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1 Introduction  

Shrewsbury is a quintessentially English county town that offers an intensely historic, 
medieval experience all set in a glorious location, within a loop of meandering River 
Severn, at the heart of Shropshire.  
 
With its black & white buildings Shrewsbury is renowned to be one of England's most 
splendid heritage towns with over 600 listed buildings. 
 
On top of this, the town itself is vibrant hosting an exceptional number of interesting, 
independent shops which make Shrewsbury's shopping special. It also has a new 
theatre and hosts many events or festivals that take place each year, particularly 
Shrewsbury's Summer Season, catering for every age and interest. 
 
Complementing this, the town also offers exceptional river frontage, parks and gardens 
which offer yet another element to its visitor appeal. 
 
Together this unique mix of ingredients makes a compelling proposition for visitors and it 
is this which has been identified by both Shrewsbury Town Council and Shropshire 
Council as an opportunity for growth and future prosperity for both the town and county. 
 
This new strategy for the Visitor Economy is intended to identify the potential that exists 
and define and prioritise the means by which Shrewsbury might unlock this potential 
 
Britton McGrath Associates are delighted to have been able to assist The Destination 
Shrewsbury Partnership in developing this strategy. We would like to thank the many 
people representing a wide variety of businesses, roles and interests within the 
community that have contributed to this study. A list of all of the stakeholders and 
consultees that have participated in this study is contained within the appendices. 
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2 Background 

An original Visitor Economy Strategy and Action Plan was developed for Shrewsbury 
and Atcham Borough Council in 2004 and updated in 2007 by TEAM. This was a very 
thorough study which involved bespoke research and the conclusions of this study in 
terms of the Strategic Objectives for Shrewsbury are shown below: 
0000000000000000000000000000000

Strategic 
Objective 1 

 

Improve and 
enhance the 

Visitor Experience 

Strategic 
Objective 2  

Increase visitor 
spending through 

targeted 
promotions 

utilising the TIC to 
maximum effect. 

Strategic 
Objective 3  

Develop 
Shrewsbury as a 
leading regional 
cultural centre 

1 Priorities 

1.1 To provide 
excellence in the 
environment and 
facilities of the 
town.                        

1.2 To develop 
specific facilities to 
enhance the quality 
of the Shrewsbury 
‘offer’.   
1.3 To provide 
excellence in 
interpretation, 
information and 
interface with 
visitors

2 Priorities

2.1 To use CRM* 
techniques to target 
potential visitors with 
special event-based 
offers and 
itineraries. 

2.2 To increase off-
peak business 
through tactical 
promotions. 
2.3 To use visitor 
information print to 
promote repeat visits 
and extended stays 

3 Priorities 

3.1 To encourage 
the development 
of cultural facilities  
and audiences 
within the town.        

3.2 To stimulate 
and coordinate 
new and existing 
events and 
promote them 
through data 
collection, CRM 
and dissemination 
of information via 
the TIC. 



 
Destination Shrewsbury: Visitor Economy and Action Plan 

 
12/09/2011, Page 6 of 59 

 

3 Objectives 

The overall objective of this study is to:  

Provide the strategic framework that will enable the work of all contributing organisations 
to maximise their impact on the visitor economy of Shrewsbury and thereby contribute to 
the future prosperity for the town. 

This will manifest itself in terms of: 

• Overall increased visitor spending in Shrewsbury 

• The tools to allow Shrewsbury to enhance its profile as a visitor destination 
It is worth noting that, in our view, success in these areas will also unlock an improved 
environment for local residents and businesses within the town and that achievement of 
this has been considered a priority when developing this strategy. 

In executing this project the following main areas have been covered: 

• A review of the Market within which Shrewsbury sits 

• A review of comparative visitor destinations to frame the discussion on the 
potential opportunity that harnessing the Visitor Economy in Shrewsbury offers 

• A review of the Shrewsbury Visitor Experience 
Rather than creating a cumbersome strategy document, effort has been focused on 
extensive consultation and communication with the many stakeholders across 
Shrewsbury. The conclusions of the study are contained within this summary which is 
designed to operate as a management tool as opposed to a simple and inevitably 
lengthy record of information. 
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4 Executive Summary 

The Market: 
• The market intelligence indicates that there is significant potential to develop and 

grow Shrewsbury’s Visitor Economy [although the data does need to be 
strengthened and updated]  

• By collaborating more proactively with the visitor economy assets across 
Shropshire, Shrewsbury has the potential to draw visitors from further afield and 
for longer stays 
 

The Product: 
• Shrewsbury has a strong portfolio of tangible assets that have the potential to 

deliver a rich visitor experience to a wide audience, however in order to succeed 
in this: 

o The town needs to embrace delivery of its assets in a visitor orientated 
manner  

o The town needs to improve its infrastructure in order to enable the visitor 
experience – helping visitors to find their optimum visitor experience and 
provide the means and support for them to enjoy them 
 

Branding and Marketing: 
• The town needs to strengthen its branding and visitor proposition in order to 

engage better with prospective visitors and compete effectively with other 
destinations 

• Shrewsbury needs to create a marketing strategy and to invest in its wider 
communication, albeit, given budgetary constraints, in a carefully managed and 
targeted manner. 

 
Management/Delivery: 

• The Key Stakeholders in Shrewsbury need to embrace this strategy and provide 
leadership in the process of exploiting its potential 

• The Key Stakeholders need to provide support and invest in their asset and 
experience providers 

• Success needs to be communicated and rewarded 
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5 Methodology 

Britton McGrath Associates have undertaken an extensive programme of consultation 
with a wide range of Stakeholders as part of this exercise.  

This programme of engagement started prior to their appointment with a Strategy 
Workshop hosted by Councillor Mike Owen in February 2011. This involved a wide 
range of Stakeholders from the local community [attendees as per the Stakeholder list in 
the appendices] This workshop explored the major themes or “Five Big Ideas” that might 
provide future potential for the Shrewsbury Visitor Economy as well as a brainstorming 
session which enabled participants to download specific ideas for improvements to 
Shrewsbury in order to deliver an improved Visitor Economy performance. 

Starting with this material, Britton McGrath Associates consolidated the outputs from the 
workshop and invited Stakeholders to participate in the project via a questionnaire and 
further small discussion groups in order to tease out the key issues and priorities for 
Shrewsbury. 

An example of the Questionnaire has been included in the Appendices. 

A summary of all stakeholders directly involved in this study is also included in the 
Appendices 

Feedback from these workshops has been combined with information gathered from 
discussions and research into comparative destinations – primarily Chester but also 
including Cardiff, Lichfield and Durham, desk research into market size and 
demographics, more detailed interviews with a number of individual Stakeholders  and a 
review of the product and visitor experience that Shrewsbury has to offer. 

A final stakeholder workshop was held on July 21st where the initial conclusions of the 
study were discussed and stakeholders had a second opportunity to input into the study. 

The findings and conclusions from all of these exercises have informed the sections to 
follow. 
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6 Summary of Conclusions of the Study 

The following pages summarise the feedback from this study as presented in the final 
workshop on the 21st July 

6.1 The Market 

 
 

The above map shows the contours for the 30 60 and 90 minute catchment area based 
on normal drive times.  

Despite the good geographic spread one of the challenges for Shrewsbury becomes 
clear when you look at the resident population base.  Based on the census, there are 
only just over 200,000 people living within a 30 minute drive of Shrewsbury. There are a 
further 1.45 million people within 30-60 minutes drive time and the 60-90 minute drive 
time, which encompasses the conurbation of Birmingham adds just under a further 
4.6m. This is summarised in the table below: 

 30 minutes drive 
time 

30 - 60 minutes 
drive time 

60 - 90 minutes 
drive time 

Population 219,000 1,458,000 4,594,000 
Cum. Population 219,000 1,677,000 6,271,000 
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•  
Insight into the catchment areas of comparative visitor destinations can help to inform 
the background to the Visitor Economy potential for Shrewsbury. 

 30 minutes drive 
time 

30 - 60 minutes 
drive time 

60 - 90 minutes 
drive time 

Population     
Shrewsbury 219,000 1,458,000 4,594,000 
Chester 666,000 3,741,000 3,201,000 
Cum. Population    
Shrewsbury 219,000 1,677,000 6,271,000 
Chester 666,000 4,407,000 7,608,000 

 

We have looked at the populations within the 0-30 and 0-60 minute drivetime isochrones 
for Chester, Lichfield, Durham and Cardiff. These can all be compared as follows: 

 Shrewsbury Chester Cardiff Lichfield Durham 

0-30 mins 220,000 666,000 485,000 494,000 676,000 

30-60 mins 1,450,000 3,741,000 749,000 3,201,000 1,602,000 

0-60 mins 
combined 

1,670,000 4,137,000 1,234,000 3,695,000 2,278,000 

 

This clearly demonstrates one of the challenges for Shrewsbury being the relatively 
small resident population living within an hour of the town. 

• Shrewsbury has 50 - 70% fewer people living within 30 minutes of the town centre as 
compared to these comparators 

• Only Cardiff has a weaker 30-60 minute catchment area 

• Shrewsbury’s total 60 minute catchment area is 25% smaller than Durham, 55% 
smaller than Lichfield and 60% smaller than Chester 

This means that in order to achieve a visitor economy as strong as some of these 
comparators Shrewsbury will have to generate a significantly higher level of repeat 
business from local markets or pull people from at least the 60-90 minute catchment 
area or beyond. 

The good news is that residents from the major Birmingham, and surrounding, 
conurbations are just beyond the 60 minute drivetime making this a potentially strong 
and attractive market from which to target for visitors. 
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6.2 Research into Visitor Audiences 
Based on the information provided it would appear that Shrewsbury has a limited 
amount of information on its current visitors. The most recent independent market 
research study was conducted in 2007 and provides a simple snap shot of the visitors to 
the town over the summer that year. 

In contrast to this, destinations such as Chester have historically carried out extensive 
research into their visitors. Whilst this may be the subject of review in the current 
economic climate and, in our opinion, may have historically been a little excessive, it 
does mean that they have been able to monitor trends and perhaps identify 
opportunities or challenges in a timely manner. 

By way of a summary, the following table compares the key visitor statistics, where 
comparison is possible, between the performance for Chester versus Shrewsbury. 

Chester 
 

Shrewsbury 

Origin of visitors 
• 20% from Cheshire 
• 44% of visitors from Cheshire, West 

Mids, Merseyside 
• 7% Manchester 
• 6% Lancashire 
• 2% Cumbria 

 
• <60% from within 2 hours 
• <40% overseas 

Origin of visitors 
• 29% from Shropshire 
• 55% Shropshire, West Mids, 

Staffordshire 
 
 
 
 
• <75% from within 2 hours 

Age 
• <35      17% 
• 35-44   21% 
• 45-54   30% 
• 55+      34% 

 

Age 
• <35      22% 
• 35-44   15% 
• 45-54   20% 
• 55+      43% 

Proportion of repeat visitors 
• 70% 

Proportion of repeat visitors 
• 79% 

 
Average number of nights stayed [of 
those on a staying visit] 
• 2.62 

Average number of nights stayed [of 
those on a staying visit] 
• 3.2  
[NB this is for Shrewsbury and Atcham plus a small 
sample] 

 

This simple comparison indicates that, at 55% versus 44% for Chester, Shrewsbury 
does appear to pull a more significant proportion of its visitors from the local markets.  
Combine this with the information that these local markets are 60% smaller in terms of 
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population numbers than the markets surrounding Chester gives a good indication as to 
why Shrewsbury’s visitor numbers are significantly smaller than Chesters.  

It also indicates that Shrewsbury must have a strong repeating audience and this is 
borne out by the fact that the research showed a 79% repeat visitation rate as opposed 
to 70% for Chester. 

The age profile for Shrewsbury is also shown to be more polarised than that for Chester. 
22% of visitors to Shrewsbury are under the age of 35 where Chester has only 17%; but 
also, the 55+ visitor numbers for Shrewsbury are higher at 43% versus Chesters 34%. 
These are distinct differences which will impact on the requirements and appeal of the 
visitor experiences in each location. 

The research also provided some very top line insights into what people were doing 
when they visited Shrewsbury or Chester and also an indication of the key things that 
appeal about each visitor destination. Whilst not directly comparable these are helpful as 
indicative themes. 

Chester 
 

Shrewsbury 

Main Activities 
• Shopping 90% 
• Food 71% 
• Walk the walls 52% 
• Walk the Rows 48% 
• Walk the river 40% 
• Visit an attraction 18% 
• Attend an event 1-2% 

Main Activities 
• Food 74% 
• Shopping 69% 
• General sightseeing 54% 
• Visiting an attraction 14% 
• Visiting an event  13% 
• Visiting friends and relatives 13% 
• Visiting a historic/heritage centre 3% 

 
What did people like? 
• Character of the town 71% 
• Architecture/buildings 67% 
• Everything in walking distance 55% 
• City Walls 52% 
• Quality of shops 47% 
• Atmosphere 41% 
• River 34% 

What did people like? 
• Shops/choice/type 37% 
• Historical/old 21% 
• Buildings/architecture 20% 
• Nice place/area 10% 
• Flowers 10% 
• Rural countryside 10% 
• River 8% 

 
 

6.3 The Economic Impact of Tourism 
In order to inform our report on the scale and potential of the Visitor Economy for 
Shrewsbury we have looked back at the previous Economic Impact study that was 
carried out in 2007 and compared it to information gathered from the comparative 
destinations.  
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Once again, information from Chester, Cardiff, Durham and Lichfield has been gathered. 
Whilst each is likely to be slightly different thereby meaning that it is not all directly 
comparable it does provide a useful insight into the idiosyncrasies of the different 
destinations.  This information is summarised in the table below: 

 Shrewsbury Chester Cardiff Durham Lichfield 

 

Visitors 
per year 

 

2.6m visitors per 
year 

• 2.3m day 
trips 

• 300k 
overnight 
visitors 

 

41.9m 
visitors 
pa 

 

14.6 m 
visitors pa 

• 13.1m 
day 
visitors 

• 1.5m 
overnight 
visitors 

 

17.5m 
visitors pa 

• 16m day 
trips 

• 1.4m 
overnight 
visitors 
 

 

1.9m visitors 
pa 

 

Overnight 
visitors 

 

1.4m nights in 
the area 

 
 
N/A 

 

3.3m nights 
in the area 

 

1.4m nights 
in the area 

 

950k nights 
in the area 

 

Tourism 
spend 

 

£137m 

• £48.6m from 
overnight 
visitors 

• £88.3m from 
day visitors 
 

• £53m town 
trips 

• £35m 
countryside 
trips 

 

£1.78bn 

 

£700m 

• £331m 
from 
overnight 
visitors 

• £372m 
from day 
visitors 

 

£627m 

• £282m 
from 
overnight 
visitors 

• £345m 
from day 
visitors 

 

 

£60m 

• £13.2 m 
from 
overnight 

• £46.8m 
from day 
visitors 

 

Tourism 
jobs 

 

3,593 jobs 

• 2,835 direct 
tourism jobs 

• 741 non 
tourism jobs 
 

 

27,000 
jobs 

 

11,000 jobs 

 

11,000 jobs 

 

 

1,600 jobs 

• 1,300 
direct 

• 300 non 
tourism 
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6.4 Conclusions 

Whilst much of the information available to this study is not directly comparable and in 
many cases out of date it does provide a means to frame the scale of the opportunity 
available to Shrewsbury should it choose to proactively pursue and embrace the Visitor 
Economy. 

It would appear not unreasonable to suggest that, given the above performance 
measures and our knowledge and confidence in the quality of the visitor experience that 
Shrewsbury has to offer, with the appropriate investment, it might be possible to 
increase income from the Visitor Economy significantly, perhaps even in the order of an 
incremental 50-100% of current performance. 
If the tourism spend in Shrewsbury increased to, in the order of £275m per year, it would 
still place it well below 50% of the tourism spend achieved by Durham or Cardiff and still 
only 15% of that achieved by Chester and Cheshire West. 

Whilst this doesn’t represent a forecast of potential it does illustrate the sort of scale of 
the opportunity open to Shrewsbury and should give confidence to those that have the 
potential to make it happen. 
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7 The Current Visitor Experience 

The slides to follow formed part of the final stakeholder workshop and were chosen to 
illustrate the challenges that Shrewsbury faces if it is to fully embrace and exploit the 
potential that the Visitor Economy represents 

 

• A potential visitor to Shrewsbury may start by looking at the Enjoy England web 
site for inspiration. At the moment, possibly due to challenging policies, it would 
be almost impossible to find Shrewsbury 

• Assuming a visitor persevered they may discover Shropshire…. 
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• But Shropshire exists in multiple locations, presented from a wide range of 
perspectives on the web.  

 
• But assuming a visitor finds Shrewsbury on the Shropshire Tourism website… 



 
Destination Shrewsbury: Visitor Economy and Action Plan 

 
12/09/2011, Page 17 of 59 

 
• The message – how to pronounce the name and what the town doesn’t have to 

offer - is not entirely compelling as a reason to visit 

• But assuming that a possible visitor made it through to the Destination 
Shrewsbury web site….. 

 
• The challenge here is lack of identity and focus on the unique selling points 

[USPs] that Shrewsbury has to offer. This could almost be a web page for a large 
number of provincial British towns most of whom have little tourism potential 
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• Some example from Shrewsbury’s competitors help illustrate this point – the 
following slides show websites with clear identity, focus on reasons to visit and 
the means to secure a sale. 

 

 

 

• Whilst Leeds may not be a direct competitor, this towns web site does provide an 
example of a location that understands its identity and knows what message it is 
trying to communicate  
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• Assuming a possible visitor perseveres and looks for a hotel in Shrewsbury, the 
information is there 

 
• …but it lacks appeal and is less than compelling as compared to some of the 

aspirational web sites looking to secure short breaks 
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• During the research phase of this study we received a lot of feedback about 

concern and a lack of confidence in the visitor offering – why would anyone come, 
we don’t have a cathedral. 

• Our view is that Shrewsbury has a wealth of visitor experiences to offer…. 

 

• ….but the uniqueness of Shrewsbury comes primarily from its location and 
context within Shropshire. 
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• At the moment, the visitor experience, on the ground, is weak 

• There is a lack of welcome or sense of arrival 

 
 

• Although there are tangible opportunities to improve this 

 
• And locations where more welcome and arrival messages could be developed 
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• But most visitors that enter the town from the East, using the brown signs, will 
enter via an industrial estate! 
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• Nando’s and Asda don’t give a visitor confidence that they have come to the right 
place for a unique day out! 

• The sense of arrival for visitors that come by train is equally weak at present 

 

 

• And the walk in from the Frankwell car park leaves a lot to be desired 
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• But there are good examples of where investment has been made in the arrival 
and welcome. There just needs to be more of this! 
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• In terms of the “product” there is a very promising castle…. 

 
 
 
 
 

• But finding the entrance is a challenge…and the asset is really not exploited in 
terms of its visitor experience potential 
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• Throughout the town, it is a challenge for a visitor to find the “best bits” – the 
historic market square is just out of site from this main thoroughfare  

 

 

• The historic Market Square is tucked away and even if you find it the elements 
that offer a genuine visitor experience e.g. the café, the unique film experience, 
the pavement/café culture, is hard to find 
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• Across the town, the visitor signage is hard to see or recessive 

 

• Meaning that visitors may not find the unique features that they lead to 
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• Assets such as Butcher Row have lots to offer a visitor in terms of unique history, 
but its only available to those in the know 

 

 

 

• Where visitor aids exist they are basic and at best functional 
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• Particularly as compared to the material available within towns that have a lot less 
to offer – this map from Lewes leaves the visitor in no doubt as to where they 
should go and what they should see in order to get the most out of their visit. Its 
creativity also means that it is an attractive proposition for sponsorship resulting in 
a sustainable business opportunity as opposed to a cost to the Council or 
Tourism organisation 

 

• The best bits of Shrewsbury are off the beaten track and visitors need help finding 
them 
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• Even major assets like the Quarry are poorly visible from very near by 

 

• And to anyone outside of Shrewsbury, The Quarry has significantly different 
connotations 
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• As compared to what it really delivers…. 
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• Even within the Quarry, unique gems like the Dingle are hard to find 

 

• One of Shrewsbury’s key strengths is the size and depth of its independent 
retailing 
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• In some cases, where high street brands exist, they are well integrated with the 
historic vernacular 

 

• But in other areas, the businesses undermine the town experience 
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• And in other areas, the high street looks like it could be anywhere 

 

• Shrewsbury genuinely has a unique ambience to offer a visitor 
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• But this will only be possible to sustain if the intrusion of 21st Century clutter is 
proactively managed 

 

• Other cities, arguably with a lot less tangible historic “product” to offer than 
Shrewsbury, have successfully marketed their assets significantly better. 
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8 Towards a Solution 

This section includes the slides from the final stakeholder presentation which summarise 
how Shrewsbury might strategically tackle some of the issues raised in the earlier slide 
show about the visitor experience. 

The section to follow goes on to focus in on an Action Plan by which this strategy could 
be implemented. 
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The following section translates these strategic thoughts into a tangible action plan 
which can be owned by individuals, measured and evolve as a management tool over 
time 

 

9 Shrewsbury Visitor Economy Action Plan 

The following Action Plan has been developed by Britton McGrath Associates with initial 
input from the Destination Shrewsbury team.  
 
This represents a working model that the team can now adopt and develop. Its strength 
will lie in its ownership by the organisations and individuals that will go on to implement 
it. As a result it is partly a framework where the initial stage will be for the organisations 
and individuals to develop and populate the tables and sign up to delivering on the 
actions agreed. 
 
This is a working management tool that is anticipated to develop and evolve over time 
as stakeholders sign up to supporting it and progress is made.
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