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Summary
This report is one of four presenting the results for the second postal survey using
South Hams District Council’s ‘Sounding Board’ conducted in September 2002.
‘Sounding Board’ is a citizen’s panel, a group of residents who have agreed to take part
in regular surveys. The advantages to the Council include a coordination point for
research within the authority, higher response rates than general postal surveys and
information on respondents (age, gender, household tenure etc).

The second survey achieved a response rate of 663 people from 830 residents (a
response rate of 80%). The main results are detailed below:

Usage of car parks (section 4.1)
The vast majority of Sounding Board members (88%) said that they did use South
Hams car parks. The number of cars a household had showed a relationship to the
reply for this question.

The most popular reason for using a car park was ‘shopping’ (66%) and secondly,
l̀eisure' (25%). Over half of respondents (58%) said that they used a car park at least
weekly, but the most frequent category being èvery so often' (33%).

For those who did not use car parks, the most frequently mentioned reason was ùse
public transport' (54%).

Payment for car parking (section 4.2)
The main payment method for parking was overwhelmingly (92%) àt the pay and
display machine'.

Two-thirds of respondents said that they would not use a credit card payment facility
at a pay and display machine, a quarter said that they would use it òccasionally' and
7% said that they would use it most of the time'. A similar response pattern was found in
the offer of a prepayment (smart) card.

Satisfaction with aspects of car parking (section 4.3)
Respondents were asked to rate 11 aspects of car parking in the South Hams on a
scale of v̀ery satisfied', s̀atisfied', ǹeither satisfied nor dissatisfied', d̀issatisfied' and
v̀ery dissatisfied'. C̀leanliness' (70%), l̀ocation' (68%) and r̀epair' (65%) of the car
parks scored the highest levels of satisfaction, compared to the àvailability of parking
spaces' (42%), s̀ecurity within the park' (33%) and c̀ost of parking' (28%).

Those who stated that they had a disability were more dissatisfied than those without a
disability with the s̀tate of repair', àvailability of parking spaces' and p̀rovision for
disabled users'.

Feelings towards fair grounds in car parks (section 4.4)
Three-quarters (75%) of respondents said that fair grounds using car parks was okay to
some degree whilst the other quarter said that it was never OK. The most popular
response was OK occasionally (44% or 252 people).
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1.0 Introduction / Background
This survey was undertaken as part of the second using the permanent sample of the
S̀ounding Board'. There were four services being assessed in the survey:

œ Waste Management
œ Car Parks
œ Cultural Services
œ Leisure Centre (non users)

This particular report presents the results for SHDC's Car Parks.

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 this method 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.

All questions were cross-tabulated by personal characteristics (such as age, gender,
disability, number of cars in household) to check for differences in replies but only
significant differences have been highlighted in this report.
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3.0 Response
The analysis of this survey is based on 579 responses from the Sounding Board or 70%
of the entire board.

The final number of responses received from the Sounding Board was 665 or 80%,
however these additional 84 responses were not entered for this analysis they were
returned beyond the closing date.

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%
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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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4.1 Use of car parks
The vast majority of Sounding Board members (88%) said that they did use South
Hams car parks (Appendix, Table 1).

There were differences in the reply given by the number of cars in the household, which
in turn, were linked to the respondents' socio-economic class. Those who had more
cars were more likely to use the car parks.

There were no differences by age or gender.

4.1.1 Non-usage of car parks
For those who said that they did not use car parks (62 people), the main reason for not
using them were was ùse public transport' (32 people).

The other categories were evenly spread with 8-10 people in each (Appendix, Table 2):
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4.2.1 Main reason for usage of car parks in the South Hams
The most popular reasons for using a car park in the South Hams was for shopping with
nearly two-thirds of respondents citing this reason followed by a quarter saying l̀eisure'
(Appendix, Table 3):

There were no differences by any individual characteristics of the respondent (e.g. age,
gender, economic activity) in terms of the reasons for using South Hams' car parks.
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4.2.2 Frequency of usage of car parks
The most frequent category of usage was èvery so often' with just over a third of
respondents (36%). Over half (58%) of people used a car park at least weekly
(Appendix, Table 4):

There were no differences by any individual characteristics of the respondent
(e.g. age, gender, economic activity) in terms of the frequency of usage of South
Hams' car parks.
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4.2 Payment for car parking

4.2.1 Payment method
The main payment method for car park users was overwhelmingly (92%) at the
machine (Appendix, Table 5):

4.2.2 Credit card payment facility
Two thirds of respondents (69%) said that they would not use a credit card payment
facility at a machine; a quarter said that they would use it òccasionally  ̀and 7% said
that they would use it `most of the time'. (Appendix, Table 6):

Again, there were no difference in the opinion given based on individual differences
(e.g. age, gender, socio-economic grouping).
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4.2.3 Smart card payment facility
This question elicited much the same response as the credit card payment facility but
very slightly more positive with two-thirds (67%) saying that they would not use it, a
quarter (22%) saying that they would use it òccasionally' and 11% saying that they
would use it òften'.  (Appendix, Table 7):

Again, there were no difference in the opinion given based on individual differences
(e.g. age, gender, socio-economic grouping).
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4.3 Satisfaction with aspects of car parks run by
South Hams DC
Respondents were asked to rate 11 aspects of car parking in the South Hams on a
scale of v̀ery satisfied', s̀atisfied', ǹeither satisfied nor dissatisfied', d̀issatisfied' and
v̀ery dissatisfied'.

The chart below shows the number of people who were v̀ery satisfied' or s̀atisfied'. It
can be seen that the c̀leanliness' (70%), l̀ocation' (68%) and r̀epair' (65%) of the car
parks score relatively highly compared to the àvailability of parking spaces' (42%),
s̀ecurity within the park' (33%) and c̀ost of parking' (28%).

A full table can be found in the appendix, table 8.
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The majority of aspects showed no differences in answer by individual characteristics,
with the exception of the following aspects by whether the respondent said that they
had a disability or not:

Provision for disabled users
œ Those who had a disability were more dissatisfied (36%) with parking for

the disabled than those who did were not disabled (27%) – excluding
those who did not know (appendix, table 8.2.1) .
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Availability of parking spaces:
œ Those who had a disability were more dissatisfied (61%) with availability

of than those who did were not disabled (42%) – excluding those who did
not know (appendix, table 8.2.2) .
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State of repair of car parks:
œ Disabled respondents were more dissatisfied with the state of repair of the

car park (23%) than those without a disability (5%) – excluding those who
d̀id not know'  (appendix, table 8.2.3)
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4.4 Feelings towards fair grounds in car parks
Three-quarters (75%) of respondents said that fair grounds using car parks was okay to
some degree whilst the other quarter said that it was never OK. The most popular
response was OK occasionally (44% or 252 people).
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Appendix: Tables
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Usage of SH car parks

Table 1.0

Do you use car parks in the South Hams

506 87% 88% 88%

72 12% 12% 100%

578 100% 100%

1 0%

579 100%

Yes

No

Total

Valid

SystemMissing

Total

Frequency Percent
Valid

Percent
Cumulative

Percent

Table 2.0

Reason for non-usage of car parks

8 13% 13%

8 13% 26%

32 52% 77%

6 10% 87%

8 13% 100%

62 100%

517

579

Too expensive

Not in the right location

Use public transport

Employer provides parking

Park on the road

Total

Valid

Used car parks

Total

Frequency
Valid

Percent
Cumulative

Percent

Table 3.0

Main use of car park

24 4% 6% 6%

95 16% 24% 30%

258 45% 65% 94%

18 3% 5% 99%

4 1% 1% 100%

1 0% 0% 100%

400 69% 100%
179 31%

579 100%

Business / work

Leisure

Shopping

Using bank

Dropping off children

Visiting friends / relatives

Total

Valid

Did not reply / use car park

Total

Frequency Percent
Valid

Percent
Cumulative

Percent
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Table 4.0

Frequency of car park use

22 4% 4% 4%

10 2% 2% 6%

69 12% 14% 20%

110 19% 22% 42%

77 13% 15% 58%

180 31% 36% 94%

30 5% 6% 100%

498 86% 100%
81 14%

579 100%

Every day

Every week day

Upto 4 days per week

Up to 2 days per week

Once a week

Every so often

Weekends only

Total

Valid

Non-users

Total

Frequency Percent
Valid

Percent
Cumulative

Percent
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Payment for parking

Table 5.0

Normal payment method

433 75% 92%
21 4% 4%
8 1% 2%

9 2% 2%

471 81% 100%

108 19%

579 100%

Pay at machine

Leisure centre pass

Annual residents pass

Annual leisure /
commuter pass

Total

Valid

Non users / did not
reply

Total

Frequency Percent
Valid

Percent

Table 6.0

If a credit card facility was introduced would you use it?

41 7% 7% 7%

133 23% 24% 31%

383 66% 69% 100%

557 96% 100%
22 4%

579 100%

Yes- most of the time

Yes- occassionally

Not at all

Total

Valid

Did not reply

Total

Frequency Percent
Valid

Percent
Cumulative

Percent

Table 7.0

If a smart card were introduced, would you use it?

60 10% 11% 11%

124 21% 22% 33%

376 65% 67% 100%

560 97% 100%
19 3%

579 100%

Yes- most of the time

Yes - Occasionally

Not at all

Total

Valid

Did not reply

Total

Frequency Percent
Valid

Percent
Cumulative

Percent
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Table 8.0

Satisfaction with aspects of car parks in the South Hams

16 119 99 157 87 8 486

3% 24% 20% 32% 18% 2% 100%

23 277 152 28 1 4 485

5% 57% 31% 6% 0% 1% 100%

24 320 122 24 4  494

5% 65% 25% 5% 1%  100%

21 291 140 18 7 9 486

4% 60% 29% 4% 1% 2% 100%

26 271 139 38 5 13 492

5% 55% 28% 8% 1% 3% 100%

25 211 161 40 4 44 485

5% 44% 33% 8% 1% 9% 100%

17 192 112 127 44 1 493

3% 39% 23% 26% 9% 0% 100%

23 306 118 31 9 1 488

5% 63% 24% 6% 2% 0% 100%

17 135 128 51 11 150 492

3% 27% 26% 10% 2% 30% 100%

5 137 204 72 8 63 489

1% 28% 42% 15% 2% 13% 100%

22 269 137 34 12 15 489

4% 55% 28% 7% 2% 3% 100%

Count

%

Cost of parking

Count

%

Signs / instructions
in car parks

Count

%

Cleanliness

Count

%

Repair

Count

%

Horticultural
features
maintenance Count

%

Visitor information

Count

%

Availablity of
parking spaces

Count

%

Location of car
parks

Count

%

Provision for
disabled users

Count

%

Security in car park

Count

%

Payment machine
operation

Very
satisfied Satisfied

Neither
satisfied nor
dissatisfied Dissatisfied

Very
dissatisfied

Don't
know Total
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Table 8.1.1

Provision of disabled parking by disability

Crosstab

29 123 152

24 128 152

16 46 62

10 52 62

8 120 128

20 108 128

53 289 342

53 289 342

Count

Expected Count

Count

Expected Count

Count

Expected Count

Count

Expected Count

Satisfied

Dissatisfied

Neither

Provison for
disabled users

Total

Yes No

DISABILITY

Total

Chi-Square Tests

14.879a 2 .001

16.148 2 .000

8.169 1 .004

342

Pearson Chi-Square

Likelihood Ratio

Linear-by-Linear
Association

N of Valid Cases

Value df

Asymp.
Sig.

(2-sided)

0 cells (.0%) have expected count less than 5. The
minimum expected count is 9.61.

a. 
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Table 8.1.2

Availability of parking spaces by disability

Crosstab

18 191 209

25 184 209

28 143 171

21 150 171

13 98 111

13 98 111

59 432 491

59 432 491

Count

Expected Count

Count

Expected Count

Count

Expected Count

Count

Expected Count

Satisfied

Dissatisfied

Neither

Availability
of parking
spaces

Total

Disabled
Not

disabled

DISABILITY

Total

Chi-Square Tests

5.372a 2 .068

5.320 2 .070

1.443 1 .230

491

Pearson Chi-Square

Likelihood Ratio

Linear-by-Linear
Association

N of Valid Cases

Value df

Asymp.
Sig.

(2-sided)

0 cells (.0%) have expected count less than 5. The
minimum expected count is 13.34.

a. 

Table 8.2.3
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State of car park repair by disability

Crosstab

31 281 312

36 276 312

9 16 25

3 22 25

15 124 139

16 123 139

55 421 476

55 421 476

Count

Expected Count

Count

Expected Count

Count

Expected Count

Count

Expected Count

Satisfied

Dissatisfied

Neither satisfied
nor dissatisfied

Repair

Total

Yes No

DISABILITY

Total

Chi-Square Tests

15.498a 2 .000

11.020 2 .004

.400 1 .527

476

Pearson Chi-Square

Likelihood Ratio

Linear-by-Linear
Association

N of Valid Cases

Value df

Asymp.
Sig.

(2-sided)

1 cells (16.7%) have expected count less than 5. The
minimum expected count is 2.89.

a. 

Table 9.0
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At present fairgrounds are allowed to set up in car parks. Do you feel this is:

34 6% 6% 6%

140 24% 25% 31%

252 44% 44% 75%

141 24% 25% 100%

567 98% 100%
12 2%

579 100%

OK anytime

OK sometimes

OK occasionally

Never OK

Total

Valid

Did not answer

Total

Frequency Percent
Valid

Percent
Cumulative

Percent


