
5.4 Listed needs emerging from segment analysis 
 

Below is given the full summary of needs that were assessed as being either red or amber: ie: these are areas where 
Abingdon needs to improve or significantly improve its offer in order to appeal successfully to one or more segments 
of our market. Some needs were felt to apply to more than one segment and in this case the number of segments 
where the need arose with a red or amber score is given alongside the description. (This is a reference point only. 
There was no weighting given to projects where they had received more mention because this was felt to be partly 
due to overlaps between segments.) 
 

After discussion with various councils it was agreed that some areas were already firmly within the remit of an     
existing body, whether local authority or national government department, and the Partnership should here keep a 
watching brief, ensure Abingdon was receiving a fair share of attention and resources, and lobby or influence to 
achieve positive outcomes. For the Partnership, independently initiating projects in these areas was not advisable. 
The areas that were deemed to be of this nature are in lighter text in the list below. 
 

Red Areas Amber Areas 

 Vibrant nightlife/evening footfall/late 
shopping 

x4  Specific gaps in shopping mix 
(fashion, tech, teenage) 

x6 

 Lively music and entertainment x3  Social focal points x4 

 Footfall in town centre x2  Night-time safety (perception) x3 

 Tourist information, interpretation x2  Hotels and meeting facilities x2 

 Single major visitor attraction x2  Clean environment and lighting x2 

 Marketing of Abingdon x2  Restaurants with holiday ambience x1 

 Traffic (perception) x4  Clustering of empty shops x1 

 Influence retail mix/character of town x1  Councils visibly supporting business x1 

 Lower business rates and rents x3  Free shopper parking x2 

 Larger retail units x1  Public transport within Abingdon x3 

 Town centre attractiveness to volume 
traders 

X1  Good schools x1 

 Rail links x1    
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6.1 Source of project ideas 
 
Project ideas come at us thick and fast. There is never a shortage of them, from the list of more than 150 made at 
the first consultation exercise and published in the Choice Newsletter, to the ideas passed on by council contacts, to 
the requests from businesses and community groups. Our analysis of how far these projects would meet the 23 
needs we had identified as either red or amber was applied to 43 project ideas. We included existing projects in the 
analysis so that we could health-check whether the projects we were already doing made sense under this strategic 
approach as well as under the “action oriented” approach that had governed our earliest days. We further included 
some projects which we know will be handled in the near future by other bodies (such as Town/District Council). 
 

Over 40 ideas cross referenced against over 20 needs produced complex enough charts for both ourselves and the 
public to handle! They are shown in appendices 2 and 3. To have analysed the many more that had been mentioned 
at various times would have been redundant effort as the resources of the Partnership are limited and clearly a line 
had to be drawn somewhere. The 43 were selected using a common sense approach which removed projects that 
seemed to lack the prospect of results worthy of the effort and risk associated with them. 
 

6.2 Initial Project lists 
 

To aid processing, and remind us of the need to end up with a balanced portfolio of projects, the list of 43 projects 
has been grouped into three themes but many projects could fall into more than one theme category and indeed the 
best ones always do. The themes are: 

Tourism 

Community 

Business 

6. Assessing the List of Potential Projects 

Brown text denotes an    
existing project and purple 
text denotes a project known 
to be going forward under the 
control of another body. 

  Initiatives with main impact on tourism 
1 Walk leaflets/cycle maps 

2 Town Maps 

3 Large MG Museum 

4 Hydro Scheme with visitor centre 

5 Antiques Market 

6 Assess and improve leisure offer Abbey Meadow 

7 Larger redevelopment of Abbey Meadow as leisure offering 

8 Assess and improve leisure offer far side of river 

9 Brown tourism signs on approach roads 

10 Summer Festival (one or two week package and main event) 

11 Riverside Tourist Information point for summer season 

12 Signage, interpretation linking river to town 

13 Improve public toilet provision 

14 Develop Sunday trade 

15 Interpretation plaques 

16 Provide coach stops in town 

17 Participate in Vale wide tourism book 

18 Better cycle routes and racks provision 

19 Tourism website for Abingdon (also i-app) 
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  Initiatives with main impact on community 

20 A community web portal for Abingdon (also i-app) 

21 Community Shop scheme 

22 Gazebos scheme 

23 Whats On Leaflet 

24 Guildhall as scheduled-entertainment venue 

25 Guildhall as meeting facility 

26 Guildhall Cinema 

27 Art exhibition space 

28 Physical promotion of events (banner sites, TV screen) 

29 General clean up/litter/bins etc 

  Initiatives with main impact on businesses 

30 Loyalty Card scheme 

31 Local Excellence Market 

32 Offer free car parking 

33 Charter Development phase one 

34 Improve look and feel of Charter car parking provision 

35 Co-ordinate and promote evening opening  of shops 

36 Promotional work to attract independent retailers 

37 Promotional Campaign to support current independent retailers 

38 Shopfront improvement grant scheme 

39 Christmas shopping events and support for Extravaganza 

40 Youth Evening Economy/entertainment drive 

41 Evening Economy drive (mature sector) 

42 Support both business organisations 

43 Promote local business to business activity 

Brown text denotes an    
existing project and purple 
text denotes a project known 
to be going forward under the 
control of another body. 
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Brown text denotes an    
existing project and purple 
text denotes a project known 
to be going forward under the 
control of another body. 



6.3 Scoring of projects against identified needs 
 

The 43 projects were given a 0, 1, 2, or 3 rating against the red or amber needs that had been identified for all the 
different segments. The scores were then totalled to give an overall assessment of the potential value of a project 
in “closing the gap” between what user groups want and what Abingdon gives them. 
 

Additionally all projects were then also given a “difficulty assessment” similarly based on  a numerical value total  
made up of individual scores (0, 1, 2, or 3) for financial cost, risk of non-delivery and time spent. 
 

The full analysis spreadsheets are reproduced in the appendix. Below is the visual outcome summary which shows 
all projects plotted to show how they rated on both scoring systems.  

  Plotting of projects impact vs difficulty    

             

      Symbol~ and brown colour denotes existing project   

      Purple and * denotes project already led by others   
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     Difficulty rating combined cash, time, risk    
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6.4 How to read the outcome chart 
 

Using the x and y axes, we are able to show an image that shows how projects rate for both difficulty and value: the 
further to the right that a project appears, the more difficult we assessed it to be and the higher up a project appears, 
the more it is expected to be of value in meeting unmet needs. 
Below are some key points to look out for:  

 Plotting of projects impact vs difficulty   

           

     Symbol~ and brown colour denotes existing project  

     Purple and * denotes project already led by others  
           

27           
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13         3  
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A project in the top left corner would be one which is easy to 
achieve and very high in result value. Anything this obvious 
should already have been picked up by any competent council, 
business or community group, so there will be a lack of new 
project ideas showing in this area.  

A project on the left hand side would be one which it was felt 
would be easy to achieve. We focused on these “quick wins”  
in the early days, and this is why there are so many existing 
projects (brown) coming up in this area of the chart. Even 
those with medium or low values in terms of results are still 
“worth it” because of the relative ease with which they could 
be completed.  
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A project in the bottom right hand corner would 
be one which was felt to be hard to achieve, 
and of little  value when achieved. One might 
be tempted to just call these “stupid ideas” ! 
It was mentioned earlier that some common 
sense screening had been done to reduce down 
the project list and this would explain why there 
are no projects showing in this corner.  

Projects in the top right hand corner are 
those which scored highly on both axes; hard 
to achieve, but of high value when they are 
achieved. It is therefore not surprising to find 
that some of the projects we expect that the 
councils will take forward are in this area. 
(purple) With their bigger budgets and 
greater resources it is sensible that they are 
taking forward such projects that will have 
great benefits for the town.  



6.5 Using the outcome chart to reduce the project list  
 

The existing projects (brown) all scored well enough that they should be continued and those being taken forward by 
others (purple) could of course be taken off the Choose Abingdon list except to note that where we can assist with 
these projects we would of course do so. 
The task was now to use the chart to assist in selecting the remaining projects against a further analysis of time and 
budget constraints so as to produce a final list of projects that were achievable within a given cycle. 
Two projects were assessed to be rated too high in difficulty for the Partnership to take on at the current time as 
they would fully absorb time and budget to the exclusion of all else. These were a large MG Museum and a leisure 
development on the river bank. The Partnership is not however precluded from starting the process of looking into 
the feasibility of these ideas. 
Of the remaining projects those scoring high on the value scale will be key targets for Choose Abingdon from 2012 
onwards: these emerged with a common theme; tourism. As a package of projects they will potentially achieve even 
more for the town than our current scoring predicts as the synergy of one working with another should increase the 
overall effect. 
 

 Plotting of projects impact vs difficulty   

           

     Symbol~ and brown colour denotes existing project  

     Purple* projects now removed  
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Two projects were assessed to be 
rated too high in difficulty for the 
Partnership to take on at the 
current time as they would fully 
absorb time and budget to the 
exclusion of all else.  
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Higher scoring projects will be 
selected for Choose Abingdon’s 
future projects list from among 
those in the  middle area of 
difficulty 

Assess & improve leisure offer 
Abbey Meadow  

Summer Festival  

Riverside tourist 
information point 

Signage, interpretation 
linking river to town 

Assess & improve leisure 
offer far bank  

Sunday trade  



6.6 Final proposed project list  
 

Below is shown the final list produced from the analysis as being the most suitable deck of projects for the Choose 
Abingdon Partnership to undertake from 2012 onwards. It is envisaged that this would again be a two or three year 
cycle of activity.  
 

Tourism will clearly become the major theme of the Choose Abingdon Partnership in this cycle, with other projects 
for community and business being continued and added to so as to maintain the momentum that has been built up 
to date. 
 

Early assessment indicates that this will be a very full project load for the Partnership Manager and it is envisaged 
that the start of some of these projects will be staggered to distribute the workload. 
 

  Tourism Selected Group of Projects     

1 Walk leaflets/cycle maps—continue series 10 3 

2 Town Maps—add locations 11 4 

6 Assess and improve leisure offer Abbey Meadow 22 6 

8 Assess and improve leisure offer far side of river 15 4 

10 Summer Festival (one or two week package and main event) 17 6 

11 Riverside Tourist Information point for summer season 16 6 

12 Signage, interpretation linking river to town 21 4 

13 Improve public toilet provision 12 5 

14 Develop Sunday trade 18 5 

15 Interpretation plaques 11 3 

17 Participate in Vale wide tourism book—distribution phase 8 3 

19 Tourism website for Abingdon (also i-app) - continue development 16 3 

  Total 185 54 

  Community Selected Group of Projects 0 0 

20 A community web portal for Abingdon (also i-app) - continue development 14 3 

21 Community Shop scheme—continue 7 2 

22 Gazebos scheme—continue 6 2 

23 Whats On Leaflet—continue with lower area coverage 17 3 

28 Physical promotion of events (banner sites, TV screen) 6 4 

  Total 50 14 

  Business selected group of projects 0 0 

30 Loyalty Card scheme—continue and develop 15 3 

31 Local Excellence Market—continue 12 1 

37 Promotional Campaign to support current independent retailers 14 2 

39 Christmas shopping events and support for Extravaganza 11 2 

42 Support both business organisations 6 1 

43 Promote local business to business activity 5 2 

  Total 75 18 
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7. The Tourism Focus 

7.1 Tourism building blocks—the work to date 
 

The tourism opportunity for Abingdon will now become the main focus for the Partnership. It is certainly an area 
where our ability to work with a range of other bodies such as councils, businesses and community groups can most 
successfully produce results. The analysis on previous pages showed that this group of projects is likely to have a 
high impact on the needs identified through the segment analysis. 
 

So far Choose Abingdon has addressed the tourism market in a small way with new town maps, two walks leaflets 
under way and a joint collaborative project with the Vale of White Horse DC, plus Faringdon and Wantage, which is 
producing the 52 Things to Do book. A video has also been produced which features some of the town’s best events 
and now includes footage of the riverside, walking, boating and cycling. These projects were all building blocks that 
had to be created in order to begin a visitor economy drive and it is important that in our next phase we maximise 
our use of  these now that we have spent time and money creating them. 
 
 

7.2 Understanding the market in depth 
 

Choose Abingdon will lead a project package that begins with a properly conducted survey of visitors coming to the 
riverside areas of the town, and aims to fully understand our visitor market; who they are, where they are coming 
from, what they are there for and what services they currently use in the town. The work will also then seek to   
identify where the opportunities lie for development of that market; 
 

to increase visitor numbers 

to ensure strong linkage of river to town so that visitors are brought into the town centre 

to help the retail sector in Abingdon understand and engage with this market 

to increase the average length of stay of an Abingdon visitor 

to increase the average spend in the town of an Abingdon visitor 
 

It is envisaged that this work will be commissioned from a professional source as the scope needs to be sufficiently 
wide and the results sufficiently robust for this to form the basis of the town’s tourism strategy for many years to 
come. It will be assessed whether this work should be done in conjunction with the wider area and other towns   
before the research project begins. 
 

This research will help us get our marketing effort right. If we know more about what type of person really enjoys 
Abingdon, what magazine they might read, where they live, then we can make sure that we are telling those people 
about our walks leaflets, about the 52 tourism book, getting them to watch our Abingdon video on U-tube....if we 
are hitting the right people and talking about the things they care about to start with, the chances of our marketing 
effort paying off go up enormously.  

We will also use the research package as a chance to benchmark so that any improvement in visitors can be more 
easily monitored and the relationship with our activities noted. 

7.3 Tourism project delivery 
 

The projects within the tourism package will be adapted, deleted or increased according to what we learn from the 
research. For example, if public toilet provision along the river bank turns out to be a matter of little concern to our 
visitors then we will gladly drop the topic in favour of something else that emerges as being of more importance! In 
any case it is unlikely that Choose Abingdon budgets will be sufficient to resolve such an issue and this would also be 
an example of a project where our role would be to explore the options working with the statutory bodies who are 
responsible for such provision and assist in finding an affordable solution that gives the best outcome to attract 
more visitors and repeat visits to the town. Other projects we may be able to fund and manage ourselves with either 
business support or volunteer assistance. 
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Appetite for a Business Improvement District has dropped amongst the town centre businesses and the present 
trading climate makes the option of paying even 1% more on the rates unpalatable to most of them. The Vale District 
Council looked into a BID in 2010 and concluded that it was not something that they would recommend at the time.  
 

The Partnership has looked at alternative forms of governance and has concluded that at present the single board 
structure (with ad hoc working groups feeding into this when a project requires) is the most agile and versatile struc-
ture for the Partnership and one that should be maintained for the time being at least. 
 

However there is an overall understanding that the Partnership should make stronger efforts to gain increased     
involvement and support of particularly the larger businesses in and around the town,  a process successfully begun 
with the Abingdon Business Park Exhibition in September. Eventually this may necessitate increasing the number of 
places on the board, which may in turn make the present structure unfeasible. At this point work done previously on 
looking at other governance structures will inform any decision to change the way the Partnership works. 
 

Whilst focusing on the tourism agenda it will also be an aim to link the projects with business sponsors and to       
increase the level of private sector contributions that the Partnership attracts. For this reason the Partnership would 
still consider itself viable even if less public funding is derived from the three contributing councils than has been the 
case in the past three years, if the reduction comes about on a sliding scale basis to allow time for replacement funds 
to be sought.  
 
 

8. The Future Shape and Income of the Partnership 
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Appendix 1.  Segment Analysis Detail 
 

Below are given the results of the needs analysis for each segment: 
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Appendix 2.  Spreadsheet for Scoring of Projects against Needs 
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Appendix 3.  Spreadsheets for Scoring of Project Difficulty 
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Choose Abingdon Partnership 
Strategy for 2012 and onwards 

 
 
 
 
“..to encourage the development 
of Abingdon; promote what the 

town does well; influence    
agendas important to the town’s 

development; co-ordinate       
activities which don’t neatly fall 

into other bodies’ remits” 


