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Summary

SHDC conducted a community consultation exercise amongst local residents, with the
main focus being on their citizens’ panel ‘Sounding Board’. A booster of face-to-face in-
street interviews amongst ‘hard to reach’ younger residents, aged under 35, was also
conducted. The surveys were also made available through a number of consultation
events and local libraries and through the Council for all residents to complete.

The survey was designed by South Hams District Council and administered by post to
panel members in July and August 2005 by ‘Marketing Means’. A total of 591 replies
were received from panel members, resulting in a response rate of 67%. In addition 51
face-to-face interviews were conducted and 180 additional surveys were completed by
the wider community, many who had attended the Council’s Consultation Events.

This report details the results for the section on ‘The Economy’.

Summary of Results

Business sectors SHDC should focus on

The two business sectors most frequently cited by respondents as those SHDC should
focus on were the two traditionally seen as underpinning South Hams’ economy,
‘Tourism and Leisure’ (64%) and ‘Land Based and Fishing’ (50%) industries, with over a
third (38%) also saying ‘Marine Trades'.

Factors that encourage business growth in the South Hams

Strongly agree

/ Agree with

statement (%)
Local lifestyle 80%
The rural / coastal image 79%
State of towns and villages 79%
Other 67%
Good local climate 66%
Well qualified workforce 62%
Condition of employment sites and premises 61%
Range of business support and advice 56%
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Factors that discourage business growth in the South Hams

Strongly agree

/ Agree with

statement (%)
Cost of housing 87%
Transport infrastructure 86%
Remoteness of business markets 75%
Other 74%
Shortage of suitable labour and skills 60%
Availability of suitable employment sites and premises 54%
Condition of employment sites and premises 45%
State of towns and villages 28%

Ways SHDC should support local businesses

Three-quarters of respondents (76%) said that they thought that SHDC should ‘work to
influence strategic decisions affecting the local economy’; with 62% [also] saying that
they should ‘work with key business sectors’. Over half (57%) [also] said that SHDC
should ‘work in partnership with other business advice agencies’.

Views on how SHDC should support and encourage a healthy economy

Nearly half of all respondents (47%) indicated that SHDC should ‘promote a local
economy adaptable to new opportunities and influences’. A fifth (21%) said that South
Hams should ‘support traditional industries’ and the same number (21%) said that SHDC
should ‘encourage high wage, low environmental impact businesses’.

Importance of modern communications technology to business competitiveness
Nearly all respondents (92%) think that modern communications technology is important
to business competitiveness.

Whether an alternative to broadband via a telephone exchange would be
considered

Whether an alternative to broadband via a telephone exchange would be considered
Two-fifths of respondents (41%) indicated that they can already or will be able to get
broadband via their telephone exchange, with 15% saying they 'don't know' if they would
seek an alternative. Eleven percent say they are 'not aware of alternatives' to broadband
via their telephone exchange.

Views on local partnership initiatives to provide broadband

Over half (51%) of the respondents said that ‘no’, they would not consider being part of a
local partnership to provide broadband to businesses and communities.
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1.0 Introduction / Background

SHDC conducted a community consultation exercise amongst local residents, with the
main focus being on their ‘Sounding Board’ citizens’ panel. A booster of face-to-face in-
street interviews amongst ‘hard to reach’ younger residents, aged under 35, was also
conducted. The surveys were also made available through a number of consultation
events, local libraries and through the Council for all residents to complete.

The survey was designed by South Hams District Council and administered by post to
panel members in July and August 2005 by ‘Marketing Means’. A total of 591 replies
were received from panel members, resulting in a response rate of 67%. In addition 52
face-to-face interviews were conducted and 180 additional surveys were completed by
the wider community.

This report details the results for the section on ‘The Economy’.

2.0 Method

The survey was designed by South Hams District Council and administered by post to
panel members in July and August 2005 by ‘Marketing Means’. A reminder was sent two
weeks after the initial mailing to those who had not yet responded. Panel members
returned their completed surveys in a ‘Freepost’ envelope, their responses were then
processed and analysed using ‘SPSS’.

Face-to-face interviews were conducted in-street amongst residents aged 16 - 34 in the
South Hams area. Fieldwork was conducted during August 2005. Interviewing focused
on the following wards; Totnes Bridgetown, Dartington, Dartmouth Townstal, Bickleigh &
Shaugh, Ivybridge Woodlands, Ivybridge Central, Ivybridge Filham, Kingsbridge North,
Kingsbridge East, Westville & Alvington, and Allington & Loddiswell.

Additional surveys were made available to residents through local libraries and the
Council offices throughout August and a number of consultation events were conducted
by SHDC during July.

The survey was divided into four sections. The first section covered questions
concerning the community strategy which is due for review and aimed to collect
information to feed into the new strategy. This was followed by a section on ‘The
Economy’ and two others on ‘“Tourism’ and ‘Public Spaces’.

A copy of the questionnaire can be found in the appendices. The full data tables can be
found in a separate document.

Please note, some of the charts and figures quoted might not add up to 100% due to
rounding.
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3.0 Response

The panel membership stood at 929 at the start of this survey. There were 591 replies at
the time of writing this report. This gave a panel response rate of 67%.

In addition 52 face-to-face interviews were conducted and 180 additional surveys were
completed by the wider community

This was an overall total of 823 completed surveys.

4.0 Demographics
As part of the survey, a series of demographic questions were asked of respondents to
ensure that the views expressed were from a cross-section of South Hams residents.

(Full tables: Appendix 1, Table 1)

4.1 Source of survey

The South Hams survey was administered to three different groups. The bulk of the
survey came from the established Sounding Board panel (590 responses; 72% of those
in the data file). A further 180 (22%) came from members of the public who had ‘self-
selected’ themselves, either through picking the survey up at South Hams consultation
event or at the Council or a library. A further, smaller group came from on-street
interviews of people under 35 years old (52 responses — 6%) to try to ameliorate some
of the age bias that come from postal surveys.

Source of survey

Panel— 72%
Consultation events- 22%
Face-to-face booster 6%
T T T
0% 20% 40% 60%
Percent

(Full tables: Appendix 1, Table 1)
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4.2 Age

Despite the booster, the age profile of the survey is still slightly skewed towards older
age groups with the largest single group being the 55 to 64 year old group who
constitute a quarter (26%) of all responses, followed by those aged between 65 and 74
(19%) and those between 45 and 54 (18%). The three age groups of people between 16
and 44 represent 28% combined of all responses.

Age group
16 - 24+ 7%
25 - 341 8%
35 - 444 13%
45 - 54 18%
55 - 64 26%
65 - 741 19%
75 plusT 9%

T T T T T
5% 10% 15% 20% 25%
Percent

(Full tables: Appendix 1, Table 2)

4.3 Gender
The balance between males (49%) and females (51%) is fairly even.

Gender

Male = 49%

Female = 51%

10% 20% 30% 40% 50%

Percent

(Full tables: Appendix 1, Table 3)
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4.4 Socio-economic group
There is a marked bias in the survey towards the ‘higher’ socio-economic’ groups, with
over half of all respondents being in the ‘AB’ (professional) groupings.

Socio-economic group

AB- 52%
C1&C27 20%
DE 9%
Unclassified 20%

I I I I I
10% 20% 30% 40% 50%

Percent

(Full tables: Appendix 1, Table 4)

4.5 Own a business

A fifth of respondents (22%) to the survey said that they own or represent a business.
Of those that said they did own or represent a business, a fifth (18%) said it was a ‘land
based industry’, and a further fifth (18%) said that it was a ‘tourist based industry’. A

further 16% said their business was ‘retail or wholesale’ and 10% ‘education & charities’.

(Full tables: Appendix 1, Tables 11 & 12)
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5.0 Results

5.1 Business sectors SHDC should focus on

“Which of the following sectors should the Council focus on to have the most
positive effect on businesses, wages and prosperity?” (multiple response
guestion — up to four sectors)

The two business sectors most frequently cited by respondents as those SHDC should
focus on were the two traditionally seen as underpinning South Hams’ economy,
‘Tourism and Leisure’ (64%) and ‘Land Based and Fishing’ (50%) industries, with over a
third (38%) also saying ‘Marine Trades'.

Of the less ‘traditional’ South Hams industries, ‘Health and Social Services’ (33%) and
‘Information Communication Technology’ were the most frequently cited. Two of the
South Hams’ three biggest current industries®, ‘Retail and Wholesale’ and ‘Services'’
were less supported.

Sectors SHDC should focus on to have the most positive effect on businesses, wages and prosperity.

Retail & Wholesale 'ﬁ
Transport, Distribution & Storage 26% |
Marine Trades 38% |
Construction '{ 16% I
Tourism & Leisure 64%
Food & Drink Processing '{ 18% I
Manufacturing 25% |
Information Communication Technology (ICT) 32% |
Land Based and Fishing —
Health & Social Services 33% |
Education & Charities '{ 22%
Services T 15%
T T T
0% 20% 40% 60%
Percent

Base: All respondents
Differences
Men were far more likely than women to have indicated that SHDC should support
‘Transport, Distribution and Storage’ and ‘Manufacturing’. Women were conversely more
likely to have indicated ‘Retail & Wholesale'.

People under 35 are less likely to indicate they want support for ‘Land Based & Fishing’
industries and ‘Tourism & Leisure’, but far more likely to indicate they want support for
‘Education & Charities’ and ‘Health & Social Services'.

Respondents who said they ‘owned or represented a business’ were much more likely
than other groups to say that their industry should be focussed on.

(Full tables: Appendix 1, Table 13)

! South Hams Business Survey 2004 — Marketing Means




South Hams DC Consultation Survey
Marketing Means — September 2005

5.2 Factors that encourage business growth in the South Hams

“The South Hams offers a number of advantages as a place to live and work. To
what extent do you agree or disagree that the following factors encourage
business growth in the area?”

The aspects asked about were:

Strongly agree

/ Agree with

statement (%)
Local lifestyle 80%
The rural / coastal image 79%
State of towns and villages 79%
Other 67%
Good local climate 66%
Well qualified workforce 62%
Condition of employment sites and premises 61%
Range of business support and advice 56%

Differences

There were no differences between men and women with regards to ‘the rural / coastal
image’ ‘state of towns and villages’, and the ‘good local climate’. There were slight
differences over the ‘condition of employment sites and premises’, ‘well qualified
workforce’ and ‘local lifestyle’ with women more in agreement. There were large
differences regarding the ‘range of business support and advice’, with men much less
likely to agree than women.

Younger people were much less likely to agree with any of the aspects than older
people, especially those between 25 and 34, who had the lowest ratings of agreement
on all the statements except ‘local lifestyle’, which had those between 16 and 24 rating it
lower.

There were no real differences on any of the aspects between business owners and
non-business owners, except on ‘good local climate’ which business owners were less
likely to agree with and ‘other’ which they were more likely to agree with.

(Full tables: Appendix 1, Table 14)

10
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5.3 Factors that discourage business growth in the South Hams
“The South Hams also suffers some drawbacks. To what extent do you agree or
disagree that the following factors discourage business growth in the area?”

The aspects asked about were:

Strongly agree

/ Agree with

statement (%)
Cost of housing 87%
Transport infrastructure 86%
Remoteness of business markets 75%
Other 74%
Shortage of suitable labour and skills 60%
Availability of suitable employment sites and premises 54%
Condition of employment sites and premises 45%
State of towns and villages 28%

Differences

There were no differences between men and women with regards to ‘shortage of
suitable labour and skills’, ‘the state of towns and villages’, ‘remoteness of business
markets’, ‘cost of housing’ or ‘transport infrastructure’. There were slight differences
over the ‘the availability of suitable employment sites and premises’, which men
appeared more likely to agree was a disadvantage and ‘condition of employment sites
and premises’ which women appeared more likely to agree was a disadvantage.

Younger people (under 35) were less likely to agree with most of the aspects than older
people, except for ‘availability of suitable employment sites and premises’ which the 25 -
34 group was most likely to agree with. Those between 35 and 44 were the most likely to
think there is a ‘shortage of suitable labour and skills’ in the South Hams.

There were no real differences on any of the aspects between business owners and
non-business owners, except on ‘shortage of suitable labour and skills’ and ‘cost of
housing’ both of which business owners were slightly more likely to agree with than
others.

(Full tables: Appendix 1, Table 15)

11
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5.4 Ways SHDC should support local businesses
“In which of the following ways do you think South Hams District Council should
support local businesses?” (multiple response question — all that apply)

Three-quarters of respondents (76%) said that they thought that SHDC should ‘work to
influence strategic decisions affecting the local economy’, with 62% [also] saying that
they should ‘work with key business sectors’. Over half (57%) [also] said that SHDC
should ‘work in partnership with other business advice agencies’.

Only a fifth (19%) said that SHDC should ‘leave it to market forces’ to influence business
growth.

Differences

Men were more likely to be in favour of ‘leaving it to market forces’ than women, with
26% saying this. Women on the other hand were more likely to believe that SHDC
should ‘work with key business sectors’ and ‘work in partnership with other business
advice agencies’.

People over 65 were more likely to say that SHDC should both ‘work to influence
strategic differences affecting the local economy’ and ‘leave it to market forces’. Those
between 35 and 54 were the most likely to think that SHDC should ‘work with key
business sectors’ and ‘work in partnership with other business advice agencies'.

Those owning a business were more likely to agree with all of the options.

(Full tables: Appendix 1, Table 16)

12
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5.5 Views on how SHDC should support and encourage a healthy

economy
“Which one of the following statements best reflects your view about what the
Council should do to support and encourage a healthy local economy?”

Nearly half of all respondents (47%) indicated that SHDC should ‘promote a local
economy adaptable to new opportunities and influences’. A fifth (21%) said that South
Hams should ‘support traditional industries’ and the same number (21%) said that SHDC
should ‘encourage high wage, low environmental impact businesses’.

Again, less (9%) said that SHDC should ‘let market forces provide the direction’.

What SHDC should do to support and encourage a healthy local economy

Support traditional industries -

Encourage high wage, low environmental impact businesses 21%

Promote a local economy adaptable to new opportunities and influences = a7%

Let market forces provide the direction 7| 9%

Other '%

10% 20% 30% 40%
Percent

Differences
In line with the previous question, men were more likely to say ‘let market forces provide
the direction’, although this answer still accounted for only 15% of male answers.

People over 55 were also more likely to say ‘let market forces provide the direction’
whereas people under 35 were far more likely to indicate they wanted SHDC to
‘encourage high wage, low environmental impact businesses’. This group were also less
likely to indicate that they wanted the Council to ‘promote a local economy adaptable to
new opportunities and influences.

There were few differences by whether people were business owners or not, although
non-business owners were slightly more likely to indicate they wanted SHDC to
‘encourage high wage, low environmental impact businesses’, whereas business owners
were slightly more likely to say ‘let market forces provide the direction’.

Those in ‘Marine Trades’ and ‘Land Based and Fishing’ industries appeared more likely
to want SHDC to ‘support traditional industries’.

(Full tables: Appendix 1, Table 17)

13
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5.6 Importance of modern communications technology to business

competitiveness
“How important do you think modern communications technology (e.g.
broadband) is to business competitiveness?”

Nearly all respondents (92%) think that modern communications technology is important
to business competitiveness.

Importance of modern communications technology (e.g. broadband) to business competitiveness

Very important - 61%

Fairly important = 31%

Not very important 'E|

Not at all important =} 1%

Don't know H

T
0% 20% 40% 60%

. Percent
Differences
There were no differences by age, gender or whether the respondent was a business

owner or not.

(Full tables: Appendix 1, Table 18)

14
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5.7 Whether an alternative to broadband via a telephone exchange

would be considered
“If your area will be unable to get broadband through your exchange, would you
consider an alternative solution (e.g. satellite / wireless / WiMAX)?”

Two-fifths of respondents (41%) indicated that they can or will be able to get broadband
through their exchange already, with 15% saying they 'don't know' if they would seek an
alternative to broadband via their telephone exchange and 11% saying they are 'not
aware of alternatives'. Only 13% said 'yes' they would seek an alternative, with 19%
saying 'no’ they would not.

Differences
There were no differences by gender.

Those under 45 were more likely to say that they would seek alternatives to broadband,
whereas business owners were more likely to say they ‘can / will be able to get
broadband already’.

(Full tables: Appendix 1, Table 19)

15
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5.8 Views on local partnership initiatives to provide broadband
“Would you consider being part of a local partnership initiative to provide
broadband to businesses and communities?”

Over half (51%) of the respondents said that ‘no’, they would not consider being part of a
local partnership to provide broadband to businesses and communities. A fifth said ‘yes’
and over a quarter (29%) said ‘don’t know’.

Consider being part of a local partnership to provide broadband to businesses and communities

Yes - 20%

Don't know = 29%

L | 1 1 1 1
10% 20% 30% 40% 50%

Percent

Differences
Slightly more women said they ‘don’t know’, with men tending to be more decisive either

way.

Those between 16 and 44 appeared to be more likely than other age groups to indicate
they would be prepared to be part of a local partnership to provide broadband.

Those who owned businesses were far more likely than non-business owners to indicate
they would be prepared to be part of a partnership.

(Full tables: Appendix 1, Table 20)

16
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Appendix 1: Tables

17
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Table 1: Source of survey

Source of survey

Frequency Percent Valid Cumulative
Percent Percent
Panel 590 72% 2% 2%
~ Consultation events 180 22% 22% 94%
valid Face-to-face booster 52 6% 6% 100%
Total 822 100% 100%
Table 2: Age group
Age group
Frequency Percent Valid Cumulative
Percent Percent
16 - 24 58 7% 7% 7%
25-34 62 8% 8% 15%
35-44 99 12% 13% 28%
45 -54 138 17% 18% 46%
Valid
55-64 205 25% 26% 72%
65-74 152 18% 19% 91%
75 plus 70 9% 9% 100%
Total 784 95% 100%
Missing Not given 39 5%
Total 823 100%

18
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Table 3: Gender

Gender
Frequency Percent Valid Cumulative
Percent Percent

Male 385 47% 49% 49%
Valid Female 395 48% 51% 100%

Total 780 95% 100%
Missing Not given 43 5%
Total 823 100%

Table 4: Socio-economic group

Socio-economic group

Frequency Percent Valid Cumulative
Percent Percent

AB 423 51% 52% 52%
Cl&C2 163 20% 20% 71%

Valid DE 74 9% 9% 80%
Unclassified 161 20% 20% 100%
Total 821 100% 100%

Missing System 2 0%

Total 823 100%

19
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Table 5: Number of people in the household

Including yourself, how many people live in your household?

Frequency Percent Valid Cumulative
Percent Percent

1 - just myself 44 5% 19% 19%
2 101 12% 43% 62%
3 39 5% 17% 79%

Valid 4 32 4% 14% 93%
5 13 2% 6% 98%
6 or more 4 0% 2% 100%
Total 233 28% 100%

Missing Not answered 590 72%

Total 823 100%

20
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Table 6: Working status

Working status of the chief wage earner

Frequenc Percent Valid Cumulative
q y Percent Percent
Working full time 358 43% 46% 46%
Working part time 80 10% 10% 56%
Student 12 1% 2% 57%
Retired 291 35% 37% 94%
Valid Unemployed 4 0% 1% 95%
House 36 4% 5% 99%
wife/husband ° ° 0
Other 5 1% 1% 100%
Total 786 96% 100%
Missing Not answered 37 4%
Total 823 100%
Table 7: Disability
Disability
Frequenc Percent Valid Cumulative
q y Percent Percent
Yes 108 13% 14% 14%
No 670 81% 86% 100%
Valid
11 1 0% 0% 100%
Total 779 95% 100%
L Did not
Missing 44 5%
answer
Total 823 100%
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Table 8: Ethnicity

Ethnicity
Frequency Percent Valid Cumulative
Percent Percent
White - British 767 93% 98% 98%
White - Irish 2 0% 0% 98%
White - Other 9 1% 1% 100%

; Mixed - White &
Valid N . .
Black Caribbean 2 0% 0% 100%

Mixed - White &

Asian 1 0% 0% 100%
Total 781 95% 100%

Missing Did not answer 42 5%

Total 823 100%

Table 9: Attended consultation event

Attended consultation event

E P ¢ Valid Cumulative
requency ercen Percent Percent
Yes 138 17% 18% 18%
Valid No 645 78% 82% 100%
Total 783 95% 100%
Not
Missing 40 5%
answered
Total 823 100%
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Table 10: Consultation event attended

Consultation event attended

Valid Cumulative
Frequency Percent Percent Percent
Malborough Village Hall 26 3% 18% 18%
Totnes Civic Hall 73 9% 50% 68%
South Dartmoor Leisure
0, 0, 0,
Valid Centre - lvybridge 35 4% 24% 92%
E(;::nmsgiifommunity Hall - 12 1% 8% 100%
Total 146 18% 100%
Missing Not answered 677 82%
Total 823 100%
Table 11: Own or represent a business
Own or represent a business
Fr n Percent Valid Cumulative
equency erce Percent Percent
Yes 173 21% 22% 22%
Valid No 626 76% 78% 100%
Total 799 97% 100%
Not
Missing 24 3%
answered
Total 823 100%
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Table 12: Business sector

Business sector

Valid Cumulative
Frequency Percent Percent Percent

Retail & Wholesale 27 16% 16% 16%
Transport, Distribution
Storage , Distribution & 4 206 206 19%
Marine Trades 3 2% 2% 21%
Land Based and Fishing
(including agriculture, 30 17% 18% 39%
forestry, hor
Construction 13 8% 8% 47%

valid Tourism & Leisure 29 17% 18% 64%
Food & Drink Processing 5 3% 3% 67%
Manufacturing 9 5% 5% 73%
Information Communication

0, 0, 0,

Technology (ICT) ! 4% 4% 1%
Health & Social Services 9 5% 5% 82%
Education & Charities 17 10% 10% 93%
Services (e.g. councils etc.) 12 7% 7% 100%
Total 165 95% 100%

Missing Not answered 8 5%

Total 173 100%

24
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Table 13: Sectors SHDC should focus on to have the most positive effect on businesses, wages and
prosperity.

Sectors SHDC should focus on to have the most positive effect on businesses, wages and prosperity.

Gender Age group
Total Male Female 16 - 24 25-34 35-44 45 - 54 55 - 64 65-74 75 plus

# 750 370 380 56 57 96 135 196 148 66
Total

% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100%

# 194 81 113 14 10 28 35 56 34 16
Retail & Wholesale

% 26% 22% 30% 25% 18% 29% 26% 29% 23% 24%
Transport, Distribution & # 199 117 82 15 7 20 39 49 48 22
Storage % 27% 32% 22% 27% 12% 21% 29% 25% 32% 33%
Marine Trades (eg. boat # 277 137 140 17 20 37 44 88 51 25
br“"‘d'”g' sailing schools % 37% 37% 37% 30% 35% 39% 33% 45% 34% 38%
=Y fal
Land Based and Fishing (eg. # 374 173 201 23 22 67 69 106 62 29
ﬁg”t,c““:re' forestry, % 50% 47% 53% 41% 39% 70% 51% 54% 42% 44%

arficiy

# 118 61 57 17 8 9 28 32 16 9
Construction

% 16% 16% 15% 30% 14% 9% 21% 16% 11% 14%

# 483 233 250 27 33 70 94 137 88 33
Tourism & Leisure

% 64% 63% 66% 48% 58% 73% 70% 70% 59% 50%

# 132 66 66 14 12 20 28 34 17 7
Food & Drink Processing

% 18% 18% 17% 25% 21% 21% 21% 17% 11% 11%

# 188 116 72 8 15 29 36 50 33 17
Manufacturing

% 25% 31% 19% 14% 26% 30% 27% 26% 22% 26%
Information Communication # 237 115 122 24 20 36 40 59 50 12
Technology (ICT) % 32% 31% 32% 43% 35% 38% 30% 30% 34% 18%

# 250 100 150 19 23 21 38 61 59 31
Health & Social Services

% 33% 27% 39% 34% 40% 22% 28% 31% 40% 47%

# 169 74 95 18 23 18 26 33 39 13
Education & Charities

% 23% 20% 25% 32% 40% 19% 19% 17% 26% 20%
Services (eg. councils, # 116 61 55 7 8 8 18 33 31 10
agencies etc.) % 15% 16% 14% 13% 14% 8% 13% 17% 21% 15%

25
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Sectors SHDC should focus on to have the most positive effect on businesses, wages and prosperity.

Own or represent a business

Business sector

Land Based .
o Information
T t and Fishing Food & c ical Health & Servi
Retail & .ran.spo'r ’ Marine (including |Constructio| Tourism & 00, Manufacturi ommumca ea . Education & ~¢'/'¢€3 .(e.
Total Yes No Distribution ) ) Drink tion Social . g. councils
Wholesale Trades |agriculture, n Leisure ) ng ; Charities
& Storage forestry Processing Technology| Services etc.)
hor (ICT)
# 204 47 157 12 3 2 4 6 6 0 2 2 3 2 6
Retail & Wholesale
% 27% 29% 26% 46% 100% 67% 14% 43% 20% 0% 25% 29% 25% 12% 50%
# 203 41 162 6 2 0 8 2 8 1 3 2 6 2 4
Transport, Distribution & Storage
% 26% 25% 27% 23% 67% 0% 28% 14% 27% 50% 38% 29% 50% 12% 33%
Marine Trades (eg. boat building, # 290 63 227 10 0 3 7 7 12 1 3 4 4 9 3
sailing schools etc.) % 38% 39% 37% 38% 0% 100% 24% 50% 40% 50% 38% 57% 33% 53% 25%
Land Based and Fishing (eg. # 387 95 292 14 2 2 23 8 12 1 4 5 5 10 5
agriculture, forestry, horticult % 50% 59% 48% 54% 67% 67% 79% 57% 40% 50% 50% 71% 42% 59% 42%
# 125 23 102 6 1 1 3 4 3 0 0 1 2 0 5
Construction
% 16% 14% 17% 23% 33% 33% 10% 29% 10% 0% 0% 14% 17% 0% 42%
# 491 113 378 20 2 1 19 11 27 1 4 4 8 9 9
Tourism & Leisure
% 64% 70% 62% 7% 67% 33% 66% 79% 90% 50% 50% 57% 67% 53% 75%
# 135 37 98 3 0 0 14 4 7 1 3 0 1 1 1
Food & Drink Processing
% 18% 23% 16% 12% 0% 0% 48% 29% 23% 50% 38% 0% 8% 6% 8%
# 191 40 151 6 2 0 7 3 4 0 6 1 3 3 3
Manufacturing
% 25% 25% 25% 23% 67% 0% 24% 21% 13% 0% 75% 14% 25% 18% 25%
Information Communication # 245 46 199 6 0 1 9 4 7 0 3 3 4 7 4
Technology (ICT) % 32% 28% 33% 23% 0% 33% 31% 29% 23% 0% 38% 43% 33% 41% 33%
# 252 39 213 6 0 1 5 5 7 0 0 1 7 7 2
Health & Social Services
% 33% 24% 35% 23% 0% 33% 17% 36% 23% 0% 0% 14% 58% 41% 17%
# 169 31 138 4 0 0 6 2 4 0 0 1 2 9 2
Education & Charities
% 22% 19% 23% 15% 0% 0% 21% 14% 13% 0% 0% 14% 17% 53% 17%
Services (eg. councils, agencies # 117 19 98 3 0 0 3 2 4 0 0 1 1 2 3
etc.) % 15% 12% 16% 12% 0% 0% 10% 14% 13% 0% 0% 14% 8% 12% 25%
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Table 14: Agreement regarding factors to encourage business growth in the area.

Gender Age group
Total Male Female 16-24 25-34 35-44 45-54 55-64 65-74 75 plus
Strongly # 270 120 150 15 11 40 a7 77 55 27
agree % 37% 34% 40% 27% 18% 41% 35% 40% 40% 45%
# 308 163 145 26 23 31 57 86 62 27
Agree
% 42% 46% 39% 46% 38% 32% 43% 45% 45% 45%
The # 106 52 54 11 20 17 17 21 14 6
rural/coastal  Neither
image % 14% 15% 14% 20% 33% 17% 13% 11% 10% 10%
# 44 22 22 4 6 8 12 7 6 0
Disagree
% 6% 6% 6% 7% 10% 8% 9% 4% 4% 0%
Strongly # 4 1 3 0 0 2 0 2 0 0

disagree o

1%

0%

1%

0%

0%

2%

0%

1%

0%

0%
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Own or represent a business Business sector
Land Based i
- Information
T t and Fishing Food & c i Health & Servi
Retail & .ran.spo_r ’ Marine (including | Constructio | Tourism & oo_ Manufacturi ommunlca ea K Education & ervices _(e.
Total Yes No Distribution . . Drink tion Social . g. councils
Wholesale Trades agriculture, n Leisure B ng ; Charities
& Storage forestry Processing Technology Services etc.)
hor (cn
753 167 586 28 4 4 27 14 29 5 9 8 12 17 12
Total
% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100%
Strongly # 283 72 211 11 2 3 10 4 11 2 5 5 4 8 9
agree % 38% 43% 36% 39% 50% 75% 37% 29% 38% 40% 56% 63% 33% 47% 75%
# 315 67 248 12 1 1 11 6 13 3 1 3 7 6 2
Agree
The 9 % 42% 40% 42% 43% 25% 25% 41% 43% 45% 60% 11% 38% 58% 35% 17%
rural/coastal 105 22 83 4 1 0 4 3 5 0 2 0 1 2 1
image Neither
% 14% 13% 14% 14% 25% 0% 15% 21% 17% 0% 22% 0% 8% 12% 8%
# 46 5 41 1 0 0 1 1 0 0 1 0 0 1 0
Disagree
% 6% 3% 7% 4% 0% 0% 4% 7% 0% 0% 11% 0% 0% 6% 0%
Strongly # 4 1 3 0 0 0 1 0 0 0 0 0 0 0 0
disagree o 1% 1% 1% 0% 0% 0% 4% 0% 0% 0% 0% 0% 0% 0% 0%
Gender Age group
Total Male Female 16 - 24 25-34 35-44 45-54 55-64 65-74 75 plus
Strongly # 149 63 86 7 6 23 27 38 33 14
agree % 20% 18% 23% 13% 10% 23% 20% 20% 24% 24%
# 431 215 216 35 39 51 75 119 82 36
Agree
% 59% 60% 58% 63% 66% 52% 56% 61% 60% 62%
State of
towns 124 67 57 14 10 21 27 28 18 5
Neither
and % 17% 19% 15% 25% 17% 21% 20% 14% 13% 9%
villages
# 23 12 11 0 3 4 4 7 3 2
Disagree
% 3% 3% 3% 0% 5% 4% 3% 4% 2% 3%
Strongly # 4 1 3 0 1 0 0 2 0 1
disagree o 1% 0% 1% 0% 2% 0% 0% 1% 0% 2%
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Own or represent a business

Business sector

Land Based .
. Information
T t and Fishing Food & c ica| Health & Servi
Retail & .ran.spo.r ’ Marine (including | Constructio| Tourism & 00. Manufacturi ommunlca ea . Education &| >¢"'¢®3 ,(e'
Total Yes No Distribution . . Drink tion Social ., g. councils
Wholesale Trades agriculture, n Leisure . ng . Charities
& Storage forestry Processing Technology| Services etc.)
hor (ICT)
750 166 584 28 4 4 27 14 28 5 9 8 12 17 12
Total
% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100%
Strongly # 153 36 117 5 1 2 5 3 7 1 3 2 4 2 4
agree % 20% 22% 20% 18% 25% 50% 19% 21% 25% 20% 33% 25% 33% 12% 33%
# 444 94 350 19 3 2 11 10 11 2 3 6 6 11 7
State of Agree
towns % 59% 57% 60% 68% 75% 50% 41% 71% 39% 40% 33% 75% 50% 65% 58%
and # 124 30 94 2 0 0 8 1 9 2 3 0 2 3 1
villages  Neither
% 17% 18% 16% 7% 0% 0% 30% 7% 32% 40% 33% 0% 17% 18% 8%
# 25 5 20 2 0 0 2 0 1 0 0 0 0 1 0
Disagree
% 3% 3% 3% 7% 0% 0% 7% 0% 4% 0% 0% 0% 0% 6% 0%
Strongly # 4 1 3 0 0 0 1 0 0 0 0 0 0 0 0
disagree o 1% 1% 1% 0% 0% 0% 4% 0% 0% 0% 0% 0% 0% 0% 0%
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Gender Age group
Total Male Female 16 - 24 25-34 35-44 45-54 55 - 64 65-74 75 plus
Strongly # 126 52 74 11 10 20 21 30 25 11
agree % 18% 15% 21% 19% 17% 20% 16% 16% 19% 22%
# 305 151 154 23 19 35 58 80 60 30
Agree
. % 43% 43% 43% 40% 33% 36% 44% 42% 47% 61%
Condition of
employment Neither 214 119 95 21 20 35 34 64 36 6
sites and % 30% 34% 27% 36% 34% 36% 26% 34% 28% 12%
premises
# 58 27 31 3 8 7 16 13 8 2
Disagree
% 8% 8% 9% 5% 14% 7% 12% 7% 6% 4%
Strongly # 8 4 4 0 1 1 4 2 0 0

disagree o,

1%

1%

1%

0%

2%

1%

3%

1%

0%

0%
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Own or represent a business Business sector
Land Based i
and Fishing Information
Retail & Tlran.spolrt, Marine (including | Constructio | Tourism & Foqd & Manufacturi Commumca Health & Education & Services ,(e'
Total Yes No Distribution . . Drink tion Social . g. councils
Wholesale Trades agriculture, n Leisure ; ng . Charities
& Storage forestry Processing Technology Services etc.)
hor (ICT)
729 163 566 27 4 4 27 14| 30 5 8 7 12 17 12
Total
% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100%
Strongly # 131 32 99 4 2 0 3 6 9 1 1 1 3 2 1
agree % 18% 20% 17% 15% 50% 0% 11% 43% 30% 20% 13% 14% 25% 12% 8%
. # 310 63 247 12 1 3 9 7 12 1 1 5 5 4 5
Condition of Agree
employment % 43% 39% 44% 44% 25% 75% 33% 50% 40% 20% 13% 71% 42% 24% 42%
sites and 223 50 173 10 0 1 10 1 7 2 4 1 3 9 4
premises Neither
% 31% 31% 31% 37% 0% 25% 37% 7% 23% 40% 50% 14% 25% 53% 33%
# 57 13 44 1 1 0 5 0 1 1 0 0 1 1 2
Disagree
8% 8% 8% 4% 25% 0% 19% 0% 3% 20% 0% 0% 8% 6% 17%
Strongly # 8 5 3 0 0 0 0 0 1 0 2 0 0 1 0
disagree o 1% 3% 1% 0% 0% 0% 0% 0% 3% 0% 25% 0% 0% 6% 0%
Gender Age group
Total Male Female 16 -24 25-34 35-44 45 -54 55-64 65-74 75 plus
Strongly # 132 56 76 5 8 18 22 38 27 15
agree % 18% 16% 21% 9% 13% 18% 17% 20% 20% 29%
# 317 167 150 32 21 34 62 87 58 25
Agree
% 44% 47% 41% 56% 35% 34% 47% 45% 43% 48%
Well qualified # 203 97 106 19 20 37 33 51 36 10
Neither
workforce % 28% 27% 29% 33% 33% 37% 25% 27% 27% 19%
# 55 31 24 1 11 9 9 11 11 2
Disagree
% 8% 9% 7% 2% 18% 9% 7% 6% 8% 4%
Strongly # 14 7 7 0 0 1 6 5 2 0
disagree o 2% 2% 2% 0% 0% 1% 5% 3% 1% 0%
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Own or represent a business Business sector
Land Based .
S Information
T t and Fishing Food & c i Health & Servi
Retail & .ran.spoir i Marine (including | Constructio | Tourism & 09 Manufacturi ommunlca ea . Education & ervices _(e.
Total Yes No Distribution . . Drink tion Social " g. councils
Wholesale Trades agriculture, n Leisure R ng ; Charities
& Storage Processing Technology Services etc.)
forestry, (acT
hor
740 164 576 26 4 4 29 14 27 5 9 8 12 17 12
Total
% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100%
Strongly # 135 24 111 2 0 0 5 6 5 0 1 2 3 3 1
agree % 18% 15% 19% 8% 0% 0% 17% 43% 19% 0% 11% 25% 25% 18% 8%
# 324 68 256 15 3 1 12 4 14 0 2 4 3 4 4
Agree
well qualified 9 % 44% 41% 44% 58% 75% 25% 41% 29% 52% 0% 22% 50% 25% 24% 33%
workforce 211 48 163 6 1 3 4 4 6 3 3 2 5 8 5
Neither
% 29% 29% 28% 23% 25% 75% 14% 29% 22% 60% 33% 25% 42% 47% 42%
# 56 16 40 2 0 0 8 0 1 2 1 0 0 1 0
Disagree
% 8% 10% 7% 8% 0% 0% 28% 0% 4% 40% 11% 0% 0% 6% 0%
Strongly # 14 8 6 1 0 0 0 0 1 0 2 0 1 1 2
disagree o4 2% 5% 1% 4% 0% 0% 0% 0% 4% 0% 22% 0% 8% 6% 17%
Gender Age group
Total Male Female 16 - 24 25-34 35-44 45-54 55-64 65-74 75 plus
Strongly # 77 33 44 3 4 10 12 24 12 12
agree % 11% 9% 12% 5% 7% 10% 9% 13% 9% 24%
# 316 141 175 26 23 40 57 88 65 21
Agree
% 45% 40% 49% 45% 38% 41% 45% 47% 51% 43%
Range of
business Neith 260 154 106 29 20 44 46 64 44 14
elther
support and % 37% 44% 30% 50% 33% 45% 36% 34% 34% 29%
advice
# 42 19 23 0 10 2 10 11 7 2
Disagree
% 6% 5% 6% 0% 17% 2% 8% 6% 5% 4%
Strongly # 10 4 6 0 3 2 3 2 0 0
disagree o 1% 1% 2% 0% 5% 2% 2% 1% 0% 0%
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Own or represent a business Business sector
Land Based .
L Information
T t and Fishing Food & c i Health & Servi
Retail & .ran.spo_r ! Marine (including | Constructio | Tourism & 00_ Manufacturi ommunlca ea . Education & ervices .(e.
Total Yes No Distribution . ; Drink tion Social . g. councils
Wholesale Trades agriculture, n Leisure : ng - Charities
& Storage Processing Technology Services etc.)
forestry,
(ICT)
724 161 563 26 4 3 27 14 28 5 9 7 12 17 11
Total
% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100%
Strongly # 81 15 66 3 0 0 2 1 5 0 1 1 2 1 1
agree % 11% 9% 12% 12% 0% 0% 7% 7% 18% 0% 11% 14% 17% 6% 9%
# 319 69 250 12 2 2 13 9 13 0 3 3 4 5 5
Range of Agree
business % 44%, 43% 44% 46% 50% 67% 48% 64% 46% 0% 33% 43% 33% 29% 45%
support and 269 56 213 8 2 1 7 4 8 4 4 3 5 5 3
advice Neither
% 37% 35% 38% 31% 50% 33% 26% 29% 29% 80% 44% 43% 42% 29% 27%
# 45 17 28 3 0 0 5 0 1 1 0 0 1 5 1
Disagree
6% 11% 5% 12% 0% 0% 19% 0% 4% 20% 0% 0% 8% 29% 9%
Strongly # 10 4 6 0 0 0 0 0 1 0 1 0 0 1 1
disagree o, 1% 2% 1% 0% 0% 0% 0% 0% 4% 0% 11% 0% 0% 6% 9%
Gender Age group
Total Male Female 16-24 25-34 35-44 45 -54 55 - 64 65-74 75 plus
Strongly # 117 56 61 3 7 11 21 36 24 14
agree % 16% 16% 17% 5% 12% 11% 16% 19% 18% 26%
# 358 177 181 20 21 50 61 98 79 31
Agree
% 50% 50% 49% 34% 35% 51% 46% 52% 59% 57%
Good # 201 95 106 28 23 31 41 43 28 9
local Neither
climate % 28% 27% 29% 48% 38% 32% 31% 23% 21% 17%
# 39 23 16 6 9 6 8 9 2 0
Disagree
% 5% 7% 4% 10% 15% 6% 6% 5% 2% 0%
Strongly # 5 2 3 1 0 0 1 3 0 0
disagree o4 1% 1% 1% 2% 0% 0% 1% 2% 0% 0%
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Own or represent a business Business sector
Land Based .
and Fishing Information
Retail & 'Itranlspolrt, Marine (including Constructio Tourism & F°9“ & Manufacturi Communnca Health & Education & Services .(e.
Total Yes No Distribution . n Drink tion Social . g. councils
Wholesale Trades agriculture, n Leisure . ng . Charities
& Storage forestry Processing Technology Services etc.)
hor ’ (ICT)
740 167 573 27 4 4 28 14 28 5 9 7 12 17 12
Total
% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100%
strongly  # 116 29 87 4 1 0 6 1 6 0 1 1 3 4 1
agree % 16% 17% 15% 15% 25% 0% 21% 7% 21% 0% 11% 14% 25% 24% 8%
# 370 74 296 11 1 2 10 6 14 1 5 4 6 10 5
Agree
Good 9 % 50% 44% 52% 41% 25% 50% 36% 43% 50% 20% 56% 57% 50% 59% 42%
local
climate Neither # 206 55 151 10 2 2 11 7 8 3 3 2 2 2 4
% 28% 33% 26% 37% 50% 50% 39% 50% 29% 60% 33% 29% 17% 12% 33%
# 43 8 35 2 0 0 1 0 0 1 0 0 1 0 2
Disagree
% 6% 5% 6% 7% 0% 0% 4% 0% 0% 20% 0% 0% 8% 0% 17%
strongly  # 5 1 4 0 0 0 0 0 0 0 0 0 0 1 0
disagree o 1% 1% 1% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 6% 0%
Gender Age group
Total Male Female 16 - 24 25-34 35-44 45 -54 55-64 65-74 75 plus
Strongly # 201 89 112 6 9 29 40 52 44 21
agree % 28% 25% 30% 11% 15% 29% 30% 27% 33% 37%
# 379 199 180 25 31 49 69 104 76 30
Agree
% 52% 56% 48% 45% 53% 49% 51% 54% 56% 53%
Local # 120 51 69 23 19 19 18 25 11 6
. Neither
lifestyle % 16% 14% 19% 41% 32% 19% 13% 13% 8% 11%
# 25 16 9 2 0 2 5 11 4 0
Disagree
% 3% 4% 2% 4% 0% 2% 4% 6% 3% 0%
Strongly # 4 2 2 0 0 0 2 2 0 0
disagree o 1% 1% 1% 0% 0% 0% 1% 1% 0% 0%
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Own or represent a business

Business sector

Land Based .
and Fishing Information
Retail & T.ran.spo'rt, Marine (including | Constructio | Tourism & Foqd & Manufacturi Communlca Health & Education & Services -(e.
Total Yes No Distribution . h Drink tion Social . g. councils
Wholesale Trades agriculture, n Leisure . ng . Charities
& Storage forestry Processing Technology Services etc.)
hor (ICT)
749 167 582 28 4 4 27 14 28 5 9 8 12 17 12
Total
% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100%
Strongly # 203 50 153 9 2 3 8 3 10 0 1 4 2 5 4
agree % 27% 30% 26% 32% 50% 75% 30% 21% 36% 0% 11% 50% 17% 29% 33%
# 395 86 309 13 1 1 13 5 16 4 5 3 8 10, 6
Agree
Local 9 53% 51% 53% 46% 25% 25% 48% 36% 57% 80% 56% 38% 67% 59% 50%
lifestyle 121 24 97 4 0 0 6 4 2 1 3 1 1 1 2
Neither
% 16% 14% 17%) 14% 0% 0% 22% 29% 7% 20% 33% 13% 8% 6% 17%
# 26 6 20 2 1 0 0 2 0 0 0 0 1 0 0
Disagree
% 3% 4% 3% 7% 25% 0% 0% 14% 0% 0% 0% 0% 8% 0% 0%
Strongly # 4 1 3 0 0 0 0 0 0 0 0 0 0 1 0
disagree o 1% 1% 1% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 6% 0%
Gender Age group
Total Male Female 16 - 24 25-34 35-44 45-54 55 - 64 65-74 75 plus
Strongly # 40 23 17 1 2 5 3 14 12 3
agree % 46% 48% 44% 25% 50% 36% 23% 56% 67% 38%
# 18 9 9 2 1 2 6 1 4 1
Agree
% 21% 19% 23% 50% 25% 14% 46% 4% 22% 13%
19 11 8 1 1 4 3 5 2 3
Other Neither
% 22% 23% 21% 25% 25% 29% 23% 20% 11% 38%
# 1 1 0 0 0 0 0 1 0 0
Disagree
% 1% 2% 0% 0% 0% 0% 0% 4% 0% 0%
Strongly # 9 4 5 0 0 3 1 4 0 1
disagree o 10% 8% 13% 0% 0% 21% 8% 16% 0% 13%
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Own or represent a business

Business sector

Land Based )
oo Information
Transport and Fishing Food & Communica Health & Services (e
Retail & L P L Marine (including | Constructio | Tourism & . Manufacturi . R Education & _( '
Total Yes No Distribution . X Drink tion Social " g. councils
Wholesale Trades agriculture, n Leisure R ng . Charities
& Storage forestry Processing Technology Services etc.)
hor (Icn

# 87 24 63 4 0 1 5 1 7 0 0 1 2 1 1
Total

% 100% 100% 100% 100% 0% 100% 100% 100% 100% 0% 0% 100% 100% 100% 100%
Strongly # 42 9 33 1 0 0 2 1 4 0 0 1 1 1 0
agree % 48% 38% 52% 25% 0% 0% 40% 100% 57% 0% 0% 100% 50% 100% 0%

# 18 3 15 0 0 0 0 0 0 0 0 0 0 0 0
Agree

% 21% 13% 24% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%

Other
17 8 9 1 0 1 3 0 2 0 0 0 0 0 1

Neither

% 20% 33% 14% 25% 0% 100% 60% 0% 29% 0% 0% 0% 0% 0% 100%

# 1 0 1 0 0 0 0 0 0 0 0 0 0 0 0
Disagree

% 1% 0% 2% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
Strongly # 9 4 5 2 0 0 0 0 1 0 0 0 1 0 0
disagree o 10% 17% 8% 50% 0% 0% 0% 0% 14% 0% 0% 0% 50% 0% 0%
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If other please specify:

Frequency

Valid

Advertising, Rates/Fair Pay

Affordable housing

Affordable housing availability

Affordable Public Transport

Air and Road Links

Availability of Housing

Availability of outdoor pursuits

Available customers all year round

Better advertising for local jobs/opportunities

Better Car parking

Cheap labour

Community Spirit

Commuting area for hospitals, Derriford

Creative/cultural image

Education & schooling opportunities

Ethnic mix

Friendliness of local people

From employers point of view the SW is a low wage area

Good transport/communication network

Good work ethos

High car park charges (kills trade in town)

I do not want to encourage further business growth

If we knew what we wanted & could go & look for it

Independent character of the people

IT & Transport

Lack of public transport

Leisure activities. Restaurants

Rrlr|lr|lrRr|lRr|rRrrr]lr]l Rl rRr]lrRr|IRr]IRr|Rr|rrRr]rRr]IRPr] R~ R]
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If other please specify:

Frequency

Valid

Links to Western France & Iberian Peninsula

Living expenses

Locals doing for themselves

Low regional wages

Low wage

Low wages

Lower costs eg wages

More highly qualified & knowledgeable local authority officers (quality not quantity)

Not sure existing population is workforce, but more new people moving in area (like me!)

On retirement, unable to have an opinion on the other items

Opportunities for active workforce

Outsiders view of a well balanced environment

People are prepared to work at v.poor rates of pay - so little available

Pollution free environment

Provision of local housing especially for first time buyers

Public transport

Rail service to London. Dartington Arts Centre.

Reliable labour force

Safe environment for families & good schools

Strong community spirit

Tourist destination = business potential

Training opportunities

Transport

Transport & access

Transport facilities

Transport links

Vibrancy in community

[ 2N S IS I O N S I B B Y S e S S S S S ST S DY A S (RSN IR I BN
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Table 15: Agreement regarding factors that may discourage business growth in the area.

Gender Age group
Total Male Female 16 - 24 25-34 35-44 45 -54 55 - 64 65 - 74 75 plus
Strongly # 121 61 60 4 4 15 28 37 25 9
agree % 17% 18% 17% 7% 7% 16% 21% 20% 20% 18%
# 299 143 156 25 28 52 46 73 54 25
Agree
g % 43% 41% 44% 44% 47% 54% 35% 39% 43% 49%
Shortage of
suitable 178 84 94 14 22 16 30 51 31 12
Neither
labour and % 25% 24% 26% 25% 37% 17% 23% 28% 25% 24%
skills..
# 100 57 43 14 6 13 26 23 14 5
Disagree
% 14% 16% 12% 25% 10% 14% 20% 12% 11% 10%
Strongly # 5 1 4 0 0 0 3 1 1 0

disagree o

1%

0%

1%

0%

0%

0%

2%

1%

1%

0%
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Own or represent a business Business sector
Land Based .
- Information
T t and Fishing Food & c i Health & Servi
Retail & lrarTSpqr ’ Marine (including | Constructio | Tourism & 09 Manufacturi ommunlca ea . Education & ervices 4(e.
Total Yes No Distribution ) . Drink tion Social . g. councils
Wholesale Trades agriculture, n Leisure K ng ; Charities
& Storage forestry Processing Technology Services etc.)
hor (ICT)
# 723 160 563 25 4 4 25 14 29 5 9 8 11 17 12
Total
% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100%
Strongly # 130 36 94 2 0 3 3 3 9 0 3 5 4 5 2
agree % 18% 23% 17% 8% 0% 75% 12% 21% 31% 0% 33% 63% 36% 29% 17%
# 311 67 244 13 2 1 9 10 8 3 3 1 4 7 7
Shortage  Agree
of suitable % 43% 42% 43% 52% 50% 25% 36% 71% 28% 60% 33% 13% 36% 41% 58%
labour and 176 35 141 6 0 0 8 1 9 2 2 1 3 2 1
skills.. Neither
% 24% 22% 25% 24% 0% 0% 32% 7% 31% 40% 22% 13% 27% 12% 8%
# 101 22 79 4 2 0 5 0 3 0 1 1 0 3 2
Disagree
) 14% 14% 14% 16% 50% 0% 20% 0% 10% 0% 11% 13% 0% 18% 17%
Strongly # 5 0 5 0 0 0 0 0 0 0 0 0 0 0 0
disagree o 1% 0% 1% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
Gender Age group
Total Male Female 16 -24 25-34 35-44 45 - 54 55 - 64 65-74 75 plus
Strongly # 104 50 54 3 5 18 30 29 16 5
agree % 15% 14% 15% 5% 8% 19% 23% 15% 12% 10%
# 344 159 185 33 39 52 55 84 61 26
Agree
Availability of % 49% 45% 52% 58% 65% 55% 42% 45% 46% 53%
suitable # 187 99 88 17 13 18 34 55 36 13
employment  Neither
sites and % 26% 28% 25% 30% 22% 19% 26% 29% 27% 27%
premises # 65 40 25 4 2 6 11 18 19 4
Disagree
% 9% 11% 7% 7% 3% 6% 8% 10% 14% 8%
Strongly # 6 4 2 0 1 1 1 2 0 1
disagree o4 1% 1% 1% 0% 2% 1% 1% 1% 0% 2%
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Own or represent a business Business sector
Land Based .
and Fishing Information
Retail & T.ran.spo.rt, Marine (including | Constructio | Tourism & F°9d & Manufacturi Communlca Health & Education & Services .(e'
Total Yes No Distribution . . Drink tion Social . g. councils
Wholesale Trades agriculture, n Leisure ; ng ; Charities
& Storage forestry Processing Technology Services etc.)
hor (ICT)
# 725 164 561 27 4 4 27 14 29 5 9 7 11 17 12
Total
% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100%
Strongly # 111 38 73 5 1 2 6 2 6 1 3 3 4 2 3
agree % 15% 23% 13% 19% 25% 50% 22% 14% 21% 20% 33% 43% 36% 12% 25%
Availability # 357 64 293 12 3 2 10 7 8 0 4 3 6 11 4
X Agree
of suitable % 49% 39% 52% 44% 75% 50% 37% 50% 28% 0% 44% 43% 55% 65% 33%
employment
. 184 41 143 7 0 0 8 3 10 3 1 0 1 3 4
sites and Neither
premises % 25% 25% 25% 26% 0% 0% 30% 21% 34% 60% 11% 0% 9% 18% 33%
# 67 19 48 2 0 0 3 2 5 1 1 1 0 1 1
Disagree
% 9% 12% 9% 7% 0% 0% 11% 14% 17% 20% 11% 14% 0% 6% 8%
Strongly # 6 2 4 1 0 0 0 0 0 0 0 0 0 0 0
disagree o 1% 1% 1% 4% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
Gender Age group
Total Male Female 16 - 24 25-34 35-44 45 -54 55 - 64 65-74 75 plus
Strongly # 65 26 39 8 4 11 18 14 9 2
agree % 9% 8% 11% 14% 7% 11% 14% 8% 8% 5%
# 250 114 136 22 22 40 46 64 39 19
Agree
" % 36% 33% 39% 39% 37% 41% 35% 35% 33% 43%
Condition of
employment # 277 147 130 25 23 35 51 83 46 16
. elther
sites and % 40% 43% 37% 44% 38% 36% 39% 45% 39% 36%
premises
# 95 54 41 2 11 11 17 21 24 7
Disagree
% 14% 16% 12% 4% 18% 11% 13% 11% 20% 16%
Strongly # 2 1 1 0 0 0 0 2 0 0
disagree o 0% 0% 0% 0% 0% 0% 0% 1% 0% 0%




South Hams DC Consultation Survey

Marketing Means — September 2005

Own or represent a business

Business sector

Land Based .
S Information
Transport and Fishing Food & Communica Health & Services (e
Retail & B Marine (including | Constructio | Tourism & . Manufacturi . R Education & NE
Total Yes No Distribution . . Drink tion Social . g. councils
Wholesale Trades agriculture, n Leisure R ng ; Charities
& Storage forestry Processing Technology Services etc.)
hor (ICT)
706 163 543 26 4 4 28 14 28 4 9 7 11 17 12
Total
% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100%
Strongly # 70 21 49 1 1 1 4 0 3 1 2 2 1 3 1
agree % 10% 13% 9% 4% 25% 25% 14% 0% 11% 25% 22% 29% 9% 18% 8%
. # 253 58 195 10 2 2 6 6 9 1 3 2 6 9 5
Condition of ~ Agree
employment % 36% 36% 36% 38% 50% 50% 21% 43% 32% 25% 33% 29% 55% 53% 42%
sites and 284 62 222 12 0 0 12 8 13 2 3 2 3 4 5
premises Neither
% 40% 38% 41% 46% 0% 0% 43% 57% 46% 50% 33% 29% 27% 24% 42%
# 97 21 76 2 1 1 6 0 3 0 1 1 1 1 1
Disagree
% 14% 13% 14% 8% 25% 25% 21% 0% 11% 0% 11% 14% 9% 6% 8%
Strongly # 2 1 1 1 0 0 0 0 0 0 0 0 0 0 0
disagree o 0% 1% 0% 4% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
Gender Age group
Total Male Female 16-24 25-34 35-44 45-54 55-64 65-74 75 plus
Strongly # 28 13 15 4 2 7 3 9 3 1
agree % 4% 4% 4% 7% 3% 7% 2% 5% 3% 2%
# 164 80 84 17 11 19 31 34 35 20
Agree
% 24% 24% 24% 30% 19% 20% 24% 18% 30% 45%
State of
towns # 244 128 116 21 20 39 48 68 36 13
Neither
and % 36% 38% 34% 38% 34% 40% 38% 37% 31% 30%
villages
# 219 99 120 14 24 28 42 63 37 10
Disagree
% 32% 30% 35% 25% 41% 29% 33% 34% 32% 23%
Strongly # 24 14 10 0 1 4 4 11 4 0
disagree o4 4% 4% 3% 0% 2% 4% 3% 6% 3% 0%




South Hams DC Consultation Survey

Marketing Means — September 2005

Own or represent a business Business sector
Land Based "
. Information
Transport and Fishing Food & Communica Health & Services (e
Retail & AR Marine (including | Constructio | Tourism & : Manufacturi . . Education & N
Total Yes No Distribution ) . Drink tion Social . g. councils
Wholesale Trades agriculture, n Leisure K ng ; Charities
& Storage forestry Processing Technology Services etc.)
hor (Icm
# 696 161 535 27 4 4 25 14 27 4 9 7 11 17 12
Total
o 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100%
Strongly # 30 7 23 2 0 0 1 0 1 0 0 1 0 2 0
agree % 4% 4% 4% 7% 0% 0% 4% 0% 4% 0% 0% 14% 0% 12% 0%
# 167 37 130 7 2 2 4 5 7 1 0 1 4 5 1
State of Agree
towns % 24% 23% 24% 26% 50% 50% 16% 36% 26% 25% 0% 14% 36% 29% 8%
and 252 65 187 10 1 1 11 7 11 1 4 3 4 8 6
villages Neither
% 36% 40% 35% 37% 25% 25% 44% 50% 41% 25% 44% 43% 36% 47% 50%
# 224 45 179 8 1 1 6 2 8 2 3 2 3 2 3
Disagree
% 32% 28% 33% 30% 25% 25% 24% 14% 30% 50% 33% 29% 27% 12% 25%
Strongly # 23 7 16 0 0 0 3 0 0 0 2 0 0 0 2
disagree o 3% 4% 3% 0% 0% 0% 12% 0% 0% 0% 22% 0% 0% 0% 17%
Gender Age group
Total Male Female 16 - 24 25-34 35-44 45 -54 55- 64 65-74 75 plus
Strongly # 181 7 104 2 14 33 34 47 33 17
agree % 25% 22% 28% 4% 24% 34% 26% 25% 26% 33%
# 356 183 173 36 24 50 65 95 65 26
Agree
% 50% 53% 47% 63% 41% 52% 50% 50% 50% 50%
Remoteness # 106 47 59 17 12 8 22 28 14 7
of business Neither
% 15% 14% 16% 30% 20% 8% 17% 15% 11% 13%
markets
# 61 34 27 2 8 5 9 17 16 2
Disagree
% 9% 10% 7% 4% 14% 5% 7% 9% 12% 4%
Strongly # 7 5 2 0 1 0 1 4 1 0
disagree o 1% 1% 1% 0% 2% 0% 1% 2% 1% 0%




South Hams DC Consultation Survey

Marketing Means — September 2005

Own or represent a business Business sector
Land Based .
S Information
T t and Fishing Food & c i Health & Servi
Retail & .ran.spo_r ’ Marine (including | Constructio | Tourism & 09 Manufacturi ommunlca ea . Education & | ~°' /¢S _(e.
Total Yes No Distribution . - Drink tion Social . g. councils
Wholesale Trades agriculture, n Leisure . ng ; Charities
& Storage forestr Processing Technology Services etc.)
v (cm
hor
# 727 165 562 27 3 4 28 14 27 5 9 7 12 17 12
Total
% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100%
Strongly # 188 48 140 4 2 2 8 5 6 1 2 2 4 10 2
agree % 26% 29% 25% 15% 67% 50% 29% 36% 22% 20% 22% 29% 33% 59% 17%
# 361 79 282 16 1 1 12 7 14 1 1 4 7 6 10
Agree
Remoteness "9 % 50% 48% 50% 59% 33% 25% 43% 50% 52% 20% 11% 57% 58% 35% 83%
of business
markets Neither 109 19 90 5 0 0 4 1 5 1 1 1 1 1 0
% 15% 12% 16% 19% 0% 0% 14% 7% 19% 20% 11% 14% 8% 6% 0%
# 62 17 45 2 0 1 3 1 2 2 4 0 0 0 0
Disagree
% 9% 10% 8% % 0% 25% 11% % 7% 40% 44% 0% 0% 0% 0%
Strongly # 7 2 5 0 0 0 1 0 0 0 1 0 0 0 0
disagree o4 1% 1% 1% 0% 0% 0% 4% 0% 0% 0% 11% 0% 0% 0% 0%
Gender Age group
Total Male Female 16 - 24 25-34 35-44 45 -54 55-64 65-74 75 plus
Strongly # 374 171 203 14 25 59 67 98 81 33
agree % 50% 47% 53% 25% 42% 60% 49% 50% 57% 57%
# 275 137 138 31 23 30 50 79 45 20
Agree
% 37% 38% 36% 54% 38% 30% 37% 40% 31% 34%
Cost of 65 38 27 10 10 6 14 14 10 1
. Neither
housing % 9% 10% 7% 18% 17% 6% 10% 7% 7% 2%
# 25 14 11 2 2 3 4 4 4 4
Disagree
% 3% 4% 3% 4% 3% 3% 3% 2% 3% 7%
Strongly # 7 5 2 0 0 1 1 2 3 0
disagree o 1% 1% 1% 0% 0% 1% 1% 1% 2% 0%




South Hams DC Consultation Survey

Marketing Means — September 2005

Own or represent a business Business sector
Land Based .
- Information
Transport and Fishing Food & Communica Health & Services (e
Retail & B Marine (including | Constructio | Tourism & ; Manufacturi . . Education & N
Total Yes No Distribution . . Drink tion Social " g. councils
Wholesale Trades agriculture, n Leisure R ng i Charities
& Storage forestry Processing Technology Services etc.)
hor (ICT)
764 169 595 28 4 4 29 14 30 5 9 8 12 17 12
Total
% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100%
Strongly # 386 100 286 13 3 3 21 10 16 2 4 6 9 12 5
agree % 51% 59% 48% 46% 75% 75% 2% 71% 53% 40% 44% 75% 75% 71% 42%
# 281 52 229 10 0 0 8 3 11 2 3 1 3 4 7
Agree
Cost of 9 % 37% 31% 38% 36% 0% 0% 28% 21% 37% 40% 33% 13% 25% 24% 58%
housing 66 15 51 4 1 1 0 1 2 1 2 1 0 1 0
Neither
% 9% 9% 9% 14% 25% 25% 0% 7% 7% 20% 22% 13% 0% 6% 0%
# 24 2 22 1 0 0 0 0 1 0 0 0 0 0 0
Disagree
% 3% 1% 4% 4% 0% 0% 0% 0% 3% 0% 0% 0% 0% 0% 0%
Strongly # 7 0 7 0 0 0 0 0 0 0 0 0 0 0 0
disagree o 1% 0% 1% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
Gender Age group
Total Male Female 16 - 24 25-34 35-44 45 - 54 55 - 64 65-74 75 plus
Strongly # 356 162 194 9 22 60 70 99 70 28
agree % 48% 45% 52% 16% 37% 61% 52% 50% 51% 47%
# 281 145 136 25 26 28 58 74 47 24
Agree
% 38% 40% 36% 45% 43% 29% 43% 38% 35% 41%
Transport 76 43 33 21 8 8 4 19 12 5
. Neither
infrastructure % 10% 12% 9% 38% 13% 8% 3% 10% 9% 8%
# 24 13 11 1 4 1 3 5 7 2
Disagree
% 3% 4% 3% 2% 7% 1% 2% 3% 5% 3%
Strongly # 1 1 0 0 0 1 0 0 0 0
disagree o4 0% 0% 0% 0% 0% 1% 0% 0% 0% 0%




South Hams DC Consultation Survey
Marketing Means — September 2005

Own or represent a business Business sector
Land Based .
S Information
T t and Fishing Food & c i Health & Servi
Retail & .ra'TSp9’ ’ Marine (including | Constructio | Tourism & 00. Manufacturi ommunlca ca Education & | >%"V'¢€S ,(e'
Total Yes No Distribution . X Drink tion . g. councils
Wholesale Trades agriculture, n Leisure , ng ; Charities
& Storage forestry Processing Technology Services etc.)
hor (ICT)
756 168 588 28 4 4 28 14 30 5 9 7 12 17 12
Total
% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100%
Strongly # 367 83 284 11 3 3 17 6 14 1 2 5 7 1 5
agree % 49% 49% 48% 39% 75% 75% 61% 43% 47% 20% 22% 71% 58% 65% 42%
# 286 61 225 14 1 0 7 7 12 1 4 1 5 3 5
Agree
Transport 9 % 38% 36% 38% 50% 25% 0% 25% 50% 40% 20% 44% 14% 42% 18% 42%
infrastructure 76 18 58 3 0 1 3 1 3 2 1 1 0 2 2
Neither
o 10% 11% 10% 11% 0% 25% 11% % 10% 40% 11% 14% 0% 12% 17%
# 26 6 20 0 0 0 1 0 1 1 2 0 0 1 0
Disagree
% 3% 4% 3% 0% 0% 0% 4% 0% 3% 20% 22% 0% 0% 6% 0%
Strongly # 1 0 1 0 0 0 0 0 0 0 0 0 0 0 0
disagree o4 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
Gender Age group
Total Male Female 16 - 24 25-34 35-44 45 - 54 55-64 65-74 75 plus
Strongly # 35 16 19 0 4 1 11 13 5 1
agree % 63% 57% 68% 0% 80% 20% 79% 76% 50% 25%
# 6 4 2 0 0 2 0 2 1 0
Agree
% 11% 14% 7% 0% 0% 40% 0% 12% 10% 0%
9 5 4 0 1 1 3 1 1 2
Other Neither
% 16% 18% 14% 0% 20% 20% 21% 6% 10% 50%
# 1 1 0 0 0 0 0 0 1 0
Disagree
% 2% 4% 0% 0% 0% 0% 0% 0% 10% 0%
Strongly # 5 2 3 0 0 1 0 1 2 1
disagree o 9% 7% 11% 0% 0% 20% 0% 6% 20% 25%




South Hams DC Consultation Survey
Marketing Means — September 2005

Own or represent a business

Business sector

Land Based f
and Fishing Information
Retail & T.ran_spo_rt, Marine (including | Constructio | Tourism & Foo_d & Manufacturi Com_munlca Healt_h & Education & Services _(e.
Total Yes No Distribution . . Drink tion Social . g. councils
Wholesale Trades agriculture, n Leisure ; ng . Charities
& Storage forestry Processing Technology Services etc.)
hor (ICT)

# 54 16 38 2 1 0 3 1 4 0 1 0 1 3 1
Total

% 100% 100% 100% 100% 100% 0% 100% 100% 100% 0% 100% 0% 100% 100% 100%
Strongly # 34 13 21 1 1 0 2 1 3 0 1 0 1 3 1
agree % 63% 81% 55% 50% 100% 0% 67% 100% 75% 0% 100% 0% 100% 100% 100%

# 6 0 6 0 0 0 0 0 0 0 0 0 0 0 0
Agree

% 11% 0% 16% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%

Other
8 2 6 0 0 0 1 0 1 0 0 0 0 0 0

Neither

% 15% 13% 16% 0% 0% 0% 33% 0% 25% 0% 0% 0% 0% 0% 0%

# 1 0 1 0 0 0 0 0 0 0 0 0 0 0 0
Disagree

% 2% 0% 3% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
Strongly # 5 1 4 1 0 0 0 0 0 0 0 0 0 0 0
disagree o 9% 6% 11% 50% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%
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If other please specify:

Frequency

Valid

Affordability of sites

Bad & unsafe planning policies ref to Bristol - very bad for the locality!

Car parking prices affects trade, pleasure, further education etc

Competition

Condition & driveability of roads in area

Cost of living

Cost of public transport

Do we need more business growth? We are a tourist area, we need to stay "beautiful".

NI R R R

Don't know how to answer these questions-think all business should be local, 'big boys'
discouraged

[

High business rates

High cost of town car parking

Higher rates than others

IT infrastructure

Lack of swimming pool

Lack of urgency and effort amongst many local people who resent incomers

Local Authority planning etc

Local work ethic (poor)

Low salaries

Many lack IT/other necessary skills.Remoteness-big costs of getting to work eg petrol/parking

Parking and cost of parking

RlrlrRrlr|lrlr]lr| R Rr|R]~
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Marketing Means — September 2005

If other please specify:

Frequency

Valid

Pay/salaries - if given a car may improve matters.

Planning permission

Poor library facilities

Poor recognition of what business SH is trying to encourage or discourage

Poor wages

Poor work ethos

Private transport needed

Public transport

Public Transport

Roads are appaling and most have been left unchanged in 50 years

Seasonal inhabitants

The "Not in my Backyard" syndrome

This is arural area, we do not want further business encroachment

To high council taxes

Too many old people

Too much edge of town shopping

Too much red tape

Transport - train and bus service

Travel delays - load transport

Very low rates of pay.

Water rates

RlrlrlrRr]lr]lrlr]lr| R R R Rr| R Rr]r
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Table 16: Ways SHDC should support local businesses

Ways SHDC should support local businesses

Gender Age group
Total Male Female 16-24 25-34 35-44 45 -54 55 - 64 65 - 74 75 plus

# 742 366 376 54 58 97 133 199 145 60
Total

% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100%
Work with key business sectors # 460 210 250 32 31 65 88 129 83 33
(identified at Q14) % 62% 57% 66% 59% 53% 67% 66% 65% 57% 55%
business advice agencies % 57% 51% 63% 39% 50% 69% 62% 57% 53% 60%
Work to influence strategic decisions # 566 275 291 34 33 75 105 156 121 45
affecting the local ec % 76% 75% 7% 63% 57% 7% 79% 78% 83% 75%
Leave it to market forces to influence # 143 95 48 11 8 15 21 40 32 15
business growth % 19% 26% 13% 20% 14% 15% 16% 20% 22% 25%

# 47 21 26 2 4 9 11 9 9 2
Other

% 6% 6% 7% 4% 7% 9% 8% 5% 6% 3%
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Ways SHDC should support local businesses

Own or represent a business

Business sector

Land Based .
- Information
T t and Fishing Food & c i Health & Servi
Retail & .ran'spo'r ’ Marine (including | Constructio | Tourism & 00_ Manufacturi ommunlca ea X Education & ervices _(e'
Total Yes No Distribution . . Drink tion Social . g. councils
Wholesale Trades agriculture, n Leisure . ng I Charities
& Storage forestry Processing Technology Services etc.)
hor (IcT)

# 764 168 596 27 4 3 29 14 30 5 9 8 12 17 12
Total

% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100%
Work with key business sectors # 468 107 361 19 4 2 17 8 18 4 6 6 7 10 7
(identified at Q14) % 61%) 64% 61% 70%) 100% 67% 59%) 57% 60% 80% 67% 75% 58% 59% 58%
Work in partnership with other # 435 101 334 17 2 2 18 8 18 3 2 5 10 10 6
business advice agencies % 57% 60% 56% 63% 50% 67% 62% 57% 60% 60% 22% 63%) 83%) 59% 50%
Work to influence strategic # 584 133 451 18 4 3 23 12 21 4 6 6 11 14 9
decisions affecting the local ec % 76% 79% 76% 67% 100% 100% 79% 86% 70% 80% 67% 75% 92% 82% 75%
Leave it to market forces to # 146 38 108 6 0 0 6 4 6 2 3 2 0 7 3
influence business growth % 19% 23% 18% 22% 0% 0% 21% 29% 20% 40% 33% 25% 0% 41% 25%

# 48 18 30 3 0 0 4 2 2 1 1 0 3 2 0

Other

6%

11%

5%

11%

0%

0%

14%

14%

7%

20%

11%

0%

25%

12%

0%
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If other please specify:

Frequency

Valid

Bring back traditional/local food etc&export.Have a local brewery/cider, lace etc archeological digs

By encouraging business into our area by making it an attractive place to be

Concentrate on conservation.

Cost of Business Rates

Council efficiency itself must improve - there are still ways of saving money and staff

Discourage seasonal business

Do not interfere in market foces, keep to local administration/cut costs for local taxpayers

Do something effective re transport delays; build bridge to bypass Totnes thereby remove source

Do you mean Q15? Q14 doesn't make sense.

Don't damage existing town economy with more out of town shopping

Don't know

Encourage less bureaucracy.

Encourage local businesses to take on apprentices using lifelong learning programme

Encourage suitable enterprise and remote communication. Discourage travel&non-rail freight transport

Ensure SHDC services are efficient eg waste collection

Feel vv strongly should be no 4 - Council should keep out of it

Go out & encourage the markets 'work with' is too nebulus; you need to set measurable targets

How many SHDC staff have owned a successful business to comment?

Identify the gap in the business sector which needs should be filled

Improve public transport and reduse conjestion

Improve transport/communications

Instigate qualification req prior new business start-up.Poss subsidies/tax relief/low cost finance

Look at your competition-other councils&their costs(rent,rates)& bench mark

Rlrlr|lrlrlrlr]lrlrlr]lr]lr|IN PR Rr PR R R
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Marketing Means — September 2005

If other please specify:

Frequency

Valid

Low rent/rates - incentive to run for 5 years with gradual increase anomally

Lower cost public transport

Lowering parking fees to encourage more trade.

Promote & foster creative industries

Promote businesses nationally as well as regionally via internet.

Promotion of environmental issues

Protect and provide land and property for business use

Provide & encourage sport & leisure support in leisure centres

Provide data collected about local businesses to other local businesses

Q15/Q11 council nominees to school/FE college managing/governing bodies & county/regional committee

Rates incentive. Encourage individual workshops

Reduce council tax and business rates. Sack 50% of council staff. Make staff fund their own pensions

Reduced business tax for new or/and small businesses

Reform planning attitudes.

Relax planning rules for business expansion

Restrict charity shops - reduce rates

Send questionnaires to local businesses asking them what they need

SHDC is there to repay over-priced council tax payers not to support money making businesses.

Support and encourage the farming community more

To see SHDC managing its own budget better. Bring down car parking fees/business rate/council tax

What sectors identified at Q14?7

Work in partnership AONB and MCTI groups

Rrlr|lr|lr|lr|lr|rlr]lrRrr]lrRr|rrlRr]IRrrRr] Rl R R
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Table 17: Statement that best reflects views regarding what SHDC should do to support and encourage a healthy local

economy
Statement that best reflects views regarding what SHDC should do to support and encourage a healthy local economy
Gender Age group
Total Male Female 16 - 24 25-34 35-44 45 -54 55 - 64 65 - 74 75 plus

# 765 377 388 57 60 97 137 202 152 64
Total

% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100%

# 159 70 89 11 13 17 21 42 34 22
Support traditional industries

% 21% 19% 23% 19% 22% 18% 15% 21% 22% 34%
Encourage high wage, low environmental # 155 66 89 23 22 21 29 28 26 7
impact businesses % 20% 18% 23% 40% 37% 22% 21% 14% 17% 11%
Promote a local economy adaptable to new # 360 176 184 21 22 51 73 106 66 24
opportunities and influences % 47% 47% 47% 37% 37% 53% 53% 52% 43% 38%

# 73 55 18 2 1 6 10 20 22 11
Let market forces provide the direction

% 10% 15% 5% 4% 2% 6% 7% 10% 14% 17%

# 18 10 8 0 2 2 4 6 4 0

Other

%

2%

3%

2%

0%

3%

2%

3%

3%

3%

0%
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Statement that best reflects views regarding what SHDC should do to support and encourage a healthy local economy

Own or represent a business Business sector
Land Based )
and Fishing Information
Retail & 'Ijran_spo.rt, Marine (including | Constructio | Tourism & F°‘7d & Manufacturi Communlca Healt_h & Education & Services _(e.
Total Yes No Distribution . . Drink tion Social . g. councils
Wholesale Trades agriculture, n Leisure R ng . Charities
& Storage forestry Processing Technology Services etc.)
hor (cn

# 786 171 615 27 4 4 30 14 32 4 9 8 12 18 12
Total

% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100%

# 165 35 130 4 0 2 12 3 6 1 1 1 2 3 1
Support traditional industries

% 21% 20% 21% 15% 0% 50% 40% 21% 19% 25% 11% 13% 17% 17% 8%
Encourage high wage, low # 164 25 139 6 1 1 1 2 5 0 2 0 2 5 2
environmental impact businesses % 21% 15% 23%, 22%, 25% 25% 3% 14% 16%, 0% 22% 0% 17%, 28% 17%
Promote a local economy adaptable to # 367 80 287 10 3 1 14 5 15 1 3 4 7 5 8
new opportunities and influences % 47% 47% 47% 37% 75% 25% 47% 36% 47%) 25% 33% 50% 58% 28%) 67%
Let market forces provide the # 72 22 50 5 0 0 1 3 6 0 3 2 1 3 1
direction % 9% 13%, 8% 19% 0% 0% 3%, 21% 19% 0% 33% 25%, 8%, 17%, 8%

# 18 9 9 2 0 0 2 1 0 2 0 1 0 2 0
Other

% 2% 5% 1% 7% 0% 0% 7% 7% 0% 50% 0% 13% 0% 11% 0%

55



South Hams DC Consultation Survey
Marketing Means — September 2005

If other please specify:

Frequency

Valid

A snesible living wage required

By setting high standards

Cut 50% of workforce at the council

Ditto - 4 only

Get rid of tourists. or charge them for the facilities they use and put a higher tax on 2nd homes

Just do no harm - the capacity of the Council must be in question

Listen to views of people outside of the council

More order

Promote IT expansion, high tech industries.

Provide low cost housing for local people

Q1&bring in new high wage, low impact business to reflect the diversity of skills in labour market

Reduce local taxation element in transport costs(eg parking charges).Devbusiness pk opportunities

Restrict and limit council work to areas that really need it and reduce business rates

Specifically farming/fishing

The local council is not an economy, its a service provider

These are all so important is impossible to isolate one - sorry!

Traffic congestion is in crisis. Make massive effort to improve travel flow

You must do this permanently, it is not an option

I R N R R R R R R S S S
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Table 18: Importance of modern communications technology (e.g. broadband) to business competitiveness

Importance of modern communications technology (e.g. broadband) to business competitiveness

Gender Age group
Total Male Female 16 - 24 25-34 35-44 45 -54 55-64 65-74 75 plus

# 770 379 391 58 60 98 138 204 151 65
Total

% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100%

# 463 228 235 33 37 67 93 114 86 34
Very important

% 60% 60% 60% 57% 62% 68% 67% 56% 57% 52%

# 235 110 125 20 19 27 35 75 41 20
Fairly important

% 31% 29% 32% 34% 32% 28% 25% 37% 27% 31%
Not very # 31 19 12 2 2 2 8 7 8 3
important % 4% 5% 3% 3% 3% 2% 6% 3% 5% 5%
Not at all # 4 2 2 0 0 0 2 0 1 1
important % 1% 1% 1% 0% 0% 0% 1% 0% 1% 2%

# 37 20 17 3 2 2 0 8 15 7
Don't know

% 5% 5% 4% 5% 3% 2% 0% 4% 10% 11%

57



South Hams DC Consultation Survey
Marketing Means — September 2005

Importance of modern communications technology (e.g. broadband) to business competitiveness

Own or represent a business Business sector
Land Based .
- Information
Transport and Fishing Food & Communica Health & Services (e
Retail & o P ! Marine (including | Constructio [ Tourism & ; Manufacturi X . Education & N
Total Yes No Distribution ) X Drink tion Social . g. councils
Wholesale Trades agriculture, n Leisure . ng - Charities
& Storage forestry, Processing Technology Services etc.)
hor (ICT)

# 789 172 617 28 4 4 30 14| 31 5 9 8 12 18 12
Total

% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100%

# 479 113 366 16 3 4 15 9 21 2 6 8 5 14 11
Very important

% 61% 66% 59% 57% 75% 100% 50% 64% 68% 40% 67% 100% 42% 78% 92%

# 241 45 196 9 1 0 11 4 6 3 2 0 5 4 1
Fairly important

% 31% 26% 32% 32% 25% 0% 37% 29% 19% 60% 22% 0% 42% 22% 8%

# 31 12 19 3 0 0 4 1 3 0 1 0 0 0 0
Not very important

% 4% % 3% 11% 0% 0% 13% 7% 10% 0% 11% 0% 0% 0% 0%

# 4 0 4 0 0 0 0 0 0 0 0 0 0 0 0
Not at all important

% 1% 0% 1% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0%

# 34 2 32 0 0 0 0 0 1 0 0 0 2 0 0
Don't know

% 4% 1% 5% 0% 0% 0% 0% 0% 3% 0% 0% 0% 17% 0% 0%
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Table 19: Consider an alternative solution to broadband if unable to get it

Consider an alternative solution to broadband if unable to get it

Gender Age group
Total Male Female 16-24 25-34 35-44 45 -54 55 - 64 65-74 75 plus

# 98 50 48 15 10 23 19 14 13 5
Yes

% 13% 14% 13% 26% 17% 24% 14% 7% 9% 8%

# 143 69 74 12 9 6 22 40 38 16
No

% 19% 19% 19% 21% 15% 6% 17% 20% 26% 27%

# 113 58 55 8 5 2 14 27 38 20
Don't know

% 15% 16% 14% 14% 8% 2% 11% 14% 26% 33%

# 85 29 56 2 8 16 16 14 22 10
Not aware of alternatives

% 11% 8% 15% 4% 14% 17% 12% 7% 15% 17%

# 306 159 147 20 27 a7 62 103 36 9

| can/will be able to get
broadband already

41%

44%

39%

35%

46%

50%

47%

52%

24%

15%
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Consider an alternative solution to broadband if unable to get it

Own or represent a business Business sector
Land Based ;
- Information
T t and Fishing Food & c ica| Health & Servi
Retail & AranASpoAr ’ Marine (including | Constructio | Tourism & 09 Manufacturi ommunlca ea ) Education & ervices ,(e'
Total Yes No Distribution . . Drink tion Social . g. councils
Wholesale Trades agriculture, n Leisure R ng . Charities
& Storage forestry Processing Technology | Services etc.)
hor (ICT)

# 766 160 606 26 4 4 28 14 26 4 9 8 10 18 12
Total

% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100%

# 105 22 83 5 0 0 2 0 4 1 1 4 0 1 3
Yes

% 14% 14% 14% 19% 0% 0% 7% 0% 15% 25% 11% 50% 0% 6% 25%

# 148 25 123 6 0 1 6 4 2 1 2 0 1 3 0
No

% 19% 16% 20% 23% 0% 25% 21% 29% 8% 25% 22% 0% 10% 17% 0%

# 112 18 94 3 0 0 2 2 6 1 1 0 2 3 1
Don't know

% 15% 11% 16% 12% 0% 0% 7% 14% 23% 25% 11% 0% 20% 17% 8%
Not aware of # 89 15 74 1 0 1 5 2 3 0 0 0 1 3 0
alternatives % 12% 9% 12% 4% 0% 25% 18% 14% 12% 0% 0% 0% 10% 17% 0%
| can/will be able to # 312 80 232 1 4 2 13 6 11 1 5 4 6 8 8
get broadband already o 41% 50% 38% 42% 100% 50% 46% 43% 42% 25% 56% 50% 60% 44% 67%

Table 20: Consider being part of a local partnership to provide broadband to businesses and communities

Consider being part of a local partnership to provide broadband to businesses and communities

Gender Age group
Total Male Female 16 - 24 25-34 35-44 45 -54 55-64 65-74 75 plus
# 108 56 52 13 9 26 20 30 8 4
ves % 20% 22% 19% 33% 19% 31% 21% 21% 8% 10%
# 274 137 137 15 24 33 39 76 63 25
No % 51% 54% 49% 38% 51% 40% 41% 54% 66% 63%
Don't # 153 62 91 12 14 24 35 34 24 11
know o 29% 24% 33% 30% 30% 29% 37% 24% 25% 28%
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Consider being part of a local partnership to provide broadband to businesses and communities

Own or represent a business

Business sector

Land Based )
. Information
Tran rt and Fishing Food & Communi Health & Servi
Retail & R a _spo. ’ Marine (including | Constructio | Tourism & 00_ Manufacturi ° . unica ea . Education & ervices .(e.
Total Yes No Distribution . . Drink tion Social " g. councils
Wholesale Trades agriculture, n Leisure R ng } Charities
& Storage forestry Processing Technology Services etc.)
hor (Icm
# 113 35 78 5 1 0 7 0 4 1 3 5 0 4 4
Yes
% 21% 29% 18% 28% 25% 0% 33% 0% 19% 50% 60% 63% 0% 29% 40%
# 275 49 226 8 0 3 11 3 9 1 1 2 2 6 4
No
% 50% 41% 53% 44% 0% 100% 52% 38% 43% 50% 20% 25% 40% 43% 40%
# 161 36 125 5 3 0 3 5 8 0 1 1 3 4 2
Don't know
% 29% 30% 29% 28% 75% 0% 14% 63% 38% 0% 20% 13% 60% 29% 20%
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Appendix: Questionnaire
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