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1. Summary of findings

Project background

e The Market Town Welcome (MTW) programme was established in 2008 in collaboration
with One NorthEast, Northumberland County Council (NCC), Northumberland Tourism
(NT) and the Development Trusts of Alnwiclkmble, Berwick upon Tweed, Haltwhistle,
Hexham, Mopeth, Seahouses and Wooler

e This research will provide benchmarks in 2009/2010 against which to measure the
performance of the MTW Programme and its initiatives

Aims and objectives

e The overarching aimof the MTW research isto 61| mpr ov e visitor S
Nort humber!|l and mar ket towns and raise their

e To target the research objectives, NT commissioned famédace quantitative surveyer
each of the market townsStreet interviews were conducted over four days in both the
spring and summer of 2009. Only people who were visiting the town were included.
Those who lived and/or worked in the town, or were there on business were excluded

e Bysampling a total of 3582 indduals, we can approximate the error margin for statistics
derived for all market towns combined to be/-1.6% at a confidence levelf 95%
Therefore, combined results should be robust

Visitor characteristics

e The great majority of alfespondentswere UK residents(97%), with 3% from overseas.
Of UK visitors, more than half came from the North East (59%) and a further 14% came
from Yorkshire/Humber. Haltwhistle respondents were the most likely to be from
overseas (10%), whstlikeyt(PoAmbl eds were the | ea

e Almost three quarters of all respondents had visited the market town previously (74%)
and 76% of them had visited vwithin the year prior to being interviewed. Morpeth
respondents were most likely to be repeat visitors (89%) whilst Haltwhestd s theve r e
least likely (53%)

e More than half ofall respondentswere on an overnight visit (62%$lightly under half of
these overnight visitors were staying within the market town they were interviewed in
(47%).0Overnight visitors to Morpeth were thdeast likely to be staying within the town
(24%).The majority (68%) of all overnight visitors staying within the market towns were
there for under a week, with a ftiner 32% staying 7 days or over

e Tourism was the main reason for why all respondents eversiting the market towns
(44%), followed by shopping (29%). This pattern was similar for all market towns expect
Morpeth and Wooler, which respondents visited primarily for shopping (46% and 36%
respectively), followed by tourism (24% and 28% respdg)ive

© 2010 Northumberland Tourism
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e Only 3% of all respondents were part of an organised or coach group. Hexham enjoyed
double this proportion (6%), whilst Amble, Morpeth and Wooler recieved 1% each

e All respondents were most likely to visit as adult pairs without children (48%), fetlow
by a mixed group of adults and children (25%). This pattern was similar across each town.
although Haltwhistle and Morpeth received more lone visitors (29% and 24% respectively
compared to 14% average)

e Walking was the most frequently activity undertakby all respondents (96%), followed
by cycling (9%) and wildlife watching (8%)

Travel & Transport

e The majority ofall respondentsised a car, van or motorhome to reat¢he towns (78%)
The next most frequently used mode of transport was walking (1®éahouses and
Wooler respondents were twice as likely to have wedl (23% and 21% respectively)

e Of all respondents travelling by car, van or motorhome the vast majority found travelling
into the town centre easy (62% very easy and 29% fairly eBeyick respondents were
the least likely tchave found it very easy (29%)

e The majority of all respondents also found it easy to park within the towns (46% very
easy and 31% fairly easy). Berwick and Morpeth respondents were the least likely to have
found it \ery easy (18% and 25% respectively)

e Of those who paid, slightly more than half of all respondents believed the cost of parking
to be reasonable (23% very reasonable and 36% reasonable). Wooler respondents were
the most likely to have found it very reasable (58%). Seahouses and Berwick
respondents were the least likely to have falit very reasonable (7% each)

Accommodation

e Of all respondents staying overnight within the market towns, 58% were staying within
non-serviced accommodation, with 20% serviced accommodation and a further 20%
staying with family or friends or within their second home. 82% and 73% of Wooler and
Amble visitors respectively were staying in pegrviced accommodation, whilst 72% of
Morpeth respondents were staying with frigs) family or in a second home

e The majority of al | respondents rated the
good and 34% good). Haltwhistle, Seahouses and Morpeth accommodation received the
most positive evaluations whilst Morpeth, Berwick andvfibk recieved the least positive

Attractions visited

e Fully 80% of all respondents had or intended to visit specific areas within the market town
they were interviewed in, whilst 20% had or intended to visit The Alnwick Garden
followed by 17% for Hadrrad s Wal | . Wh e n anal ysed by i
respondents had or intended to visit reflected their accessibility from the specific town

© 2010 Northumberland Tourism
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e Over half of all respondents haubt ever attended anypecific events within the town
they were interviewed irf{47%). 30%ad visited the weekly markets

e A quarter of respondents indicated they had visited the TIC (24%). Seahouses
respondents were the most likely (33%) whilst Morpeth respondents were the least likely
(14%) Askingall respondentswho had visitedto evaluate the TICs, ratings for Amble,
Seahouses and Wooler were consistently above average whilst those for Berwick and
Alnwick were consistently below average

e The majority ofall respondents rated their overanjoyment ofthe market town they
were interviewed in as very high (31%) or high (53%). Seahouses and Wooler
respondents were the most likely to give ratings of very high (55% and 49% respectively,
whilst Berwick and Alnwick respondentseve the least likely (16% each)

e For all respondents it as the friendly/welcoming atmosphere they most enjoyed (15%),
followed by good quality shops and the peace and quiet (13% each) and the attractiveness
of the traditional towns (11%)

e The great majority of all respondents were likely to recommend the toveyt were
interviewed in to someone else (49% very likely and 36% likely). Amble and Seahouses
respondents were most frequently 6very 1|ike
respondents were leastr equent |y O6very | ikelyd (28%)

e The reasons give for the answer respondents gave regarding the likelihood of
recommending the towns were similar to the reasons for the rating of their overall
enjoyment

Satisfaction with public realm

e On a range of issues, all respondents combined do atbalancerate any as poor
(safety, public transport, parking, street furniture). As a category, public transport is the
least likely to receive positive ratings. On each of these indices, Berwick upon Tweed
scores lower than the average

e Besides a range of issuedated to the shops themselves (especially their variety), traffic
is the most often cited problem with shoppirigr all respondents (38%) buspecially in
Morpeth (65%)

¢ On balance, markets, shops, places to eat/drink and museums are rated positivélly by a
respondents. However, if there is a relative issue, it is their range. Once again, Berwick
upon Tweed scores consistently below average on all inditlemler scores consistently
aboveaverage

e On balance, all respondents do not agree that the towngro#f wide variety of shops
(36% disagree or strongly disagree compared to 31% agree or strongly agree) or that they
are of good quality (42% disagree or strongly disagree compared ta828¢ or strongly
agreg. Considerable difference emerges between nswwith (in order of rank) Morpeth,
Alnwick, Hexham and Berwick upon Twesbops attractingositiveratings(on balance)

© 2010 Northumberland Tourism
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e All respondents do however provide positive ratings of the towns as places to shop (53%
very good or good) but are considerably merlikely to positivelyrate them as places to
visit (82% very good or good) and to enjoyurself (90% very good or good)

e Ratings of the general state of town centres by all respondents are on balance positive,
with no one issue standing out among grgffiteanliness, litter, state of buildings, street
furniture and shop frontage. Berwick upon Tweed scores consistently below average on
each item andseahouses consistently above

Visitor Expenditure

e Average per person spend per day (including accomnajgis calculated atZ3.73 This
figureis low on account of 62% of all visitors coming for the day only mode than half
of all overnightvisitors staying in neserviced accommodation (58%) and a further 20%
with friends, family or in their second hme. Accommodation spendy those staying
overnight in the market towns is on averaf§23.48

e Visitor expenditure in Alnwick and Berwick upon Tweed is consistently above the

average, and expenditure in Amble, Haltwhigdgcept for accommodationdnd Wooler
is consistently below average

Conclusions
e Overall ratings of each market town are positive (on balance). Differences between
market towns tend only to emerge when comparing the ration of very positive to positive
ratings. When this is performed, a gminent pattern that emerges is Berwick upon
Tweed attracting the smallest proption of very positive ratings

e People dondt think of the towns astowsiteat
and enjoy themselves

e Whilst ratings of services ar@n general positive (on balance), variésya consistent
relative issue

e Price of goods and services is arguably airaddassue in Berwick upon Tweed

e Congestion is a relative issue in Morpeth

Recommendations
e As a general strategy, market town cant@dhat visitors rate the towns positively.
Therefore the goal should not be to lower the proportion of negative ratings but increase
the proportion of very positiverelative to positive ratings

e Improvements can be made to the shopping offeviittin the towns

e Visitor profiles and motivations differ between towns sufficiently for marketing campaigns
to justifiably be separate for each

© 2010 Northumberland Tourism
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e Haltwhistle may be encouraged to act as a gateway forowssirom outside the North
East

e People would recommend thetvns so facilita the communication of this

© 2010 Northumberland Tourism
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2. Project background

The Market Town Welcome (MTW) programme was established in 2008 in collaboration with
One NorthEast, Northumberland County Council (NCC), Northumberland Tourism (NT) and

the Development Trusts of Alnwick, Amble, Berwick upon Tweed, Haltwhistle, Hexham,
Morpeth, Seahouses and Wooler.

The aim of the programme is to help Northumbe
potential as well as raise their profile within the visitor economy

In order to measure the success of the Market Town Welcome programme, Northumberland
Tourism commissioned visitor surveys for each town to replaceghevious surveys (dating from
2003 and 2005).

Fieldwork was undertaken in 2009 surveying visitors dib eight towns within the MTW

programme. Raw data captured from these surveys was analysed by Qa Research (Qa) and this
document provideshe combinedresultsfor all market towns.

3. Aims and objectives
The overarching aim of the MTW programnigto:

dmprove visitor satisfaction of Northumberland market towns and raise their profile within
the visitor economy?d

Information gained from the surveys will achieve this aim by meeting the following objectives:

A Computing baseline statistics against Wwhio benchmark the MTW programme to
facilitate development of future projects and monitoring

A Revealing visitor profiles

A Measuring visitor satisfaction levels and highitighireas where expectations are not
being met

A Uncovering the motivations drivimeople to visit
A Determining what activiéis they engage in and what attractighey visit

A Specifying the ratio of day vs. overnight visitors, the length of stay, and type of
accommaodation used

A Calculating visitor expenditure patterns to feed irttee STEAM model

1 The STEAM (Scarborough Tourism Economic Activity Monitor) model quantifieetbeomic impact of tourism and provides
information on overall visitor numbers, spending and jobs created.

© 2010 Northumberland Tourism



Northumberland Market Town Visitor Surveys 2009: Comparison repbtarch 2010
Paged

4, Methodology

To target the research objectives, NT commissioned faméace quantitative surveyer each of

the market towns included in the MTVgrogramme Questionnaires were developedking into

account previous visitor surveys conssioned by Northumbria Tourist Board in 2003, One
NorthEast ds current regional visitor surhey and N
fieldwork was organised and managed by the Northumberland Infonet.

Within each of the towns included in MTW, retet interviews were conducted over four days in
both the spring and summer of 2009. Interviews in each town were carried out on both weekdays
and weekends, situated at four different locations within each town.

Respondents were screened through introtiory questions on the survey to ensure that
anybody who could not be considered a visitor would be removed from the sample. Therefore,
only people who were visiting the town were included. Those who lived and/or worked in the
town, or were there on busineswere excluded.

By sampling 3582 in all market townse can approximate the error margifor statistics derived
for all market towns combinedb be +/-1.6% at a confidence levef 95% In other words,were
the survey to be repeated 100 times, 95 of Hwtimes, theesultsfor all market towns combined
would bewithin 1.6% plus or minus, of the resulfsr all market towns combinegresented in
this report.

It should also be noted that the sample data gives an indicaticcuiwént visitor levels of
satisfaction etc. Northumberland Tourism, along with One North East, uses the Arkenford
model to segment its current visitors and to target future markets. It was not possible to analyse
the data in this survey according to the Arkenford modelTo develop a more detailed
understanding of the target market (where different from our current market), further segmented
research would be required.

© 2010 Northumberland Tourism
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5. Introduction

This documentcompares esults obtained from surveys conducted RD09 within each
Northumberland market towns included in the MTW programme, namélpwick, Amble,
Berwick upon Tweed, Haltwhistle, Hexham, Morpeth, Seahouses and Wooler. Results for each
individual market town are presented within separate reports.

Please note when iatpreting results throughout this report not all percentages will total 100%.
This can be due to computer rounding with figures of .5 or higher being rounded up, and/or
multiple response questions. When respondents can provide more than one response to a
guestion, response frequencies may sum higher that 100%.

Furthermore, please note base sizes between results from different questions may vary. This can
be due to respondents being routed within the questionnaire to specific questions on the basis of
prior responses and/or data collection errors.

Raw data captured froneach market town survejncluding verbatim responses to opended
guestions were inputted into SPSS and provided to Qa for analysis, reporting and exporting to
Excel. This raw data was @gsed, along with the verbatim responses quantified through coding,
using Askia software and croessbulatedagainst each of the market towns included in the MTW
programme.

Charts and table compares results between the individual market towns inclidede MTW

progr amme. They al s¢i nnchadte ofinhsa tbasfidtabes) a ic s
which provide figures for all eight market towns averageche 06 Aved Col umns and
tables have been highlighted grey and the text bolded.r&kelts for each individual market town

are compared against these O6Aved figures and
which differ from this average, usually when higBer. charts representing results for all market

towns combined havalso been provided for questions 25, 30, 32 and 34.

Within commentary, oall respondentsd refers to
MTW programme combined. Where reference is made to results from specific market towns,
these arereferred o a s, for exampl e, OAl nwick respondent

Charts exclude labels of proportions 1% and beld¢ey to table columns is as follows: Ave =
Average, Aln = Alnwick, Amb = Amble, Ber = Berwick, Halt = Haltwhistle, Hex = Hexham, Mor =
Morpeth, Sea = Seahous&¥pol = Wooler .

Charts and tabl es withncharta dlso provimhg wheren appropbated £ 6t a |

b a sMinimum bases are the smallest base size of the categories represented. As such, bases for
other categories are highesometimes considerdyp Total bases provide the number of

i ndividuals included in the O06Average® bar withi
from each market town combined.

In severaltables,averages (means) of rating scales €¢f have been providedlThere are two

points to bear in mind for these. Firstly a conservative interpretation argues rating scales do not
meet criteria of an interval scale, violating the assumption of equality between differences at
separate points on the scale (e.g. the défeze between Very poor and Poor is exactly the same

as the difference between Very good and Good). Therefore means of rating scales are indicative
only. Secondly, because there are only five points to these rating scales, small differences between
means ca represent a considerable difference in ratings.

© 2010 Northumberland Tourism
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6. Key findings

6.1 Visitor characteristics

6.1.1 Origin

The vast majority ofall respondentswere from the UK (97%), with only 3% from overseas.

Haltwhistle respondents were considerably more likéiyan this average to be from overseas
(10%).

Q2. From o verseas

‘ Percentage ‘
Haltwhistle 10%
Alnwick 5%
Hexham 4%
Morpeth 3%
Wooler 3%
Average 3%
Berwick 2%
Seahouses 2%
Amble 1%

Min base 338

Overleaf results for overseas visitors are praged for all market towns combinedésesare too
low to be analysed between market town3he top four countries are identical to those found in
the MRUK Northumberland study of 2008

2http://www.tourismnortheast.co.uk/xsdbisNorthumberland/8_%202008%20Visitor%20Survey.
pdf
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Q2. Overseas visitors

Country Count Percentage

Australia 23 19%
Holland 23 19%
USA 14 12%
Germany 13 11%
France 7 6%
Canada 6 5%
Italy 5 4%
New Zealand 4 3%
Spain 4 3%
Norway 3 2%
Souh Africa 3 2%
Greece 2 2%
UAE 2 2%
Belgium 1 1%
Crete 1 1%
Czech republic 1 1%
Denmark 1 1%
Japan 1 1%
Kuwait 1 1%
Netherland 1 1%
Poland 1 1%
Russia 1 1%
Singapore 1 1%
Switzerland 1 1%
Thailand 1 1%
Base 121
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Analysing the origin of only UK respondents, we observe that the majority of all respondents lived
within the North East (59%), followed by Yorkshire (14%), Scotland (7%) and then the North

West (6%).Blue hghlighting within the table below indicates proportions from those regions that

are higher than thenarket town averagehighlighted greyVisitor origin for the market towns is

broadly comparable, with some notable exceptions. Berwick drew 23% of its respondents from
Scotl and (compared to 7% average), and 18% of
West (compared to 6% averagegflecting the towi® ge@raphical location

Q2. Where do you live? ‘

Hex ‘ Mor ‘ Sea ‘ Woo |
North East 59% 66% 65% 49% 41% 62% 80% 47% 56%
YorkshirdHumber 14% 17% 14% 17% 10% 13% 6% 17% 13%
Scotland 7% 4% 2% 23% 6% 4% 3% 5% 6%
North West 6% 4% 5% 2% 18% 8% 2% 7% 7%
East Midlands 4% 4% 5% 4% 4% 3% 1% 8% 5%
South East 3% 2% 1% 2% 3% 3% 1% 4% 5%
East of England 2% 1% 2% 1% 6% 2% 2% 3% 4%
West Midlands 2% 0% 4% 1% 3% 1% 2% 5% 2%
Greater London 2% 0% 1% 0% 5% 2% 1% 2% 2%
South West 1% 1% 1% 1% 3% 2% 0% 1% 0%
Wales 0% - - 0% 0% 1% 0% 1% 0%

Base 3340 407 393 462 295 466 448 457 412

Key: Ave = Average, Aln = Alnwick, Amb = Amble, Ber = Berwick, Halt = Haltwhistle, Hex = Hexham, Mor = Morpeth, Sea =
Seahouses, Wool = Wooler
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Morpeth enjoyedby far the greatest proportion of visitors from the North East (80%hilst
Haltwhistle receivedlightly more than hathis proportion (41%).

Q2. North East vs. Outside North East

Morpeth 80% 18%

Alnwick 33%
Amble 35%
Hexhan 39%
Average 41%
Wooler 44%
Berwick 51%
53%

1

0% 100%

Seahoust

Haltwhistle

= North East ® Outside NE

Q%
J Source: NT 200¢ Min base including UK visitors only: 29t

Total base: 334(

Of those respondentsfrom the North East, we observe that they lived in the following sub
regons.

Q ere ado yo e 0 2
A\V/S A AMmD Be o e 0 ea 00
Northumberland 41% 48% 31% 49% 40% 45% 48% 24% 36%
Durham 13% 17% 11% 16% 6% 16% 7% 25% 7%
Newcastle upon Tyne 13% 6% 18% 8% 18% 9% 16% 18% 13%
North Tyneside 11% 5% 11% 7% 11% 6% 17% 10% 17%
Gateshead 11% 12% 15% 9% 8% 13% 1% 11% 12%
Sunderland 6% 5% 7% 4% 10% 5% 5% 6% 6%
South Tyneside 5% 5% 7% 6% 7% 4% 2% 5% 9%
Darlington 1% 1% 1% 1% - 2% 1% 2% -
Base 96 68 0 89 60 0
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Analysing similarly only those respondents from the North West, we observe the following. Base

sizes are low and therefore cautious interpretatioragvisable.

Q ere do yo e O
Ave A AmDb Be o e 0 ea 00
Lancashire 36% 22% 45% 33% 25% 38% 27% 50% 45%
Cumbria 34% 17% 35% 33% 58% 32% 27% 24% 21%
Cheshire 14% 22% 5% 33% 6% 11% 27% 15% 24%
Merseyside 10% 22% 0% 0% 10% 14% 9% 6% 10%
Manchester 6% 17% 15% 0% 2% 5% 9% 6% 0%

6.1.2 Frequency of visits

The majority of all respondents(74%) had previously visited the market town they were
interviewedin. Haltwhistle enjoyed the greatest proportion dafdt time respondents (47%), and

Morpeth the least (11%).

Q9a. Have you ever visited...before?

Haltwhistle

Wooler

Seahoust

Average

Amble

Berwick

Hexhan

Alnwick

Morpeth

53%

64%

74%

74%

74%

75%

7%

81%

47%

36%

26%

26%

26%

AL

23%

19%

11%

0%

@

mYes

100%

Source: NT 200¢ Min base: 337
Total base: 258¢
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Asking those respondents who had visited previously the number of wsitse market town
they had made within the past 12 months reveadeldoad range of frequenes Cells highlighted
blue are modal (most frequent) responses for each column. For all respondeoits, thran five
(28%) was the most common visiting frequency within the past year, closely followed Hivéwvo
(26%), none (24%) and once (22%).

However, the pattern of visit frequency differs considerably between market towns. Visitors to
Morpeth appear to visit this market town with greater frequency than visitors to other market
towns. Only 9% of Morpeth visitors who had previously visited the towd hat visited within

the past year (compared to 24% average), whilst 44% had visited more than five times (compared

to 28% average).

Ave A AMmD Be a e 0 a 00

None 24% | 21% | 18% | B81% | 24% | 30% | 9% | 36% | 25%
Once 22% | 30% | 24% | 27% | 18% | 22% | 14% | 22% | 19%
Two-Five 26% | 33% | 26% | 22% | 24% | 22% | 34% | 20% | 28%
More than Five | 28% | 17% | 32% | 21% | 34% | 25% | 44% | 22% | 29%
Base 2588 369 | 296 356 173 | 383 405 337 269
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6.1.3 Type of visit

More than half §2%) of all respondentsindicated their trip to the market town involved them
staying overnight. Morpeth respondents were considerably more likely to be day visitors (73%),
which illuminatesthe finding that respondentsepeatdly visited Morpeth with the gpatest

frequency of all market towns. Wooler and Seahouses respondents were the most likely to be
overnight visitors (83% and 78% respectively).

Q3. Day vs. overnight visitors

Morpeth 73% 27%

Hexhan 54% 46%

Alnwick 42% 58%

Average 38% 62%

Amble 34% 66%

Berwick 31% 69%

Haltwhistle 28% 72%

Seahoust 2204 78%

0%

= Day = Overnight
I.pc

Source: NT 200€ Min base: 32¢
Total base: 350¢

100%
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Asking only the overnight visitors where they were staying revealedranst equal split for all
respondents between staying within the market town (47%) and staying outside of the market
town where they were interviewed53%). Morpeth respondents were considerably more likely
to be staying outside of the market town (76%).

Q5a. Where are you staying?

Wooler 58% 42%
Berwick 55% 45%
Amble 55% 45%
Average 47% 53%
Seahoust 45% 55%
Haltwhistle 45% 55%
Alnwick 43% 57%
Hexhan 39% 61%
Morpeth 24% 76%
0% 100%

B This area | Other

@

For all respondents staying within market towns, the most common number of nights they had
spent or were going to spend was between three and six (40%) followed by more than seven
(32%) and then one to two (28%Alnwick and Hiwhistle respondents were more likely to be
staying one to two nights (44% and 41% respectively), whilst half (50%) of Seahouses respondents
were staying seven or more. The average (mean) number of nights spent were highest for
Morpeth (6.37) and Seahous€6.13). Modal (most frequent) responses are highlighted blue for
each column, and averages (means) higher than the market town average are highlighted similarly.

Source: NT 200¢ Min base excluding day visitors: 21¢
Total base: 236¢

Q5b. How many nights are you spending/will  you have spent in total in this location?

‘ Ave Aln ‘ Amb ‘ Ber Halt Hex Mor Sea Wool
1to2 28% 44% 15% 29% 41% 33% 29% 16% 29%

3to6 40% 29% 47% 44% 31% 48% 45% 34% 40%

7+ 32% | 28% | 38% | 26% | 28% | 19% | 25% | 50% | 30%
Mean | 509 | 475 | 545 = 437 | 435 | 483 | 637 | 613 | 500
Base | 1042 112 | 149 | 172 104 95 51 158 201
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Q5b. How many nights are you spending/will you have spent in total
in this location?

Haltwhistle 28%

Hexhan 19%

Wooler 30%

Morpeth 25%

Berwick 26%

Average 32%

Seahoust

Amble 38%

0% 100%

mlto2 mM3t06 =7+

.0;:
Source: NT 200¢ Min base including only those staying in MT :51
Total base: 104z

6.1.4 Reasons for visiting

The mainreason all respondents visited a market towas for tourism (44%), followed by
shopping (29%) and then leisure (9%). This pattern is similar between market towns with the
exception d Morpeth and Wooler which are more likely to be visited for the main purpose of

shopping (46% and 37% respectively).

Q18. Which of the following best describes your main reason for choosing to visit

‘ Ave ‘ Aln ‘Amb ‘ Ber Halt Hex Mor

Tourism 44% 57% 52% | 49% 38% | 45% 24% 52% 28%
Shopping 29% 21% 18% 34% 17% 34% 46% 21% 37%
Leisure 12% 10% 9% 7% 21% 12% 14% 9% 16%
No specific reason 9% 6% 12% 8% 15% 5% 7% 13% 12%
4% 5% 8% 1% 8% 3% 3% 4% 4%

Other
Service user 2% 2% 0% 1% 1% 0% 6% 0% 3%
B e /] 464 O 460 6 4990 436 /] 8
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When asked for theirotherreasons for visiting the market town, a slightly different pattern of
results emerges.

Q18. Which of the following best describes your other reasons for choosing to visit...today?

Aln Amb Ber Halt Hex Mor Sea

Shopping 34% 31% 29% 48% 18% 47% 52% 16% 22%
Tourism 32% 41% 31% 39% 28% 33% 18% 29% 32%
Leisure 32% 32% 12% 37% 25% 42% 51% 19% 30%
No specific reason | 24% 17% 32% 17% 34% 20% 12% 39% 23%
Other 4% 2% 8% 1% 4% 3% 2% 6% 2%
Service user 4% 2% 3% 5% 4% 3% 4% 4% 6%

Base 3151 406

If we subtract the percentages fotherreasons from theanainreasons we observe the difference,
indicative of whether any particular reason is more primarysecondary in nature. Therefore,

the more positive the percentage in the following table, the more primary the reason (most
positive for each columnhi ghl i ghted bl ue), and conversely,
percentage (most negatifer each colum highlighted gold), the more secondary it is.

Q18. Difference between p 2 and seconda easo O
Ave A AMmDp Be a e 0 ea 00
Tourism 12% 16% 21% 10% 10% 12% 6% 23% -4%
Other 0% 3% 0% 0% 4% 0% 1% -2% 2%
Service user -2% 0% -3% -4% -3% -3% 2% -4% -3%
Shopping -5% -10% | -11% | -14% -1% -13% -6% 5% 15%
No specific reason | -15% | -11% | -20% -9% -19% | -15% -5% -26% | -11%
Leisure -20% | -22% -3% -30% -4% -30% | -37% | -10% | -14%

For all respondents, tourism is th@rincipalprimary reasondr their visit. Shopping and especially
leisure tend to be more secondary. This pattern of results is broadfyeated acrossnarket
towns with two notable exceptions: shopping in Wooler is thencipalprimary reason for visits,
and theprincipalseconday reasonrespondents visited Seahouses, Amble and Haltwhistle was for

no specific reason.

e Tourism: general sightseeing, visiting specific attraction in town, visiting specific event in
town, visiting the TIC

e Leisure: Somewhere for lunch, somewhere fooffee/tea, just passing through, visiting
friends/family

e Shopping: the market, shopping/looking around shops

e Service user: to use toilets, for a specific service
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6.1.5 Group travel

Only 3% of all respondents were part of an organised group or coaph tféexham respondents
were twice as likely to bgart of suchgroups asthe average (6%).

Q16. Part of
organised/coach group
Percentage

Hexham 6%
Alnwick 4%
Average 3%
Berwick 3%
Haltwhistle 3%
Seahouses 2%
Amble 1%
Morpeth 1%
Wooler 1%
Min base = 336

6.1.6 Group size and composition

Grouping respondents on the basis of their answers regarding their travel party revealed that all
respondents were mst likely to be visiting without children but with one other adul48%)
followed by a mird group of adults and children (25%avelling alone (14%nd thenas a group

of three or more adults (13%).

Q37. Group type

Couple without children | 48% | 52% | 49% | 45% | 48% | 46% | 44% | 54% | 45%
Adult/children mixed | 25% | 22% | 33% | 31% | 14% | 22% | 18% | 29% | 28%
Alone 14% | 10% | 11% | 10% | 29% | 13% | 24% | 7% | 13%
3+adultsno children | 13% | 15% 7% | 13% | 8% | 19% | 12% | 10% | 14%
Children only 0% - - - - - 1% - 0%
Unknown 0% | 0% | 0% | 0% | - 0% | 1% | 0% | 0%
Base 3582 | 465 @ 403 | 487 338 501 472 475 438

Groupsbased on information given in the suryajth adults defined as those 18+:

Couple without children : Two adults only, either male or femaleithout children
Adult / children mixed : Any combination of adults and children, visiting together
Alone: Adult visiting alone

3+ adults (no children): An adultonly group of visitors

The pattern of resultsfor group compositionis comparable between market towradthough
visitors to Haltwhistle and Morpeth were more likely than the average to be alone (29% and 24%
respectively).
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6.2 Planned activities

All respondentswere most likely toindicate they would engage in walking when on their trip to
Northumberland (96%).This figure is howeverlikely to include general as well as specific
walking/hiking. Wooler respments appear to be the most engaged with any activities relative to

the average, most notably wildlife watching (16% compared to 8% avdiagey.ham r esponder
engagement with activities is below or equal to the average for every activity except itol®%y

indicating they would be playing compared to the 4% average.

Q19 0 e Tollo g a es are yo e 0 do @ g Yo 0
0 berland
Ave A AmDb Be a e 0 ea 00
Walking 96% 97% | 96% 94% 96% 94% 97% | 98% 97%
Cycling 9% 7% 13% 6% 11% 5% 5% 8% 12%
Wildlife watching 8% 3% 11% 6% 12% 3% 5% 12% | 16%
Golf 4% 7% 0% 5% 1% 9% 1% 4% 4%
Fishing 3% 4% 2% 4% 4% 2% 0% 4% 5%
Watersports 2% 1% 3% 2% 1% 0% 1% 5% 2%
Horse riding 1% 1% 0% 2% 0% 1% 2% 1% 3%

44 / 4 0

Base 684 0 S 0

6.3 Travel & Transport

6.3.1 Method of transport

The majority ofall respondents used a car, van or motorhome to travel to the market town
(78%), followed by 10% who walked. Seahouses and Wooler respondents were twiceyamlikel
have walked (23% and 21% respectively). Morpeth brought in three times as many respondents by
coach than the market town average (21% compared to 7%), whilst Haltwhistle lived up to its
name with 7% of visitors coming by train (compared to 2% averagexham appears more
popular with motorcyclists than the other market towns (3% compared to 1% average).

Q20. What was the main form of transport you used to reach...today?

Ave ‘ Aln ‘ Amb Ber Halt Hex ‘ Mor Sea

Car/van/motorhome| 78% 85% 82% 84% 74% 75% 72% 71% 76%
Walked 10% @ 5% | 12% | 6% | 7% | 4% | 4% | 23% | 21%
Bus/coach service 7% 6% 4% 2% 8% 9% 21% 4% 1%
Train 2% | 0% | 0% | 2% | 7% | 5% @ 1% | 0% | 0%
Motorcycle 1% | 2% | 0% | 2% | 0% | 3% | 1% | 0% | 1%
Coach tour 1% | 2% | ow | 2% | 0% | 3% | 0w | 1% | 0%
Bicycle 1% | 0% | 1% | 1% | 2% | 1% | 0% | 1% | 1%
Other 0% 0% | 0% | 0% | 1% | 0% | 1% | 0% | o%
Base 3562 | 463 | 403 485 336 502 | 471 473 436
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The majority of all respondents found it easy to travel into the market town (62% very easy, 29%
quite easy)Little difference is found between market towns when ratings of vexydgand good

are combined. Differences only emerge when these are distinguished, with Berwick visitors
considerably less likely to believe it was very easy to travel there (29% compared to 62% average).

Q23. How easy/difficult do you feel it is to travel into...town centre?

Seahoust 84% 15%
Amble 82% 16%
Wooler 80% 16% PIQ
Haltwhistle 72% 23% 3%3%
Hexhan 66% 27% 6%
Average 62% 29% 5% 3%
Alnwick 50% 41% 6%
Morpeth 48% 35% 50 11% I
Berwick 29% 49% 15% 6% I
0% 100%

m\Very easy ™ Fairly easy Neither easy nor difficult Fairly difficult ~ m Very difficult

@ Source: NT 200€ Min base :24¢€
Total base: 286¢
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6.3.2 Car parks

The majority of all respondents who used a car, van or motorhome to travel to the market town
found it easy to park there (46% very easy and 31% quite easy). Berwick and Morpeth visitors
were much less likely to have found parking very easy (18% and 25%ctiesly).

Q21. How easy did you find it to park in ...?

Haltwhistle 67% 26% 2% '%
Seahouse 59% 33% 3% AlVo
Amble 63% 23% 9% 5%|
3
Hexhan 49% 36% 9% l%
Wooler 61% 19% 8% 8% lVo
Average 46% 31% 12% 8% l
Alnwick 41% 32% 19% 6% i’
Morpeth 25% 37% 12% 21% .
Berwick 18% 39% 28% 12% I
0% 100%

@ ®\Very easy ® Quite easy Neither easy nor difficult Quite difficult = Very difficult

Source: NT 200¢ Min base includin g only car/van/motorhome users:  24Z
Total base: 276¢
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Just over half of all respondents rated the cost of parking in the market towns as reasonable (23%
very reasonable and 36% reasonable). Berwick and Seahouses visitors were the least likely to rate
the cost of parkig as very reasonable (7% both). Wooler respondents were most likely to rate
the cost of parking as very reasonable (58%).

Q22. How would you rate the cost of parking in...?

Hexhan 18% 30/1
Amble 25% 4%
Wooler 13% 7% -
Average 31% 7% IZ%
Alnwick 31% 7% I%
Morpeth 35% 9% i)
Seahousk
Berwick
Haltwhiste*

0% 100%

g B Very reasonable ® Reasonable Average Quite expensive ™ Very expensive
(

Source: NT 200¢ Min base including only car/van/moto rhome users: 67*
Total base: 250¢

* Haltwhistle results are from a base of 5 individuals, the rest (36) having used free pérkiag.

the minimum base excluding Haltwhistleshould also be noted that Haltwhistle itself has no paid
parking, so respondents to this question may have been referring to experiences outside of the
town.
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6.4  Accommodation
6.4.1 Type of accommodation used

All respondents staying within the market towns were most likely to be accommodated in non
serviced facilitieg58%, followed by serviced accommodation (20%) and with friends, family or in a
second home (20%Y he pattern of results variesonsiderably between market towgnNotably,

no Morpeth respondents were staying mon-serviced accommodation, with 72% staying with
friends/family or in their second home. Wooler and Seahouses respondents were the most likely
to be using norserviced acommodation (82% and 73% respectively). Hexham and Alnwick
respondents were the most likely to be staying in serviced accommodation (42% and 37%
respectively).

Q6. What sort of accommodation are you staying in?

Hexhan 27% 30% I
Alnwick 27% 32% l
Morpeth 72%
Haltwhistle 56% 21% I
Berwick 61% 15% |
Seahoust 20% 68% 9% I
Average 20% 58% 20% i:
Wooler 7% 82% 9% i’
Amble 1% 73% 19% I
0;/0 10;)%
.w = Servicec = Non -serviced VFR/2nd home = Other

Yy’

Source: NT 200¢ Min base including only those staying in MT : 53
Total base: 1057
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Another way of representing this data is within the table ovetlaath blue cells representing the
modal (most frequent) accommodation type used.

Q6 at sort of acco odation are yo 2 0
Ave A AmD be 2 e O ea 00
Serviced 20% 37% 4% 22% 22% 42% 28% 20% 7%
Non-serviced 58% 27% 73% 61% 56% 271% 0% 68% 82%
Friendsfamily2nd home 20% 32% 19% 15% 21% 30% 72% 9% 9%
Other 2% 3% 4% 1% 1% 1% 0% 3% 2%

e Serviced: Staying visitors in serviced accommodationmarket town (hotel, B&B/guest
house, pub/inn)

e Non-serviced: Staying visitors in neserviced serviced accommodationnmarket town
(rented seHcatering accommodation, touring caravan, static caravan rented or owned,
camping, youth hostel, holiday centre)

e VFR/2nd home : Staying visitors with friends/relaéis or at seconchome inmarket town
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6.4.2 Experience of accommodation

Asking all respondents who stayed in accommodation within the market towns (excluding people
in caravans, and those staying with friends, family or in their second home) to evéleatuality

of their accommodationrevealed that the majority rated it very good (52%) or good (34%).
Haltwhistle, Amble and Seahousexeivedthe greatest proportionof very good ratings (82%,
77% and 75% respectively). Morpeth respondents were tast lékely to rate the quality of their
accommodation positivelyvith the greatest proportion of them evaluating it as average (43%).

Base rates are however low and therefore cautious interpretation of accommodation ratings is
advisable. For minimum teessfor each market town, see Q8 tah(p.30).

Q8. How would you rate the accommodation's quality?

Amble 77% 23%
Seahoust 75% 21% 4%
Haltwhistle 82% 13% B3

Hexhan 39% 52% 9%

Average 52% 34% 12% 1%
Wooler 51% 33% 11% 5%
Alnwick 38% 46% 16%
Berwick 29% 47% 24%
Morpeth 36% 14% 43% 7%
0:%) 10(IJ%

g = \Very good m Gooc Average Poot | Very poor
(A

Source: NT 200¢ Min base including only those staying in MT excluding
caravaners, VFR and second -homers: 14
Total base: 37C
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A similar pattern of results was found when respondents were asked to rate their
accommodationds quality of ser vireceyingtveithre Ambl e
most positive evaluations, and Morpeth and Berwiiak least favourable.

Q8. How would you rate the accommodation's quality of service?

Amble 68% 32%
Seahoust 75% 22% 3%
Haltwhistle 79% 18%  EiQ
Wooler 55% 34% 7% I 3%
Alnwick 36% 53% 12%
Hexhan 43% 45% 11%
Average 52% 36% 11% | 1%
Berwick 27% 45% 29%
Morpeth 36% 29% 29% 7%
O;/o lO(I)%
= Very good = Gooc Average Poor = \/ery poor
@ Source: NT 200¢ Min base including only those staying in MT excluding
caravaners, VFR and second -homers: 14

Total base: 35€
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Once again Morpeth trails when respondents were asked to rate the value for money of the
accommodation they stayed in, with Amble, Haltwhistle &Be€ahouses with the greatest
proportion of very good ratings.

Q8. How would you rate the accommodation's value for money?

Amble 67% 29% 5%
Haltwhistle 67% 24% 7%
Hexhan 44% 44% 11%
Seahoust 65% 22% 10% 3%
Wooler 54% 30% 12% 4%
Average 48% 35% 14% 2%
Berwick 29% 50% 21%
Alnwick 28% 48% 25%
Morpett 36% 21% 29% 14%
0‘;/0 102)%

y = Very good ® Good Average Poor ® Very poor
(A

Source: NT 200¢ Min base including on ly those staying in MT excluding
caravaners, VFR and second-homers: 14
Total base: 382

If we derive an averagenean)rating for the three evaluative elements, we observe tiatrpeth,
and Berwick especially but also Alnwick score lower than the ager Base rates are low
however, so cautious interpretation is advisable.

Q8. How would you rate your accommodation in terms of the following?

Ave Aln Amb Ber Halt Hex

Quality of service 438 | 424 | 468 | 398 | 476 | 432 | 393 | 471 | 4.39

Accommodation's quality | 4.38 421 | 477 | 405 | 477 | 430 | 3.79 | 471 | 4.30

Value for money 430 | 403 | 462 | 409 | 453 | 433 | 3.79 | 449 | 4.33
pase 0 9 9 § 8 44 4 9 0
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All respondents were most likely to visit specific sites amlaations within the market town
vin sMT® ng
Ha dr iVai §18%).When analysed by individual market town, the results reflect the
accessibility of the attractions from that townFor example Alnwickrespondents were
considerably more likely twisit The Alnwick Garden (49%) whilstaltwhistle respondents were
the most likely to visit Hadrial s all\(61%), in contrast to nearby Hexham (25%).

they were

{ 8 10 boo vbe d

by

Trore (1R%)namd c k

O O e 10110 J A A d e O ed, Or ao O <1h[0 a Da O
0
Ave A AmD Be a e O ea 00
In MT 80% | 67% | 96%  73% | 80% | 91% | 67% | 95% | 74%
The Alnwick Garden | 20% | 49% | 17% | 16% 7% 11% | 15% | 19% | 20%
None 17% | 22% 4% 26% | 14% 8% 31% 4% 24%
Hadrian's Wall 13% 8% 4% 5% 51% | 25% 5% 4% 11%
Kielder Forest 5% 5% 3% 2% 11% 8% 2% 1% 7%
Woodhorn 2% 2% 6% 1% 1% 1% 2% 0% 2%
48 8 04 4 / 438

6.5.1 Events visited

Over half 67%) of all respondentsindicated they
specified in the survey list.

40

had not ever attendeahy of the events

Q29 ave you ever attended a O
Ave A AMmD Be a e 0 ea 00

Not attended any 57% | 47% | 50% | 60% | 78% | 48% | 29% | 75% | 78%
Weekly Market 30% | 36% | 44% | 31% | 17% | 40% | 62% 8% 2%
Other events 18% | 27% | 39% | 11% 8% 10% 8% 22% | 21%
Farmers Market 16% | 21% 0% 11% 9% 27% | 45% 3% 3%
Christmas Lights Switch On| 4% 5% 7% 1% 6% 0% 9% 5% 1%
Other Market 2% 12% 0% 0% 6% 0% 0% 0% 0%

499 | 469 473 188

Base

@ther eventdincludes town spéfic events such as Alnwidpring Show for Alnwick.

3555 462 401 482 335
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6.5.2 Tourist Information Centre

A quarter of all respondents had visited the Tourist Information Centre in the market town they

were interviewed in. Seahouses respondents were most likely to haitedithe TIC (33%) whilst

Morpeth respondats were the least likely (14%), possibly reflecting the fact that twice as many
visitors to Morpeth travel there for shopping
finding the TIC (see following alt).

Q12. Visited TIC |

Percentage

Seahouses 33%
Wooler 27%
Alnwick 27%
Amble 26%
Average 24%
Berwick 23%
Haltwhistle 22%
Hexham 21%
Morpeth 14%

Min base 337

Asking all respondents who had visited the TIC to rate the ease with which foegd it,
revealed that almost half (49%) found it very easy, with a further 39% finding it easy. Seahouses,
Wooler and Amble respondents were more likely to have found it very easily (68%, 66% and 64%
respectively). Morpeth, Berwick and Alnwick respondentere less likely to have found it very

easy (23%, 24% and 31% respectively). When the ratings very good and good are combined
however, there idittle difference between the market towns.
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Q13. How would you rate the ease of finding the Tl

Page33

Cc?
68% 26% 4%
64% 30% 5%
66% 25% 7% I
45% 43% 12%
49% 39% 10% 2%
53% 32% 7% 7% I
24% 60% 15%
23% 56% 13% 8%
31% 48% 21%
O;/o 10;)%
H Very good B Gooc Average Poor W Very poor

Source: NT 200¢ Min base including only those who used TIC:

Total base: 84t
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Regarding ratings of the quglof service all respondents received at the TIC, more than half
evaluated it as very good (54%), and a further 39% evaluating it as good. Amble and Seahouses
were the most likely to receive very good ratings (77% and 69% respectively), whilst Berdick an
Amble attracted the lowest proportion of very good ratings (31% and 33% respectively).
However, when very good and good ratings are combined, as with the ease of finding the TIC
there is little difference in the quality of service between the TICs ofrttegket towns.

Wooler
Haltwhistle
Amble
Seahoust¢
Morpeth
Average
Hexhan
Berwick

Alnwick

@

Q13. How would you rate the TIC's quality of service?

65% 34% 2%
60% 38% I
7% 21% 2%
69% 27% 3ty.l
YA 44% 5%
54% 39% 6%
47% 46% 7%
31% 55% 14%
33% 50% 15% 2%
0:)/0 102)%
N Very good B Gooc Average Poot B Very poor

Source: NT 200€ Min base including only those who used TIC: 62

Total base: 832
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A fairly similar pattern of results emerges when respondents were asked to rate the usefulness of
the information they received at the TIC.

Q13. How would you rate the TIC's usefulness of information?

Wooler 70% 28% 3%
Amble 79% 19% 2%
Morpeth 51% 46% 3%
Haltwhistle 62% 35%

Seahoust 71% 25% %I
Average 56% 38% 6%
Hexhan 46% 48% 7%
Berwick 31% 59% 10%
Alnwick 350 50% 14% I

0:% lO(IJ%
H Very good u Good Average Poor H Very poor
i
Source: NT 200¢ Min base including only those who used TIC: 59

Total base: 83¢

If we derive an averag@gnean)ratingfor the three evaluative elements of TICs, we observe that

Al nwi ¢k, and Berwick consistently score below
relatively difficult to find.

Q13. How would you rate the TIC against this scale in terms of...?

‘ Ave ‘ Aln Amb Ber Halt Hex
Ease of finding 4.34 4.10 4.57 4.07 4.28 4.34 3.95 4.62 4.54

Quality of service | 446 | 414 | 4.75 | 415 | 453 | 440 | 447 | 463 | 4.63
Usefuhess of info | 4.48 | 417 | 477 | 419 @ 458 | 439 | 447 @ 465 | 467
Min base | 833 | 123 102 | 111 71 102 59 151 109 |
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6.6  Experience of visit
6.6.1 Overall satisfaction

Slightlymore than half of all respondeni{®3%) rated their overall enjoyment as high, with a
further 31% evaluating their enjoyment as very high. When very high and higlgsradre
combined, little difference is found between the market towns. However, when separating these
ratings, we observe that Seahouses and Amble received the greatest proportion of very high
ratings (55% and 49% respectively), whilst Berwick and Arebkved the lowest (16% each).

Q14. How would you rate the overall enjoyment of yo  ur visit to...?

Seahoust 550 37% 8%
Amble 49% 40% 9%
Wooler 38% 49% 12%
Morpeth 29% 58% 13%
Haltwhistle 33% 51% 14% | 2%
Average 31% 53% 14%
Hexhan 21% 63% 16%
Alnwick 16% 63% 20%
Berwick 16% 62% 22%
0:)/0 1O(IJ%
= \/ery High = High Average Low = Very low

@ Source: NT 200¢ Min base: 29¢
Total base: 337t

Analysing responses to the question of what they most liked about the market town, coding and
counting their frequencies revealed that it is most frequently the friendly or welcoming
atmosphere dthe market towns that all respondents appreciated (15%). This is followed by good

quality shops (13%), thpeace and quiet of it all (13%nd then the attractiveness of these
traditional towns (11%). Haltwhistle is especially appreciated for the fyiesdhosphere (21%)

and its attractiveness (17%). Morpeth is especially appreciated for good quality shopsu(21%o)

walking (21% compared to 7% averagdilst Wooler and Amble are liked for their peace and

quiet (26%and 22% respectively). Several mari@iins are also appreciated fdheir unique
featureséttractions such as Seahowde oast |l i ne (20 %) , Hexhamds abbe
Garden (19%)andCastle (12%ijn Alnwick
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Q at did yo e Most abo

A\V/S A AMD Be o e 0 ea 00
Friendlywelcoming atmosphere | 15% | 11% | 14% | 15% | 21% | 16% | 13% | 10% | 19%
Good quality shops 13% | 12% 5% 11% 7% 18% | 27% 5% 13%
Relaxing, quiet or peaceful 13% 6% 22% 6% 18% 5% 9% 15% | 26%
Attractive traditional town 11% | 9% 6% 9% | 17% | 10% | 18% | 7% | 15%
Good location for walking 7% 2% 9% 5% 6% 5% 21% 5% 6%
Attractive parks or gardens 6% 19% 2% 0% 1% 8% 18% 0% 1%
Attractive scenery or countryside 5% 2% 4% 4% 7% 3% 5% 8% 11%
Good food or drink facilities 4% 4% 5% 1% 6% 3% 3% 7% 5%
Attractive coastline oibeaches 4% 1% 9% 3% - - 1% 20% 1%
Attractive buildings 4% 1% 9% 3% 4% 2% 1% 12% 1%
Plenty variety of things to sé#o 3% 6% 4% 6% 0% 2% 1% 3% 1%
History & heritage 3% 5% - 10% 1% 4% 3% 2% 0%
General positive comment 3% 4% 1% 5% 3% 6% 2% 3% 1%
Positbn to explore surrounding 3% 1% 3% 4% 6% 4% 2% 3% 6%
Attr activeharbour area 3% - 10% 0% - - - 16% -
The area remains unspoilt 3% 2% 5% 2% 5% 2% 1% 1% 5%
Enjoyed festival or parade 3% 11% 1% 8% - - 0% - -
Seeing friends or family 3% 3% 2% 3% 3% 3% 5% 0% 2%
"A nice day out" 2% 1% 0% 4% 1% 2% 2% 1% 1%
Castle 2% 12% 1% 1% 1% - 0% 1% -
Clean or well maintained area 2% 1% 3% 2% 2% 3% 4% 2% 3%
The Abbey 2% - - - - 15% - - -
Cannot say 2% 2% 2% 2% 4% 2% 1% 1% 4%

3447 445 \ 387 \ 463 467 | 471

Proportions for average column of 1% and below have been excluded.
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Given the overall positive enjoyment of the market towns, it is unsurprising that nearly half (49%)
of all respondents were very likely to recommend the market towns to someone elgé, av
further 36% indicating it was likely. Yet again, differences between market towns are not so great
when very likely and likely responses are combined, but emerge when these responses are
separated. Amble and Seahouses are the two market towns whgitoré would be most
frequently very likely to recommend (65% and 61% respectively), whilst Berwick respondents

were very likely to recommend ivith the least frequenc{28%).

Q10. How lik ely are you to recommend...to someone else?

Morpeth 54% 38% 8%
Hexhan 50% 40% 9% I
Alnwick 40% 49% 10% I
Seahoust 61% 27% 9% 24
Average 49% 36% 12% 2°/I
Wooler 51% 33% 12% 3°/(I
Amble 65% 18% 14% 201
Berwick 28% 50% 18% 2°/I
Haltwhistle 47% 30% 19% 3°/I%

100%

0%
u Very likely ™ Likely Possibly Unlikely = Very unlikely

@7
J Source: NT 200¢ Min base: 272

Total base: 325/

Another way of representing this data is withime following table. Highlighted cells indicate the
modal (most frequent) response.

Q10 O ely are you to reco end...to someone €
Ave A AmD Be a e O ea 00
Very likely 49% 40% 65% 28% 47% 50% 54% 61% 51%
Likely 36% 49% 18% 50% 30% 40% 38% 27% 33%
Possibly 12% 10% 14% 18% 19% 9% 8% 9% 12%
Unlikely 2% 0% 2% 2% 3% 0% 1% 2% 3%
Very unlikely| 1% 1% 1% 1% 2% 1% - 1% 1%

345 441
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Asking respondents the reason why they indicated they were likelyeoy likely to recommend
the market town revealed results presented in the following table. Results are comparable to
those presented in the foregoing for Q15. What did you like most about...?

Q10Db do Yo a 2 ose e O reco ena

A\V/S A AMD Be a e 0 ea 00
Good!/ friendly atmosphere 16% 13% | 20% 13% | 24% 16% 17% 13% 18%
Plenty to do and see 12% 25% 7% 16% 3% 14% 7% 13% 7%
Good for shopping (quality) 11% 12% 4% 10% 6% 16% | 21% 3% 8%
Attractive scenery/countrysid¢ 10% 1% 6% 5% 12% 7% 26% 11% 14%
Attractive coastline/beaches 8% 3% 20% 9% - 1% 0% 28% 3%
Good for walking 7% 1% 11% 3% 5% 4% 14% 4% 11%
General positive comment 7% 9% 6% 6% 5% 8% 7% 8% 8%
Relaxing, quiet or peaceful 7% 3% 10% 4% 8% 3% 3% 9% 17%
Attractive parks @ gardens 7% 12% 1% 1% 1% 7% 25% - 3%
Other 6% 5% 6% 4% 6% 7% 5% 7% 4%
History & Heritage 5% 9% 0% 12% 1% 8% 3% 2% 1%
Good food or drink facilities 4% 4% 3% 3% 4% 1% 6% 5% 5%
Position to explore area 4% 1% 5% 6% 5% 3% 2% 6% 8%
"A nice day out" 4% - 1% 5% 2% 6% 8% 2% 0%
Good range of shops 3% 3% 2% 5% 1% 5% 4% 1% 2%
Attractive traditional town 3% 3% 4% 2% 3% 1% 6% 3% 3%
Clean or well maintained areg 3% 1% 3% 2% 1% 3% 5% 3% 2%
Attractive harbour area 2% - 5% - - - - 9% -
Other specific attraction 2% 3% 4% 1% - 5% 0% 2% 1%
Castle 2% 9% - 0% 1% - 0% 1% -
Access to Had 1% 0% - 1% 9% 3% - - -
Good parking 1% 0% 1% 0% 0% 2% 1% 0% 2%
Attractive buildings 1% 0% - 0% 4% 2% 1% - 0%
Boat trips 1% - 2% - - - 0% 6% -
The area remains unspoilt 1% 0% 4% - 2% 1% - 2% -
Grew up here 0% 1% 1% 0% 1% 0% 0% - -
Base | 3256 411 | 348 439 | 272 479 456 447 404 |
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6.6.2 Satisfaction with public realm

The following chart provides a set of responses from each market town combined. Analysis
reveals these cagories are all rated as good or very good by over 70% of all respondents.
Therefore, none appear to be of serious concern. Differences do however emerge in the strength
of positive ratings between the categories. Public transport categories (destinaboasd
from...served by public transport 35%, the regularity of bus/rail services 33%, the quality of bus/rail
services 37%) are given very good ratings with less frequency than other categories except for
street furniture. This last category receives thmallest proportion of very good ratings (27%) of

all categories.

Q25. On a scaleof1to 5 (where 5 is very good and 1 is very poor)
how would you rate the following?

Safety & securitynight time 9% 206

Safety & securitydaytime

Destinations to and from...served by

I 0,
publictransport 17%

3% 2%
The regularity of bus/rail service 17% S%I 2%

The quality of bus/rail service 14% 3%

Availability of disabled parking spac 14% 5‘%' 2%
Safety/security of parking facilitic 12%
Costof parking 20% 4%12%

Availability of public parking spact 16% 7%|2%

Street furniture 23% 3‘*;
0% 100%
.l,’ m\erygood EGood Average Poor H \erypoor

Yy’

Source: NT 2009 Minbase:765
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I f we derive an average (mean) rating for resp:i
town, we observe the following. Blue highlighting indicates mean scores below thegave

Berwick scores consistently below average on eadtegory, whilst Haltwhistle and Amble
consistently score above averagéorpeth scoresconsiderably below the average especially on

parking issues. Public transport is a relative issue for Woolenwisk and Seahouses.

Safety & security night time 4.38 4.43 453 3.75 4.59 4.37 4.10 4.53 4.74
Safety & seurity - daytime 4.55 455 | 467 | 420 | 473 | 458 | 435 | 458 | 481

Destinations to and from...serveq o7 | 395 | 413 | 403 | 445 | 411 | 403 | 402 | 3.47
by public transport

Regularity of bus/rail services 3.99 3.87 4.08 3.94 | 4.40 3.97 4.01 3.77 3.35
Quality of busrail services 4.12 397 | 424 | 394 | 457 | 413 | 413 | 410 | 3.50
Availability of disabled parking 4.11 4.24 412 3.83 4.38 4.31 3.53 4.10 4.27
Safety/security of parking faciliti 4.30 4.24 4.47 3.87 4.71 4.31 3.98 | 4.30 4.66

Cost of parking 4.08 405 | 4.57 3.60 489 | 4.19 | 351 3.59 | 4.68
Availability of public parking 4.03 4.14 4.36 3.65 4.40 4.28 3.23 4.18 4.04
Street furniture 3.96 4.15 4.23 3.65 4.06 4.05 3.95 4.03 3.56

Min base

Pl ease not e, mi ni mutm lbracwd sieeporxed uard dane 6
transport questions receivingl ar ge number of (@nost @dpondtentodid nat e s p o N s
use such serviced\on-public transport questions have considerably higher base sizes.

Asking respondent$or the main problems with the shopping experience in the market town

revealed that for all respondentiaffic was a major concern (38%8lue highlighting in the table

belowi ndi cates the two most f r e dfareashtcolym. Taaffitised pr ob
one of the top two issuedor each market town. Road safety ése of the top two issues for

Berwick (29%), Alnwick (16%) and Hexham (13%&gal parking is a major concern in Seahouses

(21%), and the quality of the footpaths is an issudanpeth (19%).

Q24. Can you tell me what are the main problems with the shopping experience in...town
centre?

Ave Aln Amb Ber Halt Hex Mor Sea

Other 44% | 36% | 61% | 23% | 77% | 49% | 23% | 56% | 63%
Traffic 38% | 50% | 23% | 57% | 16% | 24% | 65% | 23% | 13%
Road safety 13% 16% 2% 29% 1% 13% | 15% | 10% 4%
lllegal parking 10% 7% 1% 15% 5% 9% 4% 21% | 16%

Quality of footpaths 8% 4% 10% 3% 1% 12% 19% 2% 11%
Signage & informatiol 2% 0% 4% 2% 1% 3% 1% 0% 2%
Safety & security 1% 0% 1% 2% 0% 0% 0% 0% 1%
Street lighting 0% 0% 1% 0% 1% 0% 0% 0% 1%
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Al nwick O6otherd responses were, in order of i mj
e Shops closing down
e Poor variety of shops
e Uneven cobble stones

Ambl e O6o0otherd responses were, in order of i mpor
e Not enough parkig spaces
e Parking too expensive
e Poor variety of shops

Berwick 6otherd responses wer e, in order of i mj
e Shops closing down
e Poor variety of shops
e Lack of large shops

Hal t whistle 6otherd responses wer e, in order of
e Poor variety of shops
e Short opening hours of shops
e Shops closing down

Hexham 6otherd®& responses were, in order of i mpc¢
e Steep bank from car park

Mor peth 6otherd responses were, in order of i mj
e Not enough parking spaces

Seahouses 060t her o ofenpgtanceses wer e, in order

e Street crossings especially at roundabouts

Wool er 6otherd responses were, in order of i mpc¢
e Not enough parking spaces
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Respondents were askedd evaluate on a five point scale their rating of specific elements of a
range of categori Results for all market towns combined are presented in the following two
charts.

Q34. We are interested in your opinion of various aspects of...how
would you rate the following?

Market- quality of services from 27% 2(*
stallholders g ’
Market- presenation of stalls 30% 44@
Market- quality of goods on sal¢ 32% 40/4
Market- range of stalls 34% 9% IZ%

Shops quality of servict
Shops quality of goods
Shops range of shops

Places to eat/drink quality of service

22%
21% 20
6%

15%

Places to eat/drink quality of food 16%

Places to eat/drinkrange 20% 2%

Places to eat/drink value for money 23% 2%
0% 100%
‘m m\erygood EGood Average Poor H \ery poor

ny’

Source: NT 2009 Minbase: 1135
All respondents on balance rated these categories positively, with places to eat and drink

receiving slightly more positive ratings than markets and shops. For eagoatmarkets, shops
and places to eat and drink, the element with the least very good ratings was for their range.
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The category with the least positive ratings related to public toilets. Overall ratings, for feeling of

welcome, general atmospherand general appearance, were very high, with over 80% rating
these aspects as very good or good.

Q34. We are interested in your opinion of various aspects of...how would you
rate the following?

Museums/other places to visiguality

R 0, 0, 0, 0,
of service 31% 56% 12% 0%
Museums/other places to visitevel i 510 13% 2°)p
ofiinterest 2 .
Museums/other places to visitange 29% 52% 16% 30/4
Museums/other places to visivalue
for money 23% 48% 25% 3%
Finding way aroundroad signs 32% 50% 16% 2%
Finding way aroundpedestrian signs 30% 50% 16% 30/(I
Finding way arounddisplay P 48% 5 40/|
maps/information boards . s 18% g
Cleanliness of street 29% 55% 14% 20
Publictoilets availability 19% 40% 28% 10% l3%
Publictoilets cleanliness 19% 39% 31% 7% .4%
Overall- feeling of welcome 49% 45% 5%
Overall- general atmosphert 46% 47% 6%
Overall- general appearanc 43% 49% 7%
0% 100%

‘m B\erygood B Good Average Poor H Verypoor

Source: NT 2009 Minbase: 932
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