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Executive Summary 

 

CARD Group was asked to undertake two surveys on behalf of Cheltenham Business Improvement 

District and Cheltenham Borough Council to establish a baseline data set of current use and opinions 

of Cheltenham. 

The first survey, carried out between 15
th

 to 20
th

 of September 2016, gathered responses from 

people in Cheltenham town centre to understand where they came from, their frequency of visit to 

the town centre and how they interacted with it.  The second survey was administered online in 

November 2016 and directed towards people for whom Cheltenham was a realistic option for an 

overnight stay or weekend leisure break.  In total, almost 800 responses were gathered across both 

studies.  This report summarises the responses to the surveys. 

Output from both studies are to be used to guide, and measure the impact of subsequent 

intervention initiatives as set out in the Cheltenham BID business plan.   

The report shows a current degree of ambivalence towards Cheltenham from both town-centre 

users and tourists alike. To many, the town occupies an ‘also-ran’ position in the consumer-mindset 

with not enough to set it apart for regular visits.  This is largely based on current event-focused 

marketing tactics, which although successful at bringing people to the town, are not fully integrated 

to ensure those people come back more regularly. 
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Cheltenham Area in context 
 

The Office for National Statistics estimated the population of Cheltenham to be 116,500 in 2014.  

The UK Government’s Index of Multiple Deprivation can provide a useful context in identifying areas 

which experience levels of hardship across a range of themes.  The model incorporates seven 

deprivation domains:  

- Income 

- Employment 

- Health & Disability 

- Education, skills and training 

- Barriers to housing and services 

- Crime 

- Living environment 

 

The map below highlights that the wider Cheltenham area exhibits low levels of deprivation in 

comparison to some areas more proximate to the town centre. 

 

 

Areas of St Marks, Rowanfield and Arle are classified within the top 10% or 20% most deprived of 

Lower Layer Super Output Areas in the UK across the range of domains.  Meanwhile areas such as 

Prestbury and Charlton Kings are among the least deprived areas in the UK across all domains. 
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Cheltenham’s relatively remote location places it only average in terms of Barriers to Housing and 

services, with some outlying areas seen as being significantly deprived of access to affordable 

housing and typical community services.   

 

 

 
ACORN Profile – Cheltenham compared to UK 

If we view the population of the Cheltenham catchment using CACI’s geo-demographic profiling 

system, ACORN, we can see that the area is significantly more affluent compared to the UK in 

general, with more than twice the average proportion of Affluent Achievers living in the core 

catchment. 

 

ACORN Group Cheltenham UK 

Affluent Achievers 47% 23% 

Rising Prosperity 7% 9% 

Comfortable Communities 23% 27% 

Financially Stretched 12% 23% 

Urban Adversity 10% 18% 

Map: Index of Multiple Deprivation: Barriers to housing and services        Source:OpenDataCommunities 2015 

More than half (54%) of the local 

population is classified in the top 

two ACORN groups against a UK 

average of just 32%. 

Meanwhile less than a quarter of 

Cheltenham’s core catchment 

could be classified as financially 

struggling. 

 



 

6 

 

The chart below breaks out further the ACRON Groups into their component Categories.  It shows 

that two categories in particular, Executive Wealth and Mature Money, dominate the core 

catchment in that collectively they make up 45% of the local consumer profile.  This is all the more 

significant considering these two categories average just 21% as a national average. 

The ACORN categories of Executive Wealth and Mature Money do not signify particularly excessive 

wealth. Rather, Executive Wealth are high salary employees, senior level executives and 

professionals, while Mature Money are financially independent households with an older age 

demographic.  An overview of the ACORN groups is provided at Appendix One. 

 

 

 

 

 

 

 

 
The chart also shows the effect that the high proportion of more affluent categories have on the less 

affluent categories which exhibit a representation much lower than the UK average.  This may 

suggest that the categories of ‘Q. Difficult Circumstances, ‘J. Starting Out, and I. Comfortable Seniors’ 

would be strongly represented in the absence of such a high proportion of the more affluent 

categories. 
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Where do Cheltenham visitors come from? 
 

Cheltenham BID provided postcodes of 

attendees to Festivals and the Town Hall.  

Mapping these postcodes, it can be shown 

that the visitors become noticeably more 

scarce north of the line formed by 

Liverpool, Manchester and Leeds. 

The maps indicate that the vast majority 

of visitors to the Cheltenham Festivals and 

Town Hall come from an area 

approximately bounded by Birmingham, 

Bristol and London.  

 

 

 

The small gap within this area, bound by Milton Keynes Oxford and Newbury is a comparatively rural 

area with fewer densely populated towns, as the higher scale maps indicate. 

The areas of Gloucester, Stroud and Cirencester and to a lesser degree, Bristol supply Cheltenham 

visitors. 
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Cheltenham town centre users 

 

To provide information for this aspect of the survey, a team of intercept interviewers was based 

within Cheltenham town centre from 15th to 20th September 2016 inclusive.  Interviews were 

gathered from range of locations within the town centre.  These included: 

- Montpellier 

- High Street both near the Regent Arcade and near Primark 

- The Brewery 

- The Promenade 

- The Strand 

- Regent Street area 

It is important to bear in mind that responses were not gathered from within the Regent Arcade for 

this project.  It could be expected that some town centre users may come to Cheltenham to use 

Regent Arcade only, and leave.  In this regard, our methodology would not have included this user 

group. 

Responses were gathered from 10am through to 9pm and included Saturday and Sunday 

interviewing.  The survey methodology is one in which we would be reasonably confident in 

achieving a representative sample of all visitors to the town centre, within that sampling period. 

 

  

Cheltenham area
82%

Regional 
(Bristol, 
Oxford)

5%

National 
(Romford, 
London)

6%

International
7%

Origin of Sampled Visitors
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Origins and travel methods 
 

Plotting respondents’ postcodes on a basic UK map, provides a rough understanding of where 

respondents to the town-centre survey came from. 

 

As might be anticipated, the majority of Cheltenham 

visitors came from within the Cheltenham-Gloucester 

area, with 6% making the journey from Greater London 

and elsewhere. 

7% of respondents were not plotted on this map hailing 

from international locations, perhaps reflecting 

Cheltenham’s tourist status.  International visitors came 

from as varied nations as Australia, France, Japan, 

Kazakhstan, India and USA among others, 

demonstrating the range of languages present in the 

town. 

In total, 82% of people interviewed for the town centre 

survey came from the local area. 

 

Less than one in four town centre users came 

to Cheltenham by car, the majority arriving 

by bus or on foot.  All International and most 

national visitors arrived by Bus (5%) or Train 

(5%), while a few national visitors chose to 

drive (1%). 

The majority of drivers were residents living 

within or near Cheltenham.  Of these, 69% 

said they found it easy to get parked, while 

31% saying they had some difficulties finding 

a space at their preferred parking location. 

Bus
34%

Walk
32%

Car
23%

Train
7%

Bicycle
4%

Method of travel to Cheltenham



 

10 

 

Local Respondent Distribution 

Plotting respondents home postcodes on a larger scaled map shows that local visitors are 

predominantly located within the primary Cheltenham catchment area, stretching north east to 

Prestbury and south east to Charlton Kings.  75% of all visitors to Cheltenham come from within a 

20-minute average drive-time. 

 

 

 

 

 

 

 

 
 

 

The polygon indicates the Primary catchment - an approximate 15 minutes’ drive time to 

Cheltenham town centre. 

Interestingly the map also shows that some visitors from Quedgeley and Tuffley to the south west of 

Gloucester are bypassing the larger town to visit Cheltenham.  The map also shows respondents 

coming from Stroud and Cirencester (approx. 30 minutes’ drive), both of which would have realistic 

alternative shopping locations in Bristol and Swindon respectively.  Visitors also came from as far 

north as Evesham – an approximate 40-minute drive. 
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Regional Respondent Distribution 
 

Using a smaller mapping scale allows us to profile visitors to Cheltenham using drive-time from their 

given home postcode to the town centre.  This map also shows a small number of respondents 

travelling from areas of Gloucester and as far as Bristol, which can exceed an hour travel-time 

depending on the time of day. 

 

 

 

 

 

 

 

 

 

 

Drivetime 
Cheltenham 

Sample 

CARD 
Benchmark 

Up to 15 mins 68% 71% 

16 – 30 mins 14% 20% 

31 – 60 mins 11% 7% 

Over 1 hour 7% 3% 

 Under 15 minutes 

 15 to 30 minutes 

 30 to 60 minutes 

 Over 1 hour 

It may appear unusual that only 14% of 

respondents travelled from between 16 to 30 

minutes.   

This may be a result of the relatively rural area 

surrounding around Cheltenham requiring a 

longer journey time to reach the town. 

It may also be due to traffic conditions 

restricting free flow of vehicles into the town 

centre. 
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Cheltenham Visitor ACORN profile 

As previously noted, more than 54% of the Cheltenham catchment is classified in the five most 

affluent ACORN Categories from Lavish Lifestyles through to Career Climbers.  The chart below 

compares the same Cheltenham catchment ACRON profile to the ACORN profile of the respondents 

who participated in the survey. 

 

 

 

 

 

 

 

 
 

The chart shows that while Cheltenham is drawing a reasonable share (33%) of the Affluent 

Achievers ACORN Group, further gains could be made given that 47% of the town’s core catchment 

are classified within this category.  The chart also shows an unexpectedly high proportion of the 

Student Life ACORN category (7%).   

This contributes strongly to the 

Financially Stretched ACORN group 

which appears over represented in 

the visitor base as can be seen in the 

following table. 

 

ACORN Group Responses Local Area 

Affluent Achievers 33% 47% 

Rising Prosperity 15% 7% 

Comfortable Communities 21% 23% 

Financially Stretched 21% 12% 

Urban Adversity 9% 10% 
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Cheltenham ACORN Profile in comparison to UK
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Cheltenham
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Visitor Demographics 

 

Cheltenham shows a reasonably even gender split with 

females slightly outnumbering males.  Town centre visitors 

typically exhibit a reasonably even gender split, whereas we 

would expect to see a female bias in town centre shoppers. 

 

 

Looking at the age profile of 

respondents shows an unexpectedly 

high prevalence of people aged 

under 25.  This group made up a 

third of the sample, but just an 

eighth of the local population. 

Conversely the proportion of 35 to 

54 year olds is unexpectedly low.  

This group represent just 19% of the 

sample, but 33% of the local 18+ 

population.   

This trend is evident both on weekdays, and across the weekend suggesting employment is not an 

influence. 

Analysing responses by party 

composition shows that just 4% of 

respondents were visiting with 

children, despite sampling occurring 

across the weekday and weekend.  This 

suggests families are an 

underrepresented group within the 

town centre. 

51% 49% 

32%

17%

9%
10%

16% 16%

13%

18%
16%

17%

13%

22%

18 - 24 25 - 34 35 - 44 45 - 54 55 - 64 65+

Age Structure in comparison to Local Population

Cheltenham Visitor *Cheltenham population 18+

Visiting Alone
55%

Other adults
41%

Children
2%

Adults and 
children

2%

Party Composition
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Town Centre User Summary 
 

We are seeing fewer affluent consumers in Cheltenham than the area profile might suggest. 

Conversely we are seeing proportionately more ‘Financially Stretched’, and many more visitors aged 

under 25, among whom are the strongly represented ‘Student Life’ ACORN Group. 

 

Respondents are predominantly from the town’s primary catchment, and 75% come from within the 

average drive-time of 20 minutes.  This includes eastern areas of Gloucester. 

 

There is some penetration into the satellite towns of Evesham, Stroud and Cirencester, despite the 

local competition of Worcester & Redditch, Bristol and Swindon respectively. 
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Cheltenham Interaction 
 

General Visit Habits 

On average, respondents spent 121 minutes in the town centre – excluding those in the town for 

work purposes.  The significant majority of respondents (60%) were visiting town for the purposes of 

non-grocery shopping as their main reason for visiting or as a supplementary activity.  Of additional 

strategic importance was the proportion of respondents having something to eat or drink (29%) or 

meeting friends (25%).  This demonstrates that local people see Cheltenham as a place to socialise. 

 
A minimal proportion of respondents (less than 1%) said they were in town at that time to 

participate in a cultural or sporting activity, or to use public services.  This does not necessarily mean 

that these services are not popular, rather that the town centre may not be the focal point for such 

activities, or that the activities were not running at the time of sampling. 

 

 

Non-grocery shopping

Work in town

Meeting friends

Sightseeing

Grocery shopping

Professional services

Something to eat/drink

University related

0% 5% 10% 15% 20% 25% 30% 35%

Main reason for visiting

Non-grocery shopping

Work in town

Meeting friends

Sightseeing

Grocery shopping

Professional services

Something to eat/drink

0% 5% 10% 15% 20% 25% 30% 35%

Additional activities
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Areas visited 
 

Participants were asked to share which areas of Cheltenham they had visited within the three 

months preceding the survey.  Responses were used to create the following map. 

 

 

 

 

 

 

 

 

 

 

 

Recalling that sampling was undertaken throughout Cheltenham, almost 9 in 10 respondents said 

they had visited the High Street in the past three months.  The Promenade and Regent Arcade were 

also used by approximately 7 in 10 Cheltenham town centre visitors.  Looking at responses by age 

group shows the following breakdown. 

Age Group The Brewery Bath Road High Street Montpellier Promenade 

Regent 
Arcade The Suffolks 

18 to 24 19% 17% 25% 20% 24% 22% 8% 

25 to 34  9% 7% 17% 7% 13% 12% 4% 

35 to 44 4% 3% 8% 4% 7% 5% 3% 

45 to 54 4% 4% 9% 5% 7% 7% 2% 

55 to 64 6% 4% 14% 7% 12% 10% 4% 

65+ 4% 5% 15% 5% 13% 12% 2% 

Total 47% 41% 88% 48% 75% 68% 23% 

 

The Brewery was mostly used by those aged under 35, making up 61% of its visitor base (28%/47%).  

This age group was also the most prevalent in Bath Road. These two areas, with the inclusion of 

Montpellier appear to be of secondary importance in comparison to the main shopping areas, but of 

greater importance to the under 35s.  This can be due to a combination of several factors including 

peripheral location, parking issues, offer or consumer base within the immediate vicinity. 

The Brewery, 
47% 

High Street, 
88% 

Bath Road, 
41% 

The Suffolks, 
22% 

Regent 
Arcade, 68% 

Montpellier, 
48% 

Promenade, 
75% 
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17% of respondents said they had visited all of the Cheltenham areas listed within the past three 

months, suggesting 1 in 6 people currently make use of the full Cheltenham offer.  This may be a 

useful baseline against which to compare future studies to gauge success. 

 

Cheltenham and competitive destinations 

 

Cheltenham town centre users said that they frequently included 

the town in non-grocery shopping trips.  Respondents said they 

made on average 3.8 non-grocery shopping trips per month, 2.8 

(74%) of which included a visit to Cheltenham town centre.  

(Recalling that 82% of town centre visitors were from the 

Cheltenham core catchment) 

 

 

 

 

 

The most popular alternative destination for 

non-grocery shopping was Gloucester.  Local 

retail parks were a second preference, 

followed by Bristol (including Cribbs 

Causeway), with a third of respondents 

saying that they had visited the city for non-

grocery shopping at least once in the past 

three months. 

 

 

 

Other areas visited in 
the past 12 weeks 

Percent of sample 

Gloucester City Centre 40% 

Cheltenham Retail Parks 35% 

Bristol (incl. Cribbs) 33% 

Cirencester 23% 

Birmingham 16% 

Stroud 15% 

Worcester 7% 

Note: as respondents can visit several areas – sum will exceed 100% 

3.8

2.8

Non- grocery shopping

Anywhere Cheltenham
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Respondents indicated that going out for something to eat or drink, to places such as restaurants, 

coffee shops and pubs was popular, undertaken on average more than three times per month.  

Cheltenham is retaining more than two thirds of this market (72%).  

Sporting activities were also popular at three times per month and again two thirds of this was 

undertaken around Cheltenham.  Participation in daytime entertainment was on average more 

popular than evening entertainment. 

 

Detractions and attractions to visiting Cheltenham 

A high 69% of respondents said nothing prevented them from spending more time in Cheltenham 

town centre , leaving 31% who said there was an issue.  The most prevalent barriers concerned the 

availability and cost of parking, with 10% of respondents saying this was a factor.  All other issues 

were of less influence. 

3.2
2.9

0.6

1.6

2.2
2

2.3

1.9

0.4

1
1.3

1.1

Eat-drink Sporting activity Cultural activity Evening
entertainment

Day
entertainment

Public services

Anywhere Cheltenham

10%

8%

4%
3% 3%

2%

Parking cost Parking availability Limited public
transport

Habit Presence of
tourists

Congestion

What prevents you from visiting Cheltenham?
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54% of respondents had attended at least one festival in Cheltenham in the past two years. Horse 

Racing, Literature, Music and Food and Drink festivals were all popular with at least one in five 

respondents indicating that they had attended. 

 

Comedy and science festivals appeared to be less popular, however it could be that the typical 

audience for these activities were not Cheltenham town centre users. 

 

 

One in five respondents replied that they had 

attended three or more different types of 

festival in the past two year, while less than 

half of those responding to this study said 

they had not attended any festivals locally in 

the past two years.. 

 

 

 

 

  

24%

22%
21%

20%

18%

11%
10%

Horse racing Music Food and Drink Literature Jazz Comedy Science

Attendance at Cheltenham Festivals

None, 46%

One, 21%

Two, 13%

Three or 
more, 20%

Festivals attended – past two years
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Consumer ratings of Cheltenham 

 

Net Promoter Score is a commonly used metric to 

understand how loyal someone is to a brand or 

location.  It is derived by asking people how likely 

they may be to recommend something to a 

friend.  Responses are categorised into Detractors 

(rating 0 to 6), Passives (rating 7 or 8) and 

Promoters (rating 9 or 10).  A positive Net 

Promoter Score (NPS) means more people are 

promoting than detracting.  The more positive, 

the greater the ‘word of mouth’ promotion likely.   

Cheltenham’s NPS is 1 (plus one), which is average on CARD Groups town centre benchmark, which 

ranges from -65 to +59 for other towns and cities in the UK.  Of interest is the large volume falling 

into the Passive group, suggesting that some small wins may encourage them to become promoters. 

 

Looking at the Cheltenham offer in more detail shows 

that respondents rated Cheltenham as ‘Good’ (70-

79%) across each of the features examined including 

Cleanliness and Personal Safety, with Choice of 

Restaurants verging into Very Good (80-89%). 

 

 

 

 

 

 

 

 

 

 

 

27%

47%

26%

Net Promoter Score

NPS = +1 

Cleanliness Personal safety

73%
77%

Choice of Shops 
79 

Choice of Restaurants 
80 

Choice of Bars and Clubs 

72 

Choice of Entertainment options 
75 
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General comments about Cheltenham 
 

 

 

 

 

 

 

 

 

 

  

 

 

 

 

 

 

 

 

 

 
  

Honestly, it’s nothing 

special.  What once made 

Cheltenham grand is 

looking shabby in places. It’s got its plusses and 

minuses just like 

anywhere else.  

Architecturally, it’s 

sensational, but it’s a bit 

down at heel in areas 

though 

It needs more nightlife 

though 

Regent Arcade is a strong 

draw, in that you don’t 

have to go elsewhere. 

It’s my hometown. If I 

lived elsewhere, 

would I come to shop? 

Probably not. 

 It’s missing better 

entertainment places and 

a few more quality 

independent shops.  The 

town shops are the same 

as anywhere else 

The horse racing fills 

the town with blow-

ins making it harder 

for locals. 
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Preferred Communication media 
 

Respondents were asked to relate in which media channels they would prefer to read or hear about 

activities and events planned for Cheltenham.   

 

 

Facebook was popular with those aged under 35, which represented almost all of this group, while 

the Gloucestershire Echo, which was chosen mostly by those aged 45 and over.  Email seemed a 

popular option across all age ranges.  Perhaps surprisingly TV and Radio and indeed the So Glos 

social media site were not popularly cited routes for information on local events, despite being 

prompted. 

 

 

  

Facebook

Gloucestershire Echo

Email

Direct mail

Visit Cheltenham

Radio

TV

Twitter

Text

So Glos

Cheltenham BID

0% 5% 10% 15% 20% 25% 30%

Preferred method to hear about activities and events in Cheltenham
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Town Centre Respondent Insights 
 

• People coming to the town centre are predominantly doing so for non-grocery shopping and 

a social cup of tea 

• And in the main, they are staying around High Street, Regent Arcade and the Promenade – 

unless they are under 35, in which case you are as likely to find them on Bath Road, 

Montpellier or at The Brewery. 

• Fewer people are making use of all that Cheltenham has to offer, with Montpellier, Bath 

Road and the Brewery occasional supplements to a visit to the town 

• Gloucester, Bristol and the neighbouring retail parks, are prevalent distractions for 

Cheltenham town centre visitors 

• There were no major detractions from visiting the town, and while more than half had 

attended a festival, this could at best bring an additional visit or two per year 

• This resulted is a fairly high level of ambivalence towards Cheltenham – with almost half of 

our respondents saying they would be as likely to recommend somewhere else as they 

would Cheltenham.  This produced an ‘Average’ Net Promoter Score, with as many people 

recommending the town as were recommending other places instead. 
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Research Outcomes 

 

 

 

Emerging Themes 

 

• Fewer affluent people coming to town than live within the catchment 

• More younger people visiting currently and few 35 to 54s 

• Only a sixth of visitors making use of all that the town has to offer 

• No major detractions, but no major draws to maintain visit frequency. 

• Why? 

Conclusions 
 

• There are too many contrasting statements – “It’s good, but …” 

• Level of ambivalence with town centre visitors is a potential threat 

• A lack of understanding or appeal of what the area has to offer resulting in a 

greater ‘unjustified’ use of competitive locations. 

• Cheltenham’s timelessness is resulting in a perception of sameness.  There is a 

need to challenge common assumptions of the town. 

Suggested Actions 
 

• More effective information about all the town’s attractions.   

• Position areas for presence of mind.  For example (suggestions only): 

• Style Promenade 

• Brewery Entertainment 

• Alt-style Bath Road 

• Montpellier Culture 

• Regent quarter Nightlife 

• Co-operation between primary and secondary trading locations to expand 

consumer perception of the breadth of offer and keep local consumers  
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Tourism 
 

The survey into the tourist perception of Cheltenham was carried out using an online methodology 

in November 2016, in three areas: Bristol, Cardiff and Solihull. 

The focus of the tourism survey was to ascertain where Cheltenham featured in the minds of the 

public as a destination for an overnight stay or weekend break.  A key additional requirement was to 

understand the perception of Cheltenham as a tourist destination. 

 

Overnight Stay Preferences 
 

Respondents were asked to list their top three preferences for an overnight stay in England.  Choices 

were unprompted and the top five are listed in the tables below. 

Rank Location First Preference 

1 London 29% 

2 Devon 12% 

3 Cornwall 9% 

4 Lake District 6% 

5 Cotswolds 5% 

 

Cheltenham was not listed as a first preference destination by any respondents from Bristol, Cardiff 

or Solihull.  However, the Cotswolds as an area was listed at number five. 

 

Rank Location Second Preference 

1 London 19% 

2 Cornwall 9% 

3 Devon 8% 

4 Bath 7% 

5 Lake District 6% 

73 Cheltenham 0.3% 

 

As a second preference, Cheltenham was listed by one individual from Cardiff.  Interestingly, nearby 

Bath was mentioned by 22 people. 
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Rank Location Third Preference 

1 London 12% 

2 Bath 8% 

3 Cornwall 8% 

4 Lake District 7% 

5 Cotswolds 4% 

27 Cheltenham 1% 

 

As a third preference choice, Cheltenham was mentioned by three individuals (two from Cardiff and 

one from Solihull). 

In total therefore, Cheltenham was explicitly mentioned as an overnight destination by 4 (<1%) 

individuals out of more than 150 unique options provided to this question.  For context, we have 

provided information on some other towns: 

 

Overall position Location Mentions Percentage of all 

1 London 180 20% 

4 Bath 58 6% 

6 York 36 4% 

7 Cotswolds 36 4% 

13 Oxford 13 1% 

28 Cheltenham 4 <1% 

 

Destinations that might be viewed as similar in their heritage appeal, such as Bath, York and Oxford, 

were mentioned more frequently than Cheltenham.  Perhaps surprisingly however, other locations 

such as Birmingham, Harrogate, Exeter and Newcastle were all mentioned less frequently. 



 

27 

 

Perceptions of Cheltenham 
 

Almost all unprompted comments provided were generally positive, or at least inoffensive, 

regarding Cheltenham’s offer.  There is a cohort of between 30 – 40% of respondents who are at 

best ambivalent about the town. This is will be a consistent theme throughout the survey.  

 

 

 

 

  

It’s a Spa town with lots 

of lovely architecture 

Middle class town with 

decent hotels 

Pleasant town with lots of 

independent shops near 

the Cotswolds 

Cheltenham is clean and 

classy 

Superb racecourse near a 

very nice city. 

It’s good to visit but for 

one day only 

It’s best to visit during a 

festival for atmosphere 

It’s a bit like Bath, but 

rougher around the edges 

Pleasant enough with 

plenty of history but all in 

all nothing special 

Posh but there’s nothing 

there 

Classical yet 

contemporary 
Regency town with 

excellent high street and 

designer shops, 

surrounded by beautiful 

countryside. Vibrant, walkable and 

interesting. 
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The town is, in the eyes of the majority of respondents, inextricably linked to Horse Racing, and its 

history as a spa town.  Extracting key words used to describe Cheltenham produces the following 

chart. 

 

Respondents were also asked to indicate which of a set of prompted phrases they most agreed with.  

The majority of comments were positive.  

Lovely place to 
visit, 32%

Delightfully 
upmarket, 15%

Great for festivals 
and events, 15%

Nothing different 
to offer, 14%

A bit snobbish, 12%

A little outdated, 
8%

Great place to 
shop, 5%

37

29

23

20

19

19

18

18

17

13

13

12

12

11

11

10

9

Nice

Good

Lovely

Racecourse

Spa

Pleasant

Shopping

Horse Racing

Shops

Historic

Georgian

Posh

Buildings

Interesting

Great

Architecture

Cotswolds

Key Words in Describing Cheltenham
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Frequency of staying in Cheltenham 

Online respondents were asked to indicate how often they visited Cheltenham currently. 

 

Treating respondents from the three cities as a group, we can see that more than three quarters 

have indeed visited Cheltenham at some stage in the past, with a third coming to the town at least 

once a year.  This may appear to contradict the earlier ‘top of mind’ locations for an overnight stay. 

 

When we look at frequency of staying overnight in Cheltenham, we can see that almost half of those 

responding had indeed done so in the past, with 21% saying they would stay over at least once per 

year.  This is unexpectedly high and may be attributable to the success of the various festivals. 

 

 

 

 

 

 

 

Location Never stayed over Stayed at least once a year 

Bristol 59% 18% 

Cardiff 51% 25% 

Solihull 45% 19% 

3%

13%

17%

44%

23%

1%

8%
12%

26%

53%

0%

20%

40%

60%

Monthly or more often Few times per year Once a year Less often Never been

Frequency of Visits to Cheltenham

General Visits Staying Over
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Encouraging and discouraging visits 

 

Looking in to the reasons for visiting Cheltenham shows that respondents came to the area primarily 

for leisure – e.g. attending a festival. 

Some others mentioned a shopping day trip while others said it was a stop off point on a visit to the 

Cotswolds. 

While the majority of respondents said that Cheltenham provided attractive reasons to visit, there is 

a significant cohort (30%) who were unaware, or believed that Cheltenham offered no definitive 

reason to visit. 

 

 

 

  

0%

15%

30%

45%

Leisure Retail Cotswolds Horse racing Family & Friends Business Other

Reasons for Visiting in Past 5 Years

Culture, 35%

Racing & 
Festivals, 19%

Shopping & 
Restaurants, 10%

Misc, 6%

Nothing / Don't 
Know, 30%
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Likelihood of staying over Proportion 

Very Likely 8% 

Likely 21% 

Neither 31% 

Unlikely 23% 

Very Unlikely 17% 

Average Rating / 100 56 

 

40% of respondents do not see it as likely that they would consider Cheltenham for an overnight 

stay. This is most prominent among respondents from the Bristol area. 

Perceived cost emerged as the primary factor discouraging visits to the town. This may relate back to 

earlier comments expressing the town as “expensive”, “posh” and “a little snobbish”.  This was 

followed by proximity. Many respondents from Bristol felt that the town was too close to justify the 

expense of staying over. 

 

 

 

Cost
18%

Proximity
7%

Events
5%

Transport 
Infrastructure

4%

General Appeal
4%

Other
7%

Nothing
55%

Reasons Discouraging Visits

0%

15%

30%

45%

60%

Aspects Discouraging Visits

“It’s an interesting town that’s always 
worth a visit “ 

 

“Cheltenham is great while the festival is 

on and definitely worth staying over” 
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Around one third (32%) of respondents were resolute there were no actions that would encourage 

them to make an overnight visit to Cheltenham.  

Actions to address the cost issues appear 

to be the primary actions to encourage 

more overnight visitors to Cheltenham. In 

the short term this could be achieved 

through special offers or deals on 

accommodation. In the longer term, it is 

felt there is a need for a wider range of 

more ‘budget’ accommodation options. 

Those mentioning ‘events’ to large extent 

felt the town needed to diversify its 

activities beyond horse racing. In many 

cases, the horse racing events were a 

discouragement in themselves. 

Festivals were mentioned in some form by 16% of respondents, the majority (86%) were from Bristol 

or Cardiff suggesting the message may not be reaching a geographically wider audience. 

 

 

A key take away theme appears to be that many respondents do not feel they know enough about 

Cheltenham. It appears the town is in need of some need of positive marketing – outside of (or 

indeed pointedly omitting) the aspects it is already known for – to try and capture new visitors. 

 

0%

15%

30%

45%

60%

Quality Hotels Cotswolds Festivals Retail Horse Racing Period features Nothing Other

Offers /  
Deals
22%

Events / Attractions
17%

Misc
6%

Value Hotels
6%

Positive Marketing
5%

Other
12%

Nothing
32%

Open Suggestions to Encourage Visits
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General tourist survey comments 
 

 

 

 

 

  

Cheltenham needs more 

attractions to keep me 

there longer 

Might be nice to have a 

personalised programme 

of activities for different 

visitor types 

I don’t know if anything 

would encourage me to 

say more often 

There are too many 

better alternatives I’m 

afraid. 

Traffic into Cheltenham is 

a bit of a turn off. 

I’ve been recently so 

there’s no reason to go 

back for a whiile 

I always enjoy spending 

time in Cheltenham 

Too much of a focus on 

horse racing – it’s not a 

one horse town. 

It’s too close for me for 

anything other than a day 

trip Needs to be more 

teenager friendly, then I’d 

visit with family 

The hotels are too 

expensive to come more 

often 

Better train connectivity 

would help 

You need to promote 

what makes Cheltenham 

unique – not festivals or 

horse racing 
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Research Outcomes 
 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Emerging Themes 

• Bristol visitors have shortest drivetime, with Cardiff having the longest. 

• Cheltenham is viewed favourably but does not rank highly as a stayover destination. 

• Bristol visitors see it as too close to justify expense. 

• Others view town as expensive, with a limited offering centred on horse racing & 

festivals. 

• Visitors from Solihull & Cardiff, as well as 25 – 45 demographic, show most 

willingness to visit. 

 

Conclusions 
• Not enough awareness of Cheltenham’s other draws beyond Horse Racing & festivals. 

• The town’s reputation for being ‘posh’ and expensive appears to also be deterring 

potential visitors. 

• There is low potential in encouraging stayover visitors from Bristol given its proximity. 

Suggested Actions 
• Targeted marketing towards more affluent ACORN groups and especially the 25-54 

bands from other affluent towns 

• A greater level of information about alternative and additional attractions of staying: 

• History  

• Retail offer 

• Consumer Districts 

• Launchpad to the Cotswolds 

• But ensure a coordinated, consistent and consumer-centric visit experience. 
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Respondent Background 
 

 

Our sample of people in surrounding towns is noticeably older than the sample achieved on-street in 

Cheltenham. This is particularly apparent in the lower number of those below the age of 25 at 4% 

compared to 32%.  All age groups were offered an equal opportunity to participate.  This may 

suggest that this age group did not immediately identify with Cheltenham.  

The vast majority of those responding (85%) live within 90 minutes drive from Cheltenham. Those 

with longer drive-times were in the main from the Cardiff area.   

 

 

 

 

 

 

 

 

 

 

Location 
Approx Drivetime 

(mins) 

Bristol 75 

Solihull 95 

Cardiff 110 

3.9%

15.7%

21.0%

17.7%
20.0%

21.6%

0%

5%

10%

15%

20%

25%

30%

35%

18 to 24 25 to 34 35 to 44 45 to 54 55 to 64 65+

Respondent Age Structure

Bristol, 
43%

Cardiff, 
37%

Solihull, 
20%
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Many respondents considerably over-estimated the time it would take to get to Cheltenham. 

 

 

  

1%3%

11%

54%

30%

1%

Over 4 hrs3 hrs to 4 hrs2 hrs to 3 hrs1 hr to 2 hrs30 mins to 1hrUp to 30 Mins
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Report Summary 
 

Cheltenham is a predominantly affluent area, although a sizable proportion of its community lives in 

financial hardship. 

The town attracts domestic and international tourists, who represented 1 in 8 people interviewed 

for this study, which was undertaken in September. 

The town centre draws a significant footfall from those aged under 25, while the 25 to 44 year age 

group is relatively under represented. 

While the town attracts reasonable numbers of affluent visitors, the proportion is lower than lives in 

the local catchment.  The opening of John Lewis in the town centre would be expected to have a 

strong influence on increasing this. 

High Street, Regent Arcade and The Promenade are the most popular locations for visitors of all 

ages, while the Bath Road and The Brewery were important venues to those aged 35 and under. 

Gloucester, local retail parks and Bristol are all major competitors to Cheltenham town centre, with 

a third of visitors stating they had visited them in the past three months. 

The majority of visitors cane to Cheltenham for the purposes of non-grocery shopping, however 

socialising and having something to eat or drink is a strategically significant activity. 

Despite the wide array of festivals on offer in town, almost half of all respondents said they had not 

attended any in the past two years.  The average number of different festivals attended was 1.3 in 

the past two years. 

Town centre visitors rated the range of features in Cheltenham as ‘Good’, prompting a Net Promoter 

Score of +1.  A high proportion of Neutral or nearly-neutral voters lies behind this, which if tackled, 

could result in greater word of mouth recommendation. 

The most preferred communication mechanisms for Cheltenham visitors were Facebook for the 

younger visitors and the Gloucestershire Echo for others. 
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Appendix One: ACORN CATEGORIES 

 
Affluent Achievers 

These are some of the most financially successful people in the UK. They live in wealthy, high status 

rural, semi-rural and suburban areas of the country. Middle aged or older people, the ‘baby-boomer’ 

generation, predominate with many empty nesters and wealthy retired. Some neighbourhoods 

contain large numbers of well-off families with school age children, particularly the more suburban 

locations. These people live in large houses, which are usually detached with four or more 

bedrooms. Some will own homes worth many millions. Other homes are significantly more 

expensive than the average for their locality. Around one in eight of these families will own a second 

property. A high proportion of these people are very well educated and employed in managerial and 

professional occupations. Many own their own business. Incomes are generally well above average. 

Many can afford to spend freely and frequently and have also built up savings and investments. 

Wealth has also been, or is being, built up through their expensive houses. Most of these people are 

owner occupiers, with half owning their home outright and the remainder often having significant 

equity in their homes. 

 

Group A Lavish Lifestyles 

These are the most affluent people in the UK. As well as premiership footballers, hedge fund 

managers, and entrepreneurs this group includes people in high status senior managerial and 

professional positions. 

 

Group B Executive Wealth 

These are wealthy families living in larger detached or semi-detached properties either in the 

suburbs, the edge of towns or in semi-rural locations. While these are generally family areas there 

are also some empty nesters and better-off retired couples. 

 

Group C Mature Money 

These people tend to be older empty nesters and retired couples. Many live in rural towns and 

villages, others live in the suburbs of larger towns. They are prosperous and live in larger detached 

or semi-detached houses or bungalows 
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Rising Prosperity 

These are generally younger, well educated, and mostly prosperous people living in our major towns 

and cities. Most are singles or couples, some yet to start a family, others with younger children. 

Often these are highly educated younger professionals moving up the career ladder. 

Most live in converted or modern flats, with a significant proportion of these being recently built 

executive city flats.  Some will live in terraced town houses. While some are buying their home, 

occasionally through some form of shared equity scheme, others will be renting. 

While many have good incomes not all might yet have had time to convert these into substantial 

savings or investments. They are likely to be financially confident, managing their money and 

choosing the provider of their financial, or other, services. 

They are the internet generation, ‘early adopters’ most likely to use smart phones and frequently 

use the internet and new technology. 

These people have a cosmopolitan outlook and enjoy their urban lifestyle. They like to eat out in 

restaurants, go to the theatre and cinema and make the most of the culture and nightlife of the big 

city.  

 

Group D City Sophisticates 

These affluent younger people generally own flats in major towns and cities. Most of these are 

purpose built apartments although there is also a significant number that have been converted from 

older terraced town houses. These flats are over twice the cost of the average UK house and more 

expensive than the average property in these more expensive urban locations. 

 

Group E Career Climbers 

These are younger people, singles, couples and families with young children. They live in flats, 

apartments and smaller houses, which they are sometimes renting and often buying with a 

mortgage, occasionally using a shared equity scheme. Usually these are in urban locations, 

frequently in London and large towns and cities across the country where the flats cost more than 

the national average price of a house. 
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Comfortable Communities 

This category contains much of middle-of-the-road Britain, whether in the suburbs, smaller towns or 

the countryside. 

All life stages are represented in this category. Many areas have mostly stable families and empty 

nesters, especially in suburban or semi-rural locations. There are also comfortably off pensioners, 

living in retirement areas around the coast or in the countryside and sometimes younger couples 

just starting out on their lives together. 

Generally people own their own home. Most houses are semi-detached or detached, overall of 

average value for the region. Incomes overall are average, some will earn more, the younger people 

a bit less than average. Those better established might have built up a degree of savings or 

investments. 

Employment is in a mix of professional and managerial, clerical and skilled occupations. Educational 

qualifications tend to be in line with the national average. 

Most people are comfortably well off. They may not be very wealthy, but they have few major 

financial worries.  

 

Group F Countryside Communities 

These are areas of the lowest population densities in the country, ranging from remote farming 

areas to smaller villages and housing on the outskirts of smaller towns. 

 

Group G Successful Suburbs 

This group comprises home-owning families living comfortably in stable areas in suburban and semi-

rural locations. 

 

Group H Steady Neighbourhoods 

These home-owning families, often middle–aged, are living comfortably in suburban and urban 

locations.  

 

Group I Comfortable Seniors 

These established communities are generally made up of retired and older empty nester couples. 

 

Group J Starting Out 

Younger couples in their first home, starting a family, and others who are at an early stage of their 

career form a substantial proportion of the households in these areas. Some are still renting but 

most will be buying their home with a mortgage. 
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Financially Stretched 

This category contains a mix of traditional areas of Britain. Housing is often terraced or semi-

detached, a mix of lower value owner occupied housing and homes rented from the council or 

housing associations, including social housing developments specifically for the elderly. This category 

also includes student term-time areas. There tends to be fewer traditional married couples than 

usual and more single parents, single, separated and divorced people than average. 

Incomes tend to be well below average. Although some have reasonably well paid jobs more people 

are in lower paid administrative, clerical, semi-skilled and manual jobs. Apprenticeships and O levels 

are more likely educational qualifications. Unemployment is above average as are the proportions of 

people claiming other benefits. 

People are less likely to engage with financial services. Fewer people are likely to have a credit card, 

investments, a pension scheme, or much savings. Some are likely to have been refused credit. Some 

will be having difficulties with debt. 

These people are less likely than average to use new technology or to shop online or research using 

the internet, although will use the internet socially. 

Overall, while many people in this category are just getting by with modest lifestyles a significant 

minority are experiencing some degree of financial pressure. 

 

Group K Student Life 

These are areas dominated by students and young people, often recent graduates. At least half of 

the people here, usually more, are studying. Students will be living in a hall of residence or in flats or 

shared houses. 

 

Group L Modest Means 

These people own or rent smaller older terraced housing and flats, which often includes some of the 

least expensive housing in the area. The mix of families is likely to include singles, couples with 

children and single parents and the age profile may tend to be younger than average.  

 

Group M Striving Families  

These low income families typically live on traditional low-rise estates. While many rent their homes 

from the council or housing association an equal number have bought their houses. 

 

Group N Poorer Pensioners  

Pensioners and older people form a particularly high proportion of the people in these areas. The 

majority are renting social housing but there are a few who own their home or rent privately. 
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Urban Adversity 

This category contains the most deprived areas of large and small towns and cities across the UK. 

Household incomes are low, nearly always below the national average. The level of people having 

difficulties with debt or having been refused credit approaches double the national average. The 

numbers claiming Jobseeker’s Allowance and other benefits is well above the national average. 

Levels of qualifications are low and those in work are likely to be employed in semi-skilled or 

unskilled occupations.  

The housing is a mix of low rise estates, with terraced and semi-detached houses, and purpose built 

flats, including high rise blocks. Properties tend to be small and there may be overcrowding. Over 

half of the housing is rented from the local council or a housing association. There is some private 

renting. The relatively small proportion of the housing is owner occupied is generally of low value. 

Where values are influenced by higher urban property prices these are still lower value relative to 

the location. 

There are a large number of single adult households, including many single pensioners, lone parents, 

separated and divorced people. There are higher levels of health problems in some areas. 

These are the people who are finding life the hardest and experiencing the most difficult social and 

financial conditions. 

 

Group O Young Hardship  

Younger people are more prevalent in these streets. They own or rent small terraced houses or flats 

that tend to be amongst the cheapest housing in the town. A number of the residents might be first 

time buyers and it is usual for mortgages to have many years left to run. 

 

Group P Struggling Estates 

These are low income families living on traditional urban estates. While typically two-thirds rent 

their homes from the council or housing association some have bought their houses, typically under 

right to buy, or from a prior tenant who has done so. Since house prices are low the few 

homeowners may include a number of first time buyers. 

 

Group Q Difficult Circumstances 

Generally these are streets with a higher proportion of younger people. Although all age groups may 

be represented those aged under 35 and with young children are more prevalent. There are twice as 

many single parents compared to the national average. 
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Disclaimer 

No part of this report may be reproduced or transmitted in any form or by any means, or stored in any retrieval system of 

any nature without the prior written permission of CARD Group. 

CARD Group warrants that reasonable skill and care has been used in preparing this report.  Notwithstanding this warranty 

CARD Group shall not be under liability for any loss of profit, business, revenues or any special indirect or consequential 

damage of any nature whatsoever or loss of anticipated saving or for any increased costs sustained by the client or his or 

her servants or agents arising in any way whether directly or indirectly  as a result of reliance on this publication or of any 

error or defect in this publication.   

CARD Group makes no warranty, either express or implied, as to the accuracy of any data used in preparing this report nor 

as to any projections contained in this report which are necessarily of a subjective nature and subject to uncertainty and 

which constitute only CARD Group's opinion as to likely future trends or events based on information known to CARD 

Group at the date of this publication. 

This publication is intended for use only by the client for whom it was prepared and shall not be quoted or made public in 

any way without CARD Group's written consent.  CARD Group shall not in any circumstances be under any liability 

whatsoever to any other person for any loss or damage arising in any way as a result of reliance on this publication.  

This publication is made available to you subject to CARD Group's terms of engagement to which your attention is hereby 

drawn. 

For further information, please contact: 

Albert Hamilton, Chief Executive 

albert.hamilton@card-group.com  

+44 (0) 78 1211 1262 

Niall Murphy, Senior Analyst 

niall.murphy@card-group.com  

+44 (0) 78 4939 6385 

CARD Group head office 

hello@card-group.com 

+44 (0) 28 9447 7463 
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