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Executive Summary 

 

This Blueprint is the only plan within the borough that focusses exclusively on the tourism 

economy. It embraces both the visitor and hospitality sectors.  

It builds on a strong base of considerable progress and growth delivered by previous 

Blueprints over the years. 

Tourism is an essential part of the overall economic mix of activity in the borough. It is a 

strategic priority for the Borough Council.  

Previous targets have been exceeded and the sector is punching above its weight in the 

borough.  

 

• Against a growth target of 8% growth in economic activity over the 3 years set in the 

last Blueprint in 2015, this target has been exceeded by almost double, with growth of 

around 5% a year or 15% over three years. 

 

• In employment terms, the sector grew by over 38% between 2011 and 2016, making it 

the fastest growing sector for employment in the borough after aerospace (which is 

newly established.) Only social care supports more jobs than tourism and hospitality 

and the rate of growth in that sector is much slower.   

 

 

 

This rate of growth and the impact it has on the local economy can be maintained with 

continued support and investment and this plan sets out how that will be achieved.   
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1 Ambition 

 

Together we will clearly and firmly establish Charnwood as a significant destination within 

England’s tourism landscape, attracting staying and day visitors from across the UK and 

beyond. 

 

 

We will aim to deliver: 

   

• An increased focus on, understanding and recognition of the importance of the visitor 

economy 

 

• Clarity on the roles that key bodies need to play to ensure maximum impact and 

reduce the risk of duplication 

 

• Increased impact from existing projects and initiatives by placing them within a 

tourism framework 

 

• A better understanding of how Loughborough and the Forest can develop both 

independently and jointly as part of the visitor economy 

 

• Innovative tactical marketing campaigns that drive footfall and room sales 

 

• Increased numbers of appropriate businesses actively engaged, informed and 

involved 

 

Resulting in: 

 

• 8% Growth in economic activity over 3 years through greater visitor spend (measured 

through the STEAM1 model) 

                                                             
1 STEAM is a tourism economic impact modelling process which approaches the measurement of tourism from 
the bottom up, through its use of local supply side data and tourism performance and visitor survey data 
collection.  
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2 Introduction 

This Blueprint is the expression of a shared ambition to continue to grow the business of 

tourism in the Charnwood area. It provides a clear road map for all partners from all sectors 

to follow.  It sits above a number of action plans already in progress and ensures that ‘the 

sum of the parts’ is much stronger.  It builds on significant success achieved in recent years 

through previous Blueprints which has resulted in above average growth in both visitor 

numbers and the contribution they make to the local economy and the jobs supported. 

Significant funding has also been secured to support and help deliver the ambitions stated.  

 

2 Review of previous Blueprint Outcomes  

The previous Blueprint covered the period 2015-2018 with a refresh in 2017.  It focused action on 

three broad areas and considerable success has been achieved in each: 

 

1 Driving Success in Loughborough  

2 Develop the Loughborough Heritage Quarter 

3 Support a 12 month rural visitor economy 

 

In addition, there was a macro measure to achieve an 8% growth in economic activity over 

the 3 years through greater visitor spend. 

 

There are many examples of success against all of the objectives, some are: 

 

Driving Success in Loughborough – after considerable consultation and development, a 

marketing plan has been produced and adopted for Loughborough. This drives the ambition 

to define a thriving market town for the 21st century. Many of the work strands it includes are 

being developed and implemented. It links closely to the Town Centre Masterplan, the 

review of the retail market and the Council’s corporate plan. The town is also preparing a bid 

into the Future High Streets Fund and an application is in with the Heritage Lottery Fund to 

re-curate the museum within the Carillon Tower following its extensive refurbishment.  

 

Develop the Loughborough Heritage Quarter – paradoxically the collapse of the major Great 

Central Railway scheme at Leicester North Station has improved the momentum to develop 

the heritage offer in Loughborough. With the emphasis now back on completing the ‘bridging 

the gap’ project and the commitment of the owners of the bell foundry to apply for funding 

to secure its future, there is a renewed enthusiasm. This is supported by an increase in the 

promotion of the town’s heritage offer. A successful funding bid to preserve and develop the 

Taylor’s Foundry is a major boost.  



6 | P a g e    © L P L  2 0 1 9  
 

 

Support a 12 month rural visitor economy – as a result of previous Blueprints, a new festival 

was introduced and developed to extend the ‘shoulder period’ of the season in the 

Charnwood Forest. Now in it’s fourth year, the Edible Forest Festival has exceeded all that it 

set out to achieve and is firmly established as a significant feature of the tourism calendar. 

The festival has also stimulated many spin-offs including new partnerships and ventures by 

the food producers that have been established by their involvement in the festival.  

 

8% growth in economic activity over the 3 years  -  The last available data for Charnwood is for 

2015 and in the three years prior, the value of the visitor economy grew 4.9% a year. In 2016, 

the sector saw growth of 5.2%  across Leicestershire as a whole. Therefore it is reasonable to 

assume growth of around 5% a year or 15% over three years, almost double the target figure. 

 

The 2018 Charnwood Economic Profile produced by the LEP shows the significance of the 

visitor sector the local economy: 

 

• In 2016, 9.6% (or 6,600) were employed in health and social care, 9.1% (6,200) in 

tourism and hospitality, 8.3% (or 5,800) in professional services and 8% (or 5,700) in 

engineering and advanced manufacturing. 

 

• The sector grew by over 38% between 2011 and 2016, making it the fastest growing 

sector for employment in the borough after aerospace (which is newly established.) Only 

social care supports more jobs than Tourism and Hospitality and the rate of growth in 

that sector is much slower.  

 

3 Tourism Economy Context 

 

Tourism is ever changing. The concept of tourism now embraces all manner of leisure 

pursuits, from undertaking activities to visiting attractions, attending events and staying 

overnight. It includes the economic activity of residents and their visiting friends and 

relations, as well as the traditional visitor from outside of the area. There is currently a 

significant trend towards attracting domestic tourism and towards attracting greater 

‘consumption’ of tourism by ever more focused consumer segments. Underlying all this is a 

continuing growth in leisure and in the wider aspects of improving one’s quality of life.  

Whilst economic conditions remain challenging, there are sizeable sectors of the population 

with high disposable incomes and time to enjoy increased leisure activity. Recently there is a 

significant trend to consumers preferring to spend on ‘experiences’ rather than buying more 
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‘stuff.’ This is particular presents many opportunities for tourism growth. This is measured by 

the ‘enrichment index.’ 

 

The ‘enrichment’ index in the UK 

 

 
 

 

 

 

 

This move towards the purchase of experiences is a genuine opportunity for an emerging 

destination. Combine the ‘thirst’ for new experiences with the growing impact of social 

media and we get a very strong opportunity. Not only do people want to buy experiences, 

they want to buy new experiences that are ‘boast-worthy.’ 

 

Recent economic, social and environmental issues have all had a significant impact on the 

nature of tourism in England. Taking leisure breaks in the UK continues to be fashionable - 

the 'stay-cation' phenomenon is here to stay. However, each pound won from a visitor is 

hard-won. As fear of unemployment (which has dampened demand over the last few years) 

diminishes, it is quickly being replaced by uncertainty driven by issues such as Brexit and the 

prospect of rising interest rates. Therefore, competition for the visitor’s pound will become 

even tougher and we need to ensure we are fighting for it just that little bit harder than 

everyone else. 
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Years of austerity has also removed much of the public-sector funding that formerly 

supported both marketing and infrastructure and new ways of resourcing tourism and 

crucially, doing much more with much less, has become the norm. 

 

The national and regional tourism sector is changing dramatically in response to structural 

and financial policies at national and local levels. We need to create a more focused and 

streamlined mechanism for enabling the tourism industry to flourish. 

 

4 The Business of Tourism in the District  

 

We believe that the business of tourism in the Charnwood area comprises: 

 

279 square kilometres (108 sq miles) of attractive English countryside embracing one of 

England’s great bustling market towns with a strong retail offer. 

 

Over 35 rural villages ranging in style from classic farming communities to villages built of 

local granite. 

 

Around 58 accommodation providers offering between them over 2,500 bedspaces, as well 

as over 290 pubs, restaurants and bars, tea rooms, coffee houses and farm shops, and a wide 

range of supporting facilities and services. (This excludes AirB&B.) 

 

Over 27 specified visitor attractions offering historic buildings and museums, plus a wide 

selection of leisure possibilities with rural attractions such as country parks, local markets, 

garden centres, equestrian activities, village trails/walks/cycle routes, corporate 

opportunities linked to Loughborough University, and an intricate network of canals and 

rivers boasting many unique features and waterscape attractions, all set against the country’s 

finest rural backcloth. 

 

Significant transport links with an Intercity station on the Midland Mainline at Loughborough 

with regular services to London, with links to the continent via the Channel Tunnel being 

available from the same London station.  Junction 23 of the M1 provides easy access to 

Loughborough, being situated near the junction and a short journey to the rest of the 

borough 
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A programme of events take place in the area that range from country fairs, to farmers 

markets and guided walks, the Edible Forest, supported with a full programme of local and 

rural activities such as open gardens and village fêtes. 

 

A multi-award winning university generating student and family visits and hosting major 

business tourism activities.  

 

A workforce of over 6,2002 jobs (full time equivalents), employed in over 900 businesses. 

 

In excess of 6 million ‘visitors’ every year, spending £279 million between them with  

approximately 91% visiting for the day.3 

 

5 Policy Framework 

 

A number of plans and strategies share ambitions and aspirations that can both support and 

inform this Blueprint and its implementation. Whilst these all have direct and indirect impacts 

on the visitor economy, this blueprint is the only one that focuses directly on that sector. In 

doing so it not only provides a tourism context, but also a clear demonstration of how the 

visitor economy cuts through almost every aspect of a destination. Relevant plans and 

strategies  include: 

 

 

5.Charnwood Borough Council Corporate Plan 

The corporate plan sets out how the council will make 

the borough a better place to live, work and visit. It is 

built around three key themes; people, place and 

service. The plan pledges to make Charnwood a safer, 

more secure and caring environment, a borough with 

a strong , diverse economy and a place served by a 

council that put service at the heart of everything it 

does.  

The visitor economy is relevant to all of these themes and pledges and in particular can 

directly support the environmental, health and economic ambitions. 

 

                                                             
2 Charnwood Economic Profile 2018 
3 STEAM report 
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5.2 Loughborough Town Centre Masterplan 

The Loughborough Town Centre Masterplan 2018 sets out 

a number of proposals to develop the town centre to 

ensure its viability and vitality in the future. 

Focussing specifically on the town centre area, the plan 

sets an ambition for Loughborough Town Centre to 

become a successful and vibrant place with a strong 

identity that stems from its role as a market town and 

home to Loughborough University. It will be an attractive 

destination with a diverse retail and leisure offer, a mix of housing and a wide range of 

employment opportunities. The town will be easy to access with a well-connected network of 

vehicular and pedestrian routes. Activity in the town will be supported by a range of events 

and innovative marketing, business and promotional strategies that will make Loughborough 

a great place to be 

 

 

5.3 Loughborough Marketing Plan 

Published in 2018, the marketing plan focusses on creating a 

unique experience to the town centre that starts to 

reconsider what a modern market town of the 21st century 

looks like and more importantly what it offers to its visitors. 

It recognises that Loughborough Town Centre and its offer 

to residents and visitors needs to change and proposes a 

series of practical actions to enable progress. 

 

 

5.4 Charnwood Forest Landscape Partnership 

A ‘first round pass’ has been received from the 

National Lottery Heritage Fund (formerly HLF)  for 

this bid for a Landscape Partnership scheme. It is 

built on the acceptance that many of the people who 
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live, work and play in Charnwood are not aware of its value. If they don’t know about its 

importance, it’s hardly surprising that they are unaware of the pressure it is under from 

development growth, visitor numbers and the loss of its heritage.  

The partnership are now in a two-year Development Phase, during which they will undertake 

studies to provide key information and to work up the detail of how our projects will be 

delivered.  Whilst local communities are the primary target audience for this ambitious plan, 

the projects that come out of a successful bid will have a significant impact on the visitor 

economy.  

5.5 Great Central Railway  

Following the failure to secure NLHF funds for 

the ambitious development at the Leicester 

north site, the company is now focussing on 

consolidating its existing assets. This has seen 

an expansion of its successful events 

programme, increased train runnings and 

additions to its very popular dining train 

options. 

From an investment perspective, the focus is now fully on the reunification project, driving 

forward one of the biggest projects in modern railway preservation - the reunifying of the 

two halves of the railway to create an 18 mile heritage route through the East Midlands. 

Progress to date has been to build a brand new bridge to carry  trains over the Midland Main 

Line.  The next stage is to work on the existing canal bridge at Loughborough which needs 

repairing. At the same time they need to continue design work, to get permission to build the 

rest of the new infrastructure reunification needs. Strong progress has already been made on 

fundraising for the restoration of the canal bridge.  

 

5.6 Taylor’s Bell Foundry 

The Loughborough Bell foundry Trust has 

received initial National Lottery support for 

the restoration of the historic Taylor’s Bell 

foundry in Loughborough.  The project aims 

to restore key parts of the Grade II* listed 

building which is currently on the Historic 

England Heritage at Risk Register.  The aim is 

to restore the buildings, enhance the 

http://www.inghampinnock.com/wp-content/uploads/2017/11/1084_JTaylor_0139.jpg
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commercial operation, attract more visitors and increase awareness and understanding of 

the importance of Taylor’s. 

This is the first phase in a bid for £3.7 million from the NLHF (formerly HLF),  which it is 

proposed will be matched with funding from a number of sources including a fund raising 

campaign which will be launched shortly.  Subject to a successful second round bid, work is 

expected to start on the Bell foundry in 2020. 

 

5.7 Loughborough Market and Fair Development  

Loughborough was granted its market charter in 

1221. It also received its first charter for an annual 

fair in the same year but this originally referred to 

an event in July. Further Charters were issued in 

1228 being the ones still in force today. Therefore 

2021 is a significant year in celebrating the 

heritage of the town.  

 

5.8 Loughborough Carillon Development 

The Carillon Tower War Memorial is approaching its centenary in 

2023 and as custodian of the tower the Council is supporting 

Loughborough Carillon Tower and War Memorial Museum to apply 

to the NLHF for funding to provide new methods of display in order 

to showcase the museums treasured exhibits while telling the 

unique story of the building; the Carillon and its 47 Bells which were 

cast at the John Taylor Bell foundry, the only working bell foundry in 

the Country.  

 

Following a successful conservation project made possible by a significant capital investment 

from Charnwood Borough Council and a War Memorial Grant  the Carillon Tower and War 

Memorial Museum is now in a position to go through a further period of development to 

elevate its ability to attract visitors local, national and international through its unique 

relationship and proximity with the Bell Foundry and Museum which has also secured NLHF 

funding.   

. 
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5.9 Charnwood Economic development Strategy 2018-2020 

This Strategy sets out our approach for creating a strong economy across the Borough. It will 

help create an economy which encourages business success and in turn facilitates 

opportunities for a better quality of life for all residents across all parts of  

Charnwood. The Council identifies ‘Creating a Strong and Lasting Economy’ as one of 3 key 

elements of its Corporate Plan. This economic development strategy is consistent with that 

over-arching corporate pledge and identifies these strategic priority areas for the period 

through to 2020: 

• PLACES AND INFRASTRUCTURE 

• BUSINESS ENVIRONMENT 

• PEOPLE 

• INNOVATION 

 

In particular, under the Places and Infrastructure strand, the plan has the following action 

point: 

MARKETING CHARNWOOD AS A DESTINATION OF CHOICE FOR VISITORS 

Develop and implement a place marketing strategy.  
 

Work with partners to enhance further the quality of events and visitor  
attractions, including natural assets such as Charnwood Forest.  

 

5.9 Local Industrial Strategy 

The aim of an Industrial Strategy is to create a local economy that 

boosts productivity and earning power, it is a long-term plan that 

provides a policy framework against which major private and public 

sector investment decisions can be made. The emerging Industrial 

Strategy for Leicestershire has five foundations. These are:  

• Ideas – creating an innovative economy.  

• People – good jobs and greater earning power.  

• Infrastructure –upgrade to existing infrastructure.  

• Business Environment – the best place to start and grow a 

business.  

• Places – prosperous communities.  
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5.10 The National Forest Tourism Growth Plan 

 

The aim of the plan is to make The National 

Forest widely recognised as a very special 

destination. We want it to be known as a place 

where life is different, enriching and rewarding; 

a place to connect with nature and each other; 

and a place where everyone is welcome. We 

want visitors to seek us out for a day trip or a 

short break because they know what they 

experience in The National Forest isn’t available 

anywhere else in quite the same way.  

 

 

A thriving tourism sector in the Forest needs:  

 

• To provide a critical mass of things to do that are special to the Forest that create a 

strong joined-up offer  

 

• and investing in our current attractions and places to stay 

 

• To deliver a year-round experience that makes best use of the opportunities of the 

four seasons of the Forest and provide reasons to visit now  

 

• To deliver more accommodation to allow The National Forest to grow overnight 

tourism,  

• while recognising that day visitors remain an important core market 

 

 

 

5.11 Future High Streets Fund Bid  

 

Local partners are currently working on an application to the government’s new £675m 

Future High Streets Fund which will support local areas to prepare long-term strategies for 

their high streets and town centres, including funding a new High Streets Taskforce to 

provide expertise and hands-on support to local areas. It will also then co-fund with local 

areas a range of projects.  
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5.12 Marketing Leicester & Leicestershire  

 

The Place Marketing Organisation (PMO) Marketing Leicester and Leicestershire,  was 

established in 2017 by Leicester City Council and Leicestershire County Council to position 

and promote the sub-region as a destination of choice. It has 3 priority areas: Inward 

Investment, Strategic Tourism and Place Marketing.  

 

The PMO’s Strategic Tourism function is responsible for the commissioning of a Place 

Branding Strategy, Tourism Growth Plan and Business Tourism Strategy.  

 

 

5.12 Sector Growth Plan 

 

The LEP identified eight key sectors in the Leicester and Leicestershire area. Each sector is 

now being developed through a growth plan focusing on the current position of the sector in 

Leicester & Leicestershire.  

 

 

5.13 Leicestershire County Council - Enabling Growth in Leicestershire 

 

 

An implementation plan for the County’s key economic priorities that includes:  

 

• Place: Development of Market Towns; Sustainable Transport; increasing broadband 

connectivity  

• People: Focus on labour market challenges; provide young people with the skills and 

attitude for work 

• Business: Providing targeted support for the growth and expansion of the visitor 

economy 

 

 

6 Evidence Base 

 

Whilst occupancy details are not available specifically for the District, over the last 5 years the 

serviced accommodation sector in Leicestershire (not including the city urban area) has seen 

occupancy levels grow by over 18% from 55.3% to 65.4%.  
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During the same period the key indicators of financial performance, measured by ADR4 and 

Revpar5 have risen by 44% and 70% respectively to £57.07 and £37.31.  

 

The performance of the sector may be affected by a potential large increase of supply in a 

short period of time resulting from a number of new large scale hotel developments in the 

city but the impact of this is likely to be less in Charnwood.  

 

The last measurement of the size of the tourism economy in the District was undertaken in 

2015 using the STEAM6 model. At that time, the sector was valued at £279m and accounted 

for 3555 jobs.   

 

 

 

 

 

 

 

                                                             
4 An average daily rate (ADR) is a metric widely used in the hospitality industry to indicate the average realised room rental per day. 
5Revenue per available room (RevPAR) is a performance metric used in the hotel industry and is calculated by dividing a hotel's total room 
revenue by the total number of available rooms in the period being measured.   
6 STEAM is a tourism economic impact modelling process which approaches the measurement of tourism from the bottom up, through its 

use of local supply side data and tourism performance and visitor survey data collection.  
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7 Target Audiences 

 

We are using the new Visit England visitor segmentation definitions to identify the target 

markets with the ne=best fit to the Borough’s assets and growth ambitions. Out of the 5 

identified segments, there are two that have a close alignment: 

 

ASPIRATIONAL FAMILY FUN - Typically information hungry, London based high earners with 
children at home, they regularly take city breaks where they can indulge in active, family 
friendly pursuits, such as sporting events and cultural visits. 
 

COUNTRY LOVING TRADITIONALISTS - Empty nesters with traditional values, they are likely to 

have recently taken a countryside break in England. Good quality, secure accommodation is a 

priority when booking a holiday. 

8 Growing the Sector 

 

The priority of this plan is to develop a strong proposition to put before prospective visitors in 

order to maximise the return on marketing investment. This is both the physical proposition 

and communication proposition.  

 

As well as unifying marketing messages and increasing exposure for the destination and its 

offer, we will take time to strengthen all aspects of the offer and therefore achieve much 

greater success to the marketing and communications activity.  We need to ensure that new 

visitors discovering our area for the first time have a great experience, cover their social 

media with amazing photos and become champions of our offer!  

 

There are a number of interrelated work strands to achieving this including the plans and 

strategies listed under section 5 – Policy Framework. As well as supporting and keeping a 

watching brief on these other work strands, specifically the tourism priorities are: 

 

1. Continue to extend the season 

2. Strengthen the heritage offer for both Loughborough and the Forest 

3. Continue to grow and develop the Edible Forest Festival and develop connections 

with the town 

4. Consolidate the role of events in driving target audiences and strengthening the 

brand messages 
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9 Action Plans 

 

Priority 1:  Continue to extend the season 

 

WHAT HOW 2019 2020 2021 

Themes and 

packages 

 Develop themed itineraries and 

bookable packages for the shoulder 

seasons. Consider new ‘dog friendly’ 

initiatives.  

 

* 

 

* 

 

* 

Edible Forest 

Festival  
See priority 3 * 

* * 

‘Grey Pound’ 
Develop a specific plan for targeting 

the seniors market who are more 

flexible in their travel arrangements  

* 

 

* 

 

 

Escorted Tours Work with venues to develop links 

with Escorted Tour operators using 

the new themes and packages  

 

 

* 

 

* 

‘Active Tourism’ Work with local groups and bodies to 

develop packages around walking, 

riding, cycling, hiking etc 

 

 

* 

 

* 

University Links Look for ways to work closer with the 

university for family visits, alumni 

events etc 

 

* 

 

* 

 

NDRC Develop links with the centre at 

Stanford Hall to increase residents 

and their visitors awareness and use 

of the town and forest. 

* 

 

* 

 

* 
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Priority 2:  Strengthen the heritage offer for both Loughborough and the Forest 

 

 

 

WHAT HOW 2019 2020 2021 

2021 

Anniversary of 

market and fair 

Prepare a visitor focussed plan to 

drive additional footfall and room 

bookings on the back of the 

anniversary celebrations 

* 

 

* 

 

* 

2023 

anniversary of 

carillon 

Prepare a visitor focussed plan to 

drive additional footfall and room 

bookings on the back of the 

anniversary celebrations  

 

 

* 

 

* 

Living 

Landscapes 

Bid 

Continue to work with the NFC and 

partners in driving a successful full 

bid and ensuring all tourism 

opportunities are included and 

developed  

* 

 

* 

 

 

* 

Linkages Develop physical and thematic links 

between the key heritage 

attractions and promote trails and 

tours etc 

* 

 

* 

 

* 

Interpretation Develop a new interpretation 

scheme for the town centre to 

improve visitor flows, information 

and highlight ‘hidden gems’ 

 

 

* 

 

* 

Themes and 

packages  

Develop themed itineraries and 

bookable tours and packages to 

highlight the strong heritage offer in 

both the town and forest 

 

* 

 

* 

 

* 
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Priority 3:  Continue to grow and develop the Edible Forest Festival and develop connections 

with the town 

 

WHAT HOW 2019 2020 2021 

Extended 

programme 
Continue to grow the number 

of events each year 

 

* 

 

* 

 

* 

‘Fuzzy 

boundaries’ 

Take a more relaxed approach 

to the defined area to include 

more locations, partners and 

venues 

 

 

* 

 

* 

Forest in the 

town  

Work with the BID, university 

and other partners to improve 

linkages of and a presence for 

the festival in the town centre. 

* 

 

* 

 

* 

‘third party’ 

programming 

Develop a network of venues 

and partners to stage their own 

events during the festival which 

will be promoted and sold at a 

commission as part of the main 

festival programme 

 

 

* 

 

* 
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Priority 4:  Consolidate the role of events in driving target audiences and strengthening the 

brand messages 

 

WHAT HOW 2019 2020 2021 

Refocus events 

programme 

Develop two strands of events – 

those designed to enhance the 

brand and positioning of the towns 

and those that are purely about 

driving footfall. Divide 

responsibility for growth and 

development between the BID and 

CBC 

 

 

 

 

* 

 

 

* 

Specialist 

Markets 

Further Develop the ‘specialist’ 

markets that take place alongside 

the regular market to provide 

differentiating and attract new 

audiences  

 

Introduce ‘night markets’ into the 

town  

 

Work with the university to host 

‘pop up’ markets of student work 

etc. 

 

* 

 

 

* 

 

* 

 

 

* 

 

 

* 

 

 

* 

Loogabarooga Pause the Loogabarooga 

festival in 2019 and review the 

best way to take it forwards 

 

* 

 

* 
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10 Monitoring and Evaluation 

 

It will be important to ensure that regular updates and progress checks are made and that 

either existing or new groups are identified and tasked with overseeing the delivery of this 

Blueprint. As a corporate document, there needs to be a clearly described line of 

accountability into the relevant officers and members within the borough council. 

 

Individual programmes of work will be monitored for their progress and outputs. Headline 

evaluation should focus on the measuring of the OUTCOMES of the Blueprint as a whole, 

focussing on impact. These may include: 

 

 

1. Growth in volume and value as measured by STEAM 

2. Growth in occupancy levels and rates 

3. Improvement in visitor satisfaction levels 


