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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 Crickhowell Resource and Information Centre. 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 Crickhowell area.

Objectives

The objectives for the survey were threefold. 

· To gain insights into the characteristics of current visitors to Crickhowell
· To examine the characteristics of different types of visitors
· To inform future tourism planning for Crickhowell 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 Crickhowell, including shops and the Tourist Information Centre.  

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 98 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 Crickhowell whilst on holiday elsewhere in the area
· Short break takers – those staying 3 nights or less in Crickhowell
· Longer break takers – those staying four nights or more in Crickhowell 
Holiday takers of one sort or another accounted for the vast majority (80%) of those that returned the questionnaire. Those on short breaks were most common (43%), with 30% on longer breaks. Holiday day trippers accounted for 7% of the sample. The remainder of the respondents were either people on day trips from home (12%) or business trips (3%). 5% of the sample was on other types of trip (e.g. touring, visiting friends or relatives). 
In the remainder of this report we highlight, where appropriate, differences between the whole sample and the two main types of holiday takers – short and longer break takers. We have restricted analysis to these two 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 an emphasis on older visitors, with 59% of respondents being aged 45 years or over.  

Table 1  Age profile of respondents

	Age
	% of all respondents

	16-24
	5%

	25-34
	10%

	35-44
	17%

	45-54
	23%

	55-64
	17%

	65+
	19%

	No answer
	7%


Note: Figures are rounded so do not add up to 100%
Visit characteristics of visitors

The following section looks at the visit characteristics of visitors to the Crickhowell 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

	Hotel / motel/ inn/ lodge
	38%
	68%
	13%

	Rented Self Catering / Serviced Apartment
	20%
	0%
	43%

	Home of friends and relatives
	15%
	14%
	13%

	    Guest House / B&B/ Farm
	11%
	14%
	13%

	Camping
	5%
	5%
	4%

	Boat
	5%
	0%
	4%

	Bunkhouse
	2%
	0%
	4%

	Caravan – static, owned
	0%
	0%
	0%

	Caravan – static, rented
	0%
	0%
	0%

	Touring / motorised caravan
	0%
	0%
	0%

	Hostel
	0%
	0%
	0%

	Don’t know / NA
	4%
	0%
	4%


Sample size: 55.Small sample size means that caution should be exercised when interpreting results. Rounding up/down means that percentages may not add up to 100%. 
Serviced accommodation was the most commonly used amongst our sample, with just under half (49%) staying in such places (i.e. hotels etc and guest houses/ B&Bs). Short stay visitors were much more likely to be using serviced accommodation than long stay visitors (82% compared with 26%). Amongst long  stay visitors, non-serviced accommodation dominated with rented self-catering being the dominant form (43%). 
Visitors using the homes of friends and/or relatives accounted for 15% of the sample with usage pretty reasonably similar for both long and short stay visitors. 

In terms of booking method, the table below presents the details.

Table 3  Booking method for accommodation

	Booking method
	% of all staying visitors 
	Short Stay
	Long Stay

	Directly with accommodation establishment
	71%
	82%
	61%

	Didn’t book in advance
	11%
	14%
	13%

	 Internet
	4%
	5%
	4%

	     Tourist Information Centre
	4%
	0%
	9%

	 Through Central Reservation services
	2%
	0%
	4%

	 Don’t know
	11%
	0%
	13%


Sample size = 55. Small sample size means that caution should be exercised when interpreting results Rounding up/down means that percentages may not add up to 100%

Booking directly with the accommodation establishment was far and away the most popular method. Overall, seven out of ten respondents used this method, with short stay visitors more likely to book direct than long stay visitors (82% compared with 61%). Turning up ‘on spec’ was surprisingly popular, with 14% of short stay and 13% of long stay visitors choosing this option. The internet, a popular source of information, was not so well used as a booking method. In our sample. 4% used this method, although this might have had more to do with the fact that many accommodation providers are not geared up to take on-line bookings as opposed to being a reflection of the preferences of visitors.
The Tourist Information Centres’ market for bookings appeared to be in the long stay rather than the short stay market, with a market share of 9% amongst the former, compared with no presence amongst the latter group of visitors. 
Reason for visit

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

	Reasons
	All respondents

	
	Influenced*
	Main reason**

	Scenery/ landscape / countryside
	35%
	16%

	Peace and quiet
	27%
	4%

	Easy to get to
	16%
	0%

	Activities
	10%
	16%

	Previous visit
	10%
	10%

	Buying local arts and crafts
	9%
	0%

	Recommendation
	8%
	17%

	Shopping
	7%
	10%

	Buying local produce
	7%
	0%

	Visiting friends & relatives
	6%
	7%

	Historic interest
	5%
	3%

	To visit a visitor attraction
	4%
	2%

	Just passing through
	3%
	6%

	Event / festival
	2%
	4%

	To attend a sporting event
	0%
	1%

	Other
	8%
	2%

	Don’t know / none
	35%
	0%


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

Factors associated with the natural environment had an important part to play in decisions to visit. Scenery/landscape and countryside influenced over 1 in 3 people (35%) with peace and quiet a factor for around 1 in 4 people (27%). Crickhowell’s location also proved an important draw with 16% citing it “easy to get to”.  In terms of other influences, activities and previous visits were cited by 1 in 10 people whilst events and festivals (8%) were on a par with local produce (7%) and arts and crafts (9%).

Looking at main reasons for visit, the power of informal marketing methods was clearly visible. For instance, recommendation and previous experience together accounted for over 1 in 4 visits (17% and 10% respectively). In terms of specific attributes of the destination, scenery and activities shared top billing (16%). Below these most important draws were a mixed “basket” of reasons including shopping (10%), visiting friends and relatives (7%) and passing through (6%).

Looking at the responses of short and long stay holiday takers, we can see that a similar pattern emerged. 
Table 5  Reasons for visit (short and long stay holiday-takers)

	Reasons
	Influenced*
	Main reason**

	
	Short Stay
	Long 
Stay
	Short Stay
	Long Stay

	Scenery/ landscape / countryside
	38%
	        34%
	19%
	14%

	Peace and quiet
	33%
	34%
	2%
	7%

	Easy to get to
	24%
	3%
	0%
	0%

	Previous visit
	12%
	10%
	14%
	10%

	Recommendation
	14%
	3%
	21%
	10%

	Activities
	7%
	17%
	14%
	21%

	Shopping
	7%
	14%
	7%
	10%

	Buying local produce
	7%
	0%
	0%
	0%

	Event / festival
	6%
	0%
	7%
	0%

	Historic interest
	5%
	3%
	0%
	3%

	Visiting friends & relatives
	2%
	7%
	2%
	10%

	Just passing through
	2%
	3%
	5%
	7%

	Buying local arts and crafts
	5%
	7%
	0%
	0%

	To visit a visitor attraction
	0%
	3%
	5%
	0%

	To attend a sporting event
	0%
	0%
	0%
	3%

	Other
	17%
	3%
	2%
	3%

	Don’t know / none
	26%
	34%
	0%
	0%


In general terms, scenery was important as an influence and as a main reason for visit. This was the case across both short and long stay visitors.
However, there were a number of differences between influences and the main reason given for a visit.

· Peace and quiet was a strong influence of visit but less so when looking at main reasons for visit

· Previous knowledge, either personal or via recommendation from others emerged as strong deciding factors for visits. Recommendation accounted for 21% of short stay and 10% of long stay visitors’ main reason to visit. Previous visit was the main reason for 14% of short stay and 10% of long stay visitors 

· Activities were a more important influence for long stay than for short stay visitors (17% compared with 7% for short stay). As the main reason to visit, activities were cited by more than 2 in 10 long stay visitors (21%) and around 1 in 6 short stay visitors (14%)
· Locational factors were clearly more important for those taking short breaks. Almost a quarter of short stay visitors (24%) said the ease of getting to Crickhowell was an influence, compared with just 3% for long stay visitors  

Origin of visitors

The vast majority of visitors to Crickhowell in this survey were from outside Wales. Amongst holiday makers, the domestic Welsh market accounted for a fifth of the short stay market but did not feature at all in the long stay market. 
Amongst holiday takers, the south of England provided the largest single market with London and the SE providing 19% of short stay and 31% of long stay visitors. The South West made up 17% of short stay and 21% of long stay visitors.  The West Midlands was an important market for short stay holiday takers (21%) but much less so in the long stay market (3%). Short stay overseas visits were fairly rare, just 2%, but long stay visits reached 7%. 
Table 6  Origin of visitors

	Where are you from?
	All respondents
	Short Stay
	Long Stay

	London & SE England
	25%
	19%
	31%

	SW England
	15%
	17%
	21%

	Wales
	15%
	19%
	0%

	West Midlands
	14%
	21%
	3%

	East of England
	6%
	7%
	10%

	NW England
	5%
	0%
	10%

	Overseas
	3%
	2%
	7%

	East Midlands
	2%
	5%
	0%

	Yorks and Humberside
	1%
	2%
	0%

	Scotland
	0%
	0%
	0%

	Ireland
	0%
	0%
	0%

	Don’t know / no answer
	12%
	5%
	15%

	Other
	2%
	3%
	3%


Trip characteristics

The vast majority of visitors to Crickhowell were first-time or infrequent visitors (74%). Just over half of the sample (55%) were first timers, with just under a fifth (19%) visiting once a year or less. The high level of first time visits was more or less the same for short and long stay visitors (50% compared with 52%). For those that had been before, there was a fairly even split between frequent and infrequent visitors, as Table 7 below shows. 

The high number of first time and infrequent visitors was reflected in the levels of knowledge of the town. Almost half (41%) knew nothing or not very much prior to visiting. Long stay visitors had less knowledge prior to visit, with 42% knowing nothing or not very much.  

Table 7  Frequency of visit 

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

	This is my first visit
	55%
	50%
	52%

	Once a year, or less
	19%
	26%
	24%

	2-4 times a year
	15%
	17%
	21%

	More than 4 times a year
	8%
	5%
	1%

	Don’t Know/ NA
	3%
	2%
	2%


Table 8  Level of knowledge of Crickhowell prior to visit

	Knowledge
	All respondents
	Short Stay
	Long Stay

	Knew most things
	14%
	14%
	17%

	Quite a lot
	22%
	29%
	24%

	A little
	19%
	21%
	17%

	Not very much
	21%
	19%
	28%

	Nothing at all
	20%
	17%
	14%

	Don’t know / no answer
	2%
	0%
	0%


Length of stay

Respondents were asked to say how long they intended to stay in Crickhowell 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). Trips to Crickhowell were generally quite evenly split between long and shorter visits. Short visits lasting less than 5 hours accounted for around a third of visits (36%) whilst 44% visited for 5 hours or more.  Visit patterns among short and long stay visitors differed little from the sample as a whole, although average length of stay amongst long stay visitors was higher than short stay visitors (12.7 hrs compared with 10.7 hrs).

Length of stay in Crickhowell
	Length of stay (hrs)
	All respondents
	Short Stay
	Long Stay

	Less than 2 
	3%
	0%
	7%

	2 to 4
	33%
	32%
	27%

	5 to 7
	11%
	7%
	6%

	8 to 10
	9%
	9%
	3%

	11 to 14
	3%
	6%
	0%

	More than 14
	21%
	21%
	30%

	Don’t know / NA
	18%
	24%
	24%

	Average number of hours
	9.9
	10.7
	12.7


Information sources

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

Prior to visit
Table 9  Information sources used by visitors prior to arrival

	Information sources
	All respondents
	Short Stay
	Long Stay

	Internet
	40%
	45%
	59%

	Advice / Word of mouth
	17%
	29%
	14%

	Guidebook
	11%
	21%
	0%

	Other holiday leaflet / brochure
	11%
	12%
	14%

	Mid Wales and Brecon Beacons Brochure
	10%
	10%
	14%

	None obtained
	10%
	12%
	3%

	Other Info outlet
	9%
	2%
	21%

	Brecon Beacons Nat. Park Visitor Guide
	6%
	2%
	10%

	Information at hotel /attraction
	5%
	7%
	3%

	Crickhowell Tourist information centre
	3%
	0%
	7%

	Articles in Newspaper / Magazines
	2%
	0%
	3%

	Adverts in Newspaper / Magazines
	2%
	0%
	3%

	TV programme
	1%
	0%
	3%

	Visit to holiday exhibition
	0%
	0%
	0%

	Other
	1%
	0%
	0%

	Don’t know / No answer
	23%
	17%
	21%


Note: Percentages exceed 100% due to multiple answers. In 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 table above clearly shows the power of the internet as a source of information. Four out of ten people (40%) said they had consulted the internet, a figure which jumped to around six out of ten for those taking long breaks in the area. Advice / word of mouth were also important, particularly amongst short stay takers where 29% cited it as a source. Printed guides and brochures also proved popular reference points. 
Usage levels for specific pieces of print such as the Mid Wales and Brecon Beacons brochure and BBNP Visitor Guide were relatively high (10% and 6% respectively for the whole sample). In line with national trends, Tourist Information Centre usage prior to visits was modest but our survey found it to be much more important amongst those taking long breaks (28% of long stay visitors had contacted Crickhowell TIC or another information outlet. This compared with 2% for short stay).   

During visit

Table 10  Information sources used by visitors during visit

	Information sources
	All respondents
	Short Stay
	Long Stay

	Crickhowell Tourist information centre
	28%
	14%
	48%

	Guidebook
	13%
	14%
	13%

	Other holiday leaflet / brochure
	12%
	10%
	24%

	Other Info outlet
	10%
	10%
	10%

	None obtained
	7%
	5%
	7%

	Brecon Beacons Nat. Park Visitor Guide
	7%
	2%
	17%

	Advice / Word of mouth
	6%
	5%
	10%

	Mid Wales and Brecon Beacons Brochure
	6%
	0%
	17%

	Information at hotel /attraction
	5%
	7%
	3%

	Adverts in Newspaper / Magazines
	4%
	5%
	7%

	Internet
	2%
	2%
	0%

	Articles in Newspaper / Magazines
	2%
	0%
	7%

	TV Programme
	0%
	0%
	0%

	Visit to holiday exhibition
	0%
	0%
	0%

	Other
	2%
	2%
	0%

	Don’t know / No answer
	36%
	43%
	17%


Note: Percentages exceed 100% due to multiple answers 

Information sources consulted during visits showed a considerably different pattern to the range used prior to visit. Unlike their modest importance prior to visit, the table above shows the importance of TICs in providing information during visits. Almost four in ten (38%) visited either Crickhowell or another information outlet. Looking at the figures in more detail we can see that Information centres proved a much more important source for those on long stay breaks in the area (58% had visited Crickhowell or another information outlet, as compared with 24% of short stay visitors). One of the most marked differences between pre- and post- arrival information habits was the low use of the internet during visits. Just 2% of respondents said that they used websites during their visit.
Another source that proved less important once in the area was word of mouth (6% compared with 17%), whilst guidebooks maintained a similar level of importance (13% compared with 11%). Interestingly, the BBNP Visitor Guide and Mid Wales and Brecon Beacons brochure, seemed to be equally used as sources of information prior to visit as they were 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. Overall satisfaction with the quality of visits was very good. Over eight out of ten respondents (85%) rated their visit as good or better. Poor ratings were rare, with only 1% offering a negative rating. Those on short stay visits were more likely to rate their visit as excellent (52% compared with 41%). 

Table 11  Overall quality of visit to Crickhowell
	Overall rating
	All respondents
	Short Stay
	Long Stay

	Excellent
	47%
	52%
	41%

	     Good
	38%
	38%
	52%

	Average
	6%
	0%
	3%

	Poor
	1%
	0%
	0%

	Very poor
	0%
	0%
	0%

	Don’t know / N.A
	8%
	10%
	4%


In addition to the overall rating, respondents were asked to rate 17 elements of the visitor experience in Crickhowell. 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 12  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
	90%
	92%
	Below

	General Atmosphere
	84%
	78%
	Above

	Friendliness of local people
	80%
	71%
	Above

	Feeling of welcome
	79%
	73%
	Above

	Cleanliness of streets
	79%
	69%
	Above

	Range of eating places available
	72%
	41%
	Above

	Quality of accommodation
	71%
	51%
	Above

	Value for money 
	67%
	66%
	Above

	Amount of info available about the area
	59%
	61%
	Below

	Availability of parking
	55%
	47%
	Above

	Quality of information available about the area
	52%
	59%
	Below

	Range of shops
	51%
	35%
	Above

	Standard of signposting (road)
	50%
	59%
	Below

	Range of visitor attractions / places to visit
	45%
	61%
	Below

	Standard of signposting (pedestrian)
	43%
	49%
	Below

	Availability of public toilets
	35%
	43%
	Below

	Cleanliness of public toilets
	20%
	38%
	Below


Crickhowell scored very well in terms of the quality of its natural environment and on its general atmosphere. The area’s scenery was rated as excellent or good by 90% of the sample whilst 84% offered the same ratings for general atmosphere. The town also scores well in terms of the welcome it offers and the friendliness of local people. 
A few key aspects appeared to be letting down the town in the eyes of visitors. Public toilet provision, often a bug-bear of visitors, was poorly rated both in terms of availability and cleanliness. Signposting, both road and pedestrian, also received low ratings. There may also be a need to look at the range of visitor attractions and places to visit – less than half the sample (45%) rated these aspects as excellent or good.
Comparing the ratings for Crickhowell 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), we can see from the table above and the chart below that Crickhowell performed well. 

Chart 1: Rating of services in Crickhowell and comparison with average scores for all four towns included in survey programme
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Specifically:

· The town had ratings above the average in 9 of the 17 categories  

· Accommodation quality, range of shops and eating places were three areas where the town performed significantly better than average 

· Toilet provision and cleanliness, signposting, the range of visitor attractions and quality and quantity of information were all areas where Crickhowell was below par
The table below looks at the ratings of those on short and long stay holidays in the area.

Table 13  Ratings of facilities, services and customer service(short and long stay holiday-takers)
	Rating of services
	% excellent/ good

	
	Short Stay
	Long 

Stay

	Scenery / countryside
	91
	93

	Friendliness of local people
	83
	83

	Value for money 
	81
	66

	Quality of accommodation
	78
	83

	Feeling of welcome
	78
	86

	General atmosphere
	76
	89

	Cleanliness of streets
	76
	83

	Range of eating places available
	67
	86

	Availability of parking
	59
	58

	Standard of signposting (road)
	57
	45

	Range of shops
	50
	52

	Range of visitor attractions / places to visit
	50
	45

	Amount of info available about the area
	47
	79

	Standard of signposting (pedestrian)
	43
	48

	Quality of information available about the area
	43
	69

	Availability of public toilets
	33
	38

	Cleanliness of public toilets
	20
	24


The ratings of holiday makers, in most respects, followed a similar pattern to that observed in the whole sample. 
· In line with the overall sample, holiday takers offered top ratings for the area’s scenery (91% of short stay visitors and 93% of long stay visitors rated it excellent or good)

· There were also high rating for attributes associated with friendliness and the general atmosphere of the place

· Gripes were also similar to the whole sample with public toilets the major concern

· One area of concern was the discrepancy between the ratings given by short and long stay visitors regarding the amount and availability of information available about the area. Short stay visitors were much less satisfied than long stay visitors. For instance, 47% of short stay rated the amount of information as excellent or good, compared with 79% for long stay visitors. Likewise, 43% of short stay visitors rated ‘quality of information’ as excellent or good, compared with 69% amongst long stay.

· Although one can argue that it is logical that those spending longer in an area are more likely to be aware of what information is on offer and thus rate it more highly, more may need to be done to improve the distribution of information to those spending less time in the area.
Visitors’ expectations of Crickhowell appeared to exceed expectations for the majority. Over half (56%) rated said that their visit was a bit or much better than expected. Satisfaction was higher amongst those on a short break than a long break (59% compared with 44%) although this may have been more to do with more prior knowledge of the destination among long stay visitors leading to greater numbers knowing what to expect. Reassuringly, very few respondents registered negative comments about their visit to Crickhowell (3% of overall sample) or said they didn’t know what to expect (2%).

Table 14  How did your visit to Crickhowell compare with expectations?

	
	All respondents
	Short Stay
	Long Stay

	Much better than expected
	35%
	38%
	34%

	Bit better than expected
	21%
	21%
	10%

	As expected
	36%
	33%
	52%

	A bit disappointed
	2%
	2%
	0%

	      Very disappointed
	1%
	0%
	0%

	     Didn’t know what to expect
	2%
	2%
	0%

	Don’t know / NA
	3%
	2%
	3%


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 Crickhowell, 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 15  Participation in pastimes
	
	All respondents
	Short Stay
	Long stay
	Holiday trips to Wales 2002*

	Go to pub/restaurant
	69%
	67%
	79%
	No figure

	Sightseeing
	59%
	60%
	66%
	No figure

	Shopping
	55%
	60%
	52%
	65%

	Visit Attractions
	38%
	36%
	45%
	47%

	Attend festival/ cultural/ agricultural event
	8%
	7%
	7%
	No figure

	Attend sporting event as a spectator
	4%
	2%
	3%
	6%

	Going to the theatre/show/concert
	4%
	2%
	7%
	6%

	Going to the cinema
	3%
	2%
	0%
	9%

	None
	1%
	0%
	4%
	-

	Other
	7%
	3%
	13%
	-

	Don’t know / NA
	3%
	5%
	0%
	


The most popular pastimes undertaken were going to pub/restaurants (69%), sightseeing (59%) shopping (55%) and visiting attractions (38%). Events, be they sporting or cultural, were attended by less than one in ten visitors. Participation in pastimes was on a par or higher amongst long stay visitors than short stay visitors in all cases except for shopping (60% compared with 52%) and going to the cinema (2% as compared with 0%). Across the spectrum of pastimes, visitors to Crickhowell showed slightly less propensity to engage than was the case for Wales as a whole.
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 16 provides the detail.

Participation in activities
	
	All respondents
	Short Stay
	Long stay
	Holiday trips to Wales 2002*

	Walking
	65%
	62%
	79%
	75%

	Riding and pony trekking
	7%
	5%
	7%
	3%

	Creative Arts
	4%
	5%
	7%
	No figure

	Tennis
	3%
	0%
	7%
	2%

	Golf
	3%
	2%
	1%
	4%

	Climbing
	2%
	5%
	0%
	6%

	Motor Sports
	2%
	0%
	3%
	No figure

	Cycling
	1%
	0%
	3%
	6%

	Water sports
	1%
	0%
	0%
	7%

	Swimming
	1%
	0%
	3%
	25%

	Gliding
	1%
	0%
	3%
	No figure

	Fishing
	1%
	0%
	0%
	11%

	Bird watching
	1%
	2%
	0%
	No figure

	Mountain boarding
	0%
	0%
	0%
	No figure

	Other
	3%
	0%
	6%
	-

	Don’t know/ None/ NA
	32%
	38%
	17%
	-


* taken from UKTS 2002. Figures only presented where activities are comparable.
The most noteworthy point to make is the dominance of walking amongst all types of visitor. Almost two thirds of the whole sample (65%) had engaged or intended to engage in the activity, a figure which rose to 79% amongst those on long stay holidays.  Participation in other forms of activity was a relatively minority affair, especially when compared with the more general ways of spending time listed in the previous table. However, it is worth noting that the figure for riding / pony-trekking was comparatively high if compared with national participation rates for the activity derived from UKTS (7% compared with 3%).
APPENDIX 1

Below are listed answers to the two open questions that were included on the questionnaire. To aid analysis, answers have been grouped under a number of broad subject headings. Where more than one person gave the same answer, the number of people giving this answer has been included in brackets.

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

	Positive 

	· As expected, the Bear Hotel excellent

	· Feeling welcome at the Old Rectory, fantastic

	· Ty Croeso's food, friendliness of locals

	· The friendliness of the couple at the information office

	· The people in the tourist board were welcoming and very helpful, plenty of places to eat and drink

	· Local people are friendly but there is no choice to eat and not a lot of choice of shops

	· TIC were extremely helpful

	· Pretty town, the Castle ruin was a bonus.  Eateries packed with no sensible booking system

	· Quality of shops and general feeling of welcome

	· The quality of staff and facilities at the Bear Inn

	· There was more in Crickhowell than I expected

	· Village full of character and quality shopping

	· We thought Crickhowell was by far the best town we visited in the Beacons  

	· Never knew Wales was so gorgeous

	· The Bear Hotel was excellent, food and service superb.  We will visit again

	Negative

	· Staff at two hotels not very helpful or that friendly

	· Found river walk disappointing due to trees lining river bank.  No toilets and no tourist information

	· Cycling from Chepstow was very dangerous.  Why can't we use the canal tow path?  We will be taking the train back

	· Signposting on part of the walk from Table Mountain not good.  


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

	Public amenities

	· Better public toilets

	Pedestrian facilities and signposting

	· Better signposting of river walk

	· Pedestrian crossing in centre

	· Clear river bank and signpost way to decent walks

	· Sign posting of public footpaths from town centre to table mountain, even with use of o/s map, not at all clear.  Access to the mountains is your greatest asset!

	· Improve the cycle links  

	Roads and vehicular signposting

	· Cut down on the number of motorbikes - although they weren't speeding, they were very noisy - detour the town possibly?

	· A bypass!

	· Better traffic management A40 outside Bear Inn

	· Get a bypass!

	· Poor road signs.  No signs for Crickhowell on any approach roads until Glangrwyne (2 miles) and Gilwern (2 miles)

	· Stop traffic speeding through main A40 through town

	· Through traffic noisy and dangerous

	· Traffic can be heavy  

	Parking 

	· Very disappointed that local car park was pay and display.  This resulted in cars parking everywhere else to avoid the ridiculous charge, chaos ensued!!

	· Cheaper parking

	· Free parking (2 comments)

	· More parking (4 comments)

	· Parking on high street

	· More disabled parking areas

	· A better means of crossing the road from the river bridge to Llangattock.  There is no indication to pedestrians as to when it would be safe to cross

	· Stop charging motor caravans twice the car parking charge if they overrun the parking space  

	· Improvement in parking facilities throughout

	· Residential /public parking around Bridge Street / High Street

	Range and quality of shops and eating places

	· Better vegetarian food

	· Chairs should be made available to the lovely young ladies in the Cheese Press

	· Have more Bear Inns!

	· Launderette, delicatessen, more pubs and guesthouses

	· More choice of shops

	· Second-hand /antiquarian bookshop

	· More places to sit outside during the summer

	· Nowhere to buy a newspaper

	· More shops (gift type) and longer pub hours!

	· Newspaper and coffee shops lacking on Sundays.  Should be a painting/sculpting/ceramics/carving centre for the Beacons.  An equivalent of HY

	· Shops were lovely and individual but more places to eat would be good  - that would make us visit again

	· A cream tea shop! (with a nice garden that lets dogs in!)

	· A place to sit outside in the sun to have a drink and a snack

	· Better selection of shops and cheaper

	

	Feeling of welcome

	· Educate B&B operators on the importance of making good coffee

	· Get the local people and proprietors to smile and be more welcoming

	· We encountered a very angry resident saying we were walking on her private land.  However, we had followed the route and didn't know this.  She wouldn't accept an apology.  This slightly spoilt our visit

	

	Other

	· More information about Crickhowell

	· Reduce house prices so I can live here!

	· Reduce prices of activities for families: steam train, shows, horseriding, climbing.  Reduce prices of rent-a-cottage for families.  £300 a week is the financial/emotional limit for Dutchman

	· Shops and toilets and pavements not accessible for disabled.  Too many obstructions on pavements.  Toilets disgusting.  No-one seems to cater for disabled at all

	· The Bear should have enough breakfast tables, ratio to room lettings (we waited half an hour to sit for breakfast)  
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