
South Hams District Council

‘Sounding Board’

Survey 1:
Council Image & Objectives

Communication & Consultation
Local Plan

Coast & Countryside (AONB)

The Old Barn, Stapledon Lane, Ashburton, Devon, TQ13 7DT
Tel: 01364 654 485   Fax: 01364 654 664

e-mail: info@marketingmeans.co.uk



South Hams District Council ‘Sounding Board’ Survey 1
Marketing Means, June 2002

- 2 -

Summary
This survey was undertaken as the first using the permanent sample of the ‘Sounding
Board’. The questionnaire dealt with several topics including:

œ Council Image & Objectives
œ Communication & Consultation
œ The Local Plan
œ Coast & Countryside and AONB

The survey was sent by post to the panel. It was expected that there would be a
much higher response level than usually obtained from this method with no reminder
(70%+ compared to 20 to 30%).

The overall number of respondents was 643 (77%), however many of these
responses were received after the closing date and therefore analysis was run on the
613 responses (74%) received within the allowed time. The response was broadly
representative of the ‘Sounding Board’ panel.

Results

Overall Impression of the Council

Seven aspects of SHDC’s work were rated to gain an impression of the general view
of the Council on a scale of 1 to 10, with 1 being the worst and 10 being the best.
This was done on a numerical scale so that averages could be calculated. The
aspects rated were:

œ Providing services at a level that the community needs (av. score 6.34)

œ Doing what it says it will do (av. score 6.36)

œ Providing services that are value for money (av. score 6.18)

œ Openly informing residents about what it is doing (av. score 5.94)

œ Taking into account the views of all residents when making decisions (av.
score 5.46)

œ Supporting the local economy (av. score 6.13)

œ Looking after the environment (av. score 6.46)

‘Looking after the environment’ was the highest rated aspect of the Council’s work,
with ‘Taking into account the views of all residents’ being the lowest rated. In general,
across all the Council’s activities, the oldest residents (over 85) gave the highest
ratings and the younger residents gave the lowest ratings. Self employed people
were also more likely than full time or part time employees to rate the Council slightly
lower on all aspects.
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Council Objectives

Respondents were given a list of 5 of the Council’s objectives and were then asked
to rank their top 3 priorities from 1 to 3.

œ The most important objective was s̀ecuring affordable housing (for local
people)', followed by (̀maintaining) the quality of the natural environment'.

œ Females (60%) were more likely than males (52%) to be put s̀ecuring
affordable housing as their first preference'

œ Males (25%) were more likely than females (9%) to put `maintaining the quality
of the natural environment'

œ And males (14%) were more likely than females (8%) to put ìmproving the
prosperity of businesses and individuals in the local area'

œ Older people 75+ and younger people (under 35) were the most likely to put
affordable housing as their first preference.

Communication and Consultation with the Council

Respondents were asked to rate how important it is for residents to be kept
informed about 4 aspects of the Council.

œ Nearly all respondents thought that it was important for the C̀ouncil to keep
residents informed about changes to its' services'. The least important area
was ìnformation about the Councils' performance compared to other
Councils'.

œ For all of the aspects, females were more likely to say that it was very or fairly
important for residents to have information than male respondents.

Respondents were asked where they would get information about aspects of
the Council’s work or to get in contact with people from the Council.

œ For information on Council services the two most important sources of
information were ìnformation sent with your Council tax bill' (71%) and L̀ocal
media' (69%).

œ For information on the Council's comparative performance the two most
important sources of the Council's comparative performance were again,
ìnformation sent with your Council tax bill' (52%) and L̀ocal media' (59%).

œ For information about contact details of Council officers the most important
point of information was àsk Council reception / switchboard' (67%) followed
by phone directory/Yellow Pages (49%).
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œ For information about contact details for District Councillors the most important
point of information was àsk Council reception / switchboard' (65%) followed
by phone directory/Yellow Pages (38%)

Sounding Board members were then asked their views about the Council’s
newspaper, ‘South Hams Matters’.

œ About a quarter of respondents (26%) said that they saw Èvery copy', with a
further third (32%) saying that they saw S̀ome copies' of S̀outh Hams
Matters'. A fifth (20%) indicated that they Ǹever' had access to the
newspaper.

œ The majority of respondents who received or had access to S̀outh Hams
Matters' (81%) indicated that they r̀ead all or most of it' (44%) or s̀ome of it'
(37%). A small proportion (4%) said they d̀on't read it'.

œ The younger the respondent the less likely they were to read all of S̀outh
Hams Matters'.

œ Most respondents (82%) indicate that the amount of information in the paper is
àbout right', with 3% saying there is T̀oo much'.

Sounding Board members were asked whether they had visited the Council's
website, why they had visited and whether it was interesting, useful and
helpful.

œ Age groups under 55 years old were more likely to say they had visited the
website than older respondents. There were also differences by socio-
economic groupings, with H̀igher managerial professionals' (34%) and H̀igher
professionals' (32%) followed by S̀mall business owners' (27%) groups more
likely to have visited the website than others.

œ Two thirds of those who had visited the website (68%) said that they had done
so out of `General interest', with another quarter (26%) indicating that it was for
Ìnformation about the local area'.

œ The majority of those who had seen the website (80%) thought that it was
V̀ery …' (17%) or F̀airly interesting' (63%).

œ There were, however, differences between age groups, with no respondents
under 35 saying that the site was V̀ery interesting'.

œ Similar proportions of people found the website both V̀ery useful / useful'
(85%) and V̀ery easy / easy' to find the information they needed.
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Respondents were asked to consider whether the amount of consultation
SHDC conducts with its stakeholders is right, what level of consultation should
be employed on various issues, and what influence they believe South Hams'
consultation to have on Council policy.

œ Over half of the respondents (58%) thought that South Hams did T̀oo little'
consultation with the community.

œ Respondents thought that different subjects required different levels of
consultation.  Only C̀orporate objectives' resulted in less than half of the
respondents (33%) thinking that consultation should be `…as wide as
possible'.

œ More respondents than for any other (82%) saw `Quality of life in the South
Hams' as an issue where consultation should be as wide as possible. All other
issues had around two thirds of respondents saying that consultation should
be `…as wide as possible'.

Forward Planning / The Local Plan

The Local Plan section of the Sounding Board questionnaire had nine
questions about the clarity, importance and awareness of the plan.

œ Over half (59%) of respondents indicated that they were aware of the Local
Plan.

œ There were a larger proportion of men (65%) than women (55%) who said that
they were aware of the Local Plan.

œ Older people also appeared to be more likely to have been aware of the Local
Plan than younger respondents.

œ Half of the respondents (49%) who were aware of the plan said that they had
heard about it through the `Media', with over a quarter (28%) through C̀ouncil
publicity'.

œ Just under a third of respondents (31%) indicated that they had seen the Local
Plan, with 69% not having seen it.

œ High managerial professionals were the most likely to have seen the plan
(49%), followed by Higher professionals (38%) and small employers (35%).
There were also significant differences between men and women and between
younger and older age groups.

œ The most frequent place that people had seen the plan was in their local
P̀arish or Town Council' (28%), with the least frequent being C̀ouncil Offices'
(12%). A fifth had seen it on the Ẁebsite' (21%), a further fifth in the L̀ocal
Library' (21%) and a final fifth had their `Own copy' (19%).
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œ The priority of the Local Plan most frequently ranked as 1st, chosen by over
half of respondents (52%), was P̀roviding affordable housing', followed by
S̀afeguarding the environment' (23%).

œ The vast majority (94%) said that they had not contacted the Forward Planning
Unit.

Coast and Countryside Service / AONB Management Plan

The Coast and Countryside Service section of the Sounding Board
questionnaire had five questions about the management of the Area of
Outstanding Natural Beauty in the South Hams.

œ Nearly two thirds (62%) of respondents indicated that they were aware of the
AONB designation, with just under a third (29%) indicating that they knew
whether they lived inside or outside of the AONB border.

œ Over half (55%) considered the AONB to be more important than other areas
of countryside, with a fifth of all respondents (21%) thinking that it was `much
more important'.

œ Nearly three quarters (73%) believe that the AONB has been managed v̀ery
effectively / effectively'.

œ By far and away the most important priority for respondents for the AONB
Management Plan to focus on was the c̀onservation of wildlife species'.

œ Other priorities ranked highly were ìmproving the cleanliness of beaches and
estuaries', `maintaining and improving footpaths' and s̀upporting local farmers
and other small businesses'.

œ Women were slightly more likely than men to prioritise the c̀onserving of
wildlife species' and men slightly more likely to prioritise ìmproving the
cleanliness of beaches and estuaries'.
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1.0 Introduction / Background
This survey was undertaken as the first using the permanent sample of the S̀ounding
Board'. The questionnaire dealt with several topics including:

½ Council Image & Objectives
½ Communication & Consultation
½ The Local Plan
½ Coast & Countryside (AONB)

2.0 Method & Analysis
The survey was sent by post to the panel. It was expected that there would be a
much higher response level than usually obtained from postal surveys with no
reminder (70%+ compared to 20 to 30%).

A freepost reply envelope was enclosed with the questionnaire together with a letter
detailing how the panel would be informed of the results.

The responses were processed and analysed by Marketing Means.

2.1 Analysis - a note about confidence intervals
Where possible in the report, a c̀onfidence interval' has been given for the figures
given. All confidence intervals in this report have been worked out on a c̀onfidence
level' of 95%. This means that if we were to carry out the questionnaire 100 times, 95
of them would come back with the figures obtained within the bounds of the
confidence interval (CI) given.

The CI will be expressed as  ̀= +/-X%'. This will mean that the percentage given
would be X% either way 95 times out of 100 (in this case). For example:

Overall satisfaction may have come back as 75% in the survey with a confidence
interval = +/-3%. This would mean that 95% of surveys would come up with an
overall satisfaction level between 72% and 78%.
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3.0 Response
The overall number of respondents was 643.  However, many of these responses
were received after the closing date and therefore analysis was run on 613
responses. Ten people contacted Marketing Means to withdraw from the panel.

This gives an overall response rate of:

(850-10) = 77%
                                                          643

3.1 About respondents
The data collected from respondents is important in determining how representative
the responses are of Sounding Board.

3.1.1 Economic activity
The response was broadly representative of the S̀ounding Board' panel, with
the exception of:

½ Full-time students responded less well (this is also reflected in the age
groups) – 50% responded compared with the overall response rate of
74%

½ The response rate for h̀omemakers' was slightly higher than would be
expected at 84%

3.1.2 Age (next birthday)
The table below shows that compared to the Sounding Board panel:

½ Those under the age of 24, and over the age of 85, responded less well
than other age groups (44% and 45% response rate respectively)

½ Those belonging to the 55-64 and 65-74 year old age groups
responded slightly better than other age groups at (78% and 73%
response rate respectively)

Sample Sounding Board Variance
Number % Number % %

<24 26 4% 59 7% -3%
25-34 42 7% 58 7% 0%
35-44 138 21% 174 21% 0%
45-54 150 23% 191 23% 0%
55-64 125 19% 152 18% +2%
65-74 94 15% 116 14% +1%
75-84 64 10% 88 10% 0%
85+ 4 1% 11 1% -4%

643 100% 1069 100% 0%



South Hams District Council S̀ounding Board' Survey 1
Marketing Means, June 2002

- 11 -

3.1.3 Gender
In terms of gender there was no significant difference in the percentage of
males (72%) and females (74%) who responded.

There was, however, a difference in gender response rates between age
groups.  The majority of respondents under the age of 55 were female,
whereas the majority of respondents aged 55 and above were male.  This
difference was most pronounced in the under 35 and 85 plus age groups.

3.1.4 Disability
Response rates were very similar for those who reported a disability (74%)
and for those who did not report a disability (74%).

3.1.5 Ethnicity
There are nine people that reported that they had an ethnic origin other than
`White, British'.  Of these 5 responded to this survey (56%).

3.1.6 Socio-economic grouping
The response rate was lowest in relation to the group coded as ǹever worked
/ long-term unemployed'.  This is mainly due to the poor response rate of
many of our younger panel members who were also classed as students.

Across the board, response rates varied between 71% and 87%, with the
highest response being recorded from the r̀outine occupations' group.
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4.0 Overall Impression of SHDC

4.1 Overall impression of SHDC
Respondents were asked to rate on a scale 1 to 10 how the Council was performing
in a number of areas. A score of 1 indicated the worst that the Council could do and a
score of 10 indicated the best that the Council could do. This enabled an average
score to be calculated.

The average scores for each area of activity is shown below. It can be seen that the
average scores cluster around 6, just over the halfway mark.  The area that receives
the lowest rating (5.46) is t̀aking into account the views of all residents when making
decisions'; the highest rating (6.46) was given to l̀ooking after the environment'.

6.34

6.36

6.18

5.94

5.46

6.13

6.46

Providing services at a level that the
community needs

Doing what it says it will do

Providing services that are value for
money

Openly informing residents about
what it is doing

Taking into account the views of all
residents when making decisions

Supporting the local economy

Looking after the environment

Average

Table 1:Average scores of overall impression of the Council

4.1.1 Overall impression of the Council by individual differences
There were differences by age and economic activity. The charts below plot
the average score for particular groups (e.g. age groups) and compare them to
the overall score (Appendix 1, Tables 1.1 a-d).

œ There were some important differences by economic activity:
o Those who were unemployed gave consistently lower ratings of the

Council (red dots)
o Those who were permanently sick or disabled gave the Council the

lowest rating for t̀aking into account the views of all residents when
making decisions' (green dots) and l̀ooking after the environment'.

o Those in full-time education gave slightly lower ratings (mauve dots)
overall, but particularly in relation to t̀aking into account the views of
all residents when making decisions' and l̀ooking after the
environment'.

o Those in full-time or part time work followed the overall average
quite closely, whilst those who were self-employed gave lower
ratings

o Consistent with differences in age, those who were r̀etired' gave the
highest ratings.
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œ In general, across all the Council's activities, the oldest residents (over 85)
gave the highest ratings (the red dots) and the younger residents gave the
lowest ratings (dark blue dots).
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5.0 About the Council's Objectives

5.1 About the Council's objectives
Respondents were given a list of draft Council objectives and were then asked to
rank their top 3 priorities from 1 to 3.

The objectives were:
œ Securing housing for people at an affordable level
œ Improving the prosperity of businesses and individuals within the district
œ Keeping our towns and villages clean
œ Maintaining the quality of the natural environment
œ Improving access to services
œ (Respondents suggestion)

The analysis for this question was conducted by scoring the preference to give some
weighting to the ranking: so 3 points were given to an objective if it was a
respondents first choice; 2 for a second ranking and 1 point for a third preference.

It can be seen from the chart below, that the most important objective was s̀ecuring
affordable housing (for local people)', followed by (̀maintaining) the quality of the
natural environment'. (Appendix 2, Table 1.0 ).
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1175

464

507

765

337

0 100 200 300 400 500 600 700 800 900 1000 1100 1200 1300

Im p r o v in g  ac c es s  to
s e r v i c es

Im p r o v in g  p r o s p e r i ty

K eep in g  o u r  to w n s  an d
v i l l ag es  c lean

T h e  q u a l i ty  o f  t h e
n a tu r a l  en v i r o n m en t

S ec u r in g  h o u s in g  a t
a f fo r d ab le  l ev e ls

T O T A L P O IN T S



South Hams District Council S̀ounding Board' Survey 1
Marketing Means, June 2002

- 16 -

The chart below shows the actual number of people who marked a preference and
the order of the preference (blue = 1st rank; red = 2nd rank, yellow = 3rd rank).

Council objectives: count of preferences
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5.1.1 The Council's objectives by individual differences
When the Council's draft objectives were ranked, there were differences
according to gender and age:  (Appendix 2, Tables 1.1 a-c).

          Gender
o Females (60%) were more likely than males (52%) to put s̀ecuring

affordable housing as their first preference'
o Males (25%) were more likely than females (9%) to put `maintaining the

quality of the natural environment'
o Males (14%) were more likely than females (8%) to put ìmproving the

prosperity¼ '

See chart below:
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Age
œ Older people 75+ and younger people (under 35) were the most likely to

put affordable housing as their first preference.

5.1.2 Additional Suggestions
There were 165 additional comments; however, the vast majority of them were
specific comments like  ̀pick-up hedge cuttings'.  Board categories are listed
below:

COMMENT
CATEGORY NO. EXAMPLE COMMENTS

Highways 24 Parking; speed limits; road maintenance & cleaning; congestion etc.
Planning 15 Use of green/brown field sites; housing appropriate to rural location;
Council Tax 13 Increasing CT for second home owners; unaffordable rates of CT.
Housing 13 Affordable housing; housing for local people; social housing etc.
Public Transport 12 Coordination of public transport; encourage use; rural transport etc.
Young People 13 Better access to recycling facilities / sports facilities for young people.
Recycling 11 Providing facilities amenities/opportunities for young people
Environment 8 Renewable energies; preserving period properties; sustainability etc.
Elderly
Residents 5 Care / housing / transport for the elderly; Council Tax reductions.
Consultation 4 Listening to community needs and responding

Prosperity 4
Job opportunities; inward investment; encourage large and small
business.

Education 3 Provision/improvement of educational facilities
Equal 3 All objectives of equal importance
Information 3 Information availability to public
Policing 2 Improve Police control / presence
Public Amenities 2 Improve civic amenities / recreation areas
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6.0 Information about the Council

6.1 Importance of information
Respondents were asked to rate how important it is for residents to be kept informed
about 4 aspects of the Council:

œ Information about and changes to its services
œ The Council's performance compared to other Councils
œ Contact details for Council Officers
œ Contact details for local District Councillors

This was rated on a four point scale of v̀ery important'/ f̀airly important'/ ǹot that
important'/ ǹot at all important'

The chart below shows the categories reduced to two: ìmportant' and ùnimportant'.
This clearly illustrates that nearly all respondents thought that it was important for the
C̀ouncil to keep residents informed about changes to its services'. The least
important area was ìnformation about the Councils' performance compared to other
Councils'. (Confidence intervals were consecutively +/-1%, +/-4%, +/- 4%, +/-3%)
(Appendix 3, Tables 1.0 & 1.0a).

6.1.1 Importance of information by individual differences
The only significant difference found was based on gender. For all of the
aspects, females were more likely to say that it was very or fairly important for
residents to have information than male respondents (Appendix 3, Tables 1.1
a-d).
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6.2 Sources of information
For each of the areas of information, respondents were asked which sources of
information they had or would use.

6.2.1 Sources of Information on Council services
The two most important sources of information on Council services were
ìnformation sent with your Council tax bill' (71%) and L̀ocal media' (69%)
(Appendix 3, Table 2.1).

Individual differences:
œ Gender (Appendix 3, Table 2.1 a).

o Females were slightly more likely to read local media than male
respondents

o Females were more likely to look at the Councils A-Z of services
than men

œ Economic Activity (Appendix 3, Table 2.1 b).
o Those who are employed part-time, full-time students or self-

employed are more likely than other groups to look at the local
media

o Those who are full-time employees or retired are most likely to
look at information sent with their Council tax bill than other
groups

o Full-time employees and the self-employed were most likely to
look at the Council's website (the retired were the least likely)

o Those who were retired were the most likely to go to their local
Councillor for information

o Those were retired or employed part-time were the most likely
group to look at S̀outh Hams Matters'

œ Socio-economic group (Appendix 3, Table 2.1 c).
o Those of higher groups (higher managerial, professionals and

intermediate occupations) were the most likely to refer to
information sent with their Council tax bill

o Those who were higher managerial and professional were the
most likely to look at the Council's web-site, compared to small
employers/own account workers, semi-routine & routine
occupations and those who have never worked/long term
unemployed

œ Age Groups (Appendix 3, Table 2.1 d).
o Those under the age of 54 were less likely than those over 55 to

look at the Council's Performance Plan for information
o Those under the age of 54 were the most likely to look at the

Council's website for information than those over the age a 55,
especially those over 75.

o Those under 54 were less likely than those over 55 to go to their
local Councillor for information

o Those under the age of 35 were the least likely to look at S̀outh
Hams Matters'
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6.2.2 Information on the Council's comparative performance
The two most important sources of information on the Council's comparative
performance were again, ìnformation sent with your Council tax bill' (52%) and
L̀ocal media' (59%) (Appendix 3, Table 2.2).

Individual differences:
œ Gender

o There were no significant differences by gender
œ Economic Activity (Appendix 3, Table 2.2a).

o Those who are employed part-time or full-time students were
likely than other groups to look at the local media

o Those who are full-time employees or retired are most likely to
look at information sent with their Council tax bill than other
groups

o Those who are retired, permanently sick or employed part-time
were the most likely group to look at S̀outh Hams Matters'

o Full-time employees, and the self-employed were most likely to
look at the Council's website (the retired were the least likely)

o Those who were retired were the most likely to go to their local
Councillor for information

œ Socio-economic group (Appendix 3, Table 2.2b).
o Those of higher groups (higher managerial, professionals and

intermediate occupations) were the least likely to refer to the
local media

o Those who were higher managerial and professional were the
most likely to look at the Council's web-site, compared to small
employers/own account workers, semi-routine & routine
occupations and those who have never worked/long term
unemployed

œ Age Groups (Appendix 3, Table 2.2c).
o Those under the age of 36 and over 75 were more likely than

those between the ages of 35 and 74 to look at the Councils
Performance Plan for information

o Those under the age of 54 were the most likely to look at the
Council's website for information than those over the age of 55,
especially those over 75.

o Those under 54 were less likely than those over 55 to go to their
local Councillor for information (no one under 35 specified this as
a source of information)

o Those under the age of 35 were the least likely to look at S̀outh
Hams Matters'

o Those under 54 were less likely to state s̀omeone you know at
the Council' than those over 55
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6.2.3 Information about contact details of Council officers
The most important point of information was àsk Council reception /
switchboard' (67%) followed by phone directory/Yellow Pages (49%)
(Appendix 3, Table 2.3).

Individual differences:
œ Gender (Appendix 3, Table 2.3a).

o Male respondents were more likely than female respondents to
use the yellow pages for contact details

œ Economic Activity (Appendix 3, Table 2.3b).
o Those who are employed part-time or full-time students were

likely than other groups to look at the local media
o Those who are full-time employees or retired are most likely to

look at information sent with their Council tax bill than other
groups

o Those who arfe retired, permanently sick or employed part-time
were the most likely group to look at S̀outh Hams Matters'

o Full-time employees, and the self-employed were most likely to
look at the Council's website (the retired were the least likely)

o Those who were retired were the most likely to go to their local
Councillor for information

œ Socio-economic group  (Appendix 3, Table 2.3c).
o Those of higher groups (higher managerial, professionals and

intermediate occupations) were the least likely to refer to the
local media

o Those who were higher managerial and professional were the
most likely to look at the Council's web-site, compared to small
employers/own account workers, semi-routine & routine
occupations and those who have never worked/long term
unemployed

œ Age Groups (Appendix 3, Table 2.3d).
o Those under the age of 54 were the most likely to look at the

Council's website for information than those over the age a 55,
especially those over 75.

o Those under 54 were less likely than those over 55 to go to their
local Councillor for information (no one under 35 specified this as
a source of information)
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6.2.4 Information about contact details for District Councillors
Again, the most important point of information was àsk Council reception /
switchboard' (65%) followed by phone directory/Yellow Pages (38%)
(Appendix 2, Table 2.4).

Individual differences:
œ Gender (Appendix 3, Table 2.4a).

o Female respondents were more likely than male respondents to
look at the local media

o Female respondents were more likely than male respondents to
àsk the Council reception / switchboard'

œ Economic Activity (Appendix 3, Table 2.4b).
o Those who are employed part-time, homemakers or full-time

students were likely than other groups to look at the local media
o Those who are employed full-time or self-employed were the

most likely to àsk Council reception/ switchboard'
o Full-time employees, and those in full-time education were most

likely to look at the Council's website (the retired were the least
likely)

o Those who were retired were the most likely to go to their local
Councillor for information

œ Socio-economic group (Appendix 3, Table 2.4c).
o Those of higher groups (higher managerial, professionals and

intermediate occupations) were the least likely to refer to the
local media

o Those who are higher managerial and professional were the
most likely to look at the Council's web-site, compared to small
employers/own account workers, semi-routine & routine
occupations and those who have never worked/long term
unemployed

œ Age Groups (Appendix 3, Table 2.4d).
o Those under the age of 54 were the most likely to look at the

Council's website for information than those over the age a 55,
especially those over 75.

o Those under 54 were less likely than those over 55 to s̀omeone
you know at the Council'
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7.0 South Hams Matters
Sounding Board members were asked their views about the Council's newspaper,
S̀outh Hams Matters'. They were asked three questions about whether they receive
the newspaper, whether they read it and their opinions on the amount of information
within it.

7.1 Access to a copy of South Hams Matters
Respondents were asked whether they received or had access to copies of S̀outh
Hams Matters'. Responses were on a four-point scale from Èvery copy' to Ǹever'.

About a quarter of respondents (26%) said that they saw Èvery copy', with a further
third (32%) saying that they saw S̀ome copies'. A fifth (20%) indicated that they
Ǹever' had access to the newspaper (Appendix 4, Table 1.0).

There did not appear to be any differences by demographic groupings.
(Confidence Interval, at 95%= +/- 4%)

7.2 How much respondents read South Hams Matters
The questionnaire asked those who receive a copy of S̀outh Hams Matters' how
much they read it. Responses were again on a four-point scale, this one from Ỳes,
all or most of it' to Ǹo, don't read it'.

The majority of respondents who received or had access to S̀outh Hams Matters'
(81%) indicated that they r̀ead all or most of it' (44%) or s̀ome of it' (37%). A small
proportion (4%) said they d̀on't read it'. (Appendix 4, Table 2.0). (Confidence
Interval, at 95%= +/-2%)
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Regularity of readership: (Appendix 4, Table 2.0(a))
œ There were differences between those who said they receive every copy of the

paper and those who say they only get it rarely, the latter being ten times more
likely to say they do not read it.

Age Groups: (Appendix 4, Table 2.0(b))
œ The younger the respondent the less likely they were to read all of S̀outh

Hams Matters'.

7.3 Amount of information
Sounding Board members were then asked their opinion of the content of South
Hams Matters. Responses were on a three-point scale from T̀oo much information'
to Ǹot enough information'.

Most respondents (82%) indicate that the amount of information in the paper is àbout
right', with 3% saying there is T̀oo much'. (Appendix 4, Table 3.0)
(Confidence Interval, at 95%= +/-4%)

There are no differences by demographic groups, but there are some differences by
how much people read the newspaper. (Appendix 4, Table 3.0(a))

œ Those who s̀kim¼ ' South Hams Matters are more likely to say there is T̀oo
much information'

œ Those who D̀on't read' are more likely to say there is Ǹot enough
information'.
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8.0 South Hams District Council's Website
Sounding Board members were asked whether they had visited the Council's
website, why they had visited it and whether it was interesting, useful and helpful.

8.1 Had respondents visited the website?
Respondents were asked whether they had visited the Council's website, with a
simple yes / no response.

About a quarter (24%) indicated that they had visited the website. (Appendix 5, Table
1.0) (Confidence Interval, at 95%= +/-3.5%)

Socio-economic Group: (Appendix 5, Table 1.0 (a))
œ H̀igher managerial professionals' (34%) and H̀igher professionals' (32%)

followed by S̀mall business owners' (27%) groups were more likely to have
visited the website than others.

Age Group: (Appendix 5, Table 1.0 (b))
Those under 55 years old were more likely to say they had visited the website
than older respondents.

8.2 Why respondents first looked at the website
Respondents were then asked what prompted them to first go to the website.

Two thirds of those who had visited the website (68%) said that they had done so out
of `General interest', with another quarter (26%) indicating that it was for Ìnformation
about the local area'. (Appendix 5, Table 2.0 )
(Confidence Interval, at 95%= +/-9%)

There were a further 35 respondents who wrote their reason for looking in the `Other'
box, but upon analysis many of them were within the standard categories. One
reason that did occur frequently that was not an option was to look for employment
opportunities. Some, however, admitted to looking at the website because they had
been prompted by the survey.
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8.3 Whether the website was interesting, useful and easy to use
Those who had visited the website were then asked three questions about how
interesting, useful and easy to use the website is. Each question had a four point
scale reply ranging from V̀ery (interesting / useful / helpful)' to Ǹot at all (interesting /
useful / helpful)'.

The majority of those who had seen the website (80%) thought that it was V̀ery ¼ '
(17%) or F̀airly interesting' (63%). (Appendix 5, Table 3.0)
(Confidence Interval, at 95%= +/-7%)

Age Group: (Appendix 5, Table 3.0 (a))
œ No respondents under 35 responded that the site was V̀ery interesting'.

Similar proportions of people found the website both V̀ery useful / useful' (85% with
CI = +/- 6%) and V̀ery easy / easy' to find the information they needed (79% with CI
= +/- 7%). There were no significant differences by any of the demographic
groupings. (Appendix 5, Tables 3.0 (b & c))
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9.0 About Consulting with the Community
This section of the questionnaire asked respondents to consider whether the amount
of consultation the Council conducts with its stakeholders is right, what level of
consultation should be employed on various issues, and what influence they believe
consultation has on Council policy.

9.1 Amount of community consultation
Respondents were asked whether the Council consults enough with the South Hams
community. The question had three response boxes: T̀oo much'; Àbout right'; T̀oo
little'

Over half of the respondents (58%) thought that South Hams did T̀oo little'
consultation with the community, with a further 41% indicating that they thought it
was Àbout right'. (Appendix 6, Table 1.0)
(Confidence Interval, at 95%= +/-4%)

There were no significant differences in the responses by age and gender about the
amount of consultation.

Socio-economic group: (Appendix 6, Table 1.0 (a|))
œ These differences did not appear to follow any real pattern, with groups such

as H̀igher managerial professionals' and Ǹever worked / long-term
unemployed' being more likely to say there was T̀oo little' community
consultation.

œ Those who were in groups such as H̀igher professionals' and R̀outine
occupations' were more likely to say consultation was Àbout right'.
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9.2 Issues for Consultation
The questionnaire gave respondents a list issues and areas of council work and
asked them to choose from four levels of consultation ( .̀..as widely as possible',
`¼ using the Sounding Board only', `¼  provide information only' and d̀on't know') for
each subject area.  The issues they were asked to consider were: `Quality of life in
the South Hams'; L̀evels of satisfaction with services¼ '; C̀orporate objectives for the
Council'; H̀ow the council spends its money'; and `When policies are developed or
reviewed'.

Respondents thought that different subjects required different levels of consultation,
although only C̀orporate objectives' resulted in less than half respondents (33%)
thinking that consultation should be `¼ as wide as possible'.  27% of respondents
thought that the Council did not need to consult on its objectives, but provide
information on them.

More respondents than for any other (82%) saw `Quality of life in the South Hams' as
an issue where consultation should be `¼ as wide as possible'. All other issues had
around two thirds of respondents saying that consultation should be `¼ as wide as
possible'. (Appendix 6, Table 2.0)

There were no apparent differences by demographic groupings as to the level of
consultation on any of these issues.
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9.3 Perceptions About the Amount of Influence Consultation Has
Respondents were asked to say how much influence they felt community
consultation had on the decisions the Council makes. Answers were given on a four-
point scale from à great deal' to ǹone'.

Over half of respondents (51%) felt that community consultation had only À little'
influence on decisions made by the council, with a further 10% saying they felt that it
had no influence at all. Only 5% felt that community consultation had a `Great deal' of
influence on Council decisions. (Appendix 6, Table 3.0)
(Confidence Interval, at 95%= +/- 4%)

There were no significant differences by any of the demographic groups.
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10.0 Forward Planning
The Local Plan section of the Sounding Board questionnaire had nine questions
about the clarity, importance and awareness of the plan. The majority of the
questions had single response closed box answers, with one question asking
respondents to rank the importance of .

10.1 Awareness of the Local Plan
The first question of the Local Plan section asked respondents to indicate whether
they had been aware of the plan before the survey. The question had a simple
yes/no response.

Over half (59%) of respondents indicated that they were aware of the Local Plan, with
41% saying that they were not. (Appendix 7: Table 1.0)
(Confidence Interval, at 95%= +/-4%)

Gender: (Appendix 7: Table 1.0 (a))
œ There were a larger proportion of men (65%) than women (55%) who said that

they were aware of the Local Plan.

Age Group: (Appendix 7: Table 1.0 (b))
œ Older people appeared to be more likely to have been aware of the Local Plan

than younger respondents.

Socio-economic Group: (Appendix 7: Table 1.0 (c))
œ There are no significant differences by Socio-economic groups, although

H̀igher managerial professionals' and H̀igher professionals' appear to be
slightly more likely to say they have seen the plan.
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10.2 How Respondents had Heard about the Local Plan
Respondents who were aware of the Local Plan were then asked how they had
heard about it. They were given the option of through the `Media', C̀ouncil publicity',
L̀ocal groups' Ẁord of mouth' or an open option, `Other'.

Half of the respondents (49%) who were aware of the plan said that they had heard
about it through the `Media', with over a quarter (28%) through C̀ouncil publicity'.
(Appendix 7: Table 2.0) (Confidence Interval, at 95%= +/-5.5%)

There were no real significant differences by demographic groups, although slightly
more men said they had found out through C̀ouncil publicity' and women through the
`Media'

10.3 Whether Respondents Had Seen the Local Plan
The questionnaire asked whether respondents had seen the Local Plan with a yes/no
response. A follow up question for those who had seen it asked where they had seen
it, the options being C̀ouncil offices', C̀ouncil website', L̀ocal library', P̀arish or Town
Council' or H̀ave own copy'.

Just under a third of respondents (31%) indicated that they had seen the Local Plan,
with 69% not having seen it. (Appendix 7: Table 3.0)
(Confidence Interval, at 95%= +/- 4%)

Socio-economic Group: (Appendix 7: Table 3.0 (a))
œ High managerial professionals were the most likely to have seen the plan

(49%), followed by Higher professionals (38%) and small employers (35%).

Gender (Appendix 7: Table 3.0 (b))
œ There were also significant differences between men and women and between

younger and older age groups.
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The most frequent place that people had seen the plan was in their local P̀arish or
Town Council' (28%), with the least frequent being C̀ouncil Offices' (12%). A fifth had
seen it on the `Website' (21%), a further fifth in the L̀ocal Library' (21%) and a final
fifth had their `Own copy' (19%). (Appendix 7: Table 1.0 (c))
(Confidence Interval, at 95%= +/-7%)

10.4 Whether the Local Plan was well Presented and easy to
Understand
The questionnaire asked those respondents who had seen the Local Plan whether
they considered it well presented. Answers were on a four-point scale from V̀ery well
presented' to V̀ery poorly presented'. They were then asked whether it was easy to
understand. This was also a four-point scale, from V̀ery easy' to V̀ery hard'.

œ Nearly all respondents (91% with CI = +/- 4.5%) felt that the plan was either
V̀ery well presented' (15%) or Ẁell presented' (76%). (Appendix 7: Table 4.0)

œ These results were almost identical to whether the plan was easy to
understand, where 90% (CI = +/-5%) said it was either V̀ery easy' (15%) or
Èasy' (75%). (Appendix 7: Table 4.0 (a))
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10.5 Important Issues
Respondents were then asked to prioritise from a list of seven issues the three areas
they believed to be the most important for the Local Plan. The areas they were asked
to rank were:

œ P̀roviding affordable housing';
œ S̀afeguarding the environment';
œ  ̀Ensuring development is sustainable';
œ P̀rioritising development on sites which have previously been built upon';
œ P̀roviding land for jobs';
œ P̀romoting good design of new development';
œ R̀educing the need to travel'.

The category most frequently ranked as 1st, chosen by over half of respondents
(52%), was P̀roviding affordable housing', followed by S̀afeguarding the
environment' (23%) and P̀rioritising development on sites previously been built upon'
(14%). These three issues are also the most frequently chosen for the 2nd ranked
issues, with P̀roviding affordable housing' dropping to third place. For the third
ranked issues, P̀roviding affordable housing' is replaced by Ènsuring development is
sustainable', with the other two issues remaining in the top three most frequently
cited. There are no differences by any demographic groupings in priorities. (Appendix
7: Table 5.0)
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10.6 Contact with the Forward Planning Unit
There was then a simple yes / no question that asked respondents whether they had
been in contact with the Forward Planning Unit. For those who had had contact with
forward planning, a follow up question asked them to rate how helpful the staff were
on a four point scale from V̀ery helpful' to V̀ery unhelpful.

The vast majority (94%) said that they had not contacted the Forward Planning Unit.
There were no differences between demographic groups. (Appendix 7: Table 6.0)
(Confidence Interval, at 95%= +/-2%)

Of the 32 respondents who had had contact with the Forward Planning Unit, 22 said
that the staff were V̀ery helpful / Helpful', 7 said they were V̀ery unhelpful /
Unhelpful' with 3 not answering. (Appendix 7: Table 6.0 (a))
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11.0 Coast & Countryside
The Coast and Countryside Service section of the Sounding Board questionnaire had
five questions about the management of the Area of Outstanding Natural Beauty in
the South Hams. Three of the questions had single response closed box answers,
one had an open answer box and a final question asked respondents to rank
priorities for the future.

11.1 Awareness of the Area of Outstanding Natural Beauty (AONB)
The first question asked respondents to indicate which of four statements best
reflected their awareness of the AONB. The questions ranged from Ì was not aware
of the AONB designation' to Ì was aware of the AONB designation and know
whether I live inside or outside the AONB boundary'.

Nearly two thirds (62%) of respondents indicated that they were aware of the AONB
designation, with just under a third (29%) indicating that they knew whether they lived
inside or outside of the AONB border. (Appendix 8: Table 1.0)
(Confidence Interval, at 95%= +/-4%)

There appeared to be no differences in answers by any demographic groupings, with
young people being equally aware as older people, males and females and socio-
economic groups being also not differing significantly in their answers.
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11.2 Importance of the AONB Compared to Other Areas of
Countryside
Respondents were then asked whether they thought the AONB was of more, equal or
less importance than other areas of countryside. A five point scale was used ranging
from `much more important' to much less important.'

Over half (55%) considered the AONB to be more important than other areas of
countryside, with a fifth of all respondents (21%) thinking that it was `much more
important'. Most other respondents (41% of the total) thought that the AONB was of
equal importance, with only 2% considering it to be less important to any degree.
(Appendix 8: Table 2.0) (Confidence Interval, at 95%= +/-4%)

Once again there were no differences by demographic groupings.

Awareness: (Appendix 8: Table 2.0 (a))
œ There were differences between those who were more aware and those who

were not so aware of the AONB designation, with those who more aware
being more likely to regard the AONB as more important.
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11.3 Effectiveness of the Conservation and Management of the
AONB
The questionnaire asked whether respondents regarded the conservation and
management of the as being effective, with closed answers ranging from v̀ery
effective' to ǹot at all effective'. Respondents were also given the option of d̀on't
know'.

Nearly three quarters (73%) believe that the AONB has been managed v̀ery
effectively / effectively'. Half of those who did not say the management or
conservation was effective (13% of the total) said that they d̀idn't know'.
(Appendix 8: Table 3.0) (Confidence Interval, at 95%= +/- 3.5%)

There were again no significant differences in the answers by demographic
groupings.

Awareness: (Appendix 8: Table 3.0 (a))
œ Those who were less aware of the designation were more likely to say they

d̀on't know' how effective the management is.
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11.4 Comments about Improvements
Respondents were given the option to comment on any specific areas that needed
improvement. About a third of respondents (193) made a comment in this section.
Comments varied according to interpretation, some people focussing on policy
improvements, some on specific actions they believed needed taking and others on
geographical locations they wanted more work on.

Some of the main themes that came through in the comments section were:

œ Balancing the needs of tourists and local people
œ Conflicts between planning and environmental management, with particular

regard to housing
œ Making sure that beaches, rivers and estuaries remain clean and usable
œ The future of Slapton
œ The provision of bins for dog owners
œ Access issues (rights of way, bridleways, rivers etc.)

 (Appendix 8: Table 4.0)

11.5 Priorities for the AONB Management Plan
The final question asked what respondents viewed as their priorities for the AONB.
They were asked to rank their top 3 from a list of 9 areas of work.

By far and away the most important priority for respondents was the c̀onservation of
wildlife species', which was ranked top by 167 of respondents, ranked 2nd by 87 and
3rd by 72 (326 respondents in total). Other priorities ranked highly were ìmproving
the cleanliness of beaches and estuaries', `maintaining and improving footpaths' and
s̀upporting local farmers and other small businesses'. (Appendix 8: Table 5.0)

Gender (Appendix 8: Table 5.0 (a))
œ Women were slightly more likely than men to prioritise the c̀onserving of

wildlife species' and men were slightly more likely to prioritise ìmproving the
cleanliness of beaches and estuaries'.

Socio-economic Groups (Appendix 8: Table 5.0 (b))
œ Professionals and semi-professionals who were more concerned with

environmental protection issues and small businessmen and people who do
routine and semi-routine jobs, who were more concerned with 'supporting
farmers and other small businesses'


