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1 INTRODUCTION

This report presents the findings of a programme of research carried out by the Brecon Beacons National Park Authority (BBNPA) Tourism Growth Area in partnership with Brecon Action. The research was also conducted with the assistance of Tourism Partnership Mid Wales and Powys County Council. The research aimed to investigate the characteristics of visits and visitors to the Brecon area. 
Objectives

The objectives for the survey were threefold. 

· To gain insights into the characteristics of current visitors to Brecon
· To examine the characteristics of different types of visitors
· To inform future tourism planning for Brecon as part of wider promotion of the Brecon Beacons Tourism Growth Area 
Methodology


Between March and October 2005, several hundred self-completion questionnaires were distributed by volunteers and BBNPA staff to a number of locations around Brecon.  

Visitors could choose either to complete the questionnaire there and then, handing it back to a member of staff, or to use a freepost envelope to post it back.  
Sample size

A total of 224 questionnaires were returned using the methods listed above. 

2 RESULTS

This chapter presents the main findings of the research. One of the objectives for this study was to examine the characteristics and views of the different types of visitors; specific segments that were investigated included:

· Day trippers from home – those travelling from and back to home in the same day for leisure purposes

· Holiday day trippers– those taking a day trip to Brecon whilst on holiday elsewhere in the area
· Short break takers – those staying 3 nights or less in Brecon
· Longer break takers – those staying four nights or more in Brecon
Holiday takers of one sort made up over two thirds of the sample (68%). Those on short breaks were most common (34%), with 28% on longer breaks. Holiday day trippers accounted for 6% of the sample. 
Aside from holiday makers, the other significant sample were day trippers travelling from home, who accounted for 28% of respondents. The remainder of the sample were those on business trips (1%) and other types of trips (3%) 
In the remainder of this report we highlight, where appropriate, differences between the whole sample, and three main types of visitors – short and longer break takers and day trippers from home. We have restricted analysis to these three categories because sample sizes for the other types of visitor are too small to enable valid analysis.

Characteristics of sample

The proportion of male and female visitors interviewed was fairly even (54% female, 46% male). 
The age profile of the respondents is summarised in the table below.  Although there was a good overall spread of ages, there was a slight skew towards older visitors, with 54% of respondents being aged 45 years or over.  

Table 1  Age profile of respondents

	Age
	% of all respondents

	16-24
	5%

	25-34
	12%

	35-44
	23%

	45-54
	18%

	55-64
	22%

	65+
	14%

	No answer
	6%


Visit characteristics of visitors

The following section looks at the visit characteristics of visitors to the Brecon area. 

Accommodation 

Staying visitors were asked to provide details of the main type of accommodation used during their visit and also asked to say through what method they booked the accommodation. 
Table 2  Main accommodation used during visit (all staying visitors)
	Type of accommodation
	% of all staying visitors 
	Short Stay
	Long Stay

	     Guest House / B&B/ Farm
	36%
	57%
	26%

	Rented Self Catering / Serviced Apartment
	15%
	0%
	34%

	Camping
	14%
	19%
	4%

	Hotel / motel/ inn/ lodge
	12%
	11%
	10%

	Touring / motorised caravan
	7%
	4%
	12%

	Home of friends and relatives
	4%
	4%
	4%

	Bunkhouse
	2%
	2%
	0%

	Hostel
	2%
	2%
	2%

	Boat
	1%
	0%
	2%

	Caravan – static, owned
	1%
	0%
	0%

	Caravan – static, rented
	1%
	0%
	0%

	Don’t know / NA
	6%
	2%
	6%


Sample size:121. Rounding up/down means that percentages may not add up to 100%. 
Overall, there were equal amounts of staying visitors using serviced and non-serviced accommodation (48% in serviced and 47% in non-serviced). However, when looking at the different types of holiday-takers, the following observations can be made:

· Short stay visitors were much more likely to be using serviced accommodation than long stay visitors (68% compared with 36%). Guest houses and B&Bs were the most popular forms of serviced accommodation amongst short stay visitors (57%), with hotels attracting only a fifth of this amount (11%) 
· Amongst long stay visitors, less use was made of serviced accommodation overall, although hotel use remained almost as high as for short stay visitors (10% compared with 11% for short stay visitors) 

· Not all short stay visitors chose serviced accommodation, around a fifth camped (19%) and a further 4% opted for a motorhome. Bunkhouses and hostels also attracted 4% of the short stay visitors  
· Guest house usage was much less common for long stay visitors, instead they favoured rented self catering (34%) 

· Those using the homes of friends and/or relatives were relatively rare, just 4% of both short and long stay visitors fell into this category
In terms of booking method, the table below presents the details.

Table 3  Booking method for accommodation(all staying visitors)
	Booking method
	% of all staying visitors 
	Short Stay
	Long Stay

	Directly with accommodation establishment
	64%
	62%
	72%

	Didn’t book in advance
	17%
	25%
	10%

	 Internet
	4%
	4%
	4%

	Through Travel Agency / Tour Operator
	3%
	0%
	6%

	     Tourist Information Centre
	1%
	2%
	0%

	 Through Central Reservation services
	1%
	0%
	0%

	 Other
	3%
	4%
	0%

	 Don’t know / No answer
	8%
	6%
	8%


Sample size = 121. Rounding up/down means that percentages may not add up to 100%

Booking directly with the accommodation establishment was the most popular method with both short and long stay visitors (62% and 72% respectively). Arriving without a booking was surprisingly common, with 25% of short stay and 10% of long stay visitors choosing this option. Other booking methods individually accounted for less than 1 in 20 of the overall sample, with the internet heading this list (4% for both short and long stay visitors).
Reason for visit

As the table below illustrates, a wide range of factors influenced visitors’ decisions to visit Brecon.
Table 4  Reasons for visit (all respondents)

	Reasons
	All respondents

	
	Influenced*
	Main reason**

	Scenery/ landscape / countryside
	31%
	23%

	Peace and quiet
	29%
	5%

	Activities
	16%
	15%

	Easy to get to
	13%
	1%

	Historic interest
	13%
	4%

	Previous visit
	12%
	13%

	Shopping
	10%
	9%

	Recommendation
	7%
	4%

	To visit a visitor attraction
	7%
	1%

	Buying local produce
	5%
	0%

	Visiting friends & relatives
	5%
	7%

	Buying local arts and crafts
	4%
	1%

	Just passing through
	4%
	7%

	Event / festival
	4%
	6%

	To attend a sporting event
	0%
	0%

	Other
	0%
	2%

	Don’t know / none
	28%
	2%


Note:  *Percentages exceed 100% due to multiple answers. ** Rounding up/down means figures do not equal 100%  

Brecon’s natural assets proved an important draw. Scenery was an influence for almost a third of visitors (31%), whilst it was the main reason for almost a quarter (23%). The ability to get peace and quiet was also a large influence on the decision to visit Brecon (29% said it was an influence), although less of a primary motivation (5%). Activities (e.g. walking, cycling, gliding etc) were the second most important primary driver of visits but in percentage terms were equally important as an influence on visit(16% gave activities as an influence and 15% as the main reason for visit). 
The importance of previous knowledge, either personal or the recommendation of another person, was clear. Taken together, these two factors lay behind almost 1 in 5 visits (13% previous visit and 4% recommendation) and were an influence for a similar number (19%).

The table below provide details of responses for short and long stay visitors, as well as those on day trips from home.
Table 5  Reasons for visit (short / long stay holiday-takers and day visitors)

	Reasons
	Influenced*
	Main reason**

	
	Short Stay
	Long

Stay
	Day visits
	Short Stay
	Long Stay
	Day visits

	Scenery/ landscape / countryside
	33%
	        44%
	19%
	18%
	34%
	22%

	Peace and quiet
	25%
	45%
	22%
	4%
	8%
	5%

	Activities
	15%
	28%
	3%
	26%
	18%
	0%

	Previous visit
	13%
	13%
	13%
	8%
	16%
	17%

	Historic interest
	13%
	18%
	10%
	3%
	5%
	5%

	Easy to get to
	11%
	11%
	17%
	0%
	2%
	2%

	Recommendation
	7%
	11%
	3%
	3%
	5%
	3%

	Shopping
	7%
	13%
	13%
	4%
	2%
	21%

	Event / festival
	7%
	2%
	4%
	10%
	4%
	0%

	Visiting friends & relatives
	5%
	8%
	3%
	12%
	5%
	5%

	Just passing through
	5%
	3%
	2%
	4%
	0%
	11%

	Buying local arts and crafts
	4%
	3%
	8%
	1%
	0%
	2%

	To visit a visitor attraction
	4%
	12%
	8%
	1%
	0%
	2%

	Buying local produce
	1%
	11%
	5%
	0%
	2%
	0%

	To attend a sporting event
	0%
	0%
	0%
	0%
	0%
	0%

	Other
	4%
	9%
	6%
	1%
	1%
	5%

	Don’t know / none
	28%
	11%
	
	4%
	0%
	2%


Note:  *Percentages exceed 100% due to multiple answers. ** Rounding up/down means figures do not equal 100%  

Looking at the responses of short and long stay holiday takers, we can see that:

· The top three influences on visits were the same as the whole sample. Scenery topped the list of influences (33% for short stay and 44% for long stay visitors). This was followed by peace and quiet, which was an influence for a quarter of short stay visitors (25%) and almost half of long stay visitors (45%)

· Activities, although still occupying the same spot as for the whole sample, were more important influences among long stay visitors than for the whole sample (28% compared with 16%)

· Similarly, amongst short stay visitors, activities were cited as the main reason for visit by a quarter of all visitors (26%). This was far higher than the 15% given for the whole sample and the single most important main reason given by short stay visitors

· Events and festivals were a relatively modest draw, but were more so for short stay visitors, where they the main reason for 1 in 10 (10%) visits. Amongst long stay visitors, the corresponding figure was less than 1 in 20 visits (4%) 

· Visiting friends and/or relatives remained important, particularly amongst short stay visitors where it generated just under 1 in 8 visits. Amongst long stay VFR accounted for 1 in 20 visits (5%)

For day visitors:

· Shopping was a strong motivator of visits with over a fifth citing this as the main reason for visit (21%). From the survey it was not possible to ascertain whether respondents were engaged in leisure shopping or more every-day shopping visits
· Although less important than for long and short stay visitors, the scenery lay behind over a fifth of visits (22% cited it as their main reason)

· Brecon was not always the only or main destination of day trippers, with 1 in 10 stating that they were just passing through
Origin of visitors

Table 6  Origin of visitors

	Where are you from?
	All respondents
	Short Stay
	Long Stay
	Day Visits

	Wales
	31%
	9%
	10%
	79%

	London & SE England
	21%
	31%
	25%
	5%

	SW England
	12%
	16%
	16%
	5%

	West Midlands
	6%
	9%
	6%
	3%

	East of England
	4%
	5%
	6%
	0%

	East Midlands
	4%
	5%
	6%
	0%

	NW England
	3%
	3%
	5%
	0%

	Yorks and Humberside
	3%
	5%
	0%
	0%

	North East
	2%
	1%
	0%
	2%

	Overseas
	1%
	3%
	2%
	0%

	Scotland
	0%
	0%
	2%
	0%

	Ireland
	0%
	0%
	0%
	0%

	Don’t know / no answer
	13%
	14%
	22%
	5%


Note: Rounding up / down means that percentages may not add up to 100%

Around one third of visitors were from Wales (31%), with the remaining two thirds from elsewhere. Domestic Welsh visitors were most likely to be day trippers (79%) and least likely to be short stay visitors (9%). 

In terms of major markets:

· London and South East represented the largest region of origin amongst short and long stay visitors (31% and 25%) 
· The South West also represented an important market, with 16% of both long and short stay visitors coming from here 
· The Midlands were the next most salient market, with 12% of long stay visitors and 14% of short stay visitors 

· The North of England, although less important than other parts of England, still accounted for 9% of the short stay market and 5% of the long stay market
Trip characteristics
As the table below shows, around a third of visitors to Brecon were first time (34%), with a further third (32%) infrequent visitors (one a year or less often). Regular visitors made up a quarter of visitors (26%). Regular visitors were most likely to be day trippers (41% had visited 2 or more times), whilst amongst staying visitors short stay were more likely than long stay visitors to fall into this category (29% compared with 11%).
Table 7   Frequency of visit 

	How often do visitors come?
	All respondents
	Short Stay
	Long Stay
	Day Visits

	This is my first visit
	34%
	39%
	44%
	17%

	Once a year, or less
	32%
	28%
	39%
	32%

	2-4 times a year
	18%
	24%
	8%
	22%

	More than 4 times a year
	8%
	5%
	3%
	19%

	Don’t Know/ NA
	7%
	4%
	6%
	10%


Note: Rounding up / down means that percentages may not add up to 100%

Overall levels of knowledge of Brecon prior to visit were relatively high.  It was not surprising that those who had visited most (day visitors) had better levels of knowledge. Over half, (51%) said they knew most things or quite a lot. Short and long stay visitors had similar numbers who could be classed as knowledgeable (46% short stay and 45% of long stay). Despite good levels of knowledge overall, significant numbers had limited knowledge - around a third of long and short stay visitors knew nothing or not very much. 

Table 8  Level of knowledge of Brecon prior to visit

	Level of knowledge
	All respondents
	Short Stay
	Long Stay
	Day Visits

	Knew most things
	13%
	12%
	6%
	19%

	Quite a lot
	33%
	34%
	39%
	32%

	A little
	25%
	17%
	24%
	30%

	Not very much
	22%
	28%
	23%
	14%

	Nothing at all
	7%
	7%
	8%
	3%

	Don’t know / no answer
	2%
	3%
	0%
	2%


Length of stay

Respondents were asked to say how long they intended to stay in Brecon on that particular day. The table below presents the results (It should be noted that the results include staying visitors and hence are likely to be higher than if just day visitor results were presented). 
Table 9  Length of stay in Brecon
	Length of stay (hrs)
	All respondents
	Short Stay
	Long Stay
	Day Visits

	Less than 2 
	6
	4
	8
	5

	2 to 4
	49
	41
	39
	63

	5 to 7
	16
	10
	12
	25

	8 to 10
	2
	4
	0
	4

	11 to 14
	1
	2
	0
	2

	More than 14
	16
	28
	21
	2

	Don’t know / NA
	10
	9
	19
	2

	Average (mean) number of hrs
	7.6
	10.4
	9.2
	4.4


Note: Rounding up / down means that percentages may not add up to 100%

There was a good mix of long and short visits to Brecon amongst our sample. However, the majority of visits lasted 4 hours or less (55%). 
Visitor patterns between short and long stay visitors did not differ significantly, although short stay visitors did have a slight propensity towards longer visits than long stay visitors (10.2hrs average length of stay for short stay, compared with 9.2hrs for long stay). 
Day visitors on average spent around half as long in Brecon as staying visitors, averaging 4.4hrs per visit. 
Information sources

The questionnaire looked at the information sources consulted by visitors both prior to and during their visit. 

Prior to visit
Table 10  Information sources used by visitors prior to arrival

	Information sources
	All respondents
	Short 

Stay
	Long 

Stay
	Day 

Visits

	Internet
	34%
	41%
	53%
	13%

	Guidebook
	17%
	17%
	14%
	19%

	Advice / Word of mouth
	15%
	17%
	16%
	13%

	Brecon Tourist information centre
	12%
	20%
	15%
	3%

	Mid Wales and Brecon Beacons Brochure
	10%
	7%
	27%
	2%

	Other holiday brochure
	8%
	7%
	16%
	5%

	Brecon Beacons National Park Visitor Guide
	8%
	4%
	3%
	16%

	None obtained
	6%
	4%
	3%
	10%

	Other Info outlet
	6%
	4%
	10%
	3%

	Articles in Newspaper / Magazines
	2%
	1%
	2%
	2%

	Adverts in Newspapers / Magazines
	1%
	1%
	0%
	3%

	Information at hotel /attraction
	1%
	3%
	0%
	2%

	Visit to holiday exhibition
	1%
	1%
	0%
	2%

	TV programme
	0%
	0%
	2%
	0%

	Other
	2%
	3%
	0%
	6%

	Don’t know / No answer
	24%
	18%
	11%
	43%


Note: Percentages exceed 100% due to multiple answers. Caution: when interpreting these results it should be borne in mind that the nature of the locations from which questionnaires were distributed may have skewed the results. 

The importance of the internet as an information source was clearly demonstrated. Over a third of the sample (34%) used it prior to their visit, a figure which rose to four out of ten (41%) short stay visitors and five out of ten (53%) long stay visitors. Its use amongst day visitors was less common (13%).

Printed guides, although eclipsed by the internet, were still widely used. Guidebooks were referred to by around one in six people (17%), with little difference in usage across the three main types of visitor. Our survey also found that brochures and leaflets were widely consulted prior to visit (8% of sample), with mentions for specific titles produced about the area encouraging high (use of the Mid Wales and Brecon Beacons brochure reached 27% amongst long stay visitors, whilst the Brecon Beacons National Park Visitor Guide was used by 16% of day visitors).  
Use of the Tourist Information Centres prior to visit was modest,12% of the sample had used Brecon’s TIC whilst 6% had used another TIC outlet. Short stay visitors were the most likely to consult the town’s TIC prior to visit (20%) with day visitors least likely to do so (3%). Long stay visitors were the most likely to have used another information outlet (10%) with again, day visitors the least likely (3%).

Turning to information sources used during a visit, the table below presents the main findings.  
During visit

Table 11  Information sources used by visitors during visit

	Information sources
	All respondents
	Short 

Stay
	Long 

Stay
	Day 

Visits

	Brecon Tourist information centre
	24%
	22%
	39%
	16%

	Other holiday leaflet / brochure
	15%
	16%
	31%
	2%

	Information at hotel /attraction
	10%
	11%
	23%
	0%

	Other Info outlet
	8%
	9%
	16%
	0%

	Brecon Beacons National Park Visitor Guide
	8%
	4%
	19%
	2%

	Advice / Word of mouth
	7%
	8%
	8%
	3%

	Guidebook
	6%
	13%
	6%
	14%

	None obtained
	5%
	5%
	0%
	8%

	Mid Wales and Brecon Beacons Brochure
	4%
	1%
	11%
	0%

	Internet
	1%
	1%
	0%
	2%

	Articles in Newspapers / Magazines
	1%
	0%
	2%
	2%

	Adverts in Newspapers / Magazines
	1%
	1%
	3%
	0%

	TV programme
	0%
	0%
	2%
	0%

	Visit to Holiday Exhibition
	0%
	0%
	0%
	0%

	Other
	2%
	2%
	4%
	2%

	Don’t know / No answer
	41%
	41%
	27%
	56%


Note: Percentages exceed 100% due to multiple answers. Caution: when interpreting these results it should be borne in mind that the nature of the locations from which questionnaires were distributed may have skewed the results. 

Information sources used during visits varied considerably from those used prior to arrival. The internet, widely used beforehand, was hardly used (1%). Instead, Information outlets were key sources of information. Around a quarter (24%) had used Brecon’s TIC with 8% having used another information outlet. Those on long stay visits were most likely to frequent Brecon TIC (39%) with those on day visits least likely (16%). Printed materials retained the importance they had prior to visit. Over one in six had used a holiday leaflet / brochure (15%), whilst 8% made mention of the Brecon Beacons National Park Visitor Guide and 4% the Mid Wales and Brecon Beacons Brochure. Guidebooks were particularly important for day visitors, being their second most consulted information source (14%), behind Brecon TIC.
Coverage in the media, both in the form of adverts and editorial appeared to be little used during visits.
Satisfaction

Respondents to the survey were asked to rate satisfaction with their visit according to five categories, ranging from excellent to very poor. The table below shows that the vast majority gave their visit high ratings (82% rated their visit excellent or good). Ratings were higher than average amongst both long and short stay visitors (84% of short stay and 93% of long stay visitors gave their visit one of the two top ratings). Day visitors were slightly less likely to offer top ratings (73% rating visit as excellent or good).
Encouragingly, negative ratings were uncommon (2% of sample). Day visitors appeared less happy with visits than staying visitors, with 4% offering negative ratings, compared with 2% for both long and short stay visitors.

Table 12  Overall quality of visit to Brecon
	Overall rating
	All respondents
	Short Stay
	Long Stay
	Day Visits

	Excellent
	36%
	39%
	48%
	25%

	     Good
	46%
	45%
	45%
	48%

	Average
	10%
	9%
	5%
	14%

	Poor
	1%
	1%
	2%
	2%

	Very poor
	1%
	1%
	0%
	2%

	Don’t know / N.A
	5%
	4%
	0%
	10%


In addition to the overall rating, respondents were asked to rate 17 elements of the visitor experience in Brecon. The same five category rating system was used, ranging from excellent to very poor. The table below summarises the results and compares these ratings with the average ratings given for all four towns included in the Brecon Beacons National Park Authority Growth Area visitor survey research (Crickhowell, Talgarth, Brecon and Llandrindod Wells).
Table 13  Ratings of facilities, services and customer service(all respondents)
	Rating of services
	% excellent / good
	Average for all four towns


	Above or below average?

	Scenery / countryside
	91%
	92%
	Below

	General Atmosphere
	78%
	78%
	Average

	Friendliness of local people
	74%
	71%
	Above

	Feeling of welcome
	73%
	73%
	Average

	Value for money 
	70%
	66%
	Above

	Cleanliness of streets
	67%
	69%
	Below

	Range of visitor attractions / places to visit
	67%
	61%
	Above

	Amount of info available about the area
	63%
	61%
	Above

	Quality of information available about the area
	62%
	59%
	Above

	Standard of signposting (road)
	59%
	59%
	Average

	Standard of signposting (pedestrian)
	57%
	49%
	Above

	Quality of accommodation
	55%
	51%
	Above

	Availability of parking
	52%
	47%
	Above

	Range of eating places available
	51%
	41%
	Above

	Availability of public toilets
	46%
	43%
	Above

	Range of shops
	44%
	35%
	Above

	Cleanliness of public toilets
	41%
	38%
	Above


Brecon’s natural environment and general atmosphere received the highest ratings (91% rated scenery as excellent or good, with 78% offering the same ratings regarding Brecon’s general atmosphere). The town was seen as friendly, with good scores for both the friendliness of local people (74%) and the feeling of welcome (73%). In terms of elements seen less favourably, the cleanliness of toilets received the lowest rating (44% rating them excellent or good) with the range of shops next from bottom (44%).
The chart below illustrates Brecon’s performance against the average ratings for all four towns.

Chart 1: Rating of services in Brecon and comparison with average scores for all four towns included in survey programme
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Comparing the town with the average scores given for all four towns surveyed, we can see that:

· Brecon performed very well. It had above average ratings in 12 of the 17 categories, with a further 3 rating on a par with the average 

· Only in two areas did ratings in Brecon fall below the average. The area’s scenery scored slightly below the average (91% as compared with 92% average) and the cleanliness of Brecon’s streets also received slightly lower than average ratings (67% as opposed to the average of 69%)

The table below looks at the ratings of those on short and long stay holidays in the area.

Table 14  Ratings of facilities, services and customer service(short and long stay holiday-takers)
	Rating of services
	% excellent/ good

	
	Short Stay
	Long 

Stay
	Day 
Visits

	Scenery / countryside
	94%
	97%
	85%

	General atmosphere
	83%
	86%
	68%

	Feeling of welcome
	81%
	78%
	65%

	Friendliness of local people
	79%
	79%
	63%

	Quality of accommodation
	75%
	82%
	8%

	Value for money 
	73%
	79%
	59%

	Range of visitor attractions / places to visit
	72%
	80%
	54%

	Cleanliness of streets
	71%
	64%
	62%

	Amount of info available about the area
	69%
	79%
	52%

	Quality of information available about the area
	66%
	79%
	47%

	Standard of signposting (road)
	55%
	63%
	65%

	Availability of parking
	54%
	53%
	46%

	Standard of signposting (pedestrian)
	54%
	51%
	67%

	Range of eating places available
	50%
	56%
	47%

	Range of shops
	47%
	40%
	46%

	Availability of public toilets
	43%
	43%
	51%

	Cleanliness of public toilets
	36%
	37%
	54%


The ratings of the three main types of visitor, in most respects, followed a similar pattern to that observed in the whole sample. Scenery, general atmosphere and friendliness of the welcome and people all scored similar ratings. In terms of differences, the most marked was the generally lower ratings given by day visitors. In all bar five cases, day visitors offered lower ratings than either long or short stay visitors. Although the reasons for this remain unclear, one possible explanation might be that as day visitors tended to be more frequent visitors they were in turn more critical of what was on offer.
Between long and short stay visitors, ratings were broadly in line with each other, although long stay visitors were happier than short stay visitors with the amount and quality of information on offer about the area.

Visitors’ expectations of Brecon 
Brecon’s performance against expectations was good. Around four out of ten (42%) felt their visit had been much or a bit better than expected. Long stay visitors were the most likely to feel that their visit had surpassed expectations (57% compared with 42% for short stay) whilst day visitors were the least likely (25%).

A good proportion of visitors felt that their visit had been as expected (46%), whilst few felt it fell below expectations (7%). Long stay were the least likely to offer negative ratings (3%) and day visitors the most likely (9%) 
Table 15  How did your visit to Brecon compare with expectations?

	
	All respondents
	Short Stay
	Long Stay
	Day visits

	Much better than expected
	21%
	20%
	26%
	14%

	Bit better than expected
	21%
	22%
	31%
	11%

	As expected
	46%
	45%
	39%
	60%

	A bit disappointed
	3%
	4%
	0%
	3%

	      Very disappointed
	4%
	4%
	3%
	6%

	     Didn’t know what to expect
	2%
	3%
	2%
	2%

	Don’t know / NA
	3%
	3%
	0%
	3%


Note: Rounding up/down means that percentages may not add up to 100%
If a respondent indicated that their visit was better or worse than expected, they were additionally asked to say why this was so. The answers to this question are included in the first part of Appendix 1. 

Suggestions for improvements

Respondents were asked “If we could improve just one thing about Brecon, what should that be?.” The answers people gave appear in the second half of Appendix 1.
Visitor interests

Visitors were asked to indicate whether they had taken part, or intended to take part, in a number of pastimes. The tables below present the results.
Table 16  Participation in pastimes
	
	All
	Short Stay
	Long Stay
	Day Visits
	Hol trips to Wales 2002*

	Go to pub/restaurant
	58%
	71%
	56%
	51%
	No figure

	Shopping
	56%
	49%
	65%
	59%
	65%

	Sightseeing
	55%
	47%
	74%
	49%
	No figure

	Visit Attractions
	45%
	40%
	73%
	25%
	47%

	Attend festival/ cultural/ agricultural event
	8%
	13%
	12%
	3%
	No figure

	Going to the theatre/show/concert
	5%
	11%
	5%
	2%
	6%

	Going to the cinema
	4%
	7%
	2%
	3%
	9%

	Attend sporting event as a spectator
	1%
	0%
	4%
	2%
	6%

	None
	3%
	1%
	3%
	3%
	-

	Other
	0%
	0%
	0%
	0%
	-

	Don’t know / NA
	6%
	5%
	2%
	10%
	-


Pastimes undertaken by visitors fell into two main groups – those that were engaged in by large numbers of visitors and those that were more of a minority interest. Amongst the first group, going to pubs / restaurants came out as the most popular pastime (58%) with shopping (56%), sightseeing (55%) and visiting attractions (45%) also frequently cited. The remainder of pastimes were undertaken by less than one in ten visitors overall. Amongst these were attendance at festivals / cultural and agricultural events (8%), going to the theatre / show/ concert (5%) and the cinema (5%).
In terms of the three main visitor types:
· Short stay visitors were the most likely of the three main types of visitor to have gone / be going to pubs and restaurants (71%), have gone / be going to theatre shows (11%) and the cinema (7%)

· Long stay visitors were the most likely of the three groups to include shopping (65%), sightseeing (74%) and visiting attractions (73%)

· Day visitors were less likely than staying visitors to undertake most pastimes, but did have above average numbers shopping (59% compared with average of 56%)

Comparing pastimes undertaken in Brecon with participation rates for the whole of Wales, we can see than Brecon visitors were slightly less likely to engage in pastimes including shopping (56% compared with Wales average of 65%) and visiting attractions (45% compared with 47% for Wales).
In addition to these general activities detailed above, respondents were also asked to indicate their involvement in a number of specific indoor and outdoor activities. Table 17 provides the detail.

Table 17  Participation in activities
	
	All respondents
	Short Stay
	Long stay
	Day Visits
	Holiday trips to Wales 2002*

	Walking
	59%
	66%
	82%
	33%
	75%

	Riding and pony trekking
	8%
	9%
	18%
	0%
	3%

	Cycling
	8%
	7%
	13%
	5%
	6%

	Swimming
	5%
	0%
	15%
	3%
	

	Creative Arts
	4%
	3%
	5%
	5%
	No figure

	Tennis
	4%
	4%
	3%
	3%
	2%

	Water sports
	4%
	3%
	5%
	2%
	7%

	Climbing /Abseiling
	3%
	3%
	8%
	0%
	6%

	Motor Sports
	3%
	3%
	5%
	2%
	No figure

	Fishing
	3%
	1%
	3%
	5%
	11%

	Golf
	2%
	3%
	0%
	2%
	4%

	Gliding
	1%
	0%
	2%
	2%
	No figure

	Bird watching
	1%
	1%
	2%
	0%
	No figure

	Mountain boarding
	0%
	0%
	0%
	2%
	No figure

	Other
	3%
	7%
	7%
	0%
	-

	Don’t know/ None/ NA
	31%
	25%
	10%
	56%
	-


* taken from UKTS 2002. Figures only presented where activities are comparable.
As the table shows, walking was the dominant activity with 59% of the sample having engaged in or intending to engage in. Walking was most popular amongst long stay visitors (82%) but much less so amongst day visitors (33%). 
Riding was popular amongst staying visitors with participation rates well above the national average for holiday makers in Wales (18% of long stay and 9% of short stay participated, compared with 3% in Wales as a whole).

Another activity which had high levels of participation was cycling, with 13% of long stay visitors and 7% of short stay visitors taking part. This compared with an average for Wales of 6%.

APPENDIX 1

	If your visit was better or worse than expected can you tell us the reasons?

	Positive



	· Accommodation excellent.  Scenery amazing.  So much is FREE! eg. Waterfall walks, Big Pit, parking

	· After the Jazz Festival, thought the town might not have much to offer but was pleasantly surprised

	· An excellent book store, more art galleries than we expected, great ice cream!  All in all Brecon provides a first time visitor with a great taste of Wales

	· Beautiful scenery and range of facilities, shops and restaurants much better than expected

	· Beautiful scenery friendly people

	· Brecon is a more attractive town than I expected

	· Brecon mountain centre is a haven for people wanting peace and serenity, its always a joy to hear childrens' laughter also and the welcome helps so much

	· Cathedral plus its teashop was a gem

	· Easy to walk about.  Lots of interesting shops

	· Everything.  Cleanliness, tidy.  Pretty villages, beautiful scenery.

	· Friendliness of local people

	· Good range of activities, lovely accommodation

	· Great for all ages - a safe environment for teenagers and for smaller children there are parks and fun activities

	· Great museum - also enjoyed eating at the theatre.  Didn't have enough time to see a performance but what a great facility

	· Had no expectations, just going with it

	· Lovely landscape, very friendly people

	· More beautiful countryside

	· More to see and do than on previous visits (in 1984 & 1993)

	· Much better than 12 months ago, becoming very attractive

	· My visit was better than expected.  There was lots to do, the people were lovely and the countryside beautiful

	· Nice shops - pity they are closed on a Sunday

	· Really good festival - we spent far too much money!  Miserable people though, not very friendly

	· Relaxation

	· Scenery has been more spectacular than expected

	· Scenery of countryside

	· Scenery, walking, cheap beer

	· Surprised at welcome and friendliness.  Tranquil atmosphere

	· The prescription charges were a lot cheaper than in England - thanks to the Welsh National Assembly - Wales £4 England £6.50

	· The scenery is just lovely and access very good

	· The walking and the scenery and the friendliness of the local people

	· Under-rate - as good as anything in other parts of UK - a well kept secret - will recommend widely

	· Variety of places of interest, availability of public transport, good weather, easy walking in town and in N Park

	· Variety/balance of shops was excellent

	· Very clean and peaceful

	· Very good indeed, until my car was broken into at the Brecon Beacons N Park Visitors Centre!

	· We found more to do than we expected

	· We like the new footbridge and footpaths - especially along the river

	· We managed to do quite a lot even though the weather was poor for four days

	· We understood that the Brecon Beacons were a lovely part of Wales but the 'wow' factor was 100% - we just love the area

	· Weather perfect, sunny, warm and dry.  Helpful staff in Regimental Museum, love your Cathedral and the exhibition, shops etc - great.  Good floral decorations.

	· Weather was good

Negative

	· Very pretty town but sadly neglected

	· Was amazed at how Brecon had deteriorated in 16 months

	· General new road system is terrible

	· Generally have pessimistic expectations of towns

	· Mountain centre was disappointing

	· Parking difficult.  Couldn't find any toilets, despite walking most of the centre

	· Poor parking and traffic management discourages visits

	· Poor parking and traffic management does discourage visits

	· Shops - poor range of products or too specialised.  More clothes shops needed.  Better quality restaurants.  Town centre lets the environment down.

	· Since my last visit I feel Brecon needs a 'face lift' - rather disappointing

	· Hassle from A40 to town centre (a nightmare).  Hassle of parking.  Lack of individual shops.

	· I will not be visiting again in a hurry due to lack of car parking near the town centre.  Most of the shops are charity shops, book shops or painting.  I'll be going to Merthyr in future.

	· It wasn't very good

	· Changes in road layout very confusing

	· Driving in Brecon is really hard work.  Hopeless parking.  What has happened to all the shops?  We walked miles to find an affordable café.  Toilets were awful.  Are we welcome or not?

	· Brecon could be a bit more pedestrianised, as cars come down narrow streets quite fast.

	· Absolute nightmare to get into town centre, took forever - who planned that and have they still got a job?

· Car parking difficult - too short a time



	If we could improve just one thing about Brecon what should that be?

	Public amenities and quality of built environment

	· Clean up after the cutting of hedgerows, we've had two punctures from hawthorn

	· The Town Centre

	· Public toilets - more

	· More toilets

	· Litter.  Restaurants

	· Toilet facilities 

	· Cleaner toilets

	· Cleanliness of streets.  Rowdiness at night

	· Paint up the High Street

	· Town has a lot of potential but feels a bit 'grey'.  Painting of public frontages would lift the general 'feel'

	· Please continue to work hard to improve the buildings by obtaining funding to encourage owners to invest in the town's future

	· Easier access to riverside walk

	· Seating along the many walks in and around Brecon Mountain Centre, benches etc.

	· Tidy/clean streets.  Overall impression shabby, compared with Bournemouth in the south etc.

	· What is the matter with the town?  It's got it all - yet looks so down in the mouth

	Quality and range of shops and eating places

	· A wider selection of eating establishments

	· Another good restaurant

	· Café culture.  Towns people moan too much

	· Encourage small businesses not big chain shops

	· Café/food places appealing to younger people - not pubs

	· Cake shop

	· More things open on Sunday.  Wider choice of eating establishments

	· Instead of constructing oap housing or car parks let's have a few more shops

	· Encourage more individual shops,

	· More outdoor shops

	· Excellent restaurants within short drive, but fewer quality options in Brecon itself.

	· More places to eat in the area

	· More restaurants/eating facilities, especially for families

	· More shops/better opening hours

	· Provide Sunday trading

	· Would like to see a market square selling homemade produce and crafts

	· Vegetarian restaurant / café with proper vegetarian food

	· More sit-down restaurants, as number of visitors made it difficult to find seating

	· Keep the independent shops and don't let any more chains in!

	· More cafes

	· Not enough places to eat, not of the quality we were looking for

	· Increase the number and variety of shops

	· Quality family friendly restaurants open between 5pm and 7pm.  Cleaner highchairs and better baby changing facilities

	· Choice of shops

	· Revamp.  I am very sorry if all this sounds harsh, but we were disappointed, we paid over £20 for a meal that had to be replaced with another that was not much better than the first.  So we were not impressed at all.

	· This is the third restaurant we've been to today.  We found that the wait for service in the first two was appalling.

	· Better range of restaurants in evening in town.  An arthouse cinema or more arty films/foreign films.  Self-service launderette.  A green grocer and a cheese shop.  Particularly selling local produce (unlike the supermarkets)

	· Get rid of Safeways

	· Have more shops open on Sunday

	· We couldn't find a sandwich shop - one where sandwiches are made on the spot and not pre-packaged.  Ended up eating from indifferent bakery, ok, but not good.

	· Range and quality of restaurants

	· Range of eating options - more restaurants

	· Sunday lunch available in more places, all day!

	· Sunday opening of shops on holiday weekends

	· The curry house - absolutely awful!

	Car parking

	· Availability of car parking - free of any charge

	· Better parking in town centre - particularly near supermarkets

	· Better parking.  Better variety of shops.  Poor toilet facilities.  Poor road signage

	· The car park stay should be between £1.20/£1.60 all day not 90 pence for two hours

	· Parking (3)

	· Parking difficult.  Couldn't find any toilets, despite walking most of the centre

	· Parking is poor, poor shopping, poor toilets, bad road signs

	· Parking longer than 2 hours

	· Car parking

	· More car parking in the centre of town, although laid out well, there needs to be slightly more spaces 

	· Driving in Brecon is really hard work.  Hopeless parking.  What has happened to all the shops?  We walked miles to find an affordable café.  Toilets were awful.  Are we welcome or not?

	· Sort out the road system and do more to make you feel welcome

	Roads and signposting

	· Get rid of traffic in centre of shopping area.  Pedestrianisation would be a good idea.  More flowers decorating streets and seating areas

	· Improve signs for tourist attractions e.g. Carreg Castle

	· Improve the new road system / open up (to cars) the through road by church - confusing!

	· Sign posts for attractions and parking could be a bit earlier to give better warning.  Junction at Glangrwyney to Glewin needs something doing to it - dangerous

	· Road junction at river crossing, traffic light control - awful, dangerous junction

	· Road signage

	· Road signing around Brecon is poor.  When you arrive in town as a visitor you become totally confused

	· Road signs

	· Road signs - there are virtually none, apparently because of new roads, but very difficult to find way about!

	· Change the roads back to what they used to be 

	· Adjust the one way system yet again!

	· Put the road system back the way it was!

	· Layout of traffic flow (2)

	· Indicate distances to places on the Taf Trail signposts

	· Better signposts for walkers

	· The pedestrian signposts had been turned around (esp. by promenade) and, as new comers, we found we were walking in circles until we had familiarised ourselves with the area.  Harmless fun I expect, but just thought we would point it out

	· Better signs on the roads indicating where to stop and park in order to access walks to beauty spots

	· Brecon could be a bit more pedestrianised, as cars come down narrow streets quite fast

	· Major through routes on town map could be more clearly marked.  Please finish upgrading the A465

	· One way streets are poorly signposted and we drove around three times before getting on correct road

	· The one way system in town should allow cars to head east after the church, instead of being sent back the way you've come

	· One-way system gets a bit confusing when busy.  Keep your old houses etc. and the promenade, with easy walking areas, so pretty and peaceful

	Public transport

	· Make more accessible by public transport on week days from Newport area

	· No public transport on bank holidays

	· Bus times not available at bus stops

	· Chaotic arrangements for buses (no bus station)

	· Operate Brecon bus all year round

	· Public transport to visitor centre on days other than Sunday

	Other

	· Improve quality of information on website - limited and out of date.  Search on child friendly only revealed a play-barn, no info on pony trekking in area or on walks - compare with Lee Valley Country Park website

	· Better availability of local/regional beers, cider and wines.  Get rid of music at Woolworths

	· Information on internet short of information on campsites, except Pencilli (where we are staying) others are very brief

	· It is great, don't do anything to spoil it

	· Brecon tourist information office needs improving - very little knowledge of public transport and no inexpensive or free leaflets of walks in the area.  National Park visitors centre excellent

	· Brecon town needs more vibe – e.g. A visible market or craft centre

	· Bring back crepes for the Jazz Festival!

	· More information on places to eat – e.g. Pubs and restaurants

	· Mountain Centre: inadequate space for our coach; lack of lift; exhibits not illuminated; no visitors book for comments

	· Need a brochure to show and give information on the valleys and glens.  Glangwrney needs a sign to Gilwen, as a motorcyclist needs earlier signs of direction

	· Our holiday cottage was very dirty - I had to spend hours cleaning it before unpacking

	· Perhaps mini street maps at the hotel

	· A better/clearer free town plan from the tourist information office

	· Send the councillors over to Merthyr and tell them to have a look a the shopping complex and get rid of the National Park it's better without it

	· Would've stayed for the afternoon if there was a pitch n' putt course in the area

	· The Regimental Museum should stay open a little later on Sundays and Bank Holidays
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