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Executive summary 
 
This destination assessment for Nuneaton and Bedworth provides information on the nature 
and performance of the visitor economy in the Borough and sets out opportunities to be 
taken further within the context of a destination management plan. 
 
The assessment has been based on a detailed consideration of relevant data, policy 
documents and the visitor economy resources in the Borough, together with widespread 
consultation amongst a range of stakeholders.  This included a workshop at which the 
findings and their implications were discussed. 
 
It is estimated that that overnight stays in the Borough are quite limited, amounting to some 
66,000 visits generating £6m in spending.  However, day visits for tourism and leisure 
purposes have a far greater economic impact, amounting to over 3.9m visits and £54m in 
spending if all leisure day visits of over three hours duration are included.   The sectors that 
relate to the visitor economy in the Borough account for around 3,550 jobs, providing over 
8% of the total employment and 5% of the GVA.  
 
The policy context for growing the visitor economy is very supportive.  Nationally, tourism is 
a strong growth sector and its importance and potential are recognised in the area’s 
Strategic Economic Plan and in the forward vision of Warwickshire County Council.  Local 
development and planning policies underline the need for growth, supporting all 
opportunities to strengthen and diversity the economic base. 
 
While the scale and range of attractions, accommodation and other visitor facilities is quite 
limited in the Borough, it benefits from a central location, excellent accessibility, a large local 
catchment population, good provision of parks and leisure facilities and an interesting and 
varied historic and cultural heritage.  A particular opportunity exists in the link with George 
Eliot and her bi-centenary in 2019.  
 
The main market opportunities for Nuneaton and Bedworth are seen as day visitors from 
within one hour’s travelling time, business visitors, people attending social functions and 
short breaks based on local heritage and events.  
 
Three aims for future growth in the visitor economy are: 

• To help diversify the Borough’s local economy; 
• To help create more wealth and varied local employment opportunities; and 
• To enhance the quality of life for local residents by offering new and improved 

leisure opportunities and experiences.  

The national target is for a 5% growth in visitor spending per annum over the next five years.  
This has also been set as the target for Warwickshire, together with a 3.5% per annum 
growth in tourism related employment.  If Nuneaton and Bedworth can achieve these 
targets, this should lead to a growth in excess of £20m in GVA and over 800 jobs (full and 
part time).  
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In order to fulfil the aims and achieve the targets, four strategic objectives have been set and 
a number of priorities for action identified under each. 
 
1) To create attractive, vital town centres as focal points for retail and leisure activity, 
encouraging visitors to spend more time and money. 

Improving the appeal of the two town centres is a major priority for encouraging visits and 
spending in Nuneaton and Bedworth.   A range of improvements to the local environment 
and visitor welcome are proposed, with actions to improve visitor flows and revitalise the 
retail experience. Opportunities are also identified to build on the appeal of the local parks. 

2) To develop and enhance the appeal of the Borough’s attractions and facilities, to attract 
more visitors and associated expenditure. 

A number of opportunities should be pursued to capitalise on the George Eliot connection, 
based a well-coordinated interpretation plan and including a new visitor centre at her home 
at Griff House, improving presentations at other sites, thematic trails, a potential George 
Eliot film and a signature event linked to the wider promotion of literary tourism.  A number 
of opportunities exist to make more of Nuneaton Museum and existing local attractions, the 
countryside access and, in particular, the local canal network.  An expanded events 
programme and investment in the capacity and range of accommodation would build on the 
opportunity presented by the Borough’s resources and central location.  

3) To raise awareness of Nuneaton and Bedworth and the indigenous attractions. 

Awareness of the Borough as a place to visit is limited.  The brand identity of the area needs 
to be more firmly established, with a stronger on-line presence and better information for 
visitors.  Work should be undertaken with others to improve visitor offers and strengthen 
the promotion of the wider Northern Warwickshire area.  

4) To ensure the coordination and cooperation of all stakeholders to help deliver an 
enhanced visitor economy. 

Effective destination management is very largely about cooperation and working in 
partnership with others. Proposals within the Borough Council to strengthen marketing and 
town centre management present opportunities for the visitor economy.  There also needs 
to be strong coordination with other departments and activities within the Council and 
greater engagement by the private sector.  More benefits can be obtained from building 
support for the Northern Warwickshire Tourism Association and strengthening coordination 
with neighbouring authorities and county and regional partners.  
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1 Introduction  

1.2 Purpose of the destination assessment 

Nuneaton and Bedworth Borough Council (NBBC) is looking to develop a Destination 
Management Plan (DMP) for the Borough. To enable this, the Council needs baseline data 
and/or evidence of the existing situation to help identify the best way of effectively 
developing the visitor economy, particularly in light of the bi-centenary of the birth of 
George Eliot in 2019. This Destination Assessment also seeks to demonstrate the economic 
benefits for the area inherent in developing this sector of the local economy, identifying a 
range of potential actions.  

The Tourism Company was commissioned by NBBC in February 2016 to undertake this work. 

1.2 Methodology 

The work has involved: 
• An inception meeting with the client team including NBBC and Warwickshire County 

Council (WCC); 
• Reviewing existing data and policies relevant to the visitor economy in the Borough 

and surrounding areas; 
• Familiarisation with, and evidence gathering in, the Borough; 
• Identifying and engaging with key stakeholders through a number of face-to-face 

and telephone interviews; 
• Undertaking a short survey amongst accommodation businesses in the Borough; 
• Analysis and review of the above evidence; 
• Presentation of initial findings and discussion around the key issues in a stakeholder 

workshop; and 
• Finalisation of the report in the light of feedback. 

1.4 Structure of the report 

The next three chapters review the current scale and nature of the visitor economy, the 
policy context and destination management in the Borough. The following chapter sets out 
the strategic direction and the final chapter covers potential priorities for action. 
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2 Nuneaton and Bedworth and the visitor economy 
 

This chapter considers the meaning of the visitor economy and presents evidence on its size 
and nature in Nuneaton and Bedworth.  It also looks at how the Borough compares with 
other local destinations in this respect. 

2.1 The visitor economy; definitions and concepts 

There is no official definition of the term visitor economy and there is some variation 
between informal definitions and in how the term is used.    

VisitEngland describe the visitor economy as “All aspects of the economy related directly, or 
indirectly through the supply chain, to the provision of services to visitors and benefiting from 
their spending”1.     

The Tourism Society has a similar definition: “overall demand and supply in all the sectors 
within which visitor activity and its direct and indirect consequences upon the economy take 
place”2.  It elaborates on this, explaining that “The term embraces the activities and 
expenditure involved in supplying products and services for visitors by both the private and 
public sectors. It includes … the creation, maintenance and development of the public realm 
and the infrastructure within which, and through which, visitor activities take place.”   

An earlier explanation of the concept refers to the visitor economy as the economic activity 
of visitors3. It covers:  

• All the things that attract visitors (the natural environment, the heritage and culture, 
iconic buildings, the retail, sport, leisure and cultural facilities, food, gardens, the 
events, the scenery) – the things that make the place special, distinctive and capable 
of engendering pride and interest and a place worth experiencing.  

• The infrastructure that helps to reinforce and shape the sense of place and make it 
an easy place to visit; the signs, the transport, parking and orientation, 
interpretation, public space, amenities, etc.  

• The services that cater for the needs of visitors (and of residents), that create 
economic and social activity and increase spending; including the hotels and bars, 
pubs and restaurants, galleries, the everyday events and the day-to-day services that 
make the place clean, safe and welcoming.  

To create a successful visitor economy, it is necessary to manage all of the components in an 
integrated and long-term way, with a clear focus on the needs of the visitors the destination 
is seeking to attract. 

                                                             
1 Principles for developing Destination Management Plans, VisitEngland 2012 
2 Tourism Definitions, The Tourism Society http://www.tourismsociety.org/page/88/tourism-definitions.htm 
3 Understanding the Visitor Economy, P Reddy, North West Development Agency, 2006 
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2.2 Dimensions of the visitor economy 

From these descriptions it is clear that a very wide range of businesses are involved in the 
visitor economy (including hotels, restaurants, bars, shops, and their suppliers) as well as a 
wide range of local services. 

However, the overall size and value of the visitor economy in a destination does not equate 
to the sum total of the economic activity of these businesses and services. It does not 
include the total retail economy, for example.  The value of the visitor economy is 
determined by the economic activity of visitors i.e. their spending.  The critical issue is 
therefore the definition of the term ‘visitor’ and ‘visit’. 

In considering the different types of people who may be classified as visitors and the 
activities that can be identified as visits, so contributing to the visitor economy, it is helpful 
to look at definitions around official measurements and statistics. 

Tourists are people travelling to and staying in places outside their usual environment for not 
more than one consecutive year for leisure, business and other purposes4.  All tourists and 
their spending are part of the visitor economy.  It is important to note that this is not just 
about holidays, but includes business trips and visits to friends and relatives or for short 
term study.    

Tourist visits by residents of Great Britain which involve at least one night away from home 
are measured by the Great Britain Tourism Survey (GBTS).  This is sometimes called domestic 
tourism (by domestic tourists). 

Tourist visits to the UK by overseas residents are measured by the International Passenger 
Survey.  This is sometimes called overseas tourism or inbound tourism (by overseas or 
inbound tourists). 

Some people who may not be staying away from home overnight but are coming to a 
destination for just one day, or part of a day, may also be considered as ‘visitors’ making 
‘visits’ which contribute to the visitor economy.    The Great Britain Day Visits Survey 
measures the volume and value of leisure day visits.   These are broken down into three 
types: 

a) Tourism day visits.  These are trips which must:  
o Involve participation in one of 15 leisure activities (Table 2.1 below); 
o Have lasted at least three hours (including travel); 
o Not be an activity which is undertaken "very regularly"; and 
o Be in a destination outside the respondent's place of residence (or place of work 

if this was the start point of the trip). The exceptions to this are trips to special 
public events, live sporting events and visitor attractions. 
 

                                                             
4 Definition of the UN World Tourism Organization 
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b) Other leisure day trips for 3+ hours (including travel).  To be included in the statistics 
these can be visits in the destination where the person lives or works and can be 
undertaken regularly, but they must be trips taken for a particular purpose.  The 
purposes include are, again, those listed in Table 2.1.  
 

c) Leisure day trips lasting under 3+ hours, again for the same purposes as in (b) above. 
 

Table 2.1: Purposes included in leisure day trips 
Visiting friends or family for leisure  
’Special’ shopping for items that you do not regularly buy  
Going out for a meal  
Going on a night out to a bar, pub and/or club  
Going out for entertainment – to a cinema, concert or theatre  
Undertaking outdoor leisure activities such as walking, cycling, golf, etc.  
Taking part in other leisure activities such as hobbies, evening classes, etc. (outside the home)  
Taking part in sports, including exercise classes, going to the gym, etc.  
Watching live sporting events (not on TV)  
Going to visitor attractions such as a historic house, garden, theme park, museum, zoo, etc.  
Going to special public event such as a festival, exhibition, etc.  
Going to special events of a personal nature such as a wedding, graduation, christening, etc.  
Going on days out to a beauty or health spa/centre, etc.  
Going on general days out/to explore an area 
Going on day trips/excursions for other leisure purpose not mentioned above 
The GB Day Visitor, 2014, TNS 

 

Normally, visitors and visits that are included as part of the visitor economy would be 
restricted to those in category (a) above, i.e. tourism day visits taken in a destination away 
from a person’s normal place of residence and not very regularly.   However, there is some 
argument also to include category (b), i.e. all 3+hour leisure visits, including those that may 
be made by local residents. 

It is important to note that day visits to family and friends for ‘leisure purposes’ are included 
in the above.  However, business visits are not included.  Although day business visits away 
from a person’s usual environment might be considered conceptually to be contributing to 
the visitor economy, there is no data available about this activity.   

2.3   The volume and value of the visitor economy in Nuneaton and Bedworth 

Data on the visitor economy for Nuneaton and Bedworth Borough is very limited.  It is 
largely obtained from disaggregation from national surveys.  Owing to the small size of the 
Borough and its limited attraction and accommodation base the figures need to be treated 
with great caution. 

Table 2.2 shows the basic dimensions for overnight domestic tourism in the Borough, based 
on a three-year rolling average from the GBTS. 
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Table 2.2: Domestic overnight tourism in Nuneaton and Bedworth – 2012/14 annual rolling average  
 Trips Nights Spending (£) 
Domestic tourism 61,000 152,000 5,000,000 

Great Britain Tourism Survey 

A small amount of additional information is available to elaborate on the above.  
• Holiday tourism will account for only a small proportion of the above. Equivalent 

data for ‘holidays only’ are: 8,000 trips; 16,000 nights; and £1,000,000 spending 
(2012/14 annual rolling average).  These data and those from previous years 
suggests that holiday tourism may account for between 10% and 20% of the above 
volume and value; 

• A large majority of the visits, nights and spending will be accounted for by overnight 
visits to friends and relatives. Data for 2012/14 is not available on this, but data from 
previous periods suggest that, overall, visits to friends and relatives (VFR) may 
account for between 50% and 80% of the volume and value; and 

• Business tourism will account for less trips, nights and spending than VFR.  Data on 
this is very varied and unreliable but suggests that business tourism may account for 
between 10% and 30% of the volume and value.  

While the data is too limited to give any accurate indication of trend, the annual averages for 
Nuneaton and Bedworth from the GBTS have shown a general, albeit fluctuating, decline 
since 2006/8 when the annual average was 102,000 trips.  This compares with a small 
increase for Warwickshire as a whole during this period. 

No data is available on overseas tourism to the Borough.  In Warwickshire as a whole in 2014 
the level of overseas tourism was significant, accounting for 18% of trips, 34% of nights and 
38% of spending in the county5.  If these percentages were applied to the Borough, this 
would suggest a further 13,000 trips, 80,000 nights and £3m spending.  However, it is very 
unlikely that the relative importance for overseas tourism in Nuneaton and Bedworth is 
nearly as great as it is for Warwickshire as a whole, given the influence of Shakespeare’s 
Country on the latter (although a significant amount of overseas tourism is VFR and business 
related).  Therefore these figures will be a considerable overestimate.   As a guestimate, in 
Nuneaton and Bedworth the proportion of overseas tourism as against domestic tourism  
might be between a third and a half of the equivalent proportion for Warwickshire as a 
whole, suggesting very approximate figures of 5,000 trips, 32,000 nights and £1m spending.  

The volume and value of tourism day visits is not available for Nuneaton and Bedworth.  
However, there is data for all leisure day visits of 3+ hours.  This is provided in Table 2.3. 

Table 2.3: All leisure day visits (3hrs +) in Nuneaton and Bedworth – 2012/14 annual rolling average 
 Visits Expenditure (£) 
Leisure day visits (3+hrs) 3,950,000 54,430,000 

Great Britain Day Visitor Survey, 2014 
 

                                                             
5 Economic Impact of Tourism in Warwickshire, 2014, The Research Solution. 
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This evidence underlines the very significant economic contribution of leisure day visits 
compared to overnight tourism in the Borough.  If all these day visits are taken into account, 
they generate nine times a much spending as the estimate for domestic and overseas 
overnight visitor spending combined.  

An approximation of tourism day visits in Nuneaton and Bedworth could be made by 
considering the ratio of tourism day visits to all leisure day visits in other areas where this 
data is available.  The figures for Warwickshire as a whole may be misleading, given the 
concentration of tourist attractions in and around Stratford and Warwick.  However, the 
figures for Rugby may provide more reliable guidance.  In that Borough, 45.2% of leisure day 
visits and 50.8% of the spending on them are accounted for by tourism day visits.  Applying 
these ratios suggests that tourism day visits on Nuneaton and Bedworth may number 
around 1.7 million, with an expenditure of around £27 million.  These figures may be taken 
as a more accurate measure of the contribution to the visitor economy in the strict sense. 
These amounts are still considerably greater than the contribution made by overnight stays.  

In summary, the very approximate estimates for Nuneaton and Bedworth, based on 
estimation of demand, with some rounding, are shown in Table 2.4. 

Table 2.4: Very rough estimate of total volume and value, from demand studies 
               Visits      Spending (£) 
Domestic holiday stays              8,000         1,000,000 
Domestic VFR stays            37,000         2,500,000 
Domestic business stays            16,000         1,500,000 
Overseas stays (all)              5,000         1,000,000 
Tourism day visits      1,700,000       27,000,000 
Other 3hr+ leisure day visits      2,234,000       27,000,000 
TOTAL       4,000,000       60,000,000 

 
In considering the above figures, it is important to appreciate that the number of visits (and 
hence also spending) especially for overnight trips, may be underestimated.  This is on 
account of the small size and low profile of the destination, making it less likely to be 
recalled at interview.  Therefore, in considering total size and economic impact of the visitor 
economy it may be more valid to consider supply-side measures, such as employment in 
visitor-related businesses.  This is covered later in this section.   

2.4 Performance of attractions and facilities 

A limited amount of information is available on visitor numbers to facilities, attractions and 
events in the Borough, largely based on estimates.  The results are given in Table 2.5. 
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Table 2.5: Visits to local attractions and events, 2015 
Attractions  Events  
Nuneaton Museum 70,000 Bedworth Folk Festival 1,000+ 
Riversley Park c250,000 Ragged Bear 350+ 
Miners’ Welfare Park c250,000 Writers in Warwickshire N/a 
Whittleford Park N/a Bedworth Armistice Day 10,000 
Arbury Hall 2,000 Nuneaton Carnival N/a 
Chilvers Coton Heritage Centre 2,000 Bulkington Carnival N/a 
Bedworth Heritage Centre 2,000 Nuneaton Lives N/a 
Bedworth Almshouses N/a George Eliot Wreath laying N/a 
Coventry Canal  N/a Astley Castle open weekends 1,000+ 
Bedworth Civic Hall 80,000   
Abbey Theatre 32,000   

Source: Local consultation by TTC 
 
Looking at the results for attractions, the greatest numbers of visitors are to be found in the 
urban parks, which will be mainly local residents using them for recreation.  The Nuneaton 
Museum, which has free admission, has a significant throughput, although it is understood 
that a large proportion of this comes from repeat visitors, often returning to see the 
different exhibitions.  Bedworth Civic Hall is also well used.  It recorded around 10,000 
admissions form performances promoted by the Civic Hall in 2014/15, with larger visitor 
numbers relating to private hire and other activities. Alongside the above, there are a 
number of small heritage attractions, with limited opening, attracting small visitor volumes.  

Many of the events do not record or make available the size of the audience. Where figures 
are available there is considerable variation in the volumes attracted. 

Evidence from the facilities and attractions suggests that visitor numbers have remained 
relatively static over the past five years.   

There are 14 known serviced accommodation businesses (hotels and guest houses) in the 
Borough providing 473 bedrooms in total.  Full details are provided later in this report 
(section 4.6).  There is little other accommodation. Quantitative evidence on hotel 
occupancy is not available for Nuneaton and Bedworth.   Informal feedback suggest that 
much of the accommodation is performing well, with relatively high occupancy levels.   

2.5 Economic impact, employment and other benefits 

Economic analysis of the impact of the visitor economy is not available for Nuneaton and 
Bedworth Borough.  However, a comprehensive analysis has been undertaken for 
Warwickshire as a whole6.  This shows, for 2014: 

• Direct expenditure from trips of £720,222,000.  Of this, £456,234,000 (63%) came 
from day visits and £263,988,000 (37%) from staying tourism; 

                                                             
6 Economic Impact of Tourism in Warwickshire, 2014, The Research Solution 
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• The impact of this activity was shared between the types of business and activity as 
follows: Food and drink 34%; Shopping 31%; Travel 13%; Accommodation 11%; and 
Attractions 11%; 

• If only staying visitors are considered, then the highest proportion of their spending 
(30%) is on accommodation; 

• If only day visitors are considered, then the greatest recipient of spending is food 
and drink (40%) followed by shopping (37%); and 

• In addition to the above, it is estimated that a further £83m is generated by 
additional spending, largely by friends and relatives stimulated by receiving visits.  

 
While this data may not be directly applicable to Nuneaton and Bedworth, it does indicate 
that the greatest beneficiaries of the visitor economy are likely to be the retail and catering 
sectors in the Borough. It also shows the economic significance of interacting with friends 
and relatives. 

It is estimated7 that direct tourism spending supports 13,260 jobs in Warwickshire, some of 
which are part time, amounting to 9,282 full time job equivalents. Of these, 40% are in 
catering; 16% in retail; 16% in accommodation; 12% in attractions/entertainment and 4% in 
transport. A further 12% relate to unattributed expenditure e.g. by friends/relatives. .    

Indirect and induced effects account for 5,256 additional jobs or 4,610 full time job 
equivalents. In total therefore, tourism related jobs are estimated at 18,516 or 13,892 FTEs. 

The above calculation is not available for Nuneaton and Bedworth.  Very crudely, using the 
ratio of total visitor spending in the Borough to total visitor spending in Warwickshire, the 
above figure would suggest that the visitor economy may be supporting some 1,600 jobs in 
the Borough. This may be an under estimate as it is arrived at through demand-side data 
which may under-represent visits to the Borough as noted above.  

Some relevant supply-side data is available for Nuneaton and Bedworth.  This is based on 
the ONS Business Register and Employment Survey.  Within the register, ONS has identified 
businesses that contribute to ‘tourism supply’ based on their categorisation (SIC Codes). 
These include hotels, other accommodation, restaurants, transport, cultural activities and 
certain sporting and recreational activities. This data shows a total of 3,200 employees in 
these categories in Nuneaton and Bedworth, around half of which are full-time and half part 
time (2012 data).  This data is then set against data on overall employment in the Borough 
showing that ‘tourism’ employment, which could be taken as visitor economy related 
employment, accounts for approximately 8.2% of employment in the Borough.   

Estimates for 2011 are available on the contribution of the ‘tourism industries’ (essentially 
the categories referred to above) to Gross Value Added in Warwickshire and for the 
constituent districts/Boroughs8.  This shows that this Tourism GVA accounts for around 5% 

                                                             
7 Ibid 
8 TBR on behalf of CWLEP, cited in Warwickshire Visitor Economy Situation Report, TEAM, 2012 
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of the total GVA in Nuneaton and Bedworth Borough.  This is a similar proportion as 
estimated for the county as a whole.  

The estimates for Warwickshire suggest that Nuneaton and Bedworth accounts for 12% of 
the tourism related GVA for the county.  Using this ratio, points to a tourism-related GVA of 
around £51m for Nuneaton and Bedworth for 2012. 

While up-to-date estimates are not available, the growth targets for Warwickshire suggest 
that the economic contribution of the visitor economy in Nuneaton and Bedworth by 2015 
may be around £60m in GVA9 and 3550 jobs (in total, including full and part time jobs). 

It is important that the benefits from tourism are not just looked at in economic terms.  It 
can bring a range of social, cultural and environmental benefits to destinations.  Most 
notably, visitor spending can support a range of facilities that can be enjoyed by local 
residents that would otherwise not be available.  These include catering and retail outlets, 
events and various cultural facilities.  Overall, providing visitors and residents alike with a 
quality experience should be seen as an aim in its own right, delivering recreational and 
educational benefits and a general enhancement of quality of life.   It also supports an 
overall sense of place, and of pride in it, and provides an opportunity for community 
engagement.     

2.6 Market profiles and segments 

An idea of the profile of the current visitor market in the Borough has been obtained from 
consultation with tourism enterprises. 
 
The following pattern of overnight visitors is evident from the hotels: 

• Corporate (and contractor) business provides the main source of occupancy for the 
hotels and predominates during the week. Local businesses, Coventry businesses 
and the NEC generate demand; and 

• Non-business tourism, which occurs mainly at weekends, is primarily driven by social 
functions (weddings etc.), VFR and events at the Ricoh stadium. 

 
Local attractions and events report the following general visitor profile: 

• A significant majority come from within the Borough or just outside it; 
• The area including Leicester, Coventry and the A5 corridor is important, perhaps 

accounting for around 15% to 25% of visits, depending on the attraction or event;  
• Visits from further afield tend to be limited – under 10%; 

                                                             
9 The demand side and supply side estimates are difficult to reconcile.  The fact that the total spend 
estimate of £60m presented earlier is the same figure as the GVA estimate broken down from 
Warwickshire data may be coincidental.  Theoretically, the GVA figure should be higher than the 
direct spend figure as it should include some indirect and induced impacts on the local economy.  On 
the other hand, the spend figure may be over-inflated as it includes all leisure day trip activity.  
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• There are some exceptions to the above.  For example, 70% of tickets sold for the 
Bedworth Folk Festival have been from outside the Leicester/Coventry/A5 area, and 
40% have been outside the West and East Midlands; 

• A few visitors have a specialist interest in the specific subject of the attraction; and 
• Overseas visitors are very limited.  For example, Nuneaton Museum reports a few 

from America and Japan on account of the George Eliot interest.  
 
Markets can be broadly segmented by type of visit.  This has been done for Warwickshire as 
a whole in 2012, when the relevance of the different segments for the three Northern 
Warwickshire Boroughs together was also considered10.  This analysis, together with 
consultation and evidence obtained for Nuneaton and Bedworth, suggests the following 
assessment of segments for the Borough as shown in Table 2.6: 
 
Table 2.6: Market segments 

Segment Importance for Nuneaton and Bedworth Ability to 
influence 

Staying visitors 
Business – non discretionary High.  Many general business visitors working in the area or 

in transit 
Low 

Business – MICE etc. Mixed.  Little conference provision in Borough but 
neighbouring venues (NEC etc.) important 

Medium 

Visiting Friends/Relatives High.  Relatively very important for Borough owing to large 
population and limited other generators of stays 

Low/Med 

Overseas leisure Low.  Few reasons to visit.  Some transit. Medium 
Domestic general Low/Medium.  Limited local attractions for general leisure 

breaks, but central location a plus 
High 

Domestic special interest Medium.  Some events and festivals generate business.  
Canal based holidays.  

High 

Day visitors 
General from holiday base Low.  Limited attractions and reasons to visit High 
General day out from home Low. Limited inherent appeal, attraction and reason to visit High 
Visits to attractions Low/Medium.  Some, but few, attractions  High 
Shopping Low/Medium.  Important in overall economy but largely 

utility shopping and little special interest 
Medium 

Countryside Low/Medium. Very little countryside actually in the Borough Medium 
Eating out Low/Medium.  Important in visitor economy but little 

differentiated or quality catering exists 
Medium 

Festivals and events Medium/High.  Some events do generate visits, but 
programme limited 

High 

Visiting friends/relatives High.  Often the main reason for a visit Low/Med 
Sports Medium.  Some volume – e.g. Ricoh Low 
Business day trips High. Main reason for many visits Low 
Conference visitors Low/Medium. Little reason for discretionary add-on visits Medium 
Special interest Medium. Particular themes and activities can attract visits  High 

                                                             
10 Warwickshire Visitor Economy Situation Report, TEAM, 2012 
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2.7 Specific market segments in context 

It is helpful to consider the general evidence of the performance of a number of market 
segments of particular relevance to the Borough: 

Literary tourism involves places and events related to fictional texts as well as the lives of 
their authors. This could include visiting particular places associated with a novel or a 
novelist, such as their home or grave, or following the route taken by a fictional character. 
There are also long-distance walking routes associated with writers, such as the 
Shakespeare’s Way or Thomas Hardy Way. Literary tourism has been referred to as a 
contemporary type of secular pilgrimage. 

There is little or no hard evidence on the scale of the market but the plethora of events and 
promotional material suggests a significant response. There are literary guides, literary 
maps, and literary tours along with a host of events and festivals celebrating significant 
dates, often boosted by related TV and film productions. There are numerous examples of 
geographically based literary tourism product including the Brontes in Yorkshire, Thomas 
Hardy in Dorset, Beatrix Potter in the Lake District, Dickens in London, Jane Austen in Bath 
and of course Shakespeare in Stratford. 

There are also many museums associated with writers, and these are usually housed in 
buildings associated with a writer's birth or literary career. 

There is considerable variation in the level of visitation to places with literary connections.  
Some examples are given in the table below.  It is likely that a majority of visitors are 
motivated as much by the setting and character of the related properties as by a deep 
interest in the literary character.   

Table 2.7: Literary attractions 
Property Approximate annual visits 
Shakespeare’s Birthplace, Stratford 400,000 
Hill Top (Beatrix Potter’s House) 100,000 
Bronte Parsonage   70,000 
Dove Cottage, Grassmere (Wordsworth)    50,000 
Wordsworth House, Cockermouth   26,000 
Hardy’s Cottage, Dorset   25,000 

 

An increasing number of destinations are staging events and festivals as part of, or an 
enhancement to, what they offer residents and visitors. A strong events programme can 
increase footfall and length of stay with associated local expenditure, give a destination a 
higher profile and thereby contribute to the regeneration of local communities. Importantly, 
events are also being used to extend the season beyond peak times. 
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Research11 has identified the potential growth of events and festivals in the UK. Outdoor 
events, festivals and music events are considered to be the highly relevant to Nuneaton and 
Bedworth and these are predicted to grow significantly in future years. The table below 
shows the forecast income from events to 2020.  

Table 2.8: Estimated value of events market 
Sector Estimated value in 

2010 (£ bn) 
Estimated value in 
2015 (£ bn) 

Estimated value in 
2020 (£ bn) 

Outdoor events 1.0 1.2 1.3 
Festivals/cultural events 1.1 1.3 1.4 
Music events 1.4 1.7 2.0 

Source: Events Industry Forum 

The recession did affect the market in 2010 and competition between event organisers has 
increased but there has been a growth in public events. Research undertaken by the Events 
Industry Forum, together with trend analysis from UK tourist boards, has confirmed the 
growth potential in outdoor events and prospects for the future. This includes cultural 
events and a growing range of outdoor activity/sporting events. 

Nuneaton and Bedworth is capable of hosting regional and local events. The local catchment 
population is large, access is excellent and there are some good potential venues, including 
the two main parks. 

Canals represent important tourism visitor attractions in their own right as well as providing 
green links to other visitor destinations and attractions. They also support a wide range of 
SMEs and jobs within the marine sector in manufacturing, tourism and services.  

In tourism terms, there is no up-to-date evidence on the growth of the boating market on 
canals. The latest evidence12 showed the total number of boats licensed and/or registered by 
navigation authorities appears to have grown by 10.33% over the five year period from 2002 
to 2007. On the Canals and Rivers Trust (CRT) network, which includes the Coventry and 
Ashby canals, total boat numbers grew by 28%, an average annual rate of just over 4% over 
the period. Overall, leisure business boat licenses nearly doubled over the five years.  

Demand for inland boating should continue to increase as a result of general growth in 
incomes and leisure spending, increased demand for active leisure pursuits, and 
demographic factors – in particular the projected increases in the size of the 45-64 age group 
amongst whom boat-owning is concentrated. 

Anecdotal evidence locally suggests growing demand for boating and moorings on the 
Coventry Canal.  

                                                             
11Opportunities for Growth in the UK Events Industry Roles & Responsibilities – A report to the All Party 
Parliamentary Group for Events. 
http://www.businesstourismpartnership.com/pubs/Opportunities%20for%20Growth%20in%20the%20UK%20Ev
ents%20Industry.pdf. 
12 Numbers of Boats on the Inland Waterways Report of the 2008 AINA survey, Association of Inland Navigation 
Authorities 
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• Moorings in local marinas are fully booked (well above the national average) with 
significant waiting lists; 

• Day boats are fully booked; 
• There are plans in progress for canal related developments in the Coventry basin; 

and 
• The restoration of the Ashby canal ‘missing link’. 

 
The CRT network attracts approximately 270 million visits per year, with over 93% of visitors 
being ‘everyday explorers’ – using the canal towing path to walk the dog or cycle to school, 
home or work; as an amenity space or for recreational walking and cycling. There is a 
growing demand for all these activities. 

Business tourism by UK residents accounted for 13.87 million overnight trips in England in 
2015, generating £3,339m in spending.  This amounts to some 14% of all domestic overnight 
trips in England.  Business tourists tend to stay slightly few nights than all tourists, 
accounting for 10% of all domestic nights, but spend more per head per night, accounting for 
17% of all spending on domestic overnight trips.  Business tourists are therefore a valuable 
market to attract.    

The level of business tourism is affected considerably by the state of the economy.  Numbers 
fell sharply during the economic crisis in the last decade and the business tourism market 
was slower to recover than the holiday market.  In the last five years the level of business 
tourism trips and spending has remained relatively static, but spending actually declined in 
2015.  Overall, business visits have tended to become shorter over time. 

It is important to distinguish general business visits, which are hard to influence, and more 
discretionary visits, such as those relating to meetings, incentives, conferences and 
exhibitions (MICE), which can be attracted by the provision of venues, facilities, offers and 
marketing.  If all the impacts associated with the MICE market are taken into account, it has 
been estimated that it contributed some £58.4 billion to the UK’s GDP in 2013.  However, it 
was badly hit by the recession and has only recently shown positive recovery.  

The business tourism market is particularly important in the West Midlands.  The Visitor 
Economy Strategy for Greater Birmingham has identified business tourism as a major driver 
of growth over the next 5 to 10 years.  The strategy underlines the potential of increased 
investment and performance in the NEC and surrounding area, to maintain this as a UK and 
world leading destination in the MICE market.   

The quality and location of hotels is important in gaining benefit from this market.  There has 
been relative growth in demand for conference facilities in hotels, which increasingly need 
to meet specialist requirements in terms of IT and connectivity.  

Visiting Friends and Relatives (VFR) by UK residents accounted for 40.55 million overnight 
trips in England in 2015, generating £4,655m in spending. This accounts for 39% of all 
overnight trips.  However, length of stay was slightly less than with other types of trip (37% 
of all nights) with significantly lower spending per head per night (24% of all domestic 
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spending on overnight trips).  Despite this lower level of spending per person, this activity is 
still an extremely important generator of tourism revenue.  

The VFR market (trips and spending) grew between 2010 and 2011 followed by a slight 
decline to 2014.  However 2015 saw a significant increase in both trips and spending, with 
the latter up by some 15% on 2014.    

The VFR market is especially important in areas of relatively high population density such as 
Nuneaton and Bedworth. While is it difficult to influence the actual number of trips, the 
impact can be considerably affected by promoting opportunities for activities and spending 
while in the area. The economic impact of the spending by local residents that is boosted 
when their friends and family come to stay can be very considerable – this phenomenon 
alone was estimated to generate over £80m in spending by local residents in Warwickshire 
in 2014. 

2.8 Comparison with neighbouring and competitor destinations 

Comparative data is available on domestic overnight trips to destinations and on leisure day 
visits.  The table below provides this for the other districts/Boroughs in Warwickshire and 
selected neighbouring authorities in other counties. 
 
Table 2.9: Trips by domestic overnight visitors, per annum - three year rolling average 2012-14 

 All overnight 
trips 

Holiday overnight  
trips 

Leisure day 
visits 3+ hrs (m) Population 

Nuneaton and Bedworth          61,000          8,000     3.95   125,805 

North Warwickshire          43,000        25,000     3.09     62,200 

Rugby        152,000        30,000     4.69   100,751 

Warwick         408,000      161,000     6.68   138,640 

Stratford on Avon        499,000      269,000     5.58   120,578 

Coventry        528,000      131,000   12.38   547,974 

Solihull        155,000        19,000     8.03   206,700 

Hinckley and Bosworth        105,000        39,000     3.80   106,613 

Blaby          49,000        13,000     2.35     95,092 

Harborough        122,000        35,000     1.71     87,450 

Tamworth          88,000        20,000     3.32     76,800 

Lichfield          87,000        26,000     3.48   100,700 
   Source: Great Britain Tourism Survey, Great Britain Day Visits Survey  
 
The figures show that Nuneaton and Bedworth is the third least visited of these 12 local 
authority areas in terms of trips by domestic overnight visitors, after North Warwickshire 
and Blaby.  However, if just holiday overnight visits are considered, Nuneaton and Bedworth 
is the least visited.  This is in contrast with its population size as it is the fourth largest local 
authority in this respect. 
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In terms of all leisure day visits, Nuneaton and Bedworth performs better and falls in sixth 
place, half way down this list of 12 local authorities.   However, if this is looked at as a ratio 
against population size, it lies fourth from bottom, above Coventry, Blaby and Harborough.  

These figures underline the challenge faced in Nuneaton and Bedworth compared with other 
nearby areas which are both competitors as well as potential collaborators.  Most have some 
well-known attractions.  Clearly is it difficult to draw a comparison with Stratford and 
Warwick, with their international heritage.  However, even the other local authorities have 
some sizeable attractions and heritage sites, such as Coventry Cathedral, Lichfield Cathedral, 
Drayton Manor, Twycross Zoo and the Richard III connections in Leicestershire. Many have 
larger rural areas with relatively pleasant countryside and small towns, such as in North 
Warwickshire.  This underlines how important it is for Nuneaton and Bedworth to work with 
its neighbours.  
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3 Policy Context 
 

This Assessment and any future Plan need to reflect the strategic context at regional and 
local level. Coordination with these policies will help gain support for any proposed 
initiatives. 

3.1 National context 

VisitEngland’s Strategic Framework for Tourism (2010-20) aims for 5% growth per annum in 
tourism value to 2020 and identifies four objectives: 

• To increase England’s share of global visitor markets through collaborative 
marketing campaigns - an ‘attract and disperse’ approach domestically; 

• To offer compelling destinations through effective, integrated visitor management, 
regeneration, world class accommodation and customer service; 

• To champion a thriving industry to key bodies and sectors through robust research 
and intelligence, promoting the tourism sector as a worthwhile career choice and 
embedding ‘wise growth’ principles in future planning for tourism growth; and 

• To facilitate greater engagement between the visitor and the experience through 
modern information provision, a better welcome at ‘gateways’, improved transport 
provision and access for disabled people.  

 

In July 2015, the Government announced a Five Point Plan to grow tourism across the UK13. 
The plan aims to spread the benefits of tourism beyond the Capital, helping to create jobs 
and rebalance the economy. A new inter-ministerial group will co-ordinate and align action 
across government, focusing on five key areas: 

• A better co-ordinated sector – to reduce fragmentation and encourage local 
attractions and tourism organisations to collaborate to help grow the sector; 

• Skills and jobs – to drive and retain talent in the sector to support and 
encourage growth; 

• Common-sense regulation – to sensibly reform regulation in order to drive 
competition and improve the tourism offer for visitors; 

• Transport - by forging innovative links between the transport and tourism sectors to 
help visitors travel outside of the capital; and 

• An improved welcome – to deliver a world-class welcome at the border. 

3.2 Sub-regional context 

There is a growing recognition of the importance of tourism within the Coventry and 
Warwickshire Local Enterprise Partnership (CWLEP) area.  Tourism is increasingly being seen 
as a priority sector and a particular strength for driving future economic growth. 

                                                             
13 Backing the Tourism Sector - A Five Point Plan, DCMS, 2015 
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Coventry and Warwickshire is recognised as a global UK hub in advanced manufacturing and 
engineering with major R&D centres (including MIRA on the border of Nuneaton). This 
foundation of employers and innovation centres provides a significant basis for further 
inward investment (and implicitly for business tourism). The CWLEP Strategic Economic Plan 
(SEP)14 sets out CWLEP’s ambitions for economic growth and proposals for realising these 
ambitions.  

CWLEP proposes a programme of private and public sector investment including major 
employment growth areas at Bermuda Park, transport improvements (the completion of 
NUCKLE 1 with increased train capacity and service frequency between Coventry, Bedworth 
and Nuneaton), additional housing, digital connectivity, business support and training.  

The SEP recognises the value of, and opportunities for, culture and tourism in supporting 
employment and economic performance: “Coventry and Warwickshire has identified 
advanced manufacturing and engineering as crucial to the development of our economy. 
Significant growth opportunities to 2025 in IT Services / Digital and Creative Industries, 
Culture and Tourism, Construction, Health, Logistics and Education have also been 
identified.” NB: The SEP is to be refreshed in 2016 with tourism and culture to be given a 
higher profile. 

Further investment in areas such as tourism - particularly in supporting new business start-
ups, increasing business resilience and improving the skills levels of residents - is seen as 
vital. “Residents (and particularly young people and marginalised groups) across all areas of 
Coventry and Warwickshire will see an increase in employment opportunities in a range of 
sectors including culture and tourism where there is clear potential for growth.”  

CWLEP launched a Culture and Tourism Business Group early this year, on which WCC and 
NBBC is represented. Current initiatives by the group include support for Coventry’s bid to 
be Capital of Culture (with implications for Nuneaton and Bedworth through the George 
Eliot connection), support for town centre regeneration in Nuneaton and addressing tourism 
organisation and destination management planning across the sub-region.  

Last year also saw the launch of CW8, a new strategic arts partnership, which brings 
together eight major arts and cultural organisations across Coventry and Warwickshire to 
promote the role of arts and culture in the sub-region. 

‘Going for Growth’ outlines Warwickshire County Council’s vision for the county to 2020 and 
its role in fulfilling this. The document focuses on economic growth as the priority for the 
County Council.  The growth of the county’s visitor economy can contribute to achieving 
many aspects of the ‘Going for Growth’ vision, particularly in terms of: 

• Town centres that punch above their weight; 
• The quality of lifestyle and work/life balance for Warwickshire’s citizens; 
• Addressing inequalities; and 
• Attracting people to live and work in Warwickshire. 

                                                             
14 ‘A SEP for the future and for bringing manufacturing home’ CWLEP, 2014 
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The Warwickshire Visitor Economy Framework (VEF) 15 and subsequent Warwickshire 
County Council Draft Tourism Policy16 seeks to guide public sector investment and 
collaborative partnership action to support the growth of the Warwickshire visitor economy. 
The VEF’s target is to achieve a real term increase in the value of Warwickshire’s visitor 
economy of 5% per annum between 2013 and 2018. A secondary target is to increase annual 
room occupancy across Warwickshire. 
 
The VEF focuses on three Strategic Priorities for achieving its aim and target: 

• Creating compelling places to visit. Future growth in the visitor economy will rely 
heavily on destinations, attractions and accommodation businesses that deliver 
memorable visit experiences; 

• Building private sector marketing capacity. With substantially reduced public sector 
tourism budgets, the private sector will need to take the lead on marketing; and 

• Extending the benefits of tourism, boosting visitor demand both geographically and 
seasonally to ensure that the benefits of growing Warwickshire’s visitor economy 
are felt more widely across the county and throughout the year. 

The VEF set out six Action Programmes but a more recent review has focused on three of 
these with associated tourism policies17.  

Gateways to the Countryside. This programme aims to support and coordinate projects to 
develop tourism infrastructure in the Warwickshire countryside.  The focus is on developing 
facilities and events so they become gateways to wider countryside exploration, longer dwell 
time, greater spend and repeat visits. They can also make a significant contribution to 
improving the quality of life for Warwickshire residents. Typical initiatives might include: 
grants for events and festivals; development of themed trails; and green tourism projects 
like walking and cycling trails. 

Visitor welcome and information:  This programme aims to improve the welcome provided 
to visitors, the information they receive, and the quality of the visitor experience. Typical 
initiatives might include; visitor welcome audits and training, digital information, signage and 
wayfinding. 

Partnership support:  This programme aims to ensure all partners and decision makers in 
the County have access to a coordinated research programme tracking the sector’s 
performance and value to the economy, and to inform future marketing and development 
work. Support could include: funding to encourage businesses to work together for place 
marketing/development; and to create cohesive destination management plans and visitor 
research. 

                                                             
15 Warwickshire Visitor Economy Framework 2013-2018 Final – November 2012 
16 Warwickshire County Council Draft Tourism Policy Revised September 2015 
17 Cabinet, 10 September 2015, Update on Warwickshire’s Support for Tourism 
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The VEF states that “In the northern parts of Warwickshire the leisure tourism product is 
weaker and lacks market appeal beyond largely local day trip or special interest markets”. 
However, “Whilst it is recognised that, historically, tourism has not attracted the same 
profile and priority for the three northern Warwickshire local authorities, the Gateways to 
the Countryside Programme could provide opportunities for them to meet other objectives 
e.g. in terms of their rural economies, recreation infrastructure, quality of life or heritage 
interpretation.  

There are ad hoc opportunities to bid for partnership resources to support the tourism sector in 
Warwickshire including VE Growth and HLF funds.  WCC has a role to play in supporting the sector 
to attract external resources and to facilitate growth of the visitor economy.   

 

The VEF mirrors the key strands of WCC’s ‘Going for Growth’ vision in terms of: 
• Increasing the visitor economy’s role in achieving ‘a vibrant economy’ in 

Warwickshire; 
• Ensuring the county’s destinations punch above their weight as compelling places to 

visit; 
• Developing the county’s rural tourism and recreation infrastructure for the benefit 

of visitors and local people alike; and 
• Improving the quality of life for residents through the provision of a wide range of 

quality leisure time opportunities. 

3.3 Local context 

The Nuneaton and Bedworth Sustainable Community Plan 2014-2019 envisions a Borough 
with strong, vibrant communities, access to opportunity, and high quality services. This 
vision has three interrelated themes; Healthy People, Vibrant Economy, and Connected 
Communities. 

The Vibrant Economy section has two key aims; increasing skills and employability and 
raising aspirations. These have been selected due to ongoing concern about the low level of 
household earnings, high level of out-commuting and low aspirations and educational 
attainment amongst residents within the Borough. Intervention focuses on improving 
existing and developing new employment opportunities in the Borough. Alongside this is a 
recognised need to promote training and education as a route to job accessibility for local 
people.  

The Nuneaton & Bedworth Local Plan 2006 was developed under the guidance of four 
broad objectives including the “maintenance of high and stable levels of economic growth 
and development”. Key issues relate to employment, improving industrial estates, increasing 
skills provision and improving access. Additionally the need for enhancing the town centres, 
specifically around their leisure offer, is identified.   
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Within the Borough over 10,000 high quality homes and more than 50 ha of employment 
land are planned over the next 15 years. This represents a significant growth in the number 
of residents and workers with associated demand for leisure services and appealing 
destinations. 

The new emerging Borough Plan 2016 (for which a submission version has been published) 
outlines a vision which positions economic growth as the first objective in regenerating the 
Borough as a place to work, live or invest. Critical to achieving this is a set of additional 
objectives around economic diversification. Any new development or redevelopment of land 
is expected to contribute toward addressing structural issues of high levels of out-
commuting, over dependence on manufacturing and distribution, and a low skills base. 

In particular, Nuneaton town centre will be developed, enhancing the retail core whilst 
enabling diversity of development including office and leisure uses. Bedworth town centre 
proposals look to develop the retail core whilst capitalising on the cultural asset of the Civic 
Hall.     

In recent years, there has been much research into the vitality and viability of both town 
centres in the Borough with the evidence used in preparing the Borough Plan. This includes: 

• Town Centres Study, Roger Tym and Partners, 2011; 
• Retail and Leisure Study, Strategic Perspectives, 2013; 
• Town Centre Office Requirements, DTZ, December 2013;  
• Warwickshire Town Centre Cinema Research Study, ICO, 2015; and 
• Nuneaton Town Centre Market & Gap Analysis, Cushman & Wakefield, November 

2015 
 
These reports reflect on the changing nature of the retail and leisure market: the transition 
toward mixed uses in town centres with increasing shares of leisure, the polarisation of 
primary and secondary centres, and the effect of ‘non-store’ retail trends.  The impact of 
these trends are evident in the Borough. The downturn in consumer spend has created 
vacant floorspace in both Nuneaton and Bedworth town centres and whilst more cafes have 
opened, the leisure offer is below average. The reports conclude that: 

• Nuneaton needs to further diversify and improve the quality of its retail offer 
outside the Ropewalk and increase its draw as a retail destination beyond its 
immediate hinterland; 

• There is identified potential for new retail development although there are likely to 
be constraints on the form and type of retailer who may be prepared to come to 
Nuneaton; 

• There is a low level of demand for office space in Nuneaton so unless there is any 
latent demand from growing local firms seeking new premises, additional footfall 
from this source will be limited;  

• There is an ambition to develop a new cinema in the town centre and some 
interest/scope based on the increasing popularity of town centre locations and 
independent operation. However, there are viability constraints in Nuneaton; and 

• There is limited scope for Bedworth to realistically upscale its retail offer given its 
role and function as a centre for meeting local needs. However, a realistic 
achievement should be to improve representation from mid-range retailers to move 
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away from the value-end orientation of the current retail offer. There is potential 
for regular cinema screenings at Bedworth Civic Hall.  

 
The NBBC Open space strategy18 states that open space not only makes a considerable 
contribution to the quality of life of residents and visitors but a high quality green 
environment is also critical in enhancing the image of an area, helping to attract investors, 
visitors and residents alike. (Many of the Borough’s open spaces are of heritage interest and 
are places where cultural activities take place.) 

However, the strategy also highlights that overall green space quality is poor when 
compared to the expectations of the Green Flag award. At present, no open space in the 
borough would achieve Green Flag Status. 

The strategic vision is: “To maintain and enhance a network of high quality, accessible public 
open spaces that meets the needs and demands of our community”. 

The policy is to provide a green network of open space that combines together publicly 
accessible green space (including that owned by third parties e.g. British Waterways) and 
privately owned land (through access agreements), to ensure continuous green corridors 
which link together across the whole Borough.  

The Draft Nuneaton and Bedworth Economic Development Strategy (EDS)19 points out that 
business and enterprise growth in the Borough has been positive in recent years but while 
there has been some growth in the knowledge-intensive sectors, the employment profile 
indicates growth in the production sectors, specifically manufacturing, and in lower value 
services such as transportation/storage and the admin/support service sectors.  

In terms of people and community, the profile for Nuneaton and Bedworth is quite distinctive 
within Warwickshire. It is comparatively poor with a predominance of lower skilled workers and 
occupation groups. Many higher skilled workers travel outside the area, particularly to Coventry. 
Deprivation is prevalent in parts of the Borough. 

 

Given the business and workforces profiles, job growth has been reliant on established 
businesses rather than the start-up sector. 

The vision in the draft EDS refers to: NBBC proactively supporting and encouraging business 
development, having an improving skills base and presenting the Borough as a place to do 
business. Nine objectives have been developed to address the issues that have been 
identified within the EDS. Two objectives are particularly relevant to this assessment with 
related actions: 
 

                                                             
18 NBBC Open Space Strategy 2011-2021. The Green Infrastructure Plan 2009 pre-dated the strategy but 
identified a range of relevant initiatives. 
19 Nuneaton and Bedworth – Centre of the Automotive Industry, Economic Development Strategy Draft 2015. See 
also Nuneaton & Bedworth Economic Development Strategy: Structural Analysis 2015. 
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1. To positively support the diversification of the local economy (including start-up 
support); and 

2. To expand the visitor economy taking advantage of the existing opportunities that 
exist in the area and linking in with the wider sub region. This will be done by giving 
visitors a high value offer in traditional tourism services, producing an evidence-
based Destination Management Plan, identifying opportunities for developing the 
business visitor economy and offering appropriate skills training.  
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4 Destination management: the existing situation 

4.1 Access to the Borough 

Access is particularly good. The M6, A5 and M69 frame the Borough with clear signage to 
Nuneaton and Bedworth from the motorways. 

The A444 passes through the middle of the area providing good access to Nuneaton and 
Bedworth town centres. However, the routes into the Borough are unprepossessing with no 
views or indication of local attractions. Parking for cars in both town centres is generous in 
scale and close to the retail centres but the quality and pricing are issues of concern. 

Nuneaton railway station has regular services from Birmingham, London and the North 
West. There is also a line from Nuneaton through Bermuda Park and Bedworth to Coventry. 
Train services on this latter route are due for enhancement. Bus services radiate from 
Nuneaton bus station to all parts of the Borough. Unfortunately the bus and rail stations are 
not attractive gateways with a lack of clear direction or welcoming public realm. 

The airports at Birmingham, East Midlands and Coventry are all in close proximity. 

4.2 Nuneaton 

In visitor terms, the town centre comprises: 
• The shopping and civic centre within the inner Roanne Ringway and Vicarage Street 

with associated parking; and 
• The green ‘lung’ of Riversley Park with the Anker River flowing through. 

The pedestrianised centre is considered safe and relatively compact and therefore easy to 
get around, supported by a number of large clear orientation panels. It has some attractive 
heritage features such as the George Eliot statue and some interesting buildings including 
the Co-Op department store (soon to be vacated), the Jail House and former Ritz cinema but 
these are interspersed with sixties blocks and a number of derelict/vacant sites. The River 
Anker is an unexploited resource where it passes through the town centre. Overall, the 
public realm appears ‘tired’. This contrasts with Riversley Park which is a very attractive 
facility with the draw of the local museum and the River Anker provides an attractive 
feature. The connection between the town centre and the park is not clear.  

There is piecemeal interpretation of the local heritage with local historical notes included in 
a variety of signs around the town.  

Nuneaton’s retailing is anchored by two shopping centres; Ropewalk to the north and 
Abbeygate to the south. They are linked by a network of pedestrianised streets, including 
the traditional primary shopping areas of Abbey Street and Queens Road / Market Place 
which run east to west and connects with Debenhams, which provides an eastern anchor for 
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the town centre20. There is a reasonable choice of ‘High Street’ retailers, including BHS, Next, 
H&M, Argos, New Look and Tk Maxx. Nuneaton was ranked 121st out of over 3,000 UK 
centres and shopping locations in 2014/15.  

Retail in Nuneaton is considered good for comparison shopping and has seen an increase in 
convenience provision. However, outside the Ropewalk21, much of the retail offer in the 
town is geared towards the value end of the market, reflecting in part local demographics, 
and in part the draw of larger centres such as Birmingham and Leicester. There is little to 
distinguish between the retail offer of Nuneaton and nearby centres such as Hinckley, Rugby 
and Coventry. It is reported that footfall has declined significantly over the last five years22. 

The existing independent retail sector in Nuneaton is well established, however it does not 
offer a ‘boutique’ or niche shopping experience which underlines the perceived lack of 
character in the town’s retail offer. Whilst this is to an extent offset by the town’s popular 
market, this is only held twice-weekly and although some visitors will travel up to 20 miles, 
the market is now a shadow of its former self with only around 120 stalls at peak times; 15 
years ago, there were 230. 

The leisure offer has grown but is behind national trends and has a different profile with 
lower levels of spend. There are a few pubs and nightclubs of quality, no entertainment 
venues – and no hotel accommodation in the town centre. The absence of such facilities 
means that footfall in the town centre in the evening period is highly limited. There is a 
quantitative and qualitative need for an enhanced restaurant/bar offer and cultural 
entertainment in the town centre. 

There is also very little office or residential accommodation within the town centre which 
impacts on the vitality and viability of the town centre during the day. The potential for new 
office development is limited by preferable competing locations including Coventry and 
Rugby, and the out-of-town sites in the Borough.   

Stakeholder feedback refers to the limited shopping offer, the need to improve the 
environment and better links with and promotion of local heritage and culture. There is a 
general consensus for building a stronger offer through increased vitality i.e. more cultural 
and leisure attractions in the town centres, notably some form of arts centre or art house-
style cinema.  

NBBC is looking to address these issues with a more flexible approach to development. The 
‘Transforming Nuneaton’ Programme is a package of projects that will make the town and 
borough much more competitive. It includes: a strong and attractive town which will attract 
a younger population and tourists; improve the overall image of the town and better 
connectivity. This programme has been approved by the NBBC Cabinet and included in the 

                                                             
20 There are over 400 retail, leisure and service outlets in Nuneaton Town Centre trading from a total floorspace 
of circa 111,455sq m gross.  
21 Ropewalk is investing £2m in refurbishment; a new gym is looking to open and other new tenancies are being 
negotiated. 
22 Quoted by Ropewalk Centre Manager. 
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“Expressions of Interest” as part of the Strategic Economic Plan. The initiatives associated 
with the Town Centre include: 

• Vicarage/Church Street. A mixed use development site (1.6ha owned by NBBC and 
WCC) close to the town centre with good access and views over the park and 
potential to contribute to the creation of an office quarter, which could also include 
hotel and retail use; 

• Abbey Street. This is another centrally located site (1.4ha). There is a plan currently 
under consideration for a mixed use development including retail, leisure and food 
and a mid-scale town centre cinema of up to 3-5 screens; 

• The bus station. This site is located either side of the River Anker. Rationalisation of 
the flood defence strategy for the town centre and reconfiguration of the bus 
arrangements will allow a range of mixed uses including riverside housing and 
leisure and a more attractive link between the station and the town centre; 

• The Station Gateway. This site could include: a pedestrianised station square linking 
directly to the new bus station with high quality public realm, street tree planting, 
lighting and public art23; 

• Reconfiguration of the ring road to give much stronger priority to pedestrians and 
cyclists; 

• Public realm improvements; and 
• Land acquisitions to improve development opportunities by presenting better 

proportioned and better connected sites. 
 
Figure 4.1: Nuneaton town centre development opportunities24 

 

                                                             
23 Retail and industrial units in the station area could be redeveloped to create employment uses to support the 
development of Horiba-MIRA with opportunities for business incubation and grow-on space. 
24 NBBC and WCC have produced a marketing brochure focusing on development opportunities in Nuneaton 
Town Centre. This was distributed at the recent MIPIM congress. http://www.mipim.com/ 
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As part of the Council’s membership of the West Midlands Combined Authority, NBBC 
submitted a number of town centre projects requiring financial support: 

• Improved pedestrian links between railway station, bus station, town centre and 
Vicarage Street development opportunity; 

• A new, modern bus interchange; 
• Installation of free Wi-Fi to the town centre; and  
• Gap funding for development sites. 

There has been relatively little marketing of Nuneaton as a retail centre although there has 
been some recent success with town centre events e.g. ‘Nuneaton Lives’ and there are 
proposals for new events promoted by the Business Alliance. There is a town centre ‘Pocket 
Guide’ which is available at a few Council outlets. 

Outside the ring road, the wider built-up area of Nuneaton comprises general residential and 
business area developments of limited appeal. Within this area are some visitor related 
facilities including: 

• The Abbey theatre; 
• The Crew and Queens Hall, a well-known rock concert venue; 
• The Coventry canal with day boat hire at Boot Wharf; 
• Chilvers Coton Heritage Centre; and 
• A small amount of visitor accommodation. 

4.3 Bedworth 

Bedworth town centre comprises: 
• The shopping centre within the Rye Piece Ringway with associated parking; and 
• The green ‘lung’ of the Miners’ Welfare Park with links to the Coventry canal. 

Like Nuneaton, the town centre is compact and easy to get around, supplemented by the 
large orientation panels. The town centre has the attractive Almshouses (which incorporates 
the small Bedworth Heritage Centre) and All Saints Church at its core but the post war retail 
developments are unappealing and it is reported that the market has declined significantly 
since moving to its indoor location. As in Nuneaton, there is ad hoc interpretation via a 
number of panels in the park and town centre. 

Bedworth has a local catchment, providing ‘district level’ services and meeting local needs. 
The leisure offer which includes the Civic Hall, the library and Miners Welfare Park is 
relatively strong given the size of the centre. However there is a shortfall in the provision of 
cafés and restaurants in the town centre that could add character and extend dwell time – 
and no visitor accommodation. There are no identified development initiatives/ 
opportunities in the town centre. 

The wider built-up area of Bedworth comprises general residential and business area 
developments of limited visitor appeal. Within this area, the main attraction is the Coventry 
canal. There is a proposal to enhance the link from the canal, through the Miners’ Welfare 
Park to the town centre. 
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4.4 Elsewhere in the Borough 

Bermuda Park is a large business park on the A444 between Nuneaton and Bedworth 
serviced by a new station on the Nuneaton – Bedworth - Coventry line. The Borough’s 
newest and largest hotel, the Holiday Inn Express, is located here along with an Odeon 
multiplex, MFA bowling, Cannon’s and Nuffield fitness centres, Wacky Warehouse soft play 
etc. and a number of branded chain restaurants (McDonald’s, Frankie & Benny’s, KFC). Close 
by is the Griff House Premier Inn (George Eliot’s family home) and the Griffin Public House. 

Other tourism related facilities to be found in the outlying parts of the Borough include: 
• The Coventry Canal and part of the Ashby Canal; 
• Arbury Hall and estate which covers Astley castle and the Farm bookshop; 
• Weston Hall Hotel in Bulkington; and 
• The Novotel hotel at Junction 3 of the M6. 

4.5 Local attractions 

Within the Borough, there are relatively few visitor attractions or facilities of note but 
include: 

Heritage attractions: 
• Nuneaton Museum and Art Gallery. This is free, open six days per week with a 

George Eliot gallery, local history and picture galleries, two temporary exhibition 
galleries, café and meeting/activity room; 

• Chilvers Coton Heritage centre which is volunteer run and open 3 days per week; 
• Bedworth Heritage Centre which is also open 3 days per week and holds 3 

exhibitions/year and offers guided walks of the local area; 
• Arbury Hall and Gardens is a magnificent stately home but with very limited access 

on four bank holiday weekends p.a. along with around 20 private tours; and 
• Bedworth Almshouses which only has ad hoc open days. 

 
The Coventry (and Ashby) Canal through the Borough is central to the national network and 
there is 40 miles of lock free navigation available from Nuneaton. Related resources include: 

• Walking and cycling on the towpath (part of Centenary Way), the Coventry Way trail 
and NCR routes 52, 521 and 524. The Greyhound Inn at Hawkesbury Junction is the 
only canal-side pub. 

• Moorings include25: 
o Springwood Haven Marina (c45 moorings); 
o Boot Wharf (c20 moorings); 
o Charity Dock (c20 moorings); 
o Blackhorse Road residential moorings; and 
o Ad hoc casual moorings along the canal. 

  
                                                             
25 It has not been possible to establish the number of moorings or levels of usage by boaters or walkers along the 
canal within the Borough. 
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• Boat hire 
o Boot Wharf Boats offers dayboat hire in Nuneaton. There are three 

attractive options for cruising the canal from Nuneaton: north to 
Atherstone; south through Bedworth to Hawkesbury (Greyhound pub); or 
onto the Ashby canal through rural countryside to Hinckley (Lime Kilns pub 
on the A5, and the restaurant at Trinity Marina.) 
 
Figure 4.2: The local canal network 

 
 

 
Trails, parks and nature reserves: 

• Miners Welfare Park (café, sports facilities including disc golf) in Bedworth; 
• Riversley Park (museum, play area, river, statues, bandstand) in Nuneaton; 
• Whittleford Park west of Nuneaton town centre; 
• Various local parks and nature reserves;  
• A small number of promoted walking trails and cycling routes; and 
• Various other footpaths around the Borough. 

 
The ‘Transforming Nuneaton’ programme includes a Long Shoot to Nuneaton Town Centre 
Cycle Scheme. Various other links are proposed in the Outdoor Strategy. 

Leisure activities: 
• Odeon cinema and other commercial leisure facilities at Bermuda Park; 
• Good quality leisure/sports centres around the Borough26; and 
• ‘Escape’ in Nuneaton town centre. 

 

                                                             
26 NBBC has the highest spend per head on leisure in Warwickshire 
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In the surrounding area, there are a number of major attractions in Coventry (the Cathedral, 
Transport Museum, Herbert Art Gallery) along with Twycross Zoo, Bosworth Battlefield and 
Drayton Manor Park. 

4.6 Arts/culture in the Borough 

The historical icon for the Borough is George Eliot27. This heritage is exhibited at Nuneaton 
Museum and the Chilvers Coton Heritage Centre and presented through occasional tours of 
places connected with the author and her books. The George Eliot Fellowship, an active 
heritage group, is currently developing a proposal for a new visitor centre at Griff House, 
George Eliot’s early home. 

The ‘Transforming Nuneaton’ Programme includes a George Eliot Bi-Centenary Celebration 
as well as improvements to existing leisure and heritage facilities with links to George Eliot 
and science and STEM subjects, backed by methods to increase the recognition of the town 
as a leisure/heritage destination. 

The Borough also has a rich industrial heritage that includes its tradition in mineral 
extraction, canal transportation and, more recently, the motor and gaming industries28. 

Nuneaton and Bedworth have an interesting and developing performing arts scene. There is 
a range of venues and the programme is eclectic with the Bedworth Civic Hall (750 seats) 
featuring tribute bands, touring theatre, dance and comedy and the Abbey theatre in 
Nuneaton (250 seats) which features celebrity evenings, amateur productions and a growing 
number of theatre productions. The Crew and Queens Hall in Nuneaton is an important rock 
venue and there are a number of pubs in Nuneaton and Bedworth e.g. the Crown that stage 
live events (theatre and music). Nuneaton is also understood to have an interesting, vibrant 
ethnic music scene. 

There is a strong local audience for these events (25 mile radius for Civic Hall events) and a 
local appetite for participation in cultural activities. A two day workshop for children and 
parents at the Abbey theatre attracted 580 people. 

The Bedworth Folk Festival, which has been established for 40 years, and the new Ragged 
Bear Rock Festival also reflect this indigenous – and evolving - local cultural resource. The 
draw for these events is even wider with the Bedworth Folk Festival drawing over 70% from 
beyond Nuneaton/Coventry/Rugby/Leicestershire. 

The visual arts are less well presented in the Borough with a small gallery space at the Arts 
Centre adjacent to the Civic Hall in Bedworth. 

There are a number of important venues in the surrounding area including the Ricoh 
Stadium and Belgrade theatre in Coventry and the Concordia Theatre in Hinckley. 

                                                             
27 For full details of the local George Eliot heritage see http://www.georgeeliot.org/  
28 There are local connections with Jaguar, Aston Martin and de Havilland to name a few. 
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4.6 Accommodation facilities 

Within the Borough, the main hotels include the Holiday Inn at Bermuda Park, the Premier 
Inn at Griff House, two Travelodges on the outskirts of Nuneaton, the Novotel on the M6 
and Weston Hall. There are just four B&B properties (<10 rooms) offering accommodation 
for visitors. As stated above, local hotels are performing strongly, driven by the midweek 
corporate market and weekend function/VFR business.   
 
Table 4.1: Visitor accommodation in Nuneaton 
Serviced Brand Quality Grade Rooms Conferences  

(max capacity) 
Travelodge Nuneaton/Bedworth Travelodge Budget 40 - 
Chase Hotel Goodnight Inns N/a 28 150 
Travelodge Nuneaton Travelodge Budget 28 - 
Holiday Inn Express Holiday Inn 3* 100 40 
Premier Inn (Griff House) Premier Inn Budget 48 - 
Weston Hall Hotel Best Western 3* 40 200 
Novotel Coventry Novotel 3* 98 200 
Longshoot Hotel Goodnight Inns Motel 47 N/a 
Abbey Grange Private B&B/Small hotel 10 - 
Manor Hotel Private B&B/Small hotel 10 - 
La Tavola Calda Private B&B 7 - 
Junction 3 GH Private B&B 3 - 
Aberglynmarch Guest House Private B&B 9 - 
The Cedars House Private B&B 5 - 
Total no of bedrooms in Borough   473  
NB: The Visit England 2014 accommodation stock analysis shows 1,436 bedspaces in Nuneaton and Bedworth which would 
equate to around 650-700 bedrooms. We believe this to be a significant over-estimate. 
 
There is one small caravan site at Bramcote Mains (5 pitches) near Bulkington but nothing by 
way of traditional self-catering (houses, cottages, flats for short term let) within the 
Borough. 
 
Similarly, there are no hire boats on the canal which are based in the Borough although 
there are hire fleets in Coventry and there are privately owned canal boats moored at 
Springwood Haven Marina and elsewhere in the Borough that do provide holiday 
accommodation for their owners/friends. 
 
Within five miles of the Borough boundary there is a significant amount of hotel 
accommodation, notably in Coventry and Hinckley along with various B&B establishments.  

4.7 Marketing and visitor information 

The marketing of Nuneaton and Bedworth as a destination is limited to: 
• The Northern Warwickshire Tourism Association that features the Borough on its 

website, in its brochure and through social media; 
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• The Visit Coventry & Warwickshire and Shakespeare’s Country websites feature 
Nuneaton attractions, notably the museum and events; 

• The NBBC website which features the museum, Civic Hall and local parks; 
• The Bedworth Civic Hall and Nuneaton Museum ‘Whats On’ brochures; and 
• The independent promotion of individual attractions, accommodation and events 

etc. through websites, print and social media. 
 
The Tourist Information Centre in Nuneaton library no longer exists although there is a 
significant amount of printed material racked and available in a dedicated area.  

4.8 Destination management and stakeholder engagement 

Destination Management is the process of coordinating the management of all the aspects 
of a destination that contribute to a visitor’s experience, taking account of the needs of 
visitors, local residents, businesses and the environment. Destination management includes 
the planning, development and marketing of a destination as well as how it is managed 
physically, financially, operationally and in other ways. 

Destination Management involves a range of parties including:  
• The private sector – representative bodies and/or key tourism enterprises; 
• The local authority – key departments/functions; 
• Civil society/ voluntary interests – community, civic, environmental; 
• Wider economic partners that are influenced by or have influence on tourism e.g. 

the LEP; and 
• Cultural and heritage partners  

The public sector has a key role to play in all destinations given its responsibilities for: 
• Public realm – appearance and maintenance; 
• Town centre management; 
• Transport infrastructure, planning and supporting provision; 
• Planning and development control; 
• Public health and safety; 
• Public/visitor services – toilets, car parking, waste, utilities; 
• Certain arts, heritage, leisure and information services; 
• Access, rights of way, countryside management; and 
• Partnership with private sector on development /promotion. 

At present, the only organisation representing tourism in the Borough is Northern 
Warwickshire Tourism Association (NWTA) although there is a suggestion that Shakespeare’s 
Country DMO could embrace Nuneaton and Bedworth. NWTA is a volunteer organisation 
covering a wider area with limited resources which are devoted largely to marketing but also 
working on product development through the local LEADER project. Related to this, the 
Business Alliance is looking to help promote Nuneaton town centre through new events. 

On the public sector side, NBBC does not currently have a formal, coordinated role in 
tourism (management of services or promotion) although the local authority is currently 
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consulting on the establishment of a new Marketing and Town Centres Manager. At the 
county level, WCC takes a facilitation rather than organisational role. The Warwickshire VEF 
suggests: “Supporting the Northern Warwickshire Tourism Association could also provide a 
cost effective way for the authorities (in North Warwickshire) to support tourism business 
development in their area“. The Culture and Tourism Group of the LEP is important in terms 
of broader infrastructure and strategic activity but covers the whole sub-region. 

There are two local economic partnerships which do not currently involve tourism but which 
may have relevance in future: 

• NBBC is a member of a Cross Border Partnership with Hinckley and Bosworth BC and 
North Warwickshire BC. This Partnership includes engagement with the CWLEP and 
the Leicester and Leicestershire LEP. The purpose of the partnership is to develop/ 
deliver initiatives that will support the economy in the Cross Border area; and 

• NBBC is also part of an A5 Partnership which runs from Milton Keynes to Gailey. The 
Partnership is made up of Councils, Highways England, LEPs and commercial 
organisations such as the M6 toll (Midland Expressway Ltd). The group seeks to 
address and support growth along the A5 corridor. 

At present, there is no stakeholder structure for the visitor economy in the local area.    

4.9 Summary assessment 

The above assessment, informed by local consultation and coupled with experience of 
comparative destinations elsewhere, leads to the following summary of the Borough’s 
strengths and weaknesses and of the opportunities and threats presented by the wider 
context.  

 
Strengths Weaknesses 
• Central location within England 
• Large catchment population 
• George Eliot connection 
• Canal 
• Industrial heritage 
• Local heritage initiatives 
• Good access and parking for town centres 
• Compact town centres 
• Attractive town centre parks  
• Nuneaton market 
• Theatres and performing arts 
• Local museum 
• Excellent leisure facilities 
• Major attractions in neighbouring areas 

• Low profile of the destination/unclear brand 
• Lack of online information 
• Poor information/welcome on arrival 
• Few attractions 
• Limited visitor accommodation 
• Undistinguished/low profile retail  
• Lack of town centre, quality restaurants 
• Limited public sector engagement 
• Limited engagement with local/national 

networks and support programmes 
• Less affluent catchment population 
• Limited engagement of accommodation 

businesses with destination 
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Opportunities Threats 
• Local and regional policy support 
• Town centre redevelopment plans (public 

sector support) 
• Local development (employment, housing) 

to create stronger local market 
• Strong corporate market and local function 

business for hotels 
• International interest in literary tourism  
• George Eliot 2019 bicentenary 
• Proximity to Coventry conurbation and 

related activity (City of Culture bid) 
• Canal boating (strong demand, good 

location) 
• Visiting friends and relatives market 

• Public sector funding cuts 
• Lack of developer confidence/commitment 

in town centres 
• Continuing pressures on town centre 

businesses 
• Lack of commitment to the visitor economy 
• Lack of coordinated approach 
• Competition from adjoining centres 
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5 Strategic direction   
 

Although this report is strictly a Destination Assessment, based on our assessment and 
analysis of the situation in Nuneaton and Bedworth and the context for future development, 
the following strategic direction is proposed.  

5.1 Overall aims 

The overall aims for the visitor economy in Nuneaton and Bedworth could and should reflect 
those of the Warwickshire Visitor Economy Framework and local economic priorities i.e.:  

• To help diversify the Borough’s local economy; 
• To help create more wealth and varied local employment opportunities; and 
• To enhance the quality of life for local residents by offering new and improved 

leisure opportunities and experiences.  

5.2 Vision for the visitor economy 

Existing, general visions for the Borough make reference to: 
• Attracting greater numbers of people to live, work and shop in, and visit, the town 

centres; 
• Weaving environmental, heritage, community, cultural and other assets together to 

create local distinctiveness, and vibrancy across all areas at all times; 
• Developing Nuneaton and Bedworth town centres so they each have a distinctive 

role; 
• Creating safe and secure town centres; and 
• Building a sense of civic pride by creating an attractive, pleasant and distinctive town 

centres environment cared for by all and promoting customer service excellence 
amongst all service providers. 

 
A vision for the visitor economy might therefore be: 
 
“Nuneaton and Bedworth will provide destinations of character and interest, where the 
visitor and local resident can spend time and money in an attractive and safe environment, 
thereby contributing to the local economy.” 

5.3 Brand and market positioning 

A key requirement in achieving the vision is to identify and articulate a destination brand(s) 
for Nuneaton and Bedworth as a basis for strengthening and promoting the visitor 
experience in both places.  This should be built around the following core values: 

• Ease of access; 
• ‘Friendly towns’ with attractive, accessible and hopefully distinctive shopping and 

eating out opportunities; 
• Interesting local heritage to discover within and around the Borough; and 
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• An accessible, green environment with opportunities to explore along the canal and 
further afield. 

 

The above brand values and strengths should form the basis for prioritising product 
development and marketing activity in the future. 

It is proposed that the strategy for strengthening the visitor economy in the Borough should 
be shaped around four target markets: 

Day visitors – local/regional within one hour’s travelling time. A key priority should be to 
generate more and longer visits leading to increased spend per head. A primary focus should 
be local residents and those from surrounding areas.  The approach should be to increase 
awareness of the two town centres, the canal and the George Eliot connection. 

Business visitors.   Given the number and scale of local firms, the priority should be to 
encourage more business visitors to stay and/or meet in the Borough. This will require new 
and improved visitor accommodation and meeting facilities. 

Social functions. This is already a relatively strong market for local hotels.  The approach 
should be to seek more spending from these visitors in the town centres and at local 
attractions based on improving the offer and increasing awareness of it.   

Short breaks, related to the local heritage and events. The special draw of George Eliot could 
attract a small but valuable niche market from across the country and abroad. The priority is 
to enhance access to this heritage and the facilities required to service such visitors.  

Reflecting the Warwickshire VEF, there are a number of approaches to attracting these 
markets.  These are broadly, in priority order, as follows: 

• Creating compelling places to visit. This will impact positively on all market groups.  
Stimulating a repeat visits and referrals is considerably cheaper and easier than 
acquiring new business; 

• Focusing on existing markets (or markets with similar characteristics). The focus here 
should be on continuing to attract existing markets – these will principally include: 

o Day visits, including shoppers, from approximately an hour catchment;  
o Business visits; and 
o Social functions. 

• Attracting new markets e.g. literary tourists, would normally be a longer-term 
aspiration but there are current initiatives (notably those related to George Eliot) 
that offer short-term, high profile potential that could help change the profile of the 
area. 

5.4 Future growth targets  

In 2010, VisitEngland set a target of 5% per annum growth in tourism spending to 2020.  In 
line with this, Warwickshire’s Visitor Economy Framework has a target is to achieve an 
increase in the value of Warwickshire’s visitor economy of 5% per annum between 2013 and 
2018.  A similar target has been set in the Greater Birmingham Visitor Economy Strategy.  



 

Nuneaton and Bedworth Destination Assessment:  The Tourism Company                                        40                                           

 

 

 
The best available data for Nuneaton and Bedworth suggest that In 2015 the visitor 
economy was generating some £60m in GVA for the local economy and supporting around 
3550 jobs (in total, including full and part time jobs).  These estimates include the economic 
contribution of all visits, including leisure day trips, and the employment in related industry 
sectors.  This strategy seeks to build on this contribution.   
 
If the overall target growth rates for Warwickshire’s visitor economy (5% per annum growth 
in GVA and 3.5% per annum growth in jobs) are achieved in Nuneaton and Bedworth, the 
resulting economic uplift would be as shown in Table 5.1 below. 
 
 Table 5.1: Economic targets 

 Visitor economy 
contribution to GVA p.a. 

Jobs in the visitor economy 
(full and part time) 

Approximate estimate for 2015 £60m 3550 
Target for 2021 £80.4m 4361 
Increase 2015-2021 £20.4m 811 

5.5 Strategic objectives 

In order to achieve the vision and pursue the targets identified above, the following four 
strategic objectives are identified as a framework for action. 

1. To create attractive, vital town centres as focal points for retail and leisure activity, 
encouraging visitors to spend more time and money. 
 

2. To develop and enhance the appeal of the Borough’s attractions and facilities, to 
attract more visitors and associated expenditure. 
 

3. To raise awareness of Nuneaton and Bedworth and the indigenous attractions. 
 

4. To ensure the coordination and cooperation of all stakeholders to help deliver an 
enhanced visitor economy. 

  



 

Nuneaton and Bedworth Destination Assessment:  The Tourism Company                                        41                                           

 

 

6 Priorities for action/ delivery  
 

In this chapter, we set out the priorities for action grouped under the four strategic 
objectives. These action points will need to be reviewed, developed, prioritised and planned 
in a Destination Management Plan with reference to the agencies responsible and potential 
funding. 

SO 1: To create attractive, vital town centres as focal points for retail and 
leisure activity, encouraging visitors to spend more time and money 

Access into the two town centres by road and rail is generally good but first impressions are 
important. On arrival, visitors must be encouraged and helped to explore the town centres.  

The town centres are the focal points for activity. Here, the conservation and enhancement 
of the built environment is critical. The quality of the public realm (vistas, hard and soft 
landscaping, street furniture and its maintenance) helps tie the key elements together 
through visual, thematic and physical linkages. Responsibility for the public realm lies in 
large part with the public sector but private landowners also have an important part to play 
in the maintenance of shopfronts and buildings and spaces that are visible to the public. 

Nuneaton does not have the range or scale of retailing to attract those visitors seeking a 
wide range of comparison shops; nor does it currently have a reputation as a specialist 
shopping destination where visitors can browse around a range of interesting (usually 
independent), niche quality shops e.g. galleries and antiques; boutique fashion; craft outlets; 
and local food outlets/makers.  

The role of town centres as ‘social hubs’, as promoted by Mary Portas29, not only enhances a 
town centre shopping visit, but it also translates into added value in terms of time and 
money spent in the town centre. There is a need to “repopulate town centres as community 
hubs encompassing more housing, education, arts, entertainment, business/office space, 
health and leisure…. and some shops”.30  

The Portas Review points out the need to ‘re-imagine’ high streets as destinations for socialising, 
culture, health, wellbeing, creativity and learning, not just selling goods. The mix in High Streets 
should include shops but could also include housing, offices, sport, social, cultural enterprises and 
meeting places. The aim is to breathe economic and community life back into high streets and 
town centres. “I want to see all our high streets bustling with people, services and jobs. They should 
be vibrant places that people choose to visit. They should be destinations.” Every town should have 
a clear vision of where it wants to get to with coordinated planning and management. This should 
include marketing to those outside the normal catchment area i.e. tourism. 

                                                             
29 The Portas Review: An independent review into the future of our high streets, Mary Portas, 2011 and 
subsequent ‘Why our High Streets Still Matter’; A think piece by Mary Portas, 2014 
30 http://www.vanishinghighstreet.com/wp-content/uploads/2013/09/GrimseyReview04.092.pdf 
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Both town centres need to re-position themselves in business and physical terms, creating 
‘people-places’ of character. 

1.1   Improve access to the town centres, information and orientation 

Action points: 
Undertake environmental improvements on main routes. Selective improvements are 
needed on the main road routes e.g. new ‘Welcome’ signs. Opportunities for enhanced 
landscaping and other public realm works along all access routes - roads and walking/cycling 
routes - from Coventry and Hinckley into the town centres should be taken. (This project 
relates to the Green infrastructure project below.) 

Review car parking services. Generally, parking in the two town centres is adequate, well-
located and safe but from a visitor’s point of view, consideration should be given to signage, 
variable messaging, ‘smart’ charging, environmental enhancement and information boards 
including a map of the town in each car park. (See also references to parking charges below.) 

Improve railway stations and rail services. Nuneaton and Bedworth railway stations need 
maintenance and enhancement to make them attractive, welcoming entry points. Rail 
services are relatively good but there is scope to improve further the frequency of services 
on the main line at Nuneaton and services between Nuneaton and Coventry.  

Provide new pedestrian signing.  The existing finger posts are now outdated.  There are 
various places where the signing is unclear or missing or there is poor continuity.  

Create visitor information points. With the demise of the full TIC, it would be helpful if both 
town libraries were well stocked with relevant information including an accommodation list.  
Library staff should be given a familiarisation course on local tourism facilities. 

Provide training for ‘Nuneaton and Bedworth Ambassadors’.  Many towns have recognised 
the important role of front line personnel in welcoming and orientating visitors - and 
generating civic pride.  This can be strengthened through dedicated training programmes 
and recognition of knowledgeable and qualified people as ‘ambassadors’ for the destination.  
A scheme should be developed for businesses in the towns, including transport operators.  

The Community Tourism Ambassador scheme in the South Wales Valleys encourages volunteers to 
receive free, accredited training and become a welcoming host and a source of information for 
their locality. The training is aimed at people who come into contact with visitors either through 
work or volunteering such as those that organise events or run visitor centres, staff in the 
hospitality industry or bed and breakfast owners. The initiative trains local people to give them the 
confidence and skills to promote The Valleys to visitors. To date, over 400 people from 150 
organisations have been trained. This training consists of two core modules: One day on customer 
care (World Host) and an area-specific training day (‘Our Place’) which encourages people to look 
at their locality through the eyes of the visitor. Further special interest modules such as arts, 
religion, outdoor activities and heritage modules will be available. Upon completion, participants 
are accredited through the World Host training programme. 
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1.2   Enhance and revitalise the retail centres 

Action points: 
Support town centre businesses31. Retailing is a key driver for visits to any destination but 
high Street trading is under pressure from internet shopping, out-of-town stores and other 
factors. It should also be recognised that the role of the town centre is evolving away from 
retail dominated provision to services of all types, but especially leisure e.g. bars, cafés, 
entertainment. It is critical that every effort is made to help support good, local retail 
businesses so that they can continue to contribute to the vitality of the town centre. 

In order to help stimulate town centres, a number of specific initiatives have been identified 
including growing footfall through town centre residential and office development, 
integrating educational establishments, supporting the evening economy (Purple Flag etc.), 
making temporary use of vacant premises, reviving traditional markets (stalls, layout, 
themes etc.), ‘pop-up outlets’, active promotion including events, competitive parking rates, 
better customer care and embracing digital e.g. servicing ‘click and collect’, loyalty schemes 
and promotions/ offers making use of new technology.  

These ideas need to be reviewed in the context of both Nuneaton and Bedworth and 
detailed action plans prepared. The potential of a Business Improvement District (BID) may 
be key to delivering many of these initiatives in Nuneaton town centre. This should be 
explored. 

KingstonFirst (in Kingston upon Thames), was the first Business Improvement District, set up in 
2004. It now has 750 members who pay a 1% levy based on business rates. This raises about 
£800,000 for the BID and at the last vote, 81 per cent of businesses voted to support it. Its main 
objective in its first two terms was to create a safe, clean and animated town centre which was 
well promoted. Now in its third term, it’s taking a more innovative and commercial approach to 
shaping the town centre, bringing property owners, facilities management and investors together 
to market the right sites in Kingston and achieve the right mix.  Kingstonfirst sees itself as the 
custodian of the town, the voice of business, a critical decision maker, a driving force and a credible 
contributor to the success of the town. Kingston has worked with its local university and a range of 
other partners to consider how to attract more visitors to Kingston.  

In 2014, it won the London category of the Great British High Streets competition for its innovation 
around the market square and the integration of the market with other retail outlets and range of 
historic buildings. The daily market, with around 30 stalls, has an estimated annual turnover of 
£1.3m. It has popular night markets and visiting markets too, with the end of year highlight being 
its Christmas Market -vital ingredients in the recipe of this flourishing town centre.  

Kingston’s evening economy is thriving and is hugely important to their mix. It runs events, from 
dance festivals to street activated music, has an active Pubwatch, runs Best Bar None and support 
its street pastors. 

 

                                                             
31 See Appendix 
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Provide an attractive new gateway and focal point for Nuneaton town centre. The priority 
in physical development terms is to create an attractive gateway to, and a focal point for, 
the town from the bus and rail stations through to a high quality development that exploits 
the River Anker to create a welcoming, enticing gateway and a new or focal point venue for 
entertainment, eating out etc. in a relaxed attractive environment. The bus station and 
Vicarage Road sites offer the greatest potential as ‘people-places’ but all the identified 
development sites can help create a more welcoming, attractive town centre32. The 
incorporation of visitor facilities e.g. cinema, theatre, hotel and restaurants are needed to 
foster the evening economy. 

New development should be supplemented by public realm improvements (hard and soft 
landscaping, signage, public art) to the centre and enhanced links between the core 
components of the town centre, including Riversley Park. It is important to provide an 
environment that encourages operators to invest and raise standards. 

1.3   Capitalise on the attractive local parks 
 
Action points: 
Improve integration of the parks and town centres through more attractive routes and 
better signage. 

Enhance the town centre parks. Both parks are excellent facilities but over time, 
opportunities should be taken to, for example: 

• Improve the infrastructure (lighting, seating, signage, information/orientation and 
interpretation etc.; 

• Enhance the hard and soft landscaping, including public art; and 
• Develop the events calendar in the parks. 

SO 2: To develop and enhance the appeal of the Borough’s attractions and 
facilities, to attract more visitors and associated expenditure 

Visitor attractions drive visits and are now seen as the new ‘anchors’ for town centres where 
they can help attract additional footfall from beyond the local retail catchment area. These 
attraction visitors also look for interesting retailing and eating out options – and even 
overnight accommodation. 

Nuneaton museum has an important role to play in Nuneaton as the only full time attraction 
in the Borough. There are various other heritage resources that can be further developed 
and promoted as attractions including the Borough’s tradition in the arts and popular 
entertainment. Cultural activity makes a significant contribution to the local economy and 
community life. Given the local resources, more could be made of this cultural activity.  

Nuneaton has a limited range of visitor accommodation which is performing well. Subject to 
more detailed research, there is potential for more hotel accommodation to service the 
                                                             
32 The Cushman & Wakefield town centre report also recommended prioritising the bus station site. 
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existing businesses and future growth in the area. New hotels should, ideally, be located in 
the town centres to add vitality. Additional out-of-town accommodation may also bring 
benefit but the impact will be less. 
 
2.1 Capitalise on the George Eliot connection and other local attractions 

Action points: 
Commission a comprehensive interpretation strategy.  The complexity of the George Eliot 
story and sites, together with the challenge of their limitations, means that a well-focussed 
and highly creative plan/project is required to gain the greatest possible impact from what is 
available.  It should address and link all the aspects listed below and provide a basis for much 
needed coordination amongst the various players.  This could be part of a Borough-wide 
initiative, telling the other stories relevant to the area in appropriate places and through 
appropriate media e.g. mining and quarrying heritage, modern industry, the canals and 
historic transport routes. 

Develop the Griff House Visitor Centre.  This project, led by the George Eliot Foundation, 
has been fully developed and final funding is being sought from HLF to match sponsorship 
pledged by Whitbread.  The site is in a strategic gateway location and needs to be effectively 
signposted. While the capital works have been planned, it is important to establish a viable 
business plan for the centre that addresses issues of purpose, interpretation, content, 
operation (staffing), finances, and promotion.  This could be covered in the above 
interpretation project.   As well as the small building that will contain the centre, Griff House 
itself is highly important and must be properly integrated with the visitor experience, with 
appropriate interpretation in and outside the building, with the hotel maximising on the 
unique opportunity that this brings.  

Strengthen the role of Nuneaton Museum and other sites.  The museum is the main 
attraction in the Borough, a key draw to Nuneaton town centre, with potential to develop its 
role. The HLF bid for funding for developing the museum needs to be supported. Displays on 
George Eliot already form an important part of the content of the Museum and further 
investment in them is proposed in the museum redevelopment project.  This should include 
obtaining, housing and displaying further specific pieces associated with George Eliot.  This 
has the advantage of bringing visitors who are following the George Eliot theme into the 
centre of the town.  Opportunities to involve and enhance other sites, such as the Nuneaton 
Library, with its collection of George Eliot letters, and the two local heritage centres should 
be pursued. 

Develop a George Eliot trail and related information. The fragmented nature of the sites 
and themes underlines the importance of developing a special trail. Crucially, the level of 
presentation and communication should be of the highest quality, using audio-visual and 
digital solutions as well as print.  A strong, informative web presence is required.   The 
opportunities for small group tours should be retained and better promoted. 

The bicentenary of Charlotte Bronte’s birth in April 2016 is to involve a number of events at their 
Yorkshire home and elsewhere. The Bronte Society is putting on a full programme of events at 
Haworth Parsonage including a major new exhibition which combines new art works with existing 
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pieces, a writer in residence for 2016 and the launch of a collection of short stories. The National 
Portrait Gallery will have a special exhibition displaying personal items including paintings, letters 
and journals. Radio 3 had a special programme, Jane Eyre has been serialised on Radio 4 and BBC2 
has commissioned a special documentary. There is a new biography and various other Bronte 
related books being published this year. The Bronte Festival of Women’s Writing is a three day 
event in September. 

 
Secure media interest and explore the idea of a George Eliot film.  In order to generate 
higher visitor numbers it will be very important to stimulate more public interest and 
awareness of George Eliot.  Significant effort should be devoted to media coverage, 
especially around the anniversary.  Special attention should be paid to seeking to secure TV 
coverage of George Eliot’s story and dramatization of her novels, as well as pursuing the 
possibility of a major film of one or more of them.  

Develop a George Eliot event. This would be a new signature event, building to a major 
festival in 2019 that will help develop the brand, building on the local heritage. It could also 
be developed as part of a wider literary tourism event (e.g. ‘Writers in Warwickshire’), 
working with Shakespeare’s Country and/or other literary connections.  

In November 2015, the Government announced a £40 million Discover England Fund for English 
tourism. The fund aims to deliver world-class bookable tourism products joined up across 
geographies and/or themes. The criteria and guidance for applications to the Discover England 
Fund are being worked up and will be published shortly. The idea of a national literary tourism 
project, working with Shakespeare’s Country and other literary destinations around the country 
and including the action points above, should be explored.  

 

Seek improved access to other local venues of interest. Astley Castle, Arbury Hall and the 
Almshouses in Bedworth have restricted access. Opportunities for further access should be 
explored. 

2.2 Make more of the canal and access to the countryside 

Action points: 
Investigate canal related development opportunities. Undertake a review of the potential 
for new, safe moorings and canal-side development, working with the Canals and Rivers 
Trust. This could involve extension to the Springwood Haven marina and/or revival of 
previous marina proposals. 

Reports by the British Marine Federation detail the positive value of inland marinas to the UK 
economy, taking into account the impact of the associated industry and tourism related revenue. 
The impacts of canals on property markets are likely to be felt most in the residential property 
market, given the relationship between environmental quality and demand for residential 
property. Previous studies quoted by BWB indicate that the value of the waterside premium for 
residential properties may reach up to 19%. 

 

Develop and promote the Coventry and Ashby Canal Trails. This is an important local 
resource that could be better used. The linear trail(s) should be enhanced with particular 
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emphasis on the links into the two town centres. The towpaths could be embellished by 
extending the existing sculpture trail in Coventry along the canal, landscape works, path 
improvements, conservation and interpretation of canal features and themed signage. 

Enhance and promote existing walking trails. These include the promoted trails: Coventry 
Way, Centenary Way, the Nuneaton Rotary Walk and Green Track Walks.   

Develop the green infrastructure. The Nuneaton and Bedworth Green Infrastructure Plan 
and Open Space Strategy (see figure below) put forward a proposed green network involving 
a number of projects. These include the creation and improvement of open spaces, 
landscape enhancement, woodland management, new wetlands, parkland restoration, 
habitat creation, new and improved walking and cycling links (including the canal towpaths) 
and low key recreational provision. 

Figure 6.1: The Green Infrastructure Plan 

 

 

Exploit redundant quarries. Suggestions have been made in the past for more active 
recreational use of old mineral workings along with interpretation of the geology. Reference 
has been made to Judkins Parklands, Midland Quarry (diving centre and new marina) and 
Griff Quarry as a potential nature reserve, providing low key access for the public with a new 
linking route along the old Griff canal corridor. These opportunities should be reviewed. 
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2.3 Make more of cultural entertainment 

Action points: 
Develop existing and new events based on a new events strategy. This would involve, 
primarily, the coordination, enhancement and promotion of existing cultural and heritage 
events but also the potential for new events (see George Eliot event proposal above). 

The Hay festival of Literature in the small border town of Hay on Wye started in 1987.  It is held at 
the end of May each year and lasts for 10 days. It has played a fundamental role in placing this area 
on the tourism map.  In 2015, the Festival comprised 500+ events with 242,000 tickets sold, 180+ 
accredited media which helped generate an Advertising Value Equivalent of £13.7m with 
circulation of 2,593,931,808. There are 550,000 web visitors annually 

 

Support existing cultural venues. The existing venues in the Borough provide a wide range 
of entertainment and performing arts. There should be support for business planning33, 
nurturing local talent/creativity, facility development and coordinated marketing. This 
should include promotion of business tourism as part of the market mix i.e. conferences and 
meetings. 

Encourage more public art. Public art can add to the amenity value and help generate 
interest in a destination. Opportunities include: 

• Use of vacant shops for ‘pop-up’ exhibitions i.e. supporting local arts/ outreach 
projects and the town centres; 

• Creation of an external exhibition space within the parks; 
• Supporting public art, working with the college and other stakeholders, to develop a 

Sculpture Trail, including the Coventry canal.  

2.4   Increase the range and capacity of visitor accommodation 

Action points: 
Allocate land for new hotel accommodation and meeting space. Hotels, ideally with 
conference/meeting facilities, should be identified as part of any mixed use development in 
Nuneaton town centre.  

Support the development of other serviced visitor accommodation. Other opportunities for 
conversion or new build for visitor accommodation and meeting space should also be 
identified. Those wishing to use existing buildings for ancillary B&B (notably pubs) should be 
encouraged to do so through planning policy and business support. 

Allocate land for a touring caravan park. Touring caravan parks located with easy access to 
town centres and through routes are popular. Given the easy access from the M6, it would 
be worth undertaking a review to identify any appropriate site(s). 

                                                             
33 See Civic Hall Business Improvement Plan and Audience Development Plan 
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SO 3: To raise awareness of Nuneaton and Bedworth and the indigenous 
attractions 

There is little promotion of the towns or the Borough as a destination.  The proposed new 
Marketing and Town Centres Manager should have a significant impact.  In terms of the 
visitor economy, the approach should be to clarify the focus, project the relevant brand, 
create the communication materials and pursue specific opportunities in partnership with 
others. A visitor economy marketing strategy should be prepared for the next five years, 
based on evidence and targeting.  

As a small destination with limited resources, opportunities should be pursued to promote 
visits to Nuneaton and Bedworth as part of offers and packages developed with a range of 
partners.   

3.1   Prepare a marketing strategy 

Action points: 
Refine the target markets.  This report has identified a set of target markets.  These should 
be further refined through simple market research amongst local hotels and attractions and 
amongst visitors in the town centres, leading to the identification of relevant products, 
messages and tactical approaches for each. In addition, non-visitor research could be 
undertaken, to assess awareness and reaction to Nuneaton and Bedworth, possibly in 
conjunction with other destinations in North Warwickshire. 

Agree a brand identity.  An initial set of brand values is set out in Chapter 5. Some 
stakeholders may feel that a local identity needs to be promoted but one clear option is to 
work with and develop the Northern Warwickshire brand. This might include identification 
and articulation of key messages, including relevant images and associated graphic 
treatments. Once agreed, brand guidelines should be prepared and actively promoted to 
stakeholders through a set of events, workshops and other communications.  

Develop the online presence. Stakeholders should work with NWTA to develop their 
website, incorporating all relevant messages about Nuneaton and Bedworth. This should 
include current news, offers, events and other active content which will require constant 
management, supported by various actions including social media to drive business to the 
site.   

Review promotional print.  Again, working with NWTA, there is scope to develop their 
printed guide. In addition, a new ‘Whats On’ guide encompassing the events at Civic Hall, 
Museum, Abbey Theatre etc. would be of significant benefit. 

Develop PR and social media activity. A year round communication campaign should be 
maintained, based on stories and messages that resonate with the brand, transmitted 
through PR and a range of social and other media. 
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3.2   Work with others  

Action points: 
Encourage accommodation-based offers.  Hotels and other accommodation in the Borough 
should be encouraged to promote more short breaks in the area, with the provision of 
information, offers and packages linked with local attractions and/or activities in the sub-
region.  

Work with special interest (literary tourism) travel trade.  This should include work with a 
range of travel trade and group travel partners with an interest in George Eliot to strengthen 
awareness of the area and the connections, including the hosting of familiarisation visits.  

Engage in relevant campaigns. This will involve clarifying relationships with other parties 
with a mutual interest e.g. Coventry’s City of Culture and Shakespeare’s Country.  The 
approach should be to secure a presence for the local brand within selected regional and 
national campaigns.  In particular, opportunities should be taken to raise the profile of 
Nuneaton as an important literary heritage destination, through participation in relevant 
themed promotions in the broad area of cultural and literary tourism.   

SO 4: To ensure the coordination and cooperation of all stakeholders to help 
deliver an enhanced visitor economy. 

Within the Borough, there is a range of stakeholders that need to work together effectively. 
It will be important to ensure that the right organisation and communication processes are 
in place. It will also be important for the NWTA/NBBC partnership to engage with various 
external parties which can support the implementation of the strategy. The proposed 
Marketing and Town Centres Manager post will be a highly important in leading the 
development and delivery of effective destination management in the Borough, picking up 
on the assessment and opportunities outlined in this document.  

4.1   Establish a structure for stakeholders in the visitor economy 

Action points: 
Support the development of NWTA as the local tourism body for the industry. While NBBC 
must play a leading role in coordinating and delivering action on the visitor economy and 
destination management, it is critical that private sector businesses are fully engaged in this 
process, with structures in place to facilitate their engagement and enable effective 
communication. The Northern Warwickshire Tourism Association currently provides an 
active network of tourism-related business and a pragmatic approach will be for NBBC to 
commit support to the Association and its activities.  

Coordinate the tourism activities of relevant NBBC departments. Besides the economic 
development team, NBBC comprises a number of other departments, the activities of which 
involve or have a bearing on the visitor economy. These include those departments 
responsible for the Civic Hall, leisure services, the parks, planning and development, public 
realm maintenance amongst others. Inter-departmental collaboration is critical to the 



 

Nuneaton and Bedworth Destination Assessment:  The Tourism Company                                        51                                           

 

 

development of the visitor economy. It is recommended that the visitor economy is an 
agenda item at the weekly meeting of department directors in NBBC with consideration 
given to relevant opportunities and issues.   

In Anglesey, the Council has an internal Board comprising the Heads of all Departments that meets 
regularly to consider progress on the DMP, current issues and opportunities. This regular meeting 
helps coordination and understanding of cross-cutting issues. 

 

Support the work of the Marketing Manager and economic development team. Many of 
the identified actions require coordination. It is crucial that NBBC in-house roles are clarified. 
It is important that the work of the proposed Marketing and Town Centres Manager is well 
integrated with that of the economic development team and is generally well supported and 
resourced. One specific role is to act as a conduit between the industry, represented by 
NWTA, and the local authority. As the sector develops, there may be a role for a dedicated 
tourism officer, perhaps joint-funded with neighbouring authorities under the auspices of 
the tripartite relationship with Northern Warwickshire and Hinckley & Bosworth. 

4.2   Secure support from external partners  

Action points: 
Secure commitment of the LEP, WCC and other agencies. There are opportunities for 
external funding and collaborative work on certain action points in this report, particularly 
those with a direct economic development and/or heritage objective. 

Establish formal tourism links with adjoining local authorities. Nuneaton and Bedworth has 
much in common with North Warwickshire, Rugby, Hinckley & Bosworth, Coventry and 
Shakespeare’s Country. There will be areas of mutual interest in terms of infrastructure 
development and wider promotion. NBBC, through NWTA, should explore potential links 
and areas of mutual interest/support. 
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7 Summary of actions 
 

The table below summarises the specific actions under each strategic objective. 

Table 7.1: Action Plan 

SO 1: To create attractive, vital town centres as focal points for retail and leisure activity, 
encouraging visitors to spend more time and money 

1.1   Improve access to the town centres, information and orientation 
Undertake environmental improvements on main routes 
Review car parking services 
Improve railway stations and rail services 
Provide new pedestrian signing 
Create visitor information points 
Provide training for Nuneaton and Bedworth Ambassadors 
1.2 Enhance and revitalise the retail centres 
Support town centre businesses 
Provide attractive new gateway and focal point for Nuneaton 
1.3 Capitalise on the attractive local parks 
Improve integration of the parks with town centres 
Enhance the town centre parks 

SO 2: To develop and enhance the appeal of the Borough’s attractions and leisure 
facilities, to attract more visitors and associated expenditure 
2.1 Capitalise on the George Eliot connection and other local attractions 
Commission a comprehensive interpretation strategy 
Develop the Griff House Visitor Centre 
Strengthen the role of Nuneaton Museum and other sites 
Develop a George Eliot Trail and related information 
Explore the idea of a George Eliot film 
Develop a George Eliot event 
Seek improved access to other local venues of interest 
2.2 Make more of the canal and access to the countryside 
Investigate canal related development opportunities 
Develop and promote the Coventry and Ashby canal tails  
Enhance and promote existing walking trails 
Develop the green infrastructure 
Exploit redundant quarries 
2.3  Make more of cultural entertainment 
Develop existing and new events based on a new events strategy 
Support existing cultural venues 
Encourage more public art 
2.4  Increase the range and capacity of visitor accommodation 
Allocate land for new hotel accommodation and meeting space 
Support the development of other serviced visitor accommodation 
Allocate land for a touring caravan park 
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SO 3: To raise awareness of Nuneaton and Bedworth and the indigenous attractions 

3.1  Prepare a marketing strategy 
Refine the target markets 
Agree a brand identity 
Develop the online presence 
Review promotional print 
Develop PR and social media activity 
3.2  Work with others 
Encourage accommodation-based offers 
Work with special interest (literary tourism) travel trade   
Engage in relevant campaigns 
SO 4: To ensure the coordination and cooperation of all stakeholders to help deliver an 
enhanced visitor economy 
4.1   Establish a structure for stakeholders in the visitor economy 
Support the development of NWTA as local industry tourism body 
Coordinate the tourism activities of relevant NBBC departments 
Support the work of the Marketing Manager and economic development team 
4.2  Secure support from external partners 
Secure commitment of the LEP, WCC and other agencies 
Establish formal tourism links with adjoining local authorities 
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Appendix I:  High Street Retailing 
 

High streets have always been dynamic and have constantly been reshaped by periodic 
economic and competitive shocks.  However, there have been particular pressures in recent 
years. The main negative drivers are: 

• The growth in online shopping and ‘convenience culture’, impacting on comparison 
goods; 

• The development of out of town centres with free parking and larger, modern units; 
• The expansion of supermarkets into comparison goods; and 
• The economic context involving the credit squeeze and collapse in consumer 

confidence since 2008. 

There is an annual net reduction of shops on high streets virtually every year, notably in 
clothing and fashion stores.  

Pressure on household budgets has eased somewhat in recent months with lower inflation, 
increasing consumer confidence and consumer spending up, especially on hotels, 
restaurants and bars34. There have also been a number of recent initiatives to help address 
this trend: 

• The Portas review focused on high streets as social places with a vibrant evening 
economy and to offer something that neither shopping centres or internet can 
match; 

• Creation of the Great British High Street initiative involving branding, a new portal, 
award scheme and related action planning (Digital High Street 2020); 

• Government support for High Streets (April 2014) included: 
o Various concessions on business rates have been agreed; 
o Relaxation of parking enforcement procedures; 
o Support for community-led renewal and BIDs; 
o Support for local markets; and 
o More flexible planning to allow changes of use. 

• Various reports supporting the role of the High Street35. 
 
Nationally, evidence is accumulating that the country’s High Streets are evolving in response 
to the needs of residents, worker and visitors36. This involves a long-term structural shift 
away from retail provision to services of all types, but especially leisure (e.g. bars, cafés, 
entertainment) and a rationalisation of non-sustainable retail spaces.  

The evidence is still emerging, but it also suggests there is scope to improve on the softer, 
experiential factors influencing consumer choice of shopping destination37. When visiting a 

                                                             
34 Visa Europe UK Expenditure Index 
35 For example: ‘Understanding High Street Performance; A report by Genecon and Partners’, December 2011 
and ‘The Grimsey Review; An alternative future for the High Street’, 2013 
36 The State of UK Retail Places’ 2013, University of Oxford in collaboration with Local Data Company 
37 High Street performance and evolution: A brief guide to the evidence, Prof Neil Wrigley & Dr Dionysia Lambiri, 
University of Southampton, July 2014 
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town centre for shopping, people want a trouble-free, ‘functional’ visit giving value to social 
interaction and leisure opportunities, the personal service they receive, the atmosphere and 
green spaces, the outdoor events and markets. These ‘softer’ factors were also highlighted 
by the Portas Review as drivers of regeneration. 

Social activity not only enhances a town centre shopping visit, but it also translates into 
added value in terms of time and money spent in the town centre. The presence of coffee 
shops typically boosts local high street economies by 2-4% through a combination of 
increased footfall and dwell time38,39. Recent evidence shows that consumers shopping with 
others spend significantly more, increasing their dwell time, than when shopping alone40. 

The Grimsey Review of 2013 stated a need to “repopulate town centres as community hubs 
encompassing more housing, education, arts, entertainment, business/office space, health 
and leisure…. And some shops” 

In order to help stimulate town centres, a number of initiatives have been identified in 
addition to those taken up by Government that are applicable to all high street shops, 
including: 

• Growing footfall through town centre residential and office development; 
• Embracing leisure as a significant driver of footfall, increasing dwell time and spend: 

o Providing new anchors in the form of relevant (cultural) attractions; 
o Developing leisure spaces as community meeting hubs and spaces for 

mobile working and networking; and 
o Supporting the evening economy through better public transport and purple 

flag schemes. 
• Embracing digital: 

o Increasing the ‘discoverability’ of high street shops. Schemes like ATCM’s 
Digital High Street Programme and online platforms such as myhigh.st 
appear to be successfully promoting and assisting town centres and 
independent retailers. These platforms seem to provide an effective means 
of engaging with local consumers. Free wi-fi provision in town centres and 
enhanced digital skills are central to such initiatives41.  

o The rapid growth of online/on-the go shopping is seen to offer potential for 
high streets as collection points42; and 

o Loyalty schemes, promotions/offers making use of new technology. 
• Adapting town centres to cater for the ageing population. Appropriately-sited and 

well connected/accessible healthcare facilities and services, as well as social and 
community facilities are likely to become increasingly important issues; 

• Environmental improvements to public realm, gateways, access and parking; 
                                                             
38 Allegra Strategies, 2014, Role of Coffee Shops on the High Street Report 
39 Coffee shops and restaurants in High Streets showed positive growth in 2014 
40 Howard, E.B. 1993, Assessing the impact of shopping-centre development: the Meadowhall case, Journal of 
Property Research, Vol. 10, pp. 97-119 
41 There are still significant evidence gaps relating to the effect of technological innovation on the high street. 
With the plethora of online tools available and the speed with which these are adopted by retailers, there is a risk 
of overestimating the effect of technology in the short run, while underestimating it for the longer run. 
42 The UK leads the way with 35% of online shoppers using self-collect and poised to double within the next three 
years. 
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• Enhanced information (signage) and promotion including events; 
• Longer trading hours, Sunday opening; 
• Training and customer service, Ambassador schemes; and 
• Town centre management through proactive collaboration involving BIDs and other 

relevant partnerships. 
 
In the context of tourism, retailing is a key driver for visits to any destination. Different 
visitor markets are looking for different products: 

1. International visitors looking to access the wide range of UK branded chains; 
2. Domestic visitors looking for traditional shopping outlets in a different environment 

i.e. somewhere new or simply taking the opportunity to visit a national chain while 
away from home; 

3. Domestic (and international) visitors looking for something special or looking to 
browse around a range of interesting (usually independent), quality shops. Typically 
these shops will include: 

• Galleries and Antiques; 
• Boutique fashion and Kitchen ware; 
• Craft outlets/makers and Local souvenirs, gifts; 
• Local food outlets/makers; and 
• Special interests/hobby shops. 

 
Classic examples of small towns that offer such a range of outlets include historic cities and 
towns like Shrewsbury, Chester, Bath, York, Cheltenham and various smaller destinations.  

For all three markets, retail shops need to be supported by a range of appropriate catering 
outlets; restaurants, coffee shops, pubs etc. 

Nuneaton does not have the range or scale of branded chains to attract the first and second 
markets as the main purpose of a visit although visitors may visit the shops as an ancillary 
activity e.g. they will wander around the centre after visiting the museum. It is unlikely that 
Nuneaton will be able to compete as a primary shopping destination for these two visitor 
markets.  

In reference to the third visitor market, Nuneaton does have a relatively high proportion of 
independent shops but the range and nature of this segment of the market needs to be 
enhanced. The priorities have to be: 

• Growing footfall of visitors through new developments and enhancement of the 
public realm;  

• Creative landlord management of existing units to attract niche retailers; and 
• Better marketing of the town centre, including new events. 
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Appendix II: Nuneaton and Bedworth Destination Assessment Stakeholder Contact List 
 

Code 
 Attended the Stakeholder Workshop – 7th April 2016 
 Consulted by The Tourism Company 

 
Company/ Organisation Contact name Job Title 

Local authorities 
NBBC Lisa Smart Economic Development 
NBBC Katherine Moreton Planning 
NBBC Chris Lawes Economic Development 
NBBC Catherine Nisbet Museum & Arts Officer 
NBBC Tim Norton Civic Hall Manager 
NBBC Andrew Punshon Civic Hall 
NBBC Sharon Barter Civic Hall 
NBBC Matt Crossley Open Space Officer 
NBBC Les Snowdon Estates & Town Centres 
NBBC Alan Franks Managing Director 
NBBC Lorraine Allen Town Centres  
NBBC Andrew Daw Communications 
NBBC Jane Grant Housing Services Manager 
NBBC Steve Ryder Procurement & Creditors Manager 
 John Phillipps Consultant to NBBC 
WCC Alex Holmes Tourism Officer 
WCC Laura Taviner Tourism Officer 
WCC  Rachel Baconnet Town centres 
WCC Catherine Marks Project Manager 
North Warwickshire Rachel Stephens Community Development Officer (Rural Regen) 
Hinckley & Bosworth Judith Sturley Principal Economic Development Officer 
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Local tourism facilities/accommodation/events etc. 
George Eliot Fellowship John Burton (Elaine Peake at workshop) Chairman 
Griff Preservation Tr. Viv Wood Organiser ‘Writers in Warwickshire’ event 
Arbury Hall Caroline Darlington Estate Secretary 
Bedworth Almshouses Jane Corrigan Vice Chairman  
Nuneaton Art Centre/Abbey Theatre Tony Deeming, Chair Chair 
Sudden Impulse/Nuneaton Art Centre Simon Winterman  
Bedworth Folk Festival Malc Gurnham Organiser 
Ragged Bear Steve Bentley Organiser 
Canal & River Trust Simon Papprill Enterprise Manager 
Viv Mills Astley Book Farm  
Whitbread/ Costa Chris Orton Programme and Projects Manger 
Astley Castle Kasia Howard  
Springwood Haven Marina Adrian Wagstaff/Andrew Adshead Owners 
Star Line Boats Tony Gallimore MD 
Travelodge Nuneaton Mandy Manager 
Premier Inn (Griff House) Mike Wastell Manager 
Novotel Coventry Jackie Clarke Manager 
Other 
Northern Warwickshire Tourism Association Vince Taylor Chairman 
Hinckley & Bosworth Tourism Partnership Sharon Leeson, Twycross Zoo Chair LLEP Tourism Group 
Find-a-biz ltd Amanda Bourne MD 
Market Traders Bob Sidhu Chairman 
Ropewalk Tony Wilkes General Manager 
Chambers of Commerce Helena Bassett  
Horiba MIRA Simon Hingley Business Development Manager 
FSB Linsey Luke Warwickshire & Coventry Develop. Manager 
Coventry and Warwickshire LEP Roger Dowthwaite  
CW Growth Hub Phil Peak Senior Account Manager 
People First  Sharon Gailey World Host Training 

 

 


