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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 & 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 ‘Public spaces’. 
 
Summary of Results 
 
Importance of public spaces 
Nearly all respondents (98%) considered public spaces to be important to some extent, 
with three quarters of them (76%) ranking it as “very important”. 
 
Priorities in managing public spaces 
Given a choice of twelve categories, ‘Wildlife’, closely followed by ‘Tranquillity’ and 
‘Open spaces’ were considered to be the top priorities in managing public spaces. 
 
Rating public spaces 
Respondents where asked to rate, ‘Public parks and formal gardens’, ‘Outdoor play and 
youth facilities’, ‘Outdoor sports areas’, and ‘Countryside sites and walks’, on the 
following four aspects: quantity, quality, accessibility and maintenance.  
 
In addition to this they were asked to rate ‘Beaches’ on the following five aspects: 
accessibility, cleanliness, range of facilities, signs and information and beach safety. 
 
In general the response was very positive. ‘Beaches’ and ‘Countryside sites and walks’ 
came out on top, with over 75% of respondents rating them as ‘good’ or ‘very good’ on a 
number of aspects. 
 
Response to the other three areas was also positive for most aspects, with around half 
giving a rating of ‘good’ or ‘very good’, although the ‘quantity provided’ of these public 
spaces did not fair so well, with nearly a third of people rating this as ‘poor’ or ‘very poor’.  
 
However, consistently around a third or respondents rated them as neither good nor 
poor and it is unsure as to whether they ‘did not know’ or they are non users and 
therefore would not necessarily have an opinion. 
 
Views on if the council should be doing more in specific areas 
‘Promoting the use of public space’ (68%) was judged as the prime area where the 
council should be doing more. 
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Targeting funding for managing public space 
Ranking five areas in order of priority for funding, respondents placed ‘Improving the 
standard of existing public space’ at the top but in general there was a fairly even spread 
across all five targets. 
 
Involvement of local communities 
The respondents were strongly in favour of local communities being more involved on 
the design and management of public spaces, with over three-quarters (76%) saying 
‘Yes’. 
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1.0 Introduction / Background 
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 & 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. 
 
 
 
 
2.0 Method  
The survey was designed by South Hams District Council and administered by post to 
panel members in July & 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 reviews and aimed to collect 
information to feed into the new strategy. This was followed by a section on the economy 
 
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 had been 591 
replies at the time of writing this report. This gives 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 gives 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 
events or at the Council or libraries. A further, small 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. 

0% 20% 40% 60%

Percent

Face-to-face booster

Consultation events

Panel

6%

22%

72%

Source of survey

 
(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 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. 

5% 10% 15% 20% 25%

Percent

75 plus

65 - 74

55 - 64

45 - 54

35 - 44

25 - 34

16 - 24

9%

19%

26%

18%

13%

8%

7%

Age group

 
(Full tables: Appendix 1, Table 2) 
 
4.3 Gender 
The balance between males (49%) and females (51%) is fairly even.  
 

10% 20% 30% 40% 50%

Percent

Female

Male

51%

49%

Gender

 
(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.  
 

10% 20% 30% 40% 50%

Percent

Unclassified

DE

C1&C2

AB

20%

9%

20%

52%

Socio-economic group

 
(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 Importance of public spaces 
“How important do you consider public spaces to be?” 
 
Nearly all respondents (98%) considered public spaces to be important to some extent, 
with three quarters of them (76%) ranking it as “very important”. This was reflected 
across all age ranges and by both men and women. However, women were more likely 
than men to say that public spaces were ‘very important’ (82% vs 71%). 
 

How important do you consider public spaces to be?

0% 25% 50% 75%

Percent

Very important

Fairly important

Not very important

Not at all important

Don't know

76%

21%

1%

0%

1%

Base: All repondents (856)

 
 

 
 
Full table: Appendix 1, Table 13 
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5.2 Priorities in managing public space 
“What do you think the Council’s top four priorities in managing public space and 
working with other land owners should be?” 
 
Respondents were given 12 categories and asked to chose up to four priorities. 
 
The percentage of all answers for each category is displayed below. As it was a multi 
answer question, with the option to tick up to four categories, it should be noted that the 
percentages do not reflect all respondents in the survey. 
 
The top priority for managing public space was considered to be ‘Wildlife’ (16%), closely 
followed by ‘Tranquillity’ (14%) and ‘Open spaces’ (14%). Less conventional uses such 
as ‘Art and sculpture’ (4%), ‘Music and entertainment’ (5%) and ‘Excitement’ (1%) were 
seen as less of a priority. 
 
 

 
 
 
Full table: Appendix 1, Table 14 

Priorities in managing public space

4%

5%

6%

7%

7%

11%

12%

14% 

14% 

16% 

1% 

1% 

0% 2% 4% 6% 8% 10% 12% 14% 16% 18% 20%

Excitement 

Other 

Art and sculpture 

Music and entertainment 

Play 

Flowers and shrubs 

Sport 

Youth facilities

Trees 

Open space 

Tranquillity

Wildlife 

Percent



South Hams DC Consultation Survey 
Marketing Means – September 2005 

 
11 

5.3 Rating public parks and formal gardens 
“Thinking about public parks and formal gardens in your area, how would you rate 
them on the following aspects?” 
 
Respondents were asked to rate four aspects of public parks and formal gardens. 
 
Generally respondents were positive to all aspects with well over half giving a rating of 
‘good’ or ‘very good’, except the ‘quantity’ of parks and gardens which nearly a third of 
people rated as ‘poor’ or ‘very poor’.  
 
Note: between a quarter and a third of respondents rated the parks and formal gardens as 
neither good nor poor and it is unsure as to whether they ‘did not know’ or they are non users 
and therefore would not necessarily have an opinion. This will affect the percentages given. 
 

Very good %
Good %
Neither %
Poor %
Very poor %

0% 25% 50% 75% 100%

Percent

Quantity

Quality

Accessibility

Maintenance

7% 22% 30% 35% 6%

13% 28% 47% 9%

12% 31% 48% 7%

9% 24% 52% 12%

Rating public parks and formal gardens

Base

791

779

778

783

 
Differences 
There were no differences between men and women in rating these four aspects.  
 
In terms of age groups; the younger age ranges (16-24 and 25-43) were more likely to 
rate the ‘quantity’ and ‘quality’ as ‘Very good’ or ‘Good’, than the remaining older age 
groups (average 59% v 37%). However in terms of ‘accessibility’ and ‘maintenance’, 
there was no significant difference between the age groups. 
 
Full table: Appendix 1, Table 15 
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5.4 Rating outdoor play and youth facilities 
“Thinking about outdoor play and youth facilities in your area, how would you rate 
them on the following aspects?” 
 
Respondents were asked to rate four aspects of outdoor play and youth facilities. 
 
Generally respondents were positive to all aspects with around two fifths of respondents 
giving a rating of ‘good’ or ‘very good’, but again  the ‘quantity’ of outdoor play and youth 
facilities was more negatively rated, with 44% rating them as ‘poor’ or ‘very poor’.  
. 
Note: between a third of and two-fifths of respondents rated outdoor play and youth facilities as 
neither good nor poor and it is unsure as to whether they ‘did not know’ or they are non users 
and therefore would not necessarily have an opinion. This will affect the percentages given. 
 

Very good %
Good %
Neither %
Poor %
Very poor %

0% 25% 50% 75% 100%

Percent

Quantity

Quality

Accessibility

Maintenance

7% 37% 30% 24%

5% 21% 39% 33%

15% 39% 39%

15% 38% 39%

Rating outdoor play and youth facilities

Base

728

719

726

719

 
 
Differences 
There was no difference between men and women in rating these four aspects.  
 
The mid age groups (35-44, 45-54 and 55-64) were less likely (around 10%) to rate the 
play and youth facilities as ‘good’ or ‘very good’. 
 
 
Full tables: Appendix 1, Tables 16 
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5.5 Rating outdoor sports areas 
“Thinking about outdoor sports areas in your area, how would you rate them on 
the following aspects?” 
 
Respondents were asked to rate four aspects of outdoor sports areas. 
 
Generally respondents were positive to all aspects with between two fifths and a half of 
respondents giving a rating of ‘good’ or ‘very good’. Notably however, the ‘quantity’ of 
outdoor sports areas was more negatively rated, with a third rating them as ‘poor’ or 
‘very poor’.  
 
 
Note: between a third of and two-fifths of respondents rated the outdoor sports areas as neither 
good nor poor and it is unsure as to whether they ‘did not know’ or they are non users and 
therefore would not necessarily have an opinion. This will affect the percentages given. 
 

Very good %
Good %
Neither %
Poor %
Very poor %

0% 25% 50% 75% 100%

Percent

Quantity

Quality

Accessibility

Maintenance

6% 27% 30% 34%

16% 35% 41%

14% 35% 44%

11% 38% 45%

Base

713

702

703

699

Rating sports areas

 
Differences 
There were generally no differences between male and female, or across the age 
ranges. 
 
 
 
Full table: Appendix 1, Table 17 
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5.6 Rating countryside sites and walks 
“Thinking about countryside sites and walks in your area, how would you rate 
them on the following aspects?” 
 
Respondents were asked to rate four aspects of countryside sites and walks. 
 
The response was largely very positive, with over 90% rating the ‘quality’ and ‘quantity’ 
as ‘very good’ or ’good’.   
 
Although less than one in ten rated ‘maintenance’ and ‘accessibility’ as ‘poor’ or ‘very 
poor’, between  a fifth and a quarter of respondents rated these two aspects as neither 
good nor poor. This means that the response was not as positive for these two aspects, 
but still over two thirds of respondents rated them as ‘good’ or ‘very good’. 
 
 

Very good %
Good %
Neither %
Poor %
Very poor %

0% 25% 50% 75% 100%

Percent

Quantity

Quality

Accessibility

Maintenance

5% 9% 48% 37%

7% 51% 40%

8% 19% 50% 22%

7% 25% 50% 18%

Base

767

763

762

756

Rating countryside sites and walks

 
Differences 
On average across all aspects, females were slightly more likely (8%) to rate the 
countryside walks and sites as ‘good’ or ‘very good’.   
 
There were generally no distinct differences across the age ranges. 
 
 
 
Full table: Appendix 1, Table 18 
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5.6 Rating beaches 
“Beaches in the South Hams range from isolated coves to family beaches with 
cafes and toilets. How would you rate the beaches on the following aspects? 
 
Respondents were asked to rate five aspects of beaches in the South Hams. 
 
The response was generally positive for all aspects with no more than one in ten rating 
them as ‘poor’ or ‘very poor’. Around three quarters of respondents gave positive 
responses to ‘cleanliness’ and ‘accessibility’, rating them as ‘good’ or’ ‘very good’.   
 
The response to ‘range of facilities’, ‘signs and information’ and ‘beach safety’ was 
slightly less positive, due to around a quarter to a third rating them as neither good nor 
poor. This could be due to the fact that these three aspects are more likely to vary 
between different beaches and so it is therefore harder to apply one general rating to 
them. 
 

Very good %
Good %
Neither %
Poor %
Very poor %

0% 25% 50% 75% 100%

Percent

Accessibility

Cleanliness

Range of facilities

Signs and information

Beach safety

7% 17% 57% 17%

7% 13% 62% 17%

9% 35% 46% 10%

8% 29% 53% 10%

9% 26% 53% 12%

Base

760

756

747

750

749

Rating Beaches

 
Differences 
On average across all aspects, females were slightly more likely (8%) to rate the 
beaches as ‘good’ or ‘very good’.  
 
There were generally no distinct differences across the age ranges. 
 
 
Full table: Appendix 1, Table 19 
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5.7 Views on if the council should be doing more in specific 
areas 
“Do you think the Council should be doing more of the following?” 
 
The areas asked about were: 
 

Area Yes  (%) 

Promoting the use of public space 68% 
Providing information boards, signs and leaflets 
for users of public space 

65% 

Providing activities and events 55% 
Improving safety 54% 

 
For all four areas, respondents were more likely to say ‘yes’, that the council should be 
doing more in these areas. With ‘promoting the use of public space’ (68%) judged as the 
prime area where the council should be doing more. 
 
Differences 
Generally females were more likely to say ‘yes’ than males on all aspects (on average 
10% more), except ‘providing information boards, signs and leaflets’, where they were 
exactly the same. 
 
The older age groups were less likely to say ‘yes’ to ‘providing activities and events’, 
notably in the ‘75plus’ age group 44% said ‘No’. In contrast to this, the other age groups 
rated this aspect more favourably with 70% of respondents in the ’35-44’ age group 
saying ‘yes’. 
 
 
 
 
Full table: Appendix 1, Table 20 
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5.8 Targeting funding for managing public space 
“The council and other landowners have limited budgets for managing public 
space. Please indicate where you think funding should be targeted.” Rank in order 
of priority. 
 
Respondents were asked to rank in order of priority, five potential targets for funding. 
The graph below shows the weighted percentage of each target. 
 
In general there was a fairly even spread across all five targets, but ranked first with 
27%, was ‘improving the standard of existing public space’. 
 
 

Targeting funding for managing public space

16%

17%

19%

21%

27%

0 5 10 15 20 25 30

Providing more events
and activities in public

space

Providing more public
space

Improving accessibility
to public space

Improving maintenance
of public space

Improving the standard
of existing public space

Percent
 

 
Full table: Appendix 1, Table 21 
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5.9 Involvement of local communities 
“Do you think that local communities should be more closely involved in the 
design and management of local parks and public spaces (e.g. through ‘friends’, 
groups or volunteering)?” 
 
 
Over three-quarters (76%) said ‘Yes’ they think local communities should be more 
closely involved. Only 10% said ‘No’ and 14% did not know. 
 
 

Involvement of local communities

14%

10%

76%

0% 10% 20% 30% 40% 50% 60% 70% 80%

DON'T KNOW

NO

YES

Percent

 
 

Differences 
Generally there were no differences between male and female responses.  
 
However, the youngest age group 16-24 were less keen to be involved with only 58% 
saying ‘yes’. In the mid age ranges (35-44, 45-54 and 55-64) the percentage saying ‘yes’ 
was much higher, with an average of just over 82% saying ‘yes’ local communities 
should be involved in the design and management of local parks and public spaces. 
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Table 1: Source of survey 

Source of survey

590 72% 72% 72%

180 22% 22% 94%

52 6% 6% 100%

822 100% 100%

Panel

Consultation events

Face-to-face booster

Total

Valid

Frequency Percent
Valid

Percent
Cumulative

Percent

 
 
 
 
Table 2: Age group 

Age group

58 7% 7% 7%

62 8% 8% 15%

99 12% 13% 28%

138 17% 18% 46%

205 25% 26% 72%

152 18% 19% 91%

70 9% 9% 100%

784 95% 100%

39 5%

823 100%

16 - 24

25 - 34

35 - 44

45 - 54

55 - 64

65 - 74

75 plus

Total

Valid

Not givenMissing

Total

Frequency Percent
Valid

Percent
Cumulative

Percent
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Table 3: Gender 

Gender

385 47% 49% 49%

395 48% 51% 100%

780 95% 100%

43 5%

823 100%

Male

Female

Total

Valid

Not givenMissing

Total

Frequency Percent
Valid

Percent
Cumulative

Percent

 
 
 
Table 4: Socio-economic group 

Socio-economic group

423 51% 52% 52%

163 20% 20% 71%

74 9% 9% 80%

161 20% 20% 100%

821 100% 100%

2 0%

823 100%

AB

C1&C2

DE

Unclassified

Total

Valid

SystemMissing

Total

Frequency Percent
Valid

Percent
Cumulative

Percent

 
 
 



South Hams DC Consultation Survey 
Marketing Means – September 2005 

 
23 

 
Table 5: Number of people in the household 

Including yourself, how many people live in your household?

44 5% 19% 19%

101 12% 43% 62%

39 5% 17% 79%

32 4% 14% 93%

13 2% 6% 98%

4 0% 2% 100%

233 28% 100%

590 72%

823 100%

1 - just myself

2

3

4

5

6 or more

Total

Valid

Not answeredMissing

Total

Frequency Percent
Valid

Percent
Cumulative

Percent
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Table 6: Working status 

Working status of the chief wage earner

358 43% 46% 46%

80 10% 10% 56%

12 1% 2% 57%

291 35% 37% 94%

4 0% 1% 95%

36 4% 5% 99%

5 1% 1% 100%

786 96% 100%

37 4%

823 100%

Working full time

Working part time

Student

Retired

Unemployed

House
wife/husband

Other

Total

Valid

Not answeredMissing

Total

Frequency Percent
Valid

Percent
Cumulative

Percent

 
 

 
Table 7: Disability 

Disability

108 13% 14% 14%

670 81% 86% 100%

1 0% 0% 100%

779 95% 100%

44 5%

823 100%

Yes

No

11

Total

Valid

Did not
answerMissing

Total

Frequency Percent
Valid

Percent
Cumulative

Percent
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Table 8: Ethnicity 

Ethnicity

767 93% 98% 98%

2 0% 0% 98%

9 1% 1% 100%

2 0% 0% 100%

1 0% 0% 100%

781 95% 100%

42 5%

823 100%

White - British

White - Irish

White - Other

Mixed - White &
Black Caribbean

Mixed - White &
Asian

Total

Valid

Did not answerMissing

Total

Frequency Percent
Valid

Percent
Cumulative

Percent

 
 
 
Table 9: Attended consultation event 

Attended consultation event

138 17% 18% 18%

645 78% 82% 100%

783 95% 100%

40 5%

823 100%

Yes

No

Total

Valid

Not
answeredMissing

Total

Frequency Percent
Valid

Percent
Cumulative

Percent
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Table 10: Consultation event attended 

Consultation event attended

26 3% 18% 18%

73 9% 50% 68%

35 4% 24% 92%

12 1% 8% 100%

146 18% 100%

677 82%

823 100%

Malborough Village Hall

Totnes Civic Hall

South Dartmoor Leisure
Centre - Ivybridge

Townstal Community Hall -
Dartmouth

Total

Valid

Not answeredMissing

Total

Frequency Percent
Valid

Percent
Cumulative

Percent

 
 
 
 
Table 11: Own or represent a business 

Own or represent a business

173 21% 22% 22%

626 76% 78% 100%

799 97% 100%

24 3%

823 100%

Yes

No

Total

Valid

Not
answeredMissing

Total

Frequency Percent
Valid

Percent
Cumulative

Percent
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Table 12: Business sector 
 

Business sector

27 16% 16% 16%

4 2% 2% 19%

3 2% 2% 21%

30 17% 18% 39%

13 8% 8% 47%

29 17% 18% 64%

5 3% 3% 67%

9 5% 5% 73%

7 4% 4% 77%

9 5% 5% 82%

17 10% 10% 93%

12 7% 7% 100%

165 95% 100%

8 5%

173 100%

Retail & Wholesale

Transport, Distribution &
Storage

Marine Trades

Land Based and Fishing
(including agriculture,
forestry, hor

Construction

Tourism & Leisure

Food & Drink Processing

Manufacturing

Information Communication
Technology (ICT)

Health & Social Services

Education & Charities

Services (e.g. councils etc.)

Total

Valid

Not answeredMissing

Total

Frequency Percent
Valid

Percent
Cumulative

Percent
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Table 13: Importance of public spaces 
 

586 267 319 27 46 92 109 154 108 51
76% 71% 82% 47% 75% 93% 80% 76% 74% 74%
166 100 66 26 12 6 27 44 36 16

22% 27% 17% 46% 20% 6% 20% 22% 25% 23%
8 5 3 0 1 1 0 3 2 1

1% 1% 1% 0% 2% 1% 0% 1% 1% 1%
2 0 2 1 0 0 0 1 0 0

0% 0% 1% 2% 0% 0% 0% 0% 0% 0%
5 5 0 3 2 0 0 0 0 1

1% 1% 0% 5% 3% 0% 0% 0% 0% 1%

#
%

Very important

#
%

Fairly important

#
%

Not very important

#
%

Not at all important

#
%

Don't know

Total Male Female
Gender

16 - 24 25 - 34 35 - 44 45 - 54 55 - 64 65 - 74 75 plus
Age group
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Table 14: Priorities in managing public space 
 

402 200 202 20 23 45 74 110 92 37
52% 53% 51% 34% 38% 45% 54% 54% 63% 54%

37 23 14 6 2 8 8 9 3 2
5% 6% 4% 10% 3% 8% 6% 4% 2% 3%
188 84 104 12 24 38 32 46 26 10

24% 22% 26% 21% 40% 38% 24% 23% 18% 14%
318 158 160 26 24 43 53 90 57 27

41% 42% 41% 45% 40% 43% 39% 45% 39% 39%
208 109 99 20 13 29 30 59 43 16

27% 29% 25% 34% 22% 29% 22% 29% 29% 23%
161 69 92 26 21 14 32 29 22 20

21% 18% 23% 45% 35% 14% 24% 14% 15% 29%
484 231 253 39 38 62 101 118 83 42

63% 62% 64% 67% 63% 63% 74% 58% 57% 61%
364 179 185 23 28 50 54 101 67 39

47% 48% 47% 40% 47% 51% 40% 50% 46% 57%
213 110 103 11 10 24 35 63 45 24

28% 29% 26% 19% 17% 24% 26% 31% 31% 35%
418 211 207 29 30 58 70 107 90 35

54% 56% 53% 50% 50% 59% 51% 53% 62% 51%
109 45 64 9 16 11 25 26 22 4

14% 12% 16% 16% 27% 11% 18% 13% 15% 6%
36 12 24 1 7 6 9 7 3 3

5% 3% 6% 2% 12% 6% 7% 3% 2% 4%

#
%

Tranquility

#
%

Excitement

#
%

Play

#
%

Youth facilities

#
%

Sport

#
%

Music and entertainment

#
%

Wildlife

#
%

Trees

#
%

Flowers and shrubs

#
%

Open space

#
%

Art and sculpture

#
%

Other

Total Male Female
Gender

16 - 24 25 - 34 35 - 44 45 - 54 55 - 64 65 - 74 75 plus
Age group
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Table 15: Public parks and formal gardens 

Quantity: Are there enough?

51 17 34 9 4 7 8 8 12 2
7% 5% 9% 16% 7% 7% 6% 4% 9% 3%
256 118 138 29 29 25 38 66 47 24

34% 32% 36% 50% 48% 26% 28% 33% 34% 37%
228 137 91 11 10 31 47 67 40 22

30% 37% 24% 19% 17% 32% 35% 33% 29% 34%
169 78 91 5 13 27 32 44 36 13

22% 21% 24% 9% 22% 28% 24% 22% 26% 20%
49 20 29 4 4 7 10 16 5 4

7% 5% 8% 7% 7% 7% 7% 8% 4% 6%

#
%

Very good

#
%

Good

#
%

Neither

#
%

Poor

#
%

Very poor

Total Male Female
Gender

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

 
 

Quality: Are they good places to visit?

64 20 44 9 7 8 8 11 14 5
9% 5% 12% 16% 12% 8% 6% 6% 10% 8%
347 162 185 30 33 38 52 92 66 37

47% 44% 49% 52% 55% 40% 39% 46% 49% 58%
210 128 82 15 12 32 45 54 37 16

28% 35% 22% 26% 20% 33% 34% 27% 27% 25%
101 45 56 4 7 17 22 31 16 4

14% 12% 15% 7% 12% 18% 17% 16% 12% 6%
21 10 11 0 1 1 5 10 3 2

3% 3% 3% 0% 2% 1% 4% 5% 2% 3%

#
%

Very good

#
%

Good

#
%

Neither

#
%

Poor

#
%

Very poor

Total Male Female
Gender

16 - 24 25 - 34 35 - 44 45 - 54 55 - 64 65 - 74 75 plus
Age group
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Accessibility: Are they easy to get to?

49 17 32 10 8 7 7 6 8 3
7% 5% 9% 17% 13% 7% 5% 3% 6% 5%
356 177 179 32 27 49 59 95 64 30

48% 48% 48% 55% 45% 51% 44% 49% 48% 48%
230 123 107 15 15 28 48 64 43 17

31% 34% 28% 26% 25% 29% 36% 33% 32% 27%
93 44 49 1 9 12 15 26 18 11

13% 12% 13% 2% 15% 12% 11% 13% 13% 17%
13 4 9 0 1 1 5 4 1 2

2% 1% 2% 0% 2% 1% 4% 2% 1% 3%

#
%

Very good

#
%

Good

#
%

Neither

#
%

Poor

#
%

Very poor

Total Male Female
Gender

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

 
 
 

Maintenance: Are they well looked after?

83 38 45 8 10 6 7 20 20 11
11% 10% 12% 14% 17% 6% 5% 10% 15% 17%
390 181 209 30 30 54 73 100 69 33

52% 49% 55% 52% 50% 56% 54% 51% 51% 52%
178 98 80 15 12 25 42 45 26 14

24% 27% 21% 26% 20% 26% 31% 23% 19% 22%
70 37 33 5 5 9 8 23 16 5

9% 10% 9% 9% 8% 9% 6% 12% 12% 8%
25 13 12 0 3 3 6 9 4 1

3% 4% 3% 0% 5% 3% 4% 5% 3% 2%

#
%

Very good

#
%

Good

#
%

Neither

#
%

Poor

#
%

Very poor

Total Male Female
Gender

16 - 24 25 - 34 35 - 44 45 - 54 55 - 64 65 - 74 75 plus
Age group
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Table 16: Outdoor play and youth facilities 

Quantity: Are there enough?

17 6 11 2 2 2 1 2 6 2
2% 2% 3% 4% 4% 2% 1% 1% 5% 3%
168 80 88 21 16 20 25 33 30 21

24% 23% 25% 38% 28% 22% 20% 18% 24% 36%
203 116 87 17 15 22 35 67 33 17

29% 34% 25% 31% 26% 24% 29% 37% 26% 29%
258 119 139 14 18 42 49 69 51 17

37% 35% 40% 25% 32% 45% 40% 38% 40% 29%
45 20 25 1 6 7 12 12 7 1

7% 6% 7% 2% 11% 8% 10% 7% 6% 2%

#
%

Very good

#
%

Good

#
%

Neither

#
%

Poor

#
%

Very poor

Total Male Female
Gender

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

 
 
 

Quality: Are they good places to visit?

18 4 14 3 3 0 1 3 5 3
3% 1% 4% 5% 5% 0% 1% 2% 4% 5%
225 111 114 25 23 32 31 47 42 24

33% 33% 33% 45% 40% 35% 26% 26% 34% 44%
263 143 120 19 18 30 55 83 41 20

39% 42% 35% 35% 32% 33% 45% 45% 33% 36%
145 65 80 7 9 24 26 42 31 7

21% 19% 23% 13% 16% 26% 21% 23% 25% 13%
32 14 18 1 4 6 8 8 5 1

5% 4% 5% 2% 7% 7% 7% 4% 4% 2%

#
%

Very good

#
%

Good

#
%

Neither

#
%

Poor

#
%

Very poor

Total Male Female
Gender

16 - 24 25 - 34 35 - 44 45 - 54 55 - 64 65 - 74 75 plus
Age group
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Accessibility: Are they easy to get to?

18 5 13 4 4 2 1 1 4 2
3% 1% 4% 7% 7% 2% 1% 1% 3% 4%
272 127 145 26 27 37 38 61 51 30

39% 37% 42% 47% 47% 40% 31% 33% 40% 53%
266 148 118 21 17 38 52 80 43 17

39% 44% 34% 38% 30% 41% 43% 43% 34% 30%
106 51 55 4 8 12 22 32 24 7

15% 15% 16% 7% 14% 13% 18% 17% 19% 12%
27 9 18 0 1 4 8 10 4 1

4% 3% 5% 0% 2% 4% 7% 5% 3% 2%

#
%

Very good

#
%

Good

#
%

Neither

#
%

Poor

#
%

Very poor

Total Male Female
Gender

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

 
 

Maintenance: Are they well looked after?

26 9 17 5 4 1 1 5 5 5
4% 3% 5% 9% 7% 1% 1% 3% 4% 9%
264 122 142 26 27 35 41 55 47 30

39% 36% 41% 47% 47% 38% 34% 30% 37% 55%
266 149 117 18 13 36 54 87 44 17

39% 44% 34% 33% 23% 39% 45% 48% 35% 31%
103 46 57 6 12 16 16 25 27 3

15% 14% 16% 11% 21% 17% 13% 14% 21% 5%
24 11 13 0 1 4 7 10 3 0

4% 3% 4% 0% 2% 4% 6% 5% 2% 0%

#
%

Very good

#
%

Good

#
%

Neither

#
%

Poor

#
%

Very poor

Total Male Female
Gender

16 - 24 25 - 34 35 - 44 45 - 54 55 - 64 65 - 74 75 plus
Age group
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Table 17: Outdoor sports areas 

Quantity: Are there enough?

23 10 13 2 2 5 5 3 3 3
3% 3% 4% 4% 4% 5% 4% 2% 2% 6%
226 102 124 18 23 33 34 58 39 23

33% 30% 36% 33% 44% 36% 28% 32% 31% 43%
201 118 83 17 14 20 32 59 48 13

30% 35% 24% 31% 27% 22% 26% 33% 38% 25%
187 83 104 15 12 27 40 50 28 14

28% 25% 31% 28% 23% 30% 33% 28% 22% 26%
39 23 16 2 1 6 12 11 8 0

6% 7% 5% 4% 2% 7% 10% 6% 6% 0%

#
%

Very good

#
%

Good

#
%

Neither

#
%

Poor

#
%

Very poor

Total Male Female
Gender

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

 
Quality: Are they good places to visit?

29 15 14 2 4 6 4 6 5 2
4% 5% 4% 4% 8% 7% 3% 3% 4% 4%
271 120 151 25 27 40 43 63 49 24

41% 36% 45% 46% 52% 44% 35% 35% 41% 47%
235 133 102 18 17 28 45 69 45 16

35% 40% 31% 33% 33% 31% 37% 38% 38% 31%
106 47 59 8 3 13 24 33 18 8

16% 14% 18% 15% 6% 14% 20% 18% 15% 16%
24 16 8 1 1 3 7 9 3 1

4% 5% 2% 2% 2% 3% 6% 5% 3% 2%

#
%

Very good

#
%

Good

#
%

Neither

#
%

Poor

#
%

Very poor

Total Male Female
Gender

16 - 24 25 - 34 35 - 44 45 - 54 55 - 64 65 - 74 75 plus
Age group
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Accessibility: Are they easy to get to?

22 9 13 3 4 4 4 5 2 0
3% 3% 4% 6% 8% 4% 3% 3% 2% 0%
294 144 150 24 26 45 41 72 59 28

44% 44% 44% 44% 49% 50% 34% 40% 48% 54%
232 124 108 21 16 28 47 67 41 14

35% 38% 32% 39% 30% 31% 39% 37% 34% 27%
94 40 54 5 7 10 23 28 13 9

14% 12% 16% 9% 13% 11% 19% 16% 11% 17%
26 13 13 1 0 3 7 8 7 1

4% 4% 4% 2% 0% 3% 6% 4% 6% 2%

#
%

Very good

#
%

Good

#
%

Neither

#
%

Poor

#
%

Very poor

Total Male Female
Gender

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

 
 

Maintenance: Are they well looked after?

23 8 15 3 5 4 2 7 1 1
3% 2% 4% 6% 10% 4% 2% 4% 1% 2%
297 137 160 27 28 45 45 69 55 27

45% 42% 48% 50% 54% 50% 38% 39% 46% 53%
251 140 111 19 16 33 49 76 43 17

38% 43% 33% 35% 31% 37% 41% 42% 36% 33%
72 31 41 4 2 7 21 18 16 5

11% 9% 12% 7% 4% 8% 18% 10% 13% 10%
20 13 7 1 1 1 3 9 5 1

3% 4% 2% 2% 2% 1% 3% 5% 4% 2%

#
%

Very
good

#
%

Good

#
%

Neither

#
%

Poor

#
%

Very poor

Total Male Female
Gender

16 - 24 25 - 34 35 - 44 45 - 54 55 - 64 65 - 74 75 plus
Age group
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Table 18: Countryside sites and walks 

Quantity: Are there enough?

267 117 150 19 24 33 38 76 56 20
37% 33% 40% 33% 41% 35% 29% 40% 40% 32%
358 176 182 30 28 48 67 94 59 33

49% 49% 49% 53% 47% 51% 52% 49% 42% 52%
66 43 23 6 4 8 14 12 18 5

9% 12% 6% 11% 7% 9% 11% 6% 13% 8%
34 16 18 2 2 4 9 7 6 4

5% 4% 5% 4% 3% 4% 7% 4% 4% 6%
6 5 1 0 1 1 1 2 0 1

1% 1% 0% 0% 2% 1% 1% 1% 0% 2%

#
%

Very good

#
%

Good

#
%

Neither

#
%

Poor

#
%

Very poor

Total Male Female
Gender

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

 
 

Quality: Are they good places to visit?

289 118 171 21 30 39 44 83 54 18
40% 34% 46% 37% 51% 41% 34% 44% 39% 30%
370 190 180 27 27 48 73 89 68 38

51% 54% 48% 47% 46% 51% 56% 47% 50% 62%
51 35 16 8 1 6 9 15 9 4

7% 10% 4% 14% 2% 6% 7% 8% 7% 7%
14 7 7 1 1 1 3 3 6 0

2% 2% 2% 2% 2% 1% 2% 2% 4% 0%
2 2 0 0 0 0 1 0 0 1

0% 1% 0% 0% 0% 0% 1% 0% 0% 2%

#
%

Very good

#
%

Good

#
%

Neither

#
%

Poor

#
%

Very poor

Total Male Female
Gender

16 - 24 25 - 34 35 - 44 45 - 54 55 - 64 65 - 74 75 plus
Age group
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Accessibility: Are they easy to get to?

156 64 92 14 16 21 22 44 30 8
22% 18% 25% 25% 27% 23% 17% 23% 22% 13%
364 179 185 22 31 42 68 96 70 37

50% 51% 50% 39% 53% 45% 52% 50% 51% 62%
138 79 59 16 4 20 26 35 28 12

19% 22% 16% 28% 7% 22% 20% 18% 20% 20%
58 26 32 5 8 10 12 13 8 2

8% 7% 9% 9% 14% 11% 9% 7% 6% 3%
8 4 4 0 0 0 2 3 2 1

1% 1% 1% 0% 0% 0% 2% 2% 1% 2%

#
%

Very good

#
%

Good

#
%

Neither

#
%

Poor

#
%

Very poor

Total Male Female
Gender

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

 
 

Maintenance: Are they well looked after?

125 51 74 11 18 16 18 36 22 5
17% 14% 20% 19% 31% 17% 14% 19% 16% 8%
358 166 192 27 29 49 68 94 64 28

50% 47% 52% 47% 50% 52% 52% 50% 47% 47%
179 105 74 15 8 22 33 45 37 19

25% 30% 20% 26% 14% 23% 25% 24% 27% 32%
50 25 25 4 3 7 6 10 14 6

7% 7% 7% 7% 5% 7% 5% 5% 10% 10%
9 5 4 0 0 0 5 3 0 1

1% 1% 1% 0% 0% 0% 4% 2% 0% 2%

#
%

Very good

#
%

Good

#
%

Neither

#
%

Poor

#
%

Very poor

Total Male Female
Gender

16 - 24 25 - 34 35 - 44 45 - 54 55 - 64 65 - 74 75 plus
Age group
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Table 19: Beaches 

Accessibility

126 52 74 12 12 19 16 39 18 8
17% 15% 20% 21% 20% 20% 12% 21% 13% 13%
413 198 215 31 33 52 79 94 90 37

57% 56% 58% 53% 56% 56% 61% 50% 66% 61%
125 73 52 13 5 16 26 36 20 11

17% 21% 14% 22% 8% 17% 20% 19% 15% 18%
51 26 25 1 9 6 6 16 7 4

7% 7% 7% 2% 15% 6% 5% 9% 5% 7%
7 2 5 1 0 0 2 2 2 1

1% 1% 1% 2% 0% 0% 2% 1% 1% 2%

#
%

Very good

#
%

Good

#
%

Neither

#
%

Poor

#
%

Very poor

Total Male Female
Gender

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

 
 

Cleanliness

121 56 65 9 13 20 20 32 19 9
17% 16% 18% 16% 22% 22% 16% 17% 14% 15%
444 213 231 44 32 53 75 113 86 40

62% 61% 63% 76% 55% 57% 59% 60% 63% 67%
97 53 44 5 5 11 25 24 24 5

13% 15% 12% 9% 9% 12% 20% 13% 18% 8%
50 24 26 0 7 6 8 16 7 6

7% 7% 7% 0% 12% 6% 6% 9% 5% 10%
7 4 3 0 1 3 0 3 0 0

1% 1% 1% 0% 2% 3% 0% 2% 0% 0%

#
%

Very good

#
%

Good

#
%

Neither

#
%

Poor

#
%

Very poor

Total Male Female
Gender

16 - 24 25 - 34 35 - 44 45 - 54 55 - 64 65 - 74 75 plus
Age group
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Range of facilities

66 21 45 9 7 17 7 16 9 1
9% 6% 12% 16% 12% 18% 6% 9% 7% 2%
336 151 185 29 36 40 64 82 61 24

47% 43% 51% 50% 61% 43% 50% 44% 46% 42%
241 144 97 15 12 26 51 63 52 25

34% 41% 27% 26% 20% 28% 40% 34% 39% 44%
61 28 33 4 4 8 4 22 11 7

9% 8% 9% 7% 7% 9% 3% 12% 8% 12%
7 4 3 1 0 1 1 3 1 0

1% 1% 1% 2% 0% 1% 1% 2% 1% 0%

#
%

Very good

#
%

Good

#
%

Neither

#
%

Poor

#
%

Very poor

Total Male Female
Gender

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

 
 

Signs and information

69 22 47 6 5 16 12 18 11 2
10% 6% 13% 10% 8% 17% 9% 10% 8% 4%
384 185 199 29 40 50 61 98 77 31

54% 53% 54% 50% 68% 54% 48% 52% 57% 54%
202 117 85 21 7 19 39 50 40 24

28% 34% 23% 36% 12% 20% 31% 27% 30% 42%
55 22 33 2 7 7 15 18 6 0

8% 6% 9% 3% 12% 8% 12% 10% 4% 0%
4 1 3 0 0 1 0 3 0 0

1% 0% 1% 0% 0% 1% 0% 2% 0% 0%

#
%

Very good

#
%

Good

#
%

Neither

#
%

Poor

#
%

Very poor

Total Male Female
Gender

16 - 24 25 - 34 35 - 44 45 - 54 55 - 64 65 - 74 75 plus
Age group
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Beach safety

84 35 49 8 5 15 11 26 13 4
12% 10% 13% 14% 8% 16% 9% 14% 10% 7%
377 172 205 28 40 50 61 92 73 36

53% 50% 56% 48% 68% 54% 49% 49% 54% 63%
186 104 82 18 7 21 41 46 43 11

26% 30% 22% 31% 12% 23% 33% 25% 32% 19%
61 32 29 4 7 7 12 19 6 6

9% 9% 8% 7% 12% 8% 10% 10% 4% 11%
4 3 1 0 0 0 0 3 1 0

1% 1% 0% 0% 0% 0% 0% 2% 1% 0%

#
%

Very good

#
%

Good

#
%

Neither

#
%

Poor

#
%

Very poor

Total Male Female
Gender

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

 
 
 
 
Table 20: Views on if the council should be doing more in specific areas 
 

Promoting the use of public space

474 220 254 34 39 71 86 125 85 36
68% 64% 71% 59% 64% 76% 68% 68% 67% 67%
160 85 75 16 15 14 26 43 30 15

23% 25% 21% 28% 25% 15% 20% 23% 24% 28%
67 37 30 8 7 8 15 17 12 3

10% 11% 8% 14% 11% 9% 12% 9% 9% 6%

#
%

Yes

#
%

No

#
%

Don't know

Total Male Female
Gender

16 - 24 25 - 34 35 - 44 45 - 54 55 - 64 65 - 74 75 plus
Age group
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Providing information boards, signs and leaflets for users of public space

456 226 230 30 37 62 80 123 86 39
65% 65% 65% 53% 62% 67% 63% 68% 68% 66%
186 96 90 20 12 25 33 47 33 16

27% 28% 25% 35% 20% 27% 26% 26% 26% 27%
59 24 35 7 11 6 13 12 8 4

8% 7% 10% 12% 18% 6% 10% 7% 6% 7%

#
%

Yes

#
%

No

#
%

Don't know

Total Male Female
Gender

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

 
 

Providing activities and events

379 158 221 35 35 65 69 84 70 22
55% 47% 64% 60% 57% 70% 57% 47% 56% 42%
227 135 92 10 16 25 37 67 48 23

33% 40% 26% 17% 26% 27% 30% 38% 38% 44%
80 45 35 13 10 3 16 27 7 7

12% 13% 10% 22% 16% 3% 13% 15% 6% 13%

#
%

Yes

#
%

No

#
%

Don't know

Total Male Female
Gender

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

 
 

Improving safety

367 161 206 37 29 51 66 87 74 28
54% 48% 59% 66% 50% 55% 54% 49% 60% 53%
209 122 87 6 16 29 44 57 37 17

31% 37% 25% 11% 28% 31% 36% 32% 30% 32%
104 50 54 13 13 13 13 34 13 8

15% 15% 16% 23% 22% 14% 11% 19% 10% 15%

#
%

Yes

#
%

No

#
%

Don't know

Total Male Female
Gender

16 - 24 25 - 34 35 - 44 45 - 54 55 - 64 65 - 74 75 plus
Age group
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Table 21: Where the council should be targeting funding for managing public space 
 
       Rank 
Improving the standard of existing public space  # 550 1st 
   % 27   
Improving maintenance of public space  # 437 2nd 
   % 21   
Improving accessibility to public space  # 380 3rd 
   % 19   
Providing more public space  # 345 4th 
   % 17   
Providing more events and activities in public space  # 327 5th 

   % 16   
 
 
Table 22: Involvement of  local communities with the design and management of public spaces 

556 268 288 33 41 82 102 154 100 47
76% 75% 78% 58% 69% 88% 78% 81% 73% 72%

75 43 32 8 10 3 13 14 18 7
10% 12% 9% 14% 17% 3% 10% 7% 13% 11%

99 48 51 16 8 8 15 23 19 11
14% 13% 14% 28% 14% 9% 12% 12% 14% 17%

#
%

Yes

#
%

No

#
%

Don't know

Total Male Female
Gender

16 - 24 25 - 34 35 - 44 45 - 54 55 - 64 65 - 74 75 plus
Age group
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Appendix: Questionnaire 
 


