enhancing the
technical accessibility of TPG websites to search engines. This will
provide the basis for a comprehensive search engine optimisation

plan;

— An SEO Content Audit to identify relevant and opportune
keywords for home, section, category, and content pages on
partner websites. This will provide a starting point for on-page

content optimisation by editorial teams;
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- A Link Audit to reveal the sources of links to all partner websites We expect forums such as the Tourism Partnership Group to play a
and identify broken links. This will provide a basis for partners’ central role in this process, whether by shaping the overall direction,
ongoing relationship building efforts; facilitating exchanges of skills and knowledge, or simply easing the

inevitable spot of friction between partners.
— A Social Media Audit to provide insights around the volume of

unique and non-spam subscribers, as well as cross-subscription
between partner accounts. This will inform planning and

optimisation of social media marketing activity;

— A Direct Communications Audit of email sign up forms,
newsletters and other assets, as well as campaign-level data
including bounce, open, and click-through rates. This will inform

planning and optimisation of direct communications;

— Aclose analysis of seasonal trends in audience engagement
across partner assets, including off-line. This will inform the
planning, timing and geo-targeting of engagement activity,

particularly partner cross-promotions;

— Anin-depth review of mobile user engagement with existing
assets and of mobile website usability. This will help to ensure that

Cheltenham is making the most of this vital, fast-growing channel.

Implementing the recommendations in this document and developing an
effective digital engagement strategy for cultural tourism will require an
enduring commitment - not only from funding organisations and senior

decision-makers, but also from individual team members at all levels.
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F. MAIN CONSULTEES

The audit stage of the process consulted with the following, individually

and collectively as required, in addition to the Tourism Partnership Group,

Cabinet Board, Executive Board and a Cabinet Members Working Group:

Vi.

Vii.

viii.

Xi.
Xii.

Xiii.

Councillor Steve Jordan, Leader, Cheltenham Borough Council
Andrew North, Chief Executive, Cheltenham Borough Council
Mark Sheldon, Director Resources, Cheltenham Borough Council
Mike Redman, Director of Environmental & Regulatory Services,
Cheltenham Borough Council

Tracey Crews, Head of Planning, Cheltenham Borough Council
Wilf Tomaney, Townscape Manager, Cheltenham Borough
Council

Jeremy Williamson, Managing Director, Cheltenham Development,
Cheltenham Borough Council

Councillor Tim Harman, Group Leader Conservative, Cheltenham
Borough Council

Councillor Malcolm Stennett, Group Leader People Against
Bureaucracy, Cheltenham Borough Council (unavailable)

Julie Finch, Chief Executive, The Cheltenham Trust

Jo Stringer, Chair, The Cheltenham Trust

Susie Hunt, Partnership Manager, Cotswolds DMO

Sally Graff, Tourism Manager, Cotswold District Council

Xiv.

XV.

XVi.

XVii.

XViii.

XiX.

XX.

XXi.

XXii.

XXiii.
XXiV.

XXV.
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Diana Shelton, Head of Leisure & Communities, West Oxon &
Cotswold District Councils

Jason Smith, Chief Executive, Marketing Gloucester (unable to
fully contribute)

Stuart Heath, Head of Marketing Partnerships, VisitEngland
(unable to fully contribute)

Louise Emerson, Chief Executive, Cheltenham Festivals

lan Renton, Regional Director, The Jockey Club (Cheltenham
Racecourse)

Matthew Foxton-Duffy, Head of Marketing South West, The
Jockey Club (Cheltenham Racecourse)

Maxine Melling, Pro Vice Chancellor (Operations), University of
Gloucestershire

Kevan Blackadder, Manager, Cheltenham Business Partnership
Michael Ratcliffe, Chief Executive, Cheltenham Chamber of
Commerce

Martin Quantock, Enterprise Partner (Retail), The Growth Hub
Peter Christensen, Chair, Cheltenham Hospitality Association
Sam Holliday, Development Manager, Federation of Small

Businesses
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XXVi.

XXVii.

XXViii.

XXiX.

XXX.

Geradline McCullough, Cheltenham Area, Federation of Small
Businesses

Martin Bruton, LEP Lead Creative Industries, GFirst LEP

Sara Tyler, LEP Lead Retail Sector, GFirst LEP

Sarah Danson, LEP Lead Business Membership Group, GFirst
LEP

Mary Godwin, Relationship Manager, Arts Council England

XXXi.
XXXii.
XXXiii.
XXXiV.

XXXV.
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Geoffrey Rowe, Chief Executive, The Everyman Theatre
Steve Wood, Chair, The Holst Birthplace Museum
Michelle Fyrne, Editor, SoGlos

Nicole O’Connor, Chair, The Lucky Onion Club

Gareth Jones, Consultant, Hardisty Jones
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G. MANAGING STAKEHOLDERS SUMMARY

If this proposition had been commissioned two years ago, the partner and
stakeholder landscape would look very different. In this time The
Cheltenham Trust has been created and commissioned to lead on culture,
leisure and some elements of local tourism for the town. Also in 2014, the
Cotswolds Destination Management Organisation was created by a group
of local authorities to coordinate and develop the tourism programme for
the area. Cotswolds DMO has also had some preliminary discussions with

the town about locating in Cheltenham. Back in Cheltenham, the Council

brought all the key tourism stakeholders together for the first time as a
grouping under the banner of Cheltenham Tourism Partnership Group. In
2015/16, the commercial sector in particular is looking forward to a new
Business Improvement District (BID) for the town centre. The common
thread through all of these emerging resources is Cheltenham Borough
Council — as catalyst, planner, seed funder, coordinator and provider of
strategic oversight. So how can the town’s tourism objectives be best met

in this new management landscape?
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Key partner stakeholders

Who

Cheltenham Borough Council

The Cheltenham Trust

Cotswolds Destination

Role to date
The local authority has an historic and pivotal position for tourism

development.

As a commissioning council, CBC is clear that it can apply its
resources internally or externally to generate best value and
optimise outcomes. In tourism terms, this also acknowledges the
variety of tourism stakeholders who do and will continue to
contribute to the town’s visitor economy. The Deputy Chief
Executive is leading this process and a new Director level position
within the authority for Place & Development will provide another
key advocate and policy guide for tourism development in the

coming years.

The Council entered into a 10-year Management Agreement with
the Trust to deliver its leisure and culture services. Within the
services the Trust now runs is the day-to-day tourism service,
notably the tourist information centre (located in The Wilson). The
Council retains accountability as the strategic driver for tourism
(within the wider context of economic development). The Trust is

part of the Tourism Partnership Group.

Budgets for tourism development and campaign activities are part
of the overall revenue budget, which can be supported by a small

Council revenue budget to support ‘client-side activity’.

This development has been driven by the need to market the

Creative Tourist Consults: Cheltenham Tourism Outcomes Proposition, January 2016 — Final

Potential role within outcomes proposition

As a local authority it has a vision for Cheltenham which is
about delivering the best quality of life for its people and
believes that “making the town a world class cultural and
learning centre which is outward looking and welcoming to
visitors” is a crucial element to create a vibrant future for the
town. This places tourism within a wider context, not only of
economic development (which is being strategically reviewed
locally and at a countywide level currently) but also of
wellbeing, education and other vital agendas. All contribute to

the ‘sense of place’.

The Trust is tasked with supporting specific outcomes

including:

—  Primary outcome — Cheltenham is seen as a world-
class place to live, work, study and visit.
—  Secondary outcome — Cheltenham is recognised as

an inspiring cultural and tourism destination.

The Trust works with stakeholders, partners and other
organisations to develop Cheltenham as a tourism destination
and to work with stakeholders to develop and implement

marketing strategies.

Cheltenham is now in a position to consider additional
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Management Organisation

Cheltenham Tourism Partnership

Group

product the visitor sees — the Cotswolds — and not the geo-political

boundaries of individual councils spread across Gloucestershire
(and beyond, e.g. West Oxfordshire). This model also should

enable more engagement with the commercial sector.

In June 2014, the Cotswolds DMO was created with the following
vision: ‘A vibrant year round destination where visitors enjoy high
quality, authentic experiences and tourism makes an increasing
contribution to the economic, social and environmental

sustainability of the local economy’.

In terms of the proposition for local authorities the DMO seeks to

enable them to:

—  Maximise economic growth for their local economies;
—  Deliver locally for their businesses;

—  Benefit from the greater “pull” of a large, diverse

destination.

This group was brought together in 2014 to ‘help develop the
vision and provide a vehicle with which to engage with key
stakeholders in developing the local approach to tourism
promotion and to help maximise its contribution to the future well-
being, vibrancy and economic success of Cheltenham’. Whilst it
has not been very active to date, it does include all the main
stakeholders required to inform, support and encourage tourism

activities.

Creative Tourist Consults: Cheltenham Tourism Outcomes Proposition, January 2016 — Final

investment where the DMO could be a vessel for delivering the
town’s desired tourism outcomes, including becoming a more

prominent and leading partner sub-regionally.

As a fledgling group it needs to assume the role and authority

its remit indicates, which is:

— To enable the effective coordination of tourism activities in
Cheltenham;

— To act as a sounding board for the development and
monitoring of the Cheltenham Tourism Service Plan;

— To consider and advise on how best to develop

Cheltenham’s tourism offer, vision, brand and strategy;
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Cheltenham BID
(subject to funding)

Chaired by the Leader of the Council, the Group includes senior
representation from the Council (executive and officer), The
Cheltenham Trust, Cheltenham Hospitality Association,
Cheltenham Festivals, Cheltenham Racecourse, University of
Gloucestershire, The Growth Hub, Chamber of Commerce,
Everyman Theatre, Cotswolds DMO and Cheltenham Business

Partnership (who are leading in the development of the BID).

BIDs are now a well-established development agency model for

town centre and commercial districts across the country. The new

Cheltenham BID, should it be awarded the official status, has a
vision to ‘create a vibrant and prosperous Cheltenham in which

businesses work together to improve the town’, and ‘encourage

many more people to visit the town centre through exciting events

and initiatives’.
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— To encourage and listen to feedback on the tourism
service from relevant forums and help guide future
improvements to the service;

— To foster positive economic relationships with local,
regional and national partners, including those in the
public, voluntary and private business sectors;

— To act as a champion for the promotion of Cheltenham’s
tourism offer, promoting both accessibility and
sustainability;

— To facilitate the collection and analysis of tourism data;

— To ensure the Cheltenham vision fits with the Cotswolds
DMO vision;

—  To commission an analysis/audit of Cheltenham’s
consumers, competitors and list of threats and

opportunities.

Whilst a number of business fora already exist, this provides a
new and powerful voice for local businesses and trade
associations in the future of the town centre, being responsible
for over £2m investment during its 5-year lifespan. Priority
areas will include more effective marketing, car parking, new
events, (infra)structural improvements and business support.
Whilst this is not directly tourism, the BID has a potentially
significant role to play in the town centre offer, especially
events. A ballot of businesses is scheduled for Spring 2016 to

approve the BID.

92

GoT obed



creativetourist report.

Marketing Gloucester Marketing Gloucester — a public private partnership — in its short- The organisation has three key work-streams: investing in and
life-span demonstrates what can be achieved via a purposeful and | promoting brand building major events and festivals; more
single-minded approach to the positioning, product and marketing | generally promoting Gloucester as a place to (live, work and)
development of a destination. Marketing Gloucester’s role is to visit locally, nationally and internationally; delivering innovative
raise the profile of Gloucester and help attract inward investment — | campaigns that showcase Gloucester’s heritage. It actively

therefore a Destination Marketing Organisation more than a seeks to be the destination marketing fulcrum, engaging with
Destination Management Organisation — and inject a sense of businesses and investors, and building key partnerships with
pride and passion back into the city. Gloucester City Council, GFirst LEP, Cotswolds DMO and

Gloucestershire County Council.

They have a team of seven, including three events specialists,
a digital marketer and a commercial development role. As a
model it has much to commend it, backed as it is by significant

investment, ahead of longer-term plans for self-sustainability.

GFirst Local Enterprise Partnership = GFirst LEP was established in 2011 to drive economic growth in The Strategic Economic Plan does not cite tourism as a main
(LEP) Gloucestershire. In partnership with the business community and priority, although it does recognise that tourism can be a driver
the public and voluntary sectors, GFirst LEP developed a vision for growth and indirectly benefit from rural business grants etc.

for growing Gloucestershire that by 2022, the county will have
‘world class companies, a diverse business portfolio and a

reputation for starting and growing great businesses’.
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H. GLOSSARY OF TERMS & ABBREVIATIONS

ALMO
ArkLeisure® / Arkenfold

Arms Length Management Organisation
(abbrev. ALMO)
Art Weekender

Audience Finder

Audience segment (segmentation)

Audit

B2B and B2C markets

Branding & positioning

See Arms Length Management Organisation.

ArkLeisure® is a research and segmentation model, developed by a company called Arkenfold, to enable better
understanding of current and potential customer bases. A subscription service, ArkLeisure® provides a regularly updated
overview of the UK market facilitating informed strategic and tactical planning of both marketing and new developments —
notably demographic profiles. It has been extensively used in tourism, and has some cross-over with the cultural sector.
An Arms Length Management Organisation is typically a not-for-profit company created by local authorities or regional
agencies under a management/service level agreement to develop an existing agenda, e.g. housing, tourism, culture.

A common name for boutique or niche cultural events that are designed to showcase the wider offer, including smaller
and ‘hidden gem’ venues and cultural programmes alongside larger and better known cultural establishments, over a
weekend.

Audience Finder is a free national audience data and development tool, enabling cultural organisations to understand,
compare and apply audience insight. It has been developed by The Audience Agency, and commissioned by Arts Council
England. www.audiencefinder.org.

Any group of users or customers who share one or more features, whether demographic (e.g. age), geographic (e.g.
location), or behavioural (e.g. ‘viewed more than three web pages’).

A situational analysis, using selective analytical tools like SWOT (strengths, weaknesses, opportunities, threats), gap
analysis, literature review, desk research and primary research (e.g. interviews). This creates a ‘snapshot’ picture of the
situation a product/service/organisation/offer is in at that moment in time.

B2B is Business-to-Business markets, e.g. trade, and B2C is Business-to-Consumer markets, e.g. direct to the general
public.

Brand positioning describes how a brand is different from its competitors and where, or how, it sits in a particular market.

A brand hierarchy refers to a number of brands within one grouping (e.g. Ford as primary brand, with Focus and Mondeo
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Challenger brand

Cheltenham Development Task Force

City of Culture / Capital of Culture

Concierge model

Culture

Cultural tourism

as sub- or product brands) that contribute to the overall brand positioning.

A challenger brand is a product brand in an industry that is not the major brand/market leader. The term denotes the fact
that such companies have to compete from a position behind the dominant player or leader in an industry. This makes the
process of marketing significant to attracting customers. In the tourism sector, market leading destinations are sometimes
called ‘attack brands’ in contrast to ‘challenger brands’.

The Cheltenham Development Task Force is a Council unit, based within Environment and Planning, focused on
developing the central area of Cheltenham. The purpose of the task force is to bring together the private, public and
voluntary sectors in partnership, as the way to progress the challenges and opportunities presented.
www.cheltenham.gov.uk/info/200133/cheltenham_development_task_force

City of Culture UK is a national government competition that awards the designation to a city/town every four years for a
period of one year. The city/town in question uses the designation to build a major programme of events, plus stimulate
capital and inward investment through cultural tourism and development. Derry was the first winner in 2013, followed by

Hull in 2017. The next stage of bidding is underway.

Capital of Culture is the European Capital of Culture status that was afforded to Liverpool in 2008. Now two cities from
different parts of Europe share the designation in the same year. The UK City of Culture is the UK version of the
European Capital of Culture. The UK will share the designation with Hungary in 2023, the bidding process for the UK has
not yet been announced.

A destination-wide approach to sharing the latest visitor information — things to do, places to eat/drink, how to get there,
top tips and packageslitineraries etc. — that can be used by hotels and accommodations providers, but also eateries,
visitor attractions, culture and heritage venues, independent retailers, transport workers (e.g. taxi drivers). This requires a
degree of coordination, training and management over time to enhance the visitor experience and build consistency
through individual organisations promoting each other alongside their own offer.

Collective term incorporates visual (art galleries, artists, public art, craft) and performing arts (music, dance, theatre,
outdoor performance), literature, sports and heritage assets and related programme, events, festivals and activities, live
and online. Contemporary culture is often used as a term to define new art works.

A detailed overview of cultural tourism is available at: www.creativetouristconsults.com/blog/cultural-tourism/jam-
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Data mining

Demographics (specif. visitor/market)
Destination Management Plan (abbrev.

DMP)

DMO

DMP
EAV

Equivalent advertising value (abbrev. EAV)

tomorrow-the-principles-of-cultural-tourism/.

Data mining is an analytical process of discovering new patterns (sequences, trends, clusters) in existing data sets (that
may have been created through previous research activity) involving by asking new questions of the data through a mix of
methodologies that can include statistical analysis and database systems. This approach can inform forecasting and
subsequent planning.

A particular segment/section of the population that can be defined through statistical data, commonly characteristics
including age, location/postcode, gender, job/role, ethnicity.

A Destination Management Plan (DMP) is a shared statement of intent to manage, develop and promote a destination
over a stated period of time. It articulates both the roles of the different stakeholders, identifies clear actions that they will
undertake and the resources they will allocate. It is a common requirement for destinations to produce DMPs for their
stakeholders, notably VisitEngland, as part of regional and national planning and priority-setting.

Destination Management Organisation, which refers in general to tourism agencies that can have a mix of public and
private funding, with an official remit recognised in a national context by VisitEngland and Visit Britain. This applies to
Cotswolds DMO and Forest of Dean & Wye Valley DMO, who market the region and support tourism services and

product development.

DMO can also on occasion refer to a Destination Marketing Organisation, which denotes an organisation that acts to
promote a destination in more general terms, but also in tourism terms. They tend not to focus on tourism services,
product development and quality standards as tourism Destination Management Organisations do, instead focusing on
major marketing campaigns and event programmes to attract visitors, investment and commerce. Marketing Gloucester
fits this model.

See Destination Management Plan.

See equivalent advertising value.

The calculation of the value of media coverage — in print and latterly online — if the page coverage (size of article) was
purchased as a paid advertising placement. This provides an industry standard value for media coverage, although
multipliers can often be attached, and the advent of online media has made calculation less reliable. This does not apply

to coverage on BBC channels or other that do not carry advertising.
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GREAT Britain campaign

Gloucestershire Growth Deal

Key Performance Indicators (KPIs), (can be
specif. ‘engagement key performance
indicator’).

KPIs

Request for information (abbrev. RFI)
Meetings, incentives, conferences, events
(abbrev. MICE)

MICE

Narrative (specif. tourism or cultural tourism)

Place-making

Return-on-investment (abbrev. ROI)

RFI
ROI

A UK government campaign that aims to promote the UK internationally as a GREAT place to visit, study and do
business.

A partnership between the University of Gloucestershire and GFirst LEP to enable businesses to achieve their growth
potential. The Growth Deal aims to ensure business access to support services are in place across the county. Science,
Technology, Engineering, and Mathematics (STEM) centres deliver provision across Gloucestershire.

Any metric that relates to a behaviour identified as critical to the success of a (brand’s) engagement strategy. KPIs may
either be expressed in aggregate (i.e. how many users completed a purchase, overall) or broken down by a particular
dimension (e.g. how many users from London completed a purchase).

See key performance indicators.

The formal process of drawing up a list of sources of information — studies, reports, documentation, references, links and
contacts — that will enable an analytical, feasibility or other strategic process to proceed from induction to audit.

A tourism segment that refers to business tourism. It typically denotes large groups, usually planned and booked well in
advance, that are brought together for a particular commercial, promotional or educational purpose. Recently, there has
been an industry trend towards using the term 'meetings industry' or ‘events industry’ to avoid confusion from the
acronym.

See meetings, incentives, conferences, events.

The underlying story that a destination tells to support its positioning and carry its key messages to the marketplace, in
an engaging and distinctive way.

Place-making is a multi-faceted approach to the planning, design and management of public spaces. Place-making
capitalises on a local community's assets, inspiration, and potential, with the intention of creating public spaces that
promote people's health, happiness, and wellbeing, promoting a positive sense of place and civic pride.
Return-on-investment (abbrev. ROI). The ratio of profits to costs, expressed as a percentage. ROI provides a rough
measure of the overall efficiency of a brand’s engagement strategy. ‘Profits’, in this context, may include revenue from
sales, as well as income from funding, or even potentially valuable behaviours such as email sign-ups. ‘Costs’,
meanwhile, should reflect a brand’s expenditure on all engagement assets and capabilities.

See request for information.

See return-on-investment.
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Staycation

STEAM

T-stats

UNESCO City of...

Visitor economy
Wrapround (specif. ‘offer’)

Digital-specific

Asset (specif. ‘engagement asset’)

Capability (specif. ‘engagement capability’)

A holiday spent in one's home country rather than abroad, or one spent at home and involving day trips to local
attractions. Following the financial crisis of 2008, this market became increasingly important to UK destinations.

STEAM stands for the Scarborough Tourism Economic Activity Monitor. STEAM is a tourism economic impact modelling
process which approaches the measurement of tourism from the bottom up, through its use of local supply side data and
tourism performance and visitor survey data collection. STEAM aims to deliver robust outputs at a variety of geographical
levels and, as such, has been adopted for use throughout the United Kingdom and overseas by tourist boards, local
authorities, regional development agencies, national park authorities, and many other public and private sector
organisations.

T-Stats is a tourism statistics database. It is an independent, commercial tool for analysing the visitor economy, providing
a platform for data collection and a means to track, manage and grow tourism plans. www.t-stats.co.uk

These are designated creative cities of culture, relating to specific artforms, e.g. film (Bradford), literature (Norwich),
design (Dundee), media arts (York). The creative cities network currently has 116 members from 54 countries. The
UNESCO Creative Cities Network (UCCN) was created in 2004 to promote cooperation with and among cities that have
identified creativity as a strategic factor for sustainable urban development. The cities which make up this network work
together towards a common objective: placing creativity and cultural industries at the heart of their development plans at
the local level and cooperating actively at the international level.

This is a catch-all term often used to define the tourism market for any given destination of product. It places more
emphasis on all contributors to the visitor experience, its quality and value, spanning public, private and third sectors.

A collective term for hospitality, retail and general visitor services (including information and transport for example) that

‘wraps around’ the core attractions of culture, heritage, events and attractions.

Any component of an engagement strategy, including web domains, websites, content, social media accounts, customer
data, marketing platforms, and skilled personnel - as well as brands themselves. These assets represent investments of
time and money which should be taken into account when calculating return-on-investment from a brand’s engagement
strategy.

The ways in which a brand is able to engage audiences by deploying the assets that it owns or controls. Core capabilities

for a digital engagement strategy may include email marketing, editorial, or search engine optimisation.
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Content (specif. ‘web content’)

Conversion rate optimisation (abbrev. CRO)

CRM

CRO

Customer relationship management
(abbrev. CRM)

Dashboard (specif. ‘engagement dashboard’)

Digital infrastructure

Dimension

Engagement

Information published on a website in the form of text, images, video, audio, or other files, as well as meta data.

A set of techniques that brands can use to increase return-on-investment from their engagement strategy by

experimenting with different creative or targeting approaches, by measuring the outcomes of those experiments on

audience behaviour, and by constantly ‘'changing up’ their assets and capabilities to deliver better return-on-investment.

See customer relationship management.

See conversion rate optimisation.

A set of techniques that brands can use to promote engagement with individual audience members by compiling

information about subscribers and customers, then by using that information to deliver targeted and personalised

communications.

A simplified reporting interface within a platform such as Google Analytics that shows a configurable selection of highly

concise reports. Dashboards are normally designed to provide highly actionable, ‘glance-able’ views of engagement key

performance indicators (e.g. ‘subscription rate’ or ‘ecommerce conversion rate’) broken down by audience segment,

channel, campaign, etc.

A general and overarching term to represent the collective platforms, assets, analytics, CRM, MRO, property,

structured data and so on, that is held/owned by the brand, organisation or contributing partners.

Any way of describing a metric, for example by audience segment or content grouping.

The systematic process whereby brands and audiences build sustainable and mutually rewarding relationships through a

set of structured on- or off-line interactions. CTC’s RAISE engagement framework identifies the five sequential objectives

that brands must meet to drive successful engagement with audiences - whether on- or off-line:

— Reach audiences through email or other direct communications, on search engine results pages, or through referral
by peers or other influencers;

—  Attract users to websites from media, sources, and campaigns;

— Involve website users by helping them to discover information that speaks directly to their needs;

—  Satisfy audience needs for products or services (while also satisfying organisational needs for revenue or funding)
by encouraging people to transact, e.g. by buying tickets or visiting venues;

— Extend engagement with individuals and to wider audiences by providing content and experiences that people will

want to subscribe and share.
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Google Analytics
Keyword

Keyword theme

Link (specif. ‘web hyperink’)

Measurement, Reporting, and Optimisation
(abbrev. MRO)

Meta data (specif. ‘web page meta data’)

Metric (specif. ‘engagement metric’)

MRO

Organic search engine results

Paid search engine results

A widely-used platform for capturing data about online audiences and their interactions with websites, apps, and other

digitally-connected properties.

A word or phrase that a user enters into a search engine and that describes the information they are looking for.

Keywords are normally written in lowercase and surrounded by double quotation marks (e.g. “things to do in

manchester”).

The topic of a web page, as reflected in the keywords that appear as part of the page content.

A reference to an item of content through which a website user can access that content, e.g. by clicking.

A set of platforms and practices whereby brands:

—  Capture anonymised information about individual users, such as their location (e.g. ‘London’) or the channel through
which they reached a website (e.g. ‘email’);

—  Capture data about the behaviour of those users, such as which pages they viewed on a website or whether they
visited a physical venue;

—  Create reports (or simplified dashboards) that compare how different audience segments behaved or how different
digital assets and capabilities performed in terms of identified key performance indicators;

— Use those reports to develop ‘actionable insights’ for conversion rate optimisation.

Structured information that describes content on a web page so that search engines can understand what that content is

about (see keyword theme).

Any number that describes the behaviour of a system. In the context of their engagement strategies, brands may use

metrics to measure the volume of users at each touch point, the rate of flow between touch-points (e.g. the percentage of

users who commenced but did not complete a purchase), or the financial value generated as a result of those interactions

(e.g. revenue in GBP/£ from ecommerce transactions).

See Measurement, Reporting, and Optimisation.

Non-paid links to web content that appear on search engine results pages (contrast paid search engine results).

Search engines generate these results by matching a user’s search term against keywords in web content, then use

sophisticated algorithms to determine the order in which links to those items appear.

Advertisements that appear alongside organic links on search engine results pages. Brands may configure these

advertisements to appear only when users search for certain keywords and may bid against other brands for visibility -
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Property

Search engine (specif. ‘web search engine’)

Search engine optimisation (specif. ‘organic

search engine optimisation’; abbrev. SEO)
Search engine results (specif. ‘web search
engine results’)

SEO

Structured data
User generated content (abbrev. UGC)

uUGC

normally paying only when users click through to their websites.
Any front-end or user-facing component of a brand’s engagement strategy such as a website, a mobile app, print

collateral, or even physical venue.

An online system such as Google.co.uk that compiles a database of content available on the web, allows users to query
that database by entering a search term or keyword, then presents a set of search results that relate to the keyword.

A set of techniques that brands can use to promote engagement with audiences on search engines by publishing more
relevant web content, by making that content more accessible to search engines, and by making that content more
visible on search engine results pages.

A list of links to web pages or other web content that is provided by a search engine in response to a user’s query. The
links that appear on search engine results pages typically include a mix of paid and organic search engine results.
See search engine optimisation.

Any of several standardised methods (e.g. schema.org) for organising and storing data such as venue or event listings
and for making that content comprehensible to search engines and their users. Structured data can also make content
more accessible to website users with restricted vision or other impairments.

Any form of content such as blogs, wikis, discussion forums, posts, chats, tweets, podcasting, pins, digital images, video,
audio files, advertisements and other forms of media that was created by users of an online system, platform, portal or
service.

See user generated content.

Creative Tourist Consults: Cheltenham Tourism Outcomes Proposition, January 2016 — Final

101

/T obed



Agenda Item 7
Page 175

Cheltenham Borough Council
Cabinet — 8" March 2016
Draft Corporate Strategy 2016-17
Report of the Leader of the Council

Accountable member

Accountable officer

Leader of the Council, Clir. Steve Jordan

Strategy and Engagement Manager, Richard Gibson

Accountable scrutiny All
committee

Ward(s) affected All
Key Decision No

Executive summary

Recommendations

The corporate strategy 2016-17 is being prepared and is due to go to full
council for approval on 4™ April 2016. The draft plan is attached as appendix
A.

To endorse the draft corporate strategy 2016-17 ahead of it going to
full council for final approval (appendix A.)

Financial implications

None as a direct result of this report. The corporate strategy has been
developed alongside the Medium Term Financial Strategy to ensure that
there are sufficient budgets in place to deliver the outcomes as proposed.
In addition, the corporate strategy will be reviewed on an annual basis to
take into account our changing budgetary position.

Contact officer: Paul Jones, GOSS Head of finance
E-mail:paul.jones@cheltenham.gov.uk
Tel no: 01242 775154

Legal implications

The corporate strategy 2016-17 is the “corporate strategy” for the purposes
of the Local Authorities (Functions and Responsibilities) Regulations 2000.
The Executive is responsible for preparing the strateqy which must then be
submitted to and approved by council.

Contact officer: Peter Lewis

E-mail: Peter.Lewis@tewkesbury.gov.uk

Tel no: 01684 272012

HR implications
(including learning and
organisational
development)

Capacity to deliver the strategy will remain a key focus for the Senior
Leadership Team. Effective forward planning, use of project management
techniques, re-prioritising work streams are some of the tools available to
ensure that there is adequate resource available to deliver the strategy.

Contact officer: Julie McCarthy, Human Resources Manager, GO
Shared Services

E-mail: julie.mccarthy@cheltenham.gov.uk

Tel no: 01242 264355
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Key risks We recognise that

oes not establish prioritised, realistic and
achievable ambitioPage, 176 continued pressure on organisational
capacity and staff to maintain core services, and a risk of a perception of
poor performance due to over ambitious or ill-informed planning.

The Senior Leadership Team is responsible for the management of the risks
associated with the delivery of the corporate strategy and where
appropriate, risks are included on the corporate risk register.

Elected members will have oversight of the corporate risk register through
the scrutiny arrangements and through Audit Committee.

Risks associated with the delivery of specific outcomes are identified in the
draft corporate strategy and specific risk assessments are carried out as
part of our programme and project management arrangements.

Corporate and The corporate strategy sets out the framework for our corporate priorities.

community plan

Implications

Environmental and The corporate strategy sets out the council’s commitment to reducing

climate change carbon emissions and adapting to the impacts of climate change.

implications

1.  What do we want the corporate strategy to do?

1.1 The corporate strategy sets out the following:

= A proposed vision statement;

= The four priority outcomes that we will be working towards;

= The context for the year ahead in terms of needs, challenges and opportunities and
proposed commissioning intentions;

= The council’s priority actions to deliver the outcomes;

= The milestones, indicators and risks by which progress will be measured.

2. How we have prepared the draft strategy

21 Officers and cabinet members have been fully involved in the development of the corporate
strategy.

2.2 The corporate outcomes now focus on three high level place-making outcomes covering social,
environmental and economic, with an internal “transformation” outcome covering commissioning,
asset management and financial management.

2.3 Each outcome has an introductory section which sets out the context and an analysis of needs,
together with a summary of challenges and opportunities. There is then a statement of the
council’'s commissioning intentions in regard to that outcome.

2.4 Toreflect the change in the way the council delivers its services, each outcome has a section that
identifies which organisations have been commissioned to deliver that outcome, the organisations
we will work in partnership with and the services that CBC will continue to directly provide.

2.5 Alongside the priority actions and milestones, thought has also been given to measuring progress

through outcome measures (how we will measure these positive change to the outcome) and
service measures (how we will measure the direct contribution of our activity). Finally, the relevant
corporate risks to the delivery of that outcome have been listed.

$2c2n2isn Page 2 of 5 Last updated 25 February 2016




Page 177

3. Consultation and feedback

3.1

2016. The following observations were made.

The draft action plan was considered by the Overview and Scrutiny committee on 22 February

Observation

Response

ClIr. Hay suggested we include the term
“vibrant” in the vision statement

Now included

CliIr. Hay suggested a minor re-wording of our
transformation outcome to reflect that the
council’s role is to enable and facilitate delivery
of outcomes, rather than to deliver them directly.

Now re-worded

Our council can continue to facilitate the
delivery of our outcomes for both
Cheltenham and its residents

ClIr. Hay asked about how we can increase
recycling opportunities for people living in
HMOS or blocks of flats and whether this could
be included in the action plan.

Referred to Clir. Coleman and Pat
Pratley.

Clir. Ryder backed up ClIr. Hay’s request as she | As above

is aware of disabled residents living in blocks of

flats who find it a challenge to manoeuver

recycling boxes.

ClIr. Ryder requested a mention of the SSSI on | Now included

Leckhampton Hill

CliIr. Wilkinson asked that consideration be given
to including reference to enabling sustainable
transport in the vision statement.

Now included

ClIr. Mason wanted a clarification added to the
JCS milestone that this was subject to council
approval

Now included

Clir. Mason wanted clarification about the
inclusion of CR89 — a corporate risk about St.
Pauls phase 2

This risk has now been closed and will
therefore no longer appear in the
corporate strategy.

Clir. Hay asked that consideration be given to
including reference to improving the town’s air
quality in the corporate strategy

Now added to list of services, but no
specific action identified with the 16-17
action plan as air quality improvement
actions are dependent upon the progress
Cheltenham Transport Plan, and travel
related initiatives from the County Council
as part of the LSTF.

4. Next Steps

4.1

Monday 4™ April 2016 for approval.

If Cabinet are happy with the updated strategy, it will go to a meeting of the Full Council on

Report author

Richard Gibson

01242 235354

Strategy and Engagement Manager

richard.gibson@cheltenham.gov.uk
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Risk Assessment

6.1 abed

Appendix 2
The risk Original risk score | Managing risk
(impact x
likelihood)
Risk Risk description Risk Owner Date | L Score | Control Action Deadline Responsible officer
ref. raised
CR75 | CR75 - If capacity to deliver Andrew 3 |13 |9 Reduce | Gathering of projected 16.2.16 | Ken Dale
key projects is achieved by North resource data on the
diverting necessary resources council's key programmes
away from either core services and projects takes place
or other provider commitments, quarterly. This enables the
then there is a risk of not being council's Senior Leadership
able to deliver all of the Team to review demands
business as usual expectations alongside the resource
including a failure to comply needs of their core services
with internal controls that could and modify plans if
in turn impact on our reputation necessary.'
and finances
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Introduction

Every year, the council publishes its annual corporate strategy. The document sets
out the following:

e A proposed vision statement;
The four priority outcomes that we will be working towards;

e The context for the year ahead in terms of needs, challenges and
opportunities and proposed commissioning intentions;

e The council’s priority actions to deliver the outcomes;

e The milestones, indicators and risks by which progress will be measured.

Our vision statement

As part of last year’s corporate strategy, we developed a vision statement setting out
our aspirational goals for the long-term future of Cheltenham.

Our vision is of a vibrant Cheltenham that delivers the very best quality of life for its
people. We believe that key elements in achieving this vision are to protect and
enhance the built heritage and green spaces that have shaped the unique character
of the town; to create the conditions in which businesses can thrive, innovate and
provide good quality jobs; to make the town a world-class cultural and learning
centre which is outward-looking and welcoming to visitors; to build strong, safe and
healthy communities for residents and their families; to facilitate the provision of a
wide-range of sustainable travel options and to accept our responsibility to present
and future generations to live within environmentally sustainable limits.

Our outcomes

For the purposes of corporate strategy 2016-17, we have focused our efforts on
three high-level outcomes covering the issues that matter most to our residents,
businesses and visitors. We also have an internal “transformation” outcome covering
commissioning, asset management and financial management. The outcomes are:

Cheltenham's environmental quality and heritage is protected, maintained and
enhanced

Sustain and grow Cheltenham’s economic and cultural vitality
People live in strong, safe and healthy communities

Our council can continue to facilitate the delivery of our outcomes for both
Cheltenham and its residents

Background to the draft strategy

Each outcome has an introductory section which sets out the context and an
analysis of needs, together with a summary of challenges and opportunities. There is
then a statement of the council’'s commissioning intentions in regard to that outcome.
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To reflect the change in the way the council delivers its services, each outcome has
a section that identifies which organisations have been commissioned to deliver that
outcome, the organisations we will work in partnership with and the services that
CBC will continue to directly provide.

Alongside the priority actions and milestones, thought has also been given to
measuring progress through outcome measures (how we will measure these positive
change to the outcome) and service measures (how we will measure the direct
contribution of our activity). Finally, the relevant corporate risks to the delivery of that
outcome have been listed.

What happens next?

Any feedback will be incorporated into the final version of the action plan which goes
to Council on 4 April 2016 for final approval.



Our environmental outcome

Cheltenham's environmental quality and heritage is protected, maintained and enhanced

Strategic Direction:

Context and needs analysis

Cheltenham has the most complete 19th town plan in England, and the plan together with many of the original tree planting schemes, makes the Borough
unique. It is this special town plan together with the historic parks; squares and tree lined avenues, which has given it the title of “a town within a park”. The
borough is home to 2,600 listed buildings, of which five are grade 1 listed and seven conservation areas.

There are 461 green space sites covering an area of 620 Ha, comprising 13% of total borough area, including land on Leckhampton Hill, parts of which have
been designated as Sites of Special Scientific Interest (SSSI). There are also 2 ancient woodlands and 60,000 trees. These parks, gardens and tree lined
avenues have been nationally recognised as some of the best in the country. The provision ranges from small formal gardens and churchyards, to allotments,
playing fields, equipped play areas, local nature reserves, and large areas of accessible countryside on the urban fringes. Spaces are also linked by
recreational and wildlife corridors such as the Chelt Walk.

Challenges looking forward
e Moving forward with the adoption of the Joint Core Strategy and bringing forward the Cheltenham Plan
e Continuing to increase recycling rates for Cheltenham; currently at 46%, in the context of reducing residual waste per capita tonnages
e Continuing our investment programme in our parks and gardens

Commissioning intentions

The strategic direction for our environmental outcome will be set out in Joint Core Strategy and Cheltenham Plan. ;?
(@)
We have commissioned Ubico to deliver a range of environmental management services and have endorsed the expansion of the number of shareholders of (D
Ubico from April 2015. These are Tewkesbury Borough Council, West Oxfordshire District Council, Forest of Dean District Council and Stroud District Councill;o

We are working with the Joint Waste Committee focusing on residual waste and in particular reducing residual waste per capita from 273kg to a target of
228kg per capita by 2020. In the context of the per capita reduction in residual waste we will seek to achieve a target of 60% for recycling and composting by
2020.

In 2015, we completed a commissioning review of our environmental and regulatory services that has shaped how we will deliver the services in the future so
that they are:

o More customer focused — delivering services in a more convenient manner for the customer

e More supportive of economic growth that is hoped to deliver additional income of up to £500k by 2019/20

e More efficient - with joined up services provided at optimal cost, that will deliver a saving of £157k to the MTFS by 2017/18

As part of the review, we have now appointed a new Managing Director for Place and Economic Development that will head up the environmental and
regulatory services division.

We will also continue to invest in our physical assets; in 2016 we will progress three high profile projects the restoration of the War Memorial, the improvement
of the Pittville Park Play area and the building of a new crematorium building.




Our environmental outcome

Cheltenham's environmental quality and heritage is protected, maintained and enhanced

What are we doing already to deliver this outcome:

We have commissioned
the following:

To deliver the following:

We work in partnership
with:

On the following
activities:

We will deliver directly
through these teams:

Delivering the following
activities:

Ubico

Waste and recycling
collections, household and
commercial

Household recycling centre
and bring sites

Street cleaning

Public toilet cleaning
Grounds & cemetery
maintenance

Nursery operations

Fleet management and
maintenance

Joint Waste Committee

Gloucester City and
Tewkesbury Borough
Councils

Cheltenham Development
Task Force

Gloucestershire County

Strategic approach to
Waste and recycling activity
across Gloucestershire
including client
management of Ubico

Joint Core Strategy

Town Centre sites
Sustainable Transport

Cheltenham Transport Plan

Public Protection

Green Team

Development Management

Building Control

Townscape

Pollution Control,
Contaminated Land, Air
Quality Management

Green Space management

Development control
Strategic planning

Building Control
Urban Design

Landscape Architecture
Heritage, Arboriculture

Council U
Built Environment Planning enforcement jabl
Enforcement Q
D
Bereavement Services Cemetery and Crematoriun'OAO
What are our plans to deliver this outcome in 2016-17? o
— . . Lead Commissioner / Cabinet Lead
Priority actions Key milestones Dates Proi
roject Lead
ENV 1 - We will put in place the statutory Conclude JCS examination April 2016 Tracey Crews Leader of the Council
development plan for Cheltenham, including Adoption of JCS (subject to Council Dec 2016
adoption of the Joint Core Strategy (JCS) and approval) July 2016
preparation of the Cheltenham Plan e Prepare and consult on draft Cheltenham
Plan (regulation 18) Feb 2017
e Publication of Cheltenham Plan (regulation
19) June 2017
e Submit Cheltenham Plan to Secretary of
State for examination Nov 2017
e Adoption Cheltenham Plan
ENV 2 - We will deliver CBC’s commitments e Consider options for the transfer of waste Mar 2017 Pat Pratley Cabinet Member Clean
contained within the Joint Waste Committee plan after August 2018 and Green Environment
e Review options for recycling service redesign | Oct 2016
in Cheltenham including round optimisation
across all services




e Support Ubico in making preparations to
implement chosen recycling service model in
Summer 2017

Mar 2017

e Support the enforcement of no sidewaste Jun 2016
and closed bin lid policy
e Explore new recycling opportunities at HRCs | Sep 2016
including Swindon Road
e Undertake a review of the capacity and June 2016
resources required by the JWT to deliver its
plan
ENV 3 - We will strengthen the council’s approach | Complete the amalgamation of Community By May Mike Redman Cabinet Member
to enforcement as part of the re-structuring of the | Protection into the Enforcement Team to enable | 2016 Development and Safety
REST division an increase in enforcement performance against
outcomes, utilising the synergies that exist
between teams.
June 2016
Continue to deliver service improvements Sept 2016
through systems thinking and provide quarterly Dec 2016
performance statements. March 2017
ENV 4 - We will create a new children’s play area | ¢ Commence work on-site Jan 2016 Adam Reynolds Cabinet Member Clean
in Pittville Park. e Complete work on site May 2016 and Green Environment
e Soft opening June 2016 Y
e Official Opening event July 2016 >
ENV 5 - We will restore Cheltenham’s War e WNMT grant application April 2016 Mark Sheldon Cabinet Member Finance (D
Memorial e HLF grant application outcome April 2016 =
e Commence War Memorial restoration May 2016 o
e Complete War memorial restoration Sept 2016 o
e Commence WW1 commemoration Sept 2017
programme
¢ Close WW1 commemoration programme — | Nov 2018
War Memorial dedication ceremony
ENV 6 - We will progress the building of the new Appoint design team June 2016 | Mike Redman Cabinet Member Clean
Crematorium building Submit main planning application March 2017 and Green Environment
New crematorium begins operating’ June 2018

Proposed measures

Baseline (date)

Type of Indicator Measured by this indicator Lead
Outcome measures ¢ An increase in the number of buildings and At the 2014 ceremony, there were 4 Townscape
spaces given an award or commendation in the Awards and 5 Commendations Manager

Cheltenham Civic Awards (bi-annual).

flag status for our parks and gardens

¢ |ncrease the number of applications for green

Currently there are 4 parks with Green
Flag status, Naunton Park, Hatherley Park
Montpellier Gardens and Springfield Park

Green Space
Development
Manager




Number of green space sites with community
involvement in terms of management or
maintenance

14 sites currently (Sandford,
Leckhampton Hill, Priors Farm,
Montpellier, Hatherley, Weavers Field,
Honeybourne Line, Wymans Brook,
Swindon Village Playing Field,
Springfields Park, Benhall Open Space,
St Peters Park, Pilley Bridge Nature
Reserve, Imperial Gardens.)

Green Space
Development
Manager

Type of Indicator

Measured by this indicator

Baseline (date)

Lead

Key service measures

Percentage of household waste recycled and
composted

Residual household waste per household
(Kg/year)

Average number of days to process a major
planning application from receipt to issuing of
decision

Average number of days to process other
planning applications

Number of improvement schemes to parks,
streets and spaces

e Number properties improved in terms of built

environment heritage as a result of council
action.

46% (current average for first three
quarters)
Current target is 464kg for 2015-16

91 days

54 days (Jan 2016

11 in 2015-16 (Play Areas: Agg Gardner
Play Area, Construction phase of Pittville
rejuvenation underway. Partial play
refurbishments at Humpty Dumps,
Burrows Playing Field, Chelt Walk Park.
Landscape: Restoration of Pittville lake
edge, and ornamental metal work,
desilting and clear out of residuum.
Elmfield Playing Field Big Local new path,
KGV public art installation, Year 2 Urban
Meadows project. Neptune Fountain.
Sandford Park Petanque area.

116 target for 2015-16
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What are the corporate risks associated with this outcome?

CR33 - If the council does not keep the momentum going with regards to the JCS and move towards adoption this could result in inappropriate development.

CR81 - If the Council does not progress as quickly as possible to preparing the Cheltenham Plan, then the Borough will be exposed to the risk of inappropriate development.

CR98 - If we fail to make the cremators reliable and are unable to cremate due to failure of the equipment over a sustained period of time, cremations will have to be
transferred to another crematorium, resulting in lost income and reputational damage to the authority

CR99 - If we fail to put in place a programmed maintenance contract for the crematorium within the next 12 months then we could suffer an increased risk to the loss of the

system and service.

CR104 - If the proposed new crematorium is not delivered to the expected quality, cost and timescale, there are likely to be significant operational, financial and reputational

risks for the authority.




Our economic outcome:

Sustain and grow Cheltenham’s economic and cultural vitality

Strategic direction

Context and needs analysis

Cheltenham has a relatively affluent economy; it supports approx. 72,000 jobs in a range of industries including defence, aerospace, electronics and tourism
businesses. It generated between £2.4bn and £2.7bn in economic output. The public administration, education and health sector is the largest contributor by
GVA to the economy (21.8%), closely followed by Production (20.4%), though in terms of job numbers, business administration (8,800), health (8,200) and
retail (8,100) are the most significant sectors. (source Athey Report).

However, we know that Cheltenham’s annual rate of economic growth (0.7%) has lagged significantly behind national average growth rates (1.9%), the rate of
jobs growth is below the average for Gloucestershire, Productivity rates in Gloucestershire (data not available for Cheltenham) are below average and
declining relative to comparator areas and England averages. In addition, despite workers in Cheltenham having a high qualifications profile, there is a lower
percentage of people working in the district in high skilled occupations while average earnings are also below the national average.

Cheltenham has gained an international reputation as a thriving centre for culture and is home to a number of festivals that take place throughout the year.
The four festivals put on by Cheltenham Festivals bring in nearly a quarter of a million people per annum. Cheltenham Racecourse is home to the National U
Hunt festival season and hosts sixteen events every year including the Gold Cup Festival with over 500,000 visitors per annum. The borough also plays host (&
to the Everyman Theatre and the Playhouse Theatre, both of which put on a rich and varied programme of professional and amateur performing arts. The
Wilson has national recognition as a museum with an outstanding collection.

88T abe

Cheltenham also has a vibrant night-time economy, the largest such economy between Bristol and Birmingham with an estimated 285 licensed premises in
the town centre area out of 460 in whole borough. Our NTE is bolstered by the presence of around 10,000 students at the University of Gloucestershire and
from the many sporting events; particularly the Cheltenham Gold Cup Festival which brings many visitors to Cheltenham — the Gold Cup day itself attracts
around 67,000 people to the racecourse itself.

Challenges / opportunities looking forward
e Ensuring that the Joint Core Strategy and Local Plan are able to set out a clear direction for sustaining and growing Cheltenham’s economic and
cultural vitality.
Meeting demand for office and business accommodation
Junction 10 upgrade to unlock the economic potential of land at north west Cheltenham
The opportunity to use land to the West of Cheltenham to support economic growth
Consistent and joined-up approach across economic development, tourism, marketing, regeneration and cultural activities through a longer term
strategy for place making and growth
The Business Improvement District proposals that will create a pot of funding to sustain our quality approach to the town centre
e Improving transport connectivity between Cheltenham and other major cities (especially London) and connectivity between the train station and the
town centre




Our economic outcome:

Sustain and grow Cheltenham’s economic and cultural vitality

Commissioning intentions

The strategic direction for our economic outcome will be set out in a place-making and growth strategy that will knit together our economic development,
cultural and tourism ambitions. Alongside a strategy to bring forward employment sites, the strategy will set out how we use direct delivery, influence and

leadership to sustain and grow Cheltenham’s economic and cultural vitality. Programmes that we will seek to influence will include:

In 2015, we undertook a commissioning review to develop an aligned outcomes proposition for Cheltenham’s tourism offer that will boost the tourism
economy, clarity on how we deliver the proposition and clarity on how we will measure success and the impact on public value in the widest sense. The

Gloucestershire LEP
Cheltenham Development Task Force which is leading the regeneration of town centre sites
Cheltenham Transport Plan which will deliver improvements to traffic flow and public transport linkages with the town centre
Cheltenham Trust — delivery of arts, culture and tourism services
Cheltenham Partnerships — linkages with Job Centre Plus, schools and advice providers

findings from this work are now available and we will be working to implement these in 2016.

What are we doing already to deliver this outcome?

We have commissioned
the following:

To deliver the following:

We work in partnership
with:

On the following
activities:

We will deliver directly
through these teams:

Delivering the following
activities:

The Cheltenham Trust

The Wilson

Town Hall

Pittville Pump Room
Leisureat Cheltenham
Sports Play and Healthy
Lifestyles

Gloucestershire Enterprise  Business advice clinics

Local Enterprise
Partnership

Cheltenham Business
Partnership

Cheltenham Chamber of
Commerce

Strategic Economic Plan
for Gloucestershire

Managing Director Place
and Economic
Development

Economic development
strategy
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Tourism Strategy

What are our plans to deliver this outcome in 2016-17?

. . . Lead Commissioner / Cabinet Lead
Priority actions Key milestones Dates Project Lead
ECON 1 - We will work in partnership with key Draft Strategy Sep 16 Tim Atkins Leader of the Council
stakeholders to develop a longer term strategy for | Consultation complete Jan 17
place making and growth Approved by Cabinet Mar 17
ECON 2 - We will develop our strategic approach e Tourism Development Officer in-place June 2016 | Tim Atkins Cabinet Member Healthy
to tourism, work with the tourism partnership to e Commence implementation of key priorities June 2016 Lifestyles
ensure that there is alignment behind the strategy | ¢« Establish Tourism Task Force Sep 2016
and agree appropriate delivery mechanisms  Report back to Cabinet on year 2 work plan | Dec 2016
ECON 3 - We will undertake a ballot of town CBC support for new BID company if ‘YES’ vote | August Tim Atkins Leader of the Council
centre businesses on the establishment of a secured 2017
Business Improvement District and assist in its Measures to remove Late Night Levy TBA
establishment if the ballot is positive.




Our economic outcome:

Sustain and grow Cheltenham’s economic and cultural vitality

ECON 4 - We will support delivery of the
Cheltenham Development Taskforce business

Conclusion of and progress towards delivery on
various key sites and themes including

Jeremy Williamson

Cabinet Member
Development and Safety

plan e Brewery I July 17
e Beechwood July 17
e Regency Place Dec 17
e North Place TBA
e Cheltenham Transport Plan - highways | Summer 17
e Cheltenham Spa station Spring 18
e public realm upgrades On-going
To support Director Resources with the .
implementation of the accommodation strategy | °"9°'"9
ECON 5 - We will work in partnership with The e To have reviewed the potential projects Mark Sheldon Cabinet Member Healthy
Cheltenham Trust as they develop their capital which support the delivery of the business July 2016 Lifestyles
investment strategy to support their business plan plan targets for the Trust.
e To have scoped, tendered and evaluated Sept 2016
the initial feasibility study into the T
redevelopment of the Town Hall. Q
e To have made an application for external Dec 2016 «Q
funding of the redevelopment of the Town @
Hall. =
(o]
ECON 6 - We will consult on options and agree a | « Develop options in consultation with the Car | October Mike Redman Cabinet Member ©
car parking strategy, to determine where council Parking Working Group, including input from | 2016 Development and Safety
investment should best be directed in support of key stakeholders, including GCC and
the local economy, having regard to the Council's private car park operators
overall financial position, environmental and e Liaise with GCC regarding delivery options , | October
tourism objectives having regard to any opportunities arising 2016
as a result of the devolution agenda
e Undertake public consultation where Jan 2017
appropriate to the implementation of
emerging options
March 2017

e Report to Cabinet regarding recommended
option(s) and associated action plan




Our economic outcome:

Sustain and grow Cheltenham’s economic and cultural vitality

How will we measure our progress to achieving this outcome?

Baseline (date)

Type of Indicator Measured by this indicator Lead
Outcome measures Growth in births of new enterprises There were 600 “births” in 2012, 725 in Director of Planning
2013 (ONS) and 680 in 2014
Reduction in claimant rate As at Dec 2015, there were 705 claimants | Director of Planning
representing a rate of 0.9%. Cheltenham
rate of young people not in education,
employment or training was 3.12%
Increase the gross weekly pay for full-time £546.80 Director of Planning
workers (2015)
Grow the number of employee Jobs (full-time / | 44,400/ 22,900 Director of Planning
part-time) 2014
Increase the number of business units — 4905 Director of Planning
enterprises (2015) (Nomis)
Type of Indicator Measured by this indicator Baseline (date) Lead

Key service measures

e Number of Town Centre enhancement
schemes implemented by Spring 2017

5 (2015-2016)

Townscape Manager

T6T abed

What are the corporate risks associated with this outcome?

CR®68 - If there is a failure to align and manage the Cheltenham Task Force developments with the (emerging) Car Parking Strategy then there is a risk of customer
dissatisfaction and the loss of reputation and revenue. There are several strands to mitigating this Corporate Risk each will be managed through Divisional Risks registers.

CR100 - If the recommendations within the car parking audit action plan are not effectively addressed or the issues mitigated, there are income and reputational risks to the

Council




Our community outcome:

People live in strong, safe and healthy communities

Strategic Direction

Context and needs analysis

Strong communities

We know that Cheltenham is a borough with a great diversity of communities. We have well established neighbourhood-based communities which have a range of structures
to represent them including 14 neighbourhood coordination groups, 11 friends of groups, 40 resident associations, 3 neighbourhood partnerships and 5 parish councils. We
also have many communities of interest; including those that have representation through established groups such as Cheltenham Inter-Faith forum, Cheltenham Pensioners
Forum and Cheltenham Carer's Forum.

We also know that despite Cheltenham being a relatively affluent borough, there are still pockets of deprivation. The Indices of Multiple Deprivation 2015 clearly show that
there are three super output areas in the 10% most deprived areas nationally — parts of, St. Marks, Hesters Way and St. Pauls. We also know that child poverty is an issue in
Cheltenham; once housing costs are factored in; there are four wards where over 30% of children growing up in poverty. These are St. Pauls, Oakley, St. Marks and Hesters
Way.

In terms of housing choice, Cheltenham has a well-documented lack of affordable housing and increasing supply is a huge challenge for the borough; a housing needs study
carried out in 2010 concluded that to meet the demand for affordable housing 670 affordable dwellings would have to be built every year for the next five years. Mainly due to
the constrained environment established by the Cotswolds Area of Outstanding Natural Beauty and green belt surrounding Cheltenham the demand for affordable housing
has not been met. A key factor in delivering affordable housing is negotiation on sites delivering market housing as part of the planning process. As set out in the draft Joint
Core Strategy, over the next 16 years Cheltenham will need to identify sites to accommodate 9,100 new homes to meet the needs of existing communities and new residents qy

«Q
Safe Communities @
Although crime rates in Cheltenham have fallen steadily over the past 20 years from 1993/94 when there were 18,811 recorded crimes to the calendar year 2015 when there =
were 7,269 recorded crimes, there are still a large number of crimes that cause distress for local people. Domestic burglary, serious acquisitive crime and sexual offences
have all increased recently and are subject to intensive work by the Police to address them. Domestic abuse continues to be a significant issue; there were an average of 20t
reported incidents of domestic abuse in the calendar year 2015, 35% of which were repeat incidents. In addition, in the past year or so, Cheltenham has seen two domestic
homicides as the result of domestic abuse and the council is leading the formal investigation into these tragedies in the form of a Domestic Homicide Review.

Healthy communities

Cheltenham is perceived as being a healthy place to live, and many statistics support this perception. Results from the 2011 Census show a higher proportion of people in
Cheltenham being in ‘good or very good health’ compared to the rest of Gloucestershire and the proportion feeling they were in bad or very bad health was lower than the
County average. But good health is not universally shared by everyone living in Cheltenham with some groups of individuals, such as those on lower incomes, people from
certain ethnic groups and people with mental health problems that experience poorer health outcomes. In 2011, 17,500 residents in Cheltenham had a limiting long term
illness/disability equating to 15.1% of the population. Mental health is the most commonly reported disabling condition in Cheltenham, representing a fifth of all claims. This
differs from the picture in all of the other districts where arthritis was the most commonly reported condition

We know that excess alcohol consumption causes significant social and health problems in the town. Until 2011/12, the rate of alcohol related hospital admissions in
Cheltenham had been steadily rising for 4 years, and was higher than both the county and national benchmarks. However, the most recent year of data shows a fall in the
Cheltenham rate, although it still remains above the Gloucestershire and England rates.

In addition, we know that Cheltenham has an ageing population. Between 2004 and 2014, the older population (aged 65 and above) in Cheltenham continued to outpace that
of the younger population and now stands at 18% of people. This figure is likely to increase as more older people live longer and as young people continue to move out of
Cheltenham due to high house prices. Cheltenham has higher rates of excess winter deaths — these rose significantly from 2006-09 to 2008-11, but has since plateaued




Our community outcome:

People live in strong, safe and healthy communities

though remains higher than the national and county benchmarks. Cheltenham has the second highest rate of people in residential care in the county in recent years. For
nursing care Cheltenham has moved from being the District with the lowest rate in 2011/12 to the highest in the county in 2014/15.

Challenges and opportunities looking forward

Many elements of the public and voluntary sectors charged with leading the stronger, safer, healthier agendas will continue to see budgets shrink over the next few years.
With less resource, it has become ever more important for all agencies to collectively identify community needs and then agree shared outcomes and then either jointly
commissioning activity or co-ordinating existing local activity. Part of the equation must be to reduce the demand on service providers by empowering and growing the
capacity of communities through resourcing, capacity building, training and volunteer support.

Cheltenham has a very well regarded ALMO, Cheltenham Borough Homes, which is now self-funded and so able to bring its resources and assets to the table in the delivery
of this outcome.

Commissioning intentions
Our commissioning intentions are to work in partnership with others in the public and voluntary sectors to deliver this outcome and to explore joint commissioning wherever

possible. Recent work by Cheltenham Partnerships has identified the following areas for joint work:
e Strengthening the emotional wellbeing and resilience of vulnerable children, young people and adults
¢ Working to promote healthy lifestyles across all communities in Cheltenham, including work around reducing alcohol-related harm
¢ Working to encourage more people to get actively involved in their communities so that people live in strong and safe communities including work on reducing domestic

abuse

e Working to ensure that everyone has an opportunity to contribute to Cheltenham’s economy including work to promote apprenticeships

We will also work to ensure that Cheltenham Borough Homes and other commissioned housing-related service providers support the priorities and outcomes within our
Housing and Homelessness Strategy.

What are we doing already to deliver this outcome?

We have commissioned
the following:

To deliver the following:

We work in partnership
with:

On the following
activities:

We will deliver directly
through these teams:

Delivering the following
activities:

o
jab)
Q
D
=
(o]
w

The Cheltenham Trust

Cheltenham Borough
Homes

The Wilson Art Gallery
and Museum

Leisureat Cheltenham
Sports, Play and Healthy
Lifestyles

Safer Estates

Rent collection

Housing Management
Housing improvements
and repairs
Neighbourhood Warden
Service

Repairs to your property
Welfare benefits & advice

Gloucestershire County
Councll

Gloucestershire Police /
Police and Crime
Commissioner

Clinical Commissioning
Group

Voluntary sector

Supporting People
Health inequalities
Vulnerable children and
families

Safeguarding

Domestic abuse

Anti-Social Behaviour
Late Night Levy
Alcohol Coordination
Group

Social Prescribing

Strategy and Engagement

Housing Strategy

Public Protection

Built Environment
Enforcement

Neighbourhood working
Inclusion work

Parish Council Liaison
Safeguarding
Vulnerable children and
families

Big Local

Housing enabling
Client side for CBH

Food safety

Licensing

Public health inspections
Air quality

Licensing of HMOs




Our community outcome:

People live in strong, safe and healthy communities

What are priority actions to deliver this outcome in 2016-17?

Priority actions

Key milestones

Dates

Lead Commissioner /
Project Lead

Cabinet Lead

Housing strategy and enabling

COM 1 — work with CBH to deliver more houses
for rent on HRA sites

Council approval to build on Garage Phase
2 sites

Council approval to build on Garage Phase
3 sites plus other miscellaneous sites
Council approval to build new homes on
Whaddon Road as part of Cakebridge Place
redevelopment

April 2016

February
2017

March 2017

Martin Stacy

Cabinet Member Housing

COM 2 - explore opportunities for creating more
homes for veterans

Project scope agreed and embedded within
CBC-CBH new build Joint Programme
Board

July 2016

Martin Stacy

Cabinet Member Housing

COM 3 - We will develop proposals to introduce a
more rigorous approach to the licensing and
enforcement of private rented sector housing in
the borough.

Monitor outcome of the government
consultation and review considering an
extension of the national mandatory HMO
licensing regime.

Alongside monitoring the government’s
extended mandatory HMO licensing regime,
utilise the emerging Cheltenham Plan to
provide opportunities to frame new planning
policies and strategies, to help improve the
quality of HMQO'’s, working with the
University of Gloucestershire to inform the
Council’s overall HMO strategy.

Consider the feasibility and resourcing
implications of introducing Article 4
direction(s) to limit the percentage of HMO
accommodation currently leading to
community imbalance and related loss of
amenity in some parts of the town.

Report to Cabinet on the options for
extending activity relating to the
enforcement of standards in private rented
sector accommodation.

December
2016

On-going

March 2017

July 2017

Mike Redman

Cabinet Member Housing

v6T obed

COM 4 — prepare for update housing and
homelessness strategy in 2017

Scope out engagement arrangements with
relevant stakeholders to help inform the
development of the strategy.

March 2017

Martin Stacy

Cabinet Member Housing
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Safeguarding the welfare of others

COM 5 - We will update our safeguarding policy to | Draft report to Cabinet July 2016 Richard Gibson Cabinet Member Housing
reflect our wider work to safeguard people Staff consultation sessions Sept 2016
including recognition of domestic abuse and Final report to Cabinet Nov 2016
sexual violence, hate crime and modern slavery
We will publish two domestic homicide reviews
and then work in partnership to ensure that our Publication of DHRs June 2016
local response in Cheltenham supports a
coordinated approach to supporting victims of Development of partnership response October
domestic abuse and sexual violence 2016
COM 6 — We will work in partnership with e Work with the Police & Crime Commissioner | Sept 2016 Mike Redman Cabinet Member
Gloucestershire Constabulary to review town to consider the impact of the proposed Development and Safety
centre CCTV provision and associated monitoring closure of Lansdown Road police station on
arrangements. the provision of town centre CCTV
monitoring.
e Review the on-going provision and need for | March 2017
upgrading of the current town centre CCTV
system, having regard to its contribution to U
the delivery of priority outcomes, including g
crime reduction and detection D
Working with others to promote strong and healthy lifestyles =
COM 7 — Enable a range of community building Coordinate and deliver the Children’s Festival May 2016 Richard Gibson Cabinet Member Healthy ©
and celebration events through taking a facilitative | Coordinate and deliver the Midsummer Fiesta July 2016 Lifestyles 92
role to working with community groups and Support Black History Month Oct 2016
organisations World Mental Health Day Oct 2016
Support Inter-Faith week Nov 2016
Support Holocaust Memorial Day Jan 2017
Support LGBT history month Feb 2017
COM 8 — Develop a commissioning approach to e Agree specifications April 2016 Richard Gibson Cabinet Member Healthy
tackling a range of health and wellbeing issues in Commissioned providers in place June 2016 Lifestyles
Cheltenham such as tackling obesity, reducing Report back to Cheltenham Partnerships on | December
alcohol harm and improving mental health progress 2016
COM 9 - Progress cycling & walking optionsasa | e Establish Advisory Group April 2016 Tracey Crews Cabinet Member
result of the work of the O+S task group e Produce a delivery plan for the various Development and Safety
recommendations Sept 2016
¢ Installation of contra-flow cycle lane in )
Winchcombe St with rearrangement of the April 2016
Albion St junction —Work starts in April.
COM 10 - Commissioning review of Shopmobility | Agreement to procurement process TBA Tracey Crews Cabinet Member Healthy
Award of contract Lifestyles

Implementation of service




How will we measure our progress to achieving this outcome?

Type of Indicator

Measured by this indicator

Current Baseline (date)

Lead

Outcome measures

Increase the provision of new affordable housing

Reduce the numbers of households who are
homeless

32 affordable housing completions to date
in 2015-16.

There have been 5 homelessness
acceptances in the past quarter.

Lead
Commissioner -
Housing Services

Reduction in recorded crime As at December 2015 there had been Strategy and
7,269 recorded crime incidents in the Engagement
previous 12 months. Manager
Reduction in domestic burglary As at December 2015, there had been As above
611 domestic burglary incidents in the
previous 12 months.
Reduction in anti-social behaviour incidents As at December 2015, there had been As above
5,380 anti-social behaviour incidents in
the previous 12 months. ny
jab]
Reduction in the number of residential properties In 2011, there were 3,352 properties with | Enforcement «Q
with significant health hazards one or more category 1 hazards (7.5% of | Manager @
housing stock.) =
(o)
Growth in numbers of food businesses rated 3 stars | There are currently 777 food premises Public & °
and above rated 3 stars and above out of 836 food Environmental
premises. Health Team
Leader
Type of Indicator Measured by this indicator Baseline (date) Lead
Key service measures Number of vacant homes for more than 12 months | 145 currently in 2015-16 Enforcement
brought back into use as a direct result of Council Manager
action
Number of disabled and older persons able to stay | 57 currently in 2015-16 Enforcement
in their own homes as a result of Council action. Manager
Number of private sector dwellings made safe by 145 currently in 2015-16 Enforcement
the Council Manager

What are the corporate risks associated with this outcome?

None currently




Corporate outcome

Our council can continue to facilitate the delivery of our outcomes for both Cheltenham and its
residents

Strategic direction

Context and needs analysis
Since 2009/10, Government core funding (revenue support grant and business rates income) has been cut by some £5.7m, from £8.8 million to £3.1 million a
year.

The scale of the cuts has forced the council to transform itself in order to protect frontline services — central to this has been the commitment to being a
commissioning council as a means of:

o Delivering better outcomes for our customers and communities;

e Collaborating more with others; and

e Delivering financial savings.

Since then we have commissioned 12 service areas including:
e Human Resources, Procurement and Finance now delivered by a shared arrangement with three other councils;
e Waste collection and recycling services now delivered by a shared arrangement with Cotswolds District Council;
e ICT now delivered by a shared arrangement with Forest of Dean District Council; and
e Leisure and Culture services now delivered by a new charitable trust.

Our overall budget management programme, the Bridging the Gap (BtG), has successfully managed the on-going funding gap, with over £11m of savings /
income generated from commissioning, plus initiatives to increase commercial activity and manage our property assets.
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Challenges and opportunities looking forward

The government’s financial settlement in principle allows authorities to spend locally what is raised locally from either business rates or council tax enabled
local authorities to engage much more with what is happening on the ground in their areas. Most noticeably, there has been a shift away from freezing council
tax to using council tax to generate additional funding. The phasing out of revenue support grant and in due course allowing councils to benefit from a higher
share of business rates creates a need for to develop a long-term strategy to support the local economy.

Commissioning intentions

The council has committed itself to 2020 Vision which sets out an ambition for further collaboration with Cotswold, West Oxfordshire and Forest of Dean District
Councils who, together with CBC make up the GO Partner Councils. The vision for the partnership is “A number of Councils, retaining their independence and
identities, but working together and sharing resources to maximise mutual benefit leading to more efficient, effective delivery of local services.” The programme
is expected to save CBC £1.32m per annum by year 10.

With the maturing of the 2020 programme, the council has now agreed to share revenues and benefits and customer services, along with ICT services and
Human Resources, Procurement and Finance. There will also be work done to understand how a shared commissioning function could work across the four
councils.

The council is also committed to the effective use of its assets, infrastructure and the way it procures goods and services to support this outcome.




Corporate outcome

Our council can continue to facilitate the delivery of our outcomes for both Cheltenham and its

residents

What are we doing already to deliver this outcome?

We have commissioned
the following:

To deliver the following:

We work in partnership
with:

On the following
activities:

We will deliver directly
through these teams:

Delivering the following
activities:

GO Shared Services

ICT shared services

Audit Cotswolds

Financial Management
Human resources, Health
& Safety, Learning &
Development
Procurement

IT infrastructure,
application and business
support

IT training

Audit and Assurance

Forest of Dean, West
Oxfordshire and Cotswold
District Councils

Forest of Dean DC

GO Shared services and
2020 Vision

ICT shared services

Property Services

Customer and Support

Services

Revenues and Benefits

Business Development

Business Transformation

Democratic Services

Elections

Asset Management,
Property Management

Reception, Telephony,
Custodian services, Post-
room, Income processing
and Car Park Income
collection

Council Tax, Housing
benefits

Project and Programme
Management
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Customer Complaints, Fo
systems thinking, Client-
side
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Committee Management
Member Liaison

Electoral Register, Elections

What are our priority actions to deliver this outcome in 2016-17?

. . . Lead Commissioner / Cabinet Lead
Priority actions Key milestones Dates Project Lead
2020 Vision
VEM 1 - We will work with our 2020 partners to e Cabinet to consider a business case for a July 2016 Pat Pratley Leader of the Council
implement agreed shared services from April local authority company governance model
2016. e To have appraised the options for sharing of | July 2016 Mark Sheldon Cabinet Member Finance
property services and made a
recommendation to Cabinet.
e To have developed and agreed a shared July 2016 Mark Sheldon Cabinet Member Finance
Customer Access strategy to support the
development of the customer services.




Devolution

VEM 2 - We will work with our Gloucestershire Agree with GCC proposals for devolved April 2016 Pat Pratley Leader of the Council
partners to develop an implementation plan for the | Cheltenham input on a range of highways
delivery of the devolution agreement matters
Presented to individual councils and April 2016
organisations for approval
Public consultation June 2016
Reaffirm proposals post-election July 2016
Submit to government Sep 2016
Shadow arrangements Oct 2016
Assets and Infrastructure
VEM 3 - We will deliver our Accommodation o Establish future space needs and those of June 2016 | Mark Sheldon Cabinet Member Finance
Strategy which delivers more modern, flexible and our partners.
cost-effective office accommodation. e Determined the strategy for relocation from June 2016
and the redevelopment of the Municipal
Offices.
e Undertake consultation of redevelopment July 2016 o
proposals Q
e Prepared a marking pack to support the Sept 2016 ((%
process of finding a joint venture (JV) N
partner to deliver the accommodation O
strategy. (o]
 Evaluated options and enter into a contract | Dec 2016.
for a JV partner.
VFM 4 - Asset Management Plan e Agreed a revised AMP including parameters | April 2016 Mark Sheldon Cabinet Member Finance
and terms of reference to support decision
making in respect of enhancing the
Investment Property portfolio.
e Agree a revised policy of support to the third | To be Mark Sheldon / Richard
sector agreed Gibson
Financial Management
VFM 5 - We will implement the ‘Bridging the Gap’ | Identify further savings / income to close gap for Paul Jones Cabinet Member Finance
programme and budget strategy for meeting the 2017/18 and residual MTFS budget gap.
MTFS funding gap

How will we measure our progress to achieving this outcome?

Type of Indicator

Measured by this indicator

Baseline (date)

Lead

Outcome measures

Bridging the Gap savings / increased income

The 2016-17 budget gap was £1.88m.
The predicted gap for 2017-18 is £1.73m

Director Resources




Type of Indicator Measured by this indicator Baseline (date) Lead
Key service measures Turnover — number of leavers as a percentage | (1.4.14 - 28.2.15) GO Shared Services

of average headcount: Head of HR

Controlled (eg TUPE, redundancy) 41.77%

Uncontrolled 13.58%
GO Shared Services
Head of HR

No. days lost due to sickness absence 7.5 days per FTE GO Shared Services
Head of HR

% staff appraisals completed 100% Customer Relations
Manager

Number of stage 3 complaints upheld/partially | 7

upheld in favour of the customer

What are the corporate risks associated with this outcome?

CR3 - If the council is unable to come up with long term solutions which bridge the gap in the medium term financial strategy then it will find it increasingly difficult to prepare

budgets year on year without making unplanned cuts in service provision

CRY75 - If capacity to deliver key projects is achieved by diverting necessary resources away from either core services or other provider commitments, then there is a risk of not
being able to deliver all of the business as usual expectations including a failure to comply with internal controls that could in turn impact on our reputation and finances

CRY77 - If the new reciprocal ICT Business Continuity arrangements with FoDDC are not put in place then there is a risk that key councils services in the event of an emergency

or unplanned event will not be effective.

CRY78 - If the Corporate and Service Business Continuity Plans do not reflect the governance structures associated with the commissioning and shared service arrangement

then there is a risk that key services will be not be available in the event of an emergency or unplanned event.
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CR101 - If the council is not able to progress delivery of the 2020 Vision project, then the Council will have to look for alternative ways to deliver the £1.32m savings predicte(«(D

to be realised over the 10 years of the programme — proposed corporate risk

N

CR105 - If the Budget Deficit (Support) Reserve is not suitably resourced insufficient reserves will be available to cover anticipated future deficits resulting in the use of Gene ©
Balances which will consequently fall below the minimum required level as recommended by the Chief Finance Officer in the Council's Medium Term Financial Strategy.
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