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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 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 ’Tourism’. 
 
Summary of Results 
 

Impact of Tourism 
• The overwhelming majority of respondents (84%) felt, overall, tourism had a 

positive impact on the South Hams, with a quarter of these (26%) feeling the 
impact was ‘very positive’. 

• Creating jobs and creating income were identified as the two main positive 
impacts of tourism by respondents, with 70% and 67% respectively selecting 
each. Traffic congestion was identified as the primary negative impact of tourism, 
being selected by 81% of respondents. This was followed by low wages and 
seasonal employment, being selected by 55% of respondents. 

 
South Hams as a Tourist Destination 

• Respondents were asked how they thought the South Hams was viewed by 
visitors in terms of cost and value for money. Just over half of respondents (54%) 
felt visitors found the area to be expensive to some degree, with the majority of 
these (48%) feeling visitors found it ‘expensive’, rather than ‘very expensive’ (6%). 
However, close to two-thirds of respondents (63%) felt the South Hams offered 
visitors good or very good value for money. 

• Respondents rated the natural landscape as the area’s best asset in terms of a 
tourist destination, with 83% of respondents rating this aspect as very good, and a 
further 17% rating it as good. Following this the range of visitor attractions and 
places to visit was rated as a good asset by 85% of respondents. This was 
followed by the quality and range of accommodation (63%), the range of shops 
(56%) and the quality of the shopping environment (54%).  

• Car parking was viewed as the worst asset in terms of the area as a tourist 
destination. Three-quarters (73%) of respondents rated the cost of car parking 
and 64% rated the ease of parking as poor to some extent. Respondents owning 
or representing a business in the South Hams were more likely to view car 
parking issues in the area as poor with 29% of these respondents rating the ease 
of car parking as ‘very poor’ and 46% rating the cost of car parking as ‘very poor’.  
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Tourism within the South Hams 

• Respondents were unclear about the reputation the South Hams had for green 
tourism and cultural tourism. Two-fifths of respondents (44% and 39%) neither 
agreed nor disagreed that the area had a strong reputation for these types of 
tourism. Positively, those that gave an opinion either way generally agreed that 
the South Hams had a strong reputation for these areas of tourism, with 47% and 
42% agreeing to some extent. This increased to 58% for the area’s reputation for 
green tourism among those respondents that had attended a consultation event, 
suggesting these respondents had developed a better understanding of green 
tourism.  

• Awareness of two Council schemes among respondents was low, with just 28% 
of respondents being aware of the ‘Green Tourism Business Scheme’ and 15% 
being aware of the ‘On The Right Tracks Scheme’. Positively awareness levels 
increased among respondents owning or representing a business in the area. 
Two-fifths (43%) of these respondents were aware of the ‘Green Tourism 
Business Scheme’ and 23% were aware of the ‘On The Right Tracks Scheme’.  

• As would be expected, the vast majority of respondents felt the quality of local 
food and drink was important to locals, visitors and the economy, with 93% feeling 
the quality was important to some extent, and 55% of these feeling it was ‘very 
important’. 

 
Council Priorities for Tourism 

• Respondents felt the Council should concentrate it tourism resources on 
marketing the South Hams as a destination, with three-fifths (59%) of respondents 
selecting this as a priority. This was followed by prioritising support for local 
Tourist Information Centres (50%), improving the quality of visitor experience 
(48%) and niche marketing (48%). 
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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 ‘’Tourism’. 
 
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 2, 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. 

0% 20% 40% 60%

Percent

Face-to-face booster

Consultation events

Panel

6%

22%

72%

Source of survey

 
(Full tables: Appendix 2, 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. 

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 2, 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 2, 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 2, 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 2, Tables 11 & 12) 
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5.0 Impact of Tourism 
 
5.1 Overall Impact of Tourism 
Respondents were initially given a brief description of both the positive and negative 
impacts tourism has on the South Hams. 
 

“Tourism has a big impact on the South Hams. Visitors spend over £160 million a year 
and 17% of the area work force is employed in this sector. Tourism can provide many 
economic, cultural and social benefits, but these can come at a price, with increased 

demand on services, congestion and environmental damage for example.” 
 
Respondents were then asked to indicate the overall impact they thought tourism had on 
the South Hams, using a 5 point scale ranging from ‘very positive’ to ‘very negative’. 

Overall impact of tourism

2%

6%

8%

58%

26%

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

Very negative

Negative

Neither

Positive

Very positive

 
Base: All those answering (804) 

 
(Full tables: Appendix 1, Table 1) 
 
The overwhelming majority of respondents (84%) felt, overall, tourism had a positive 
impact on the South Hams, with a quarter of these (26%) feeling the impact was ‘very 
positive’ and the remainder (58%) feeling it was ‘positive’. Just 8% of respondents 
viewed the overall impact of tourism as being negative to some extent.  
 
Differences 
There were some interesting differences between the key demographic groups.  
 
Panel respondents and consultation event attendees were more positive about the 
impact of tourism on the area compared to face-to-face respondents. The majority of 
panel respondents (87%) and consultation attendees (85%) felt tourism had a positive 
impact on the area, compared to just 56% of face-to-face respondents. A quarter of 
these respondents (25%) felt tourism had a negative impact on the area. 
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Younger respondents also felt tourism had a less positive impact on the area. Just 57% 
of those aged 16 – 24 felt tourism had a positive impact on the area, and 22% of this age 
group felt the impact was negative to some extent. While a larger proportion of those 
aged 25 – 34 felt tourism had a positive impact on the area (74%) this proportion was 
still much lower than older respondents, aged 35 and over, whereby 88% felt tourism 
had a positive impact.  
 
Gender also played a role in respondent’s view of tourism. Males were slightly less likely 
to view the impact of tourism positively compared to females (83% compared with 86% 
of females) and slightly more likely to view the impact of tourism negatively (10% 
compared with 6% of females). 
 
5.2 Positive Impacts 
Respondents were shown a list of possible positive impacts of tourism and asked to 
select the two main positive impacts of tourism. 

Positive impacts of tourism

2%

18%

20%

20%

67%

70%

0% 20% 40% 60% 80%

Other

Vibrant towns / villages

Attractive coast / countryside

Provision of restaurants / attractions

Creating income

Creating jobs

 
Base: All those answering (813) 

 
(Full tables: Appendix 1, Table 2) 
 
Respondents were quite clear about what they felt were the two main positive impacts of 
tourism, with 70% selecting creating jobs and 67% selecting creating income. Around 
one-fifth of respondents selected the provision of restaurants and attractions (20%), 
attractive coast and countryside (20%) and vibrant towns and villages (18%) as a 
positive impact of tourism. Just 2% of respondents mentioned something else. 
 
Differences 
There were some significant differences across the key demographic groups.  
 
While creating jobs was viewed consistently as a positive impact of tourism across the 
different sources of respondents, creating income was only selected as a positive impact 
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of tourism by 49% of face-to-face respondents. This compares with 68% of panel 
respondents and 67% of consultation event attendees. 
 
Age also played a role on views of tourism. Those aged 25 – 34 years were the age 
group most likely to select provision of restaurants as a positive impact of tourism, with 
33% doing so, possibly as this age group are the most likely to visit restaurants. Younger 
respondents were much less likely to select attractive coast and countryside as a 
positive impact of tourism compared with older respondents, with just 5% of those aged 
16 – 24 years selecting this, increasing to 30% among those aged 70 plus.  
 
Respondents owning or representing a business in the South Hams were more likely to 
view vibrant towns and villages as a positive impact of tourism compared to respondents 
with no business links (24% vs. 16%). 
 
5.3 Negative Impacts 
Respondents were then shown a list of possible negative impacts of tourism and asked 
to select the two main negative impacts of tourism. 

Negative impacts of tourism

7%

22%

30%

55%

81%

0% 20% 40% 60% 80% 100%

Other

Overcrowded towns and villages

Environmental impact

Low wages/seasonal employment

Traffic congestion

 
Base: All those answering (810) 

 
(Full tables: Appendix 1, Table 3) 
 
While respondents were quite clear about the primary negative impact of tourism there 
was a less clear picture about the second main impact, compared to positive impacts of 
tourism which had two clear impacts.  
 
Traffic congestion was clearly viewed as the main negative impact of tourism by 
respondents, with 81% selecting this impact. This was followed by low wages and 
seasonal employment, which was selected by 55% of respondents. Three in every 10 
respondents (30%) felt the environmental impact was a negative impact, while 22% 
selected overcrowed towns and villages. A minority of respondents (7%) selected 
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something else, which included a number of mentions focusing on second homes and 
house prices. 
 
Differences 
Again, there were a number of interesting differences between the key sub-groups. 
 
Just 65% of face-to-face respondents mentioned traffic congestion as a negative impact, 
compared with 81% overall, and just 37% of this respondent group mentioned low 
wages, compared with 55% overall. Face-to-face respondents were more likely to focus 
on the environmental impact (50%) and overcrowded towns (37%) as negative impacts 
of tourism compared to panel respondents and consultation event attendees. 
 
There were some interesting differences between age groups. Those aged 65 and over 
were more likely to select traffic congestion as a negative impact compared to younger 
respondents, with 89% of those aged 65+ selecting this compared with 77% of younger 
respondents aged under 65.  As might be expected, low wages was most likely to be 
selected as a negative impact among those aged 35 – 54 years, with 66% of this age 
group selecting this compared with 55% overall. Younger respondents were more likely 
to focus on the environmental impact compared with older respondents, with 43% of 
those aged 16 – 24 selecting this decreasing to17% among those aged 75 plus.  
 
Females were also slightly more likely than males to focus on the environmental impact 
(33% compared with 27%). 
 
Respondents without any business links were more likely to view overcrowded towns 
and villages as a negative impact of tourism compared to respondents owning or 
representing a business (23% vs. 16%). 
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6.0 South Hams as a Tourist Destination 
6.1 Cost 
Respondents were asked whether they thought visitors to the area found the South 
Hams to be very expensive, expensive, neither expensive nor inexpensive, cheap or 
very cheap.  

Visitors view of the South Hams

0%

3%

42%

48%

6%

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

Very cheap

Cheap

Neither

Expensive

Very expensive

 
Base: All those answering (803) 

 
(Full tables: Appendix 1, Table 4) 
 
Just over half of respondents (54%) felt visitors found the area to be expensive to some 
degree, with the majority of these (48%) feeling visitors found it ‘expensive’, rather than 
‘very expensive’ (6%). Two-fifths of respondents (42%) felt visitors found the area to be 
neither expensive nor cheap, while 3% thought visitors found the area to be cheap.  
 
Differences 
Females were slightly more likely to think visitors found the area expensive compared 
with males, with 57% of females thinking visitors found the area expensive to some 
extent compared with 51% of males.  
 
Just 38% of those aged 16 – 24 felt visitors found the area to be expensive, with 11% of 
this age group stating they felt visitors found the area to be cheap to some extent. 
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6.2 Value for Money 
Respondents also indicated their views on what the South Hams offers visitors in terms 
of value for money. Respondents used a 5 point scale ranging from ‘very good value for 
money’ to ‘very poor value for money’. 

Value for money South Hams offers visitors

1%

7%

31%

55%

8%

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

Very poor

Quite poor

Neither

Good

Very good

 
Base: All those answering (800) 

 
(Full tables: Appendix 1, Table 5) 
 
Despite 54% of respondents feeling visitors found the area to be expensive, close to 
two-thirds of respondents (63%) felt the South Hams offered visitors good or very good 
value for money, while 31% felt the area offered neither good nor poor value for money. 
Just 8% of respondents felt the area offers quite poor or very poor value for money to 
visitors.  
 
Differences 
There were no significant differences among the key sub-groups.  
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6.3 Rating Aspects of the South Hams 
Respondents were asked to rate the whole of the South Hams as a tourist destination on 
a number of aspects, using a 5 point scale ranging from ‘very good’ to ‘very poor’. 

Ratings of South Hams as a tourist destination
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Base: All those answering +2% mentions only (797 - 817) 

 
(Full tables: Appendix 1, Table 6) 
 
The natural landscape was clearly viewed as the area’s best asset, with 83% of 
respondents rating this aspect as very good, and a further 17% rating it as good. 
Following this the range of visitor attractions and places to visit was viewed as a positive 
aspect, with 85% of respondents rating this as good or very good. Around six in every 10 
respondents rated the quality and range of accommodation (63%), the range of shops 
(56%) and the quality of the shopping environment (54%) as being good to some extent.  
 
Car parking was clearly viewed as a problem in terms of the area as a tourist 
destination, with three-quarters (73%) of respondents rating the cost of car parking as 
poor to some extent, and 64% rating the ease of parking as poor to some extent.  
 
Differences 
In terms of the natural landscape, while all respondent groups were in agreement that 
this aspect was good to some extent, the strength of feeling was stronger among 
females compared to males, with 87% of females feeling this aspect was very good 
compared with 77% of males. Those aged 35 and over also felt stronger about this 
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aspect compared to younger respondents, with 85% of those aged 35+ selecting this 
aspect as very good compared with 70% of the under 35’s. 
 
Females were more positive about a number of aspects compared with males. Females 
were more positive about the range of visitor attractions and places to visit, with 90% of 
females rating this aspect as good to some extent compared with 78% of males.  
Females were also more positive about the range of places to visit in bad weather, with 
45% of females rating this aspect as good to some extent compared with 31% of males.  
Females were also more positive about the quality and range of accommodation (69% 
vs. 56%), the range of shops (63% vs. 50%) and the quality of the shopping environment 
(63% vs. 45%). 
 
Those aged 35 – 44 years were less likely to view access to the South Hams as good in 
terms of the area as a tourist destination. Just 21% of this age group rating this aspect 
as good to some extent compared with 33% overall.  
 
Respondents owning or representing a business in the South Hams were more likely to 
view car parking issues in the area as poor with 29% of these respondents rating the 
ease of car parking as very poor and 46% rating the cost of car parking as very poor 
(compared with 21% and 39% of those with no business links). 
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7.0 Tourism within the South Hams 
7.1 Green Tourism 
Respondents were given a brief introduction to green tourism: 
 

“Green tourism means that tourist businesses aim to reduce the impact of their  
activities on the environment.” 

 
Respondents were then asked to indicate the extent to which they agreed that the South 
Hams had a strong reputation for green tourism. 

Reputation for green tourism

1%

9%

44%

40%

7%

0% 10% 20% 30% 40% 50%

Disagree strongly

Disagree

Neither

Agree

Strongly agree

 
Base: All those answering (799) 

 
(Full tables: Appendix 1, Table 7) 
 
The results suggest that a number of respondents were unclear about the reputation the 
South Hams has for green tourism. Two-fifths (44%) of respondents neither agreed nor 
disagreed that the area had a strong reputation for green tourism. Positively, those that 
gave an opinion either way generally agreed that the area had a strong reputation, with 
47% agreeing to some extent.  
 
Differences 
Respondents that had attended a consultation event were more likely to give an opinion, 
with just 29% of this group stating ‘neither’, suggesting these respondents had a better 
understanding of green tourism. Positively among this group 58% agreed that the South 
Hams had a strong reputation for green tourism compared with 44% of panel 
respondents and 41% of face-to-face respondents.  
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7.2 Awareness of Schemes 
Respondents also indicated whether they were aware of two Council schemes, the 
‘Green Tourism Business Scheme’ and the ‘On The Right Tracks Scheme’. 

Awareness of schemes

3%

82%

15%

2%

70%

28%

0% 20% 40% 60% 80% 100%

Don't know

No

Yes

On the Right Tracks Scheme' Green Tourism Business Scheme'

 
Base: All those answering (812 - 814) 

 
(Full tables: Appendix 1, Table 8 and Table 9) 
 
The majority of respondents were not aware of these schemes. Awareness was slightly 
higher for the ‘Green Tourism Business Scheme’, with 28% of respondents claiming to 
be aware of this scheme compared with 15% being aware of the ‘On The Right Tracks 
Scheme’. 
 
Differences 
Positively those respondents owning or representing a business in the area had higher 
levels of awareness compared to those with no business links. Two-fifths (43%) of those 
owning or representing a business were aware of the ‘Green Tourism Business Scheme’ 
and 23% were aware of the ‘On The Right Tracks Scheme’ (compared with 24% and 
13% of respondents with no business links).  
 
Positively awareness of both schemes was higher amongst those that had attended a 
consultation event suggesting their awareness had been raised by the event. Close to 
half (47%) of these respondents were aware of the’ Green Tourism Business Scheme’ 
and 26% were aware of the ‘On The Right Tracks Scheme’.  
 
Those aged 45 – 54 were the age group most likely to be aware of theschemes, with 
42% aware of the ‘Green Tourism Business Scheme’ and 26% aware of the ‘On The 
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Right Tracks Scheme’. This age group was not especially likely to have attended a 
consultation event, so this does not explain the results. 
 
7.3 Cultural Tourism 
Respondents were given a brief description of cultural tourism: 
 

“Cultural Tourism is characterised by visitors aiming to experience the arts, heritage 
and special character of a place.” 

 
Respondents were then asked to indicate the extent to which they agreed that the South 
Hams had a strong reputation for cultural tourism.  

South Hams reputation for cultural tourism
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18%

39%
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Disagree strongly

Disagree

Neither
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Strongly agree

 
Base: All those answering (811) 

 
(Full tables: Appendix 1, Table 10) 
 
As we saw with green tourism, results indicate that respondents were unclear of the 
reputation the South Hams had for cultural tourism. Almost two-fifths (39%) of 
respondents neither agreed nor disagreed that the area had a strong reputation for 
cultural tourism. Again, as we saw with green tourism, those that gave an opinion either 
way generally agreed that the area had a strong reputation, with 42% agreeing to some 
extent. One-fifth of respondents (19%) disagreed to some extent.  
 
Differences 
In terms of differences among the key sub-groups, there were some interesting 
differences by gender. Males were more likely to say they neither agreed nor disagreed 
compared to females (44% vs. 32%), while females were both more likely to agree to 
some extent than males (46% vs. 39%) and to disagree (21% vs. 17%).  
 
Interestingly, there were no significant differences by the source of respondents for 
views on cultural tourism.  



South Hams DC Consultation Survey - Tourism 
Marketing Means – September 2005 

 
20 

7.4 Quality of Local Food and Drink 
Respondents were also informed about ‘love the flavour’, a brand name being promoted 
by the South Hams Food and Drink Association to celebrate the variety and excellence 
of the food and drink produced and served in the area. Respondents were then asked to 
indicate whether they felt the quality of local food and drink was important to visitors, 
residents and the local economy. 

Importance of quality of local food and drink

2%

0%

5%

38%

55%
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Don't know
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Not very important
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Very important

 
Base: All those answering (814) 

 
(Full tables: Appendix 1, Table 11) 
 
As would be expected, the vast majority of respondents felt the quality of local food and 
drink was important, with 93% feeling the quality was important to some extent, and 55% 
of these feeling it was very important. Just 5% of respondents indicated that they felt the 
quality of local food and drink was not very important.  
 
Differences 
While both males and females agreed that the quality of local food and drink was 
important, females felt more strongly about this, with 62% of females feeling this was 
very important compared with 48% of males.  
 
Face-to-face respondents were slightly less likely to give an opinion compared to other 
respondent groups, with 12% of these respondents saying they didn’t know. 
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8.0 Council Priorities for Tourism 
Respondents were shown a list and asked to indicate the top four priorities they felt the 
Council should concentrate its tourism resources on. 

Council priorities

6%

16%

28%

31%

40%

46%

48%

48%

50%

59%

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

Other

Developing business travel & conferences

Overseas marketing to attract foreign visitors

Support to tourism businesses

Local visitor information

Green tourism

Niche marketing

Improving the quality of visitor experience

Support for Tourist Information Centres

Marketing the South Hams as a destination

 
Base: All those answering (804) 

 
(Full tables: Appendix 1, Table 12) 
 
The main priority respondents felt the Council should concentrate its tourism resources 
on was marketing the South Hams as a destination, with three-fifths (59%) of 
respondents selecting this as a priority. Around half of respondents felt the Council 
should concentrate its resources on support for local Tourist Information Centres (50%), 
improving the quality of visitor experience (48%) and niche marketing (e.g. arts, heritage, 
marine, food and drink) (48%). Just under half of respondents mentioned green tourism 
as a priority (46%). 
 
Differences 
There were a number of interesting differences among the key demographic groups. 
 
There were some key differences based on the source of respondents. Face-to-face 
respondents were more likely to feel the Council should prioritise niche marketing (74% 
vs. 48% overall) and green tourism (82% vs. 46% overall). In contrast face-to-face 
respondents were less likely to feel the Council should prioritise marketing the South 
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Hams as a tourist destination (just 38% of face-to-face respondents selecting this 
compared with 65% of panel respondents and 44% of consultation attendees), support 
for TIC (28% compared with 54% of panel members and 43% of consultation attendees) 
and support to tourism business (14% compared with 34% consultation attendees and 
32% panel respondents). 
 
Females were more likely to select niche marketing as a priority compared with males 
(51% vs. 43%), as well as green tourism (54% vs. 39%) and local visitor information 
(43% vs. 36%), while males were more likely to select support for TIC as a priority 
compared to females (54% vs. 46%). 
 
In terms of age, prioritising support for TIC increases with age, with 27% of those aged 
16 – 24 selecting this compared with 67% of those aged 75 plus. In contrast niche 
marketing was more likely to be selected as a priority among younger respondents, with 
75% of 16 – 24 year olds selecting this, decreasing to 27% among those aged 75 plus. A 
similar pattern was also seen for green tourism, with 77% of 16 – 24 year olds selecting 
this as a priority, decreasing to 26% of 65 – 74 year.  
 
Unsurprisingly, those respondents owning or representing a business in the South Hams 
were more likely to feel the Council should prioritise support to tourism business, with 
40% of these respondents selecting this compared with 29% of those with no business 
links.  
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Table 1: In your opinion, what overall impact do you think tourism has on the South Hams? 
 

 Source of survey Age group Gender 

  Total Panel 
Consultation 

events 
Face-to-face 

booster 16 - 24 25 - 34 35 - 44 45 - 54 55 - 64 65 - 74 75 plus Male Female 
 Total # 804 579 173 52 58 58 98 136 200 150 67 376 387 
    % 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 
  Very positive # 213 164 44 5 6 5 29 43 57 40 22 108 94 
    % 26% 28% 25% 10% 10% 9% 30% 32% 29% 27% 33% 29% 24% 
  Positive # 467 340 103 24 27 38 58 71 119 96 36 203 240 
    % 58% 59% 60% 46% 47% 66% 59% 52% 60% 64% 54% 54% 62% 
  Neither # 61 39 12 10 12 7 6 10 14 8 3 28 30 
    % 8% 7% 7% 19% 21% 12% 6% 7% 7% 5% 4% 7% 8% 
  Negative # 48 32 9 7 6 6 5 10 8 6 5 25 21 
    % 6% 6% 5% 13% 10% 10% 5% 7% 4% 4% 7% 7% 5% 
  Very negative # 15 4 5 6 7 2 0 2 2 0 1 12 2 
    % 2% 1% 3% 12% 12% 3% 0% 1% 1% 0% 1% 3% 1% 

 
 Pearson Chi-Square Tests 
 

  
Source of 

survey Age group Gender 
Chi-square 54.301 82.410 11.464
df 8 24 4

In your opinion, what 
overall impact do you 
think tourism... 

Sig. .000(*,a,b) .000(*,a) .022(*)
Results are based on nonempty rows and columns in each innermost subtable. 
*  The Chi-square statistic is significant at the 0.05 level. 
a  More than 20% of cells in this subtable have expected cell counts less than 5. Chi-square results may be invalid. 
b  The minimum expected cell count in this subtable is less than one. Chi-square results may be invalid. 
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Table 2: From the list below, which do you think are the two main positive impacts of tourism? 
 

 Source of survey Age group Gender 

  Total Panel 
Consultation 

events 
Face-to-face 

booster 16 - 24 25 - 34 35 - 44 45 - 54 55 - 64 65 - 74 75 plus Male Female 
 Total # 804 579 173 52 58 58 98 136 200 150 67 376 387 
    % 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 
  Very positive # 213 164 44 5 6 5 29 43 57 40 22 108 94 
    % 26% 28% 25% 10% 10% 9% 30% 32% 29% 27% 33% 29% 24% 
  Positive # 467 340 103 24 27 38 58 71 119 96 36 203 240 
    % 58% 59% 60% 46% 47% 66% 59% 52% 60% 64% 54% 54% 62% 
  Neither # 61 39 12 10 12 7 6 10 14 8 3 28 30 
    % 8% 7% 7% 19% 21% 12% 6% 7% 7% 5% 4% 7% 8% 
  Negative # 48 32 9 7 6 6 5 10 8 6 5 25 21 
    % 6% 6% 5% 13% 10% 10% 5% 7% 4% 4% 7% 7% 5% 
  Very negative # 15 4 5 6 7 2 0 2 2 0 1 12 2 
    % 2% 1% 3% 12% 12% 3% 0% 1% 1% 0% 1% 3% 1% 
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 Pearson Chi-Square Tests 
 

  
Source of 

survey Age group Gender 
Chi-square 2.063 9.386 2.774
df 2 6 1

Creating jobs 

Sig. .357 .153 .096
Chi-square 7.875 7.087 2.851
df 2 6 1

Creating income 

Sig. .019(*) .313 .091
Chi-square 3.159 12.818 .210
df 2 6 1

Provision of restaurants, 
attractions etc. 

Sig. .206 .046(*) .647
Chi-square 1.396 3.907 .260
df 2 6 1

Vibrant towns and villages 

Sig. .498 .689 .610
Chi-square 11.087 14.602 .116
df 2 6 1

Attractive coast and 
countryside 

Sig. .004(*) .024(*) .733
Chi-square 7.328 8.825 .768
df 2 6 1

Other 

Sig. .026(*,a) .184(a) .381
Results are based on nonempty rows and columns in each innermost subtable. 
*  The Chi-square statistic is significant at the 0.05 level. 
a  More than 20% of cells in this subtable have expected cell counts less than 5. Chi-square results may be invalid. 
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If other please specify: 
Clean beaches and water 
Cultural Diversity 
Flourishing Markets 
Image of area 
Increased litter 
Increases economic activity in all sectors incl. councils & encourages investment-longer term 
Maintenance/Improvement Coast/country/towns etc 
Malborough - too small to cope with people, cars, inadequate retail outlets 
Nil 
None 
Only if we conserve the coast and countryside. 
Providing part-time jobs 
Seems out of place (how can tourism make coast & countryside MORE attractive?) 
Tourism can't create or have an impact. Do you mean is the coast/countryside an attraction? Yes. 
Tourism can't make coast & countryside attractive!! 
Traffic congestion 
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Table 3: And from the list below, which do you think are the two main negative impacts of tourism? 
 

 Source of survey Age group Gender 

  Total Panel 
Consultation 

events 
Face-to-face 

booster 16 - 24 25 - 34 35 - 44 45 - 54 55 - 64 65 - 74 75 plus Male Female 
Total # 810 583 175 52 58 61 97 136 202 150 69 374 394 
  % 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 
Traffic congestion # 655 476 145 34 45 46 78 106 154 131 63 311 309 

 

  % 81% 82% 83% 65% 78% 75% 80% 78% 76% 87% 91% 83% 78% 
 Low wages/seasonal 

employment 
# 449 333 97 19 19 31 62 91 109 83 33 211 213 

   % 55% 57% 55% 37% 33% 51% 64% 67% 54% 55% 48% 56% 54% 
 Environmental impact # 247 173 48 26 25 25 27 48 66 30 12 100 131 
   % 30% 30% 27% 50% 43% 41% 28% 35% 33% 20% 17% 27% 33% 
 Overcrowded towns 

and villages 
# 177 122 36 19 24 15 17 14 42 44 18 88 85 

   % 22% 21% 21% 37% 41% 25% 18% 10% 21% 29% 26% 24% 22% 
 Other # 57 41 14 2 2 4 6 12 22 6 4 23 34 
   % 7% 7% 8% 4% 3% 7% 6% 9% 11% 4% 6% 6% 9% 
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Pearson Chi-Square Tests 
 

  
Source of 

survey Age group Gender 
Chi-square 8.185 24.462 .431

df 2 6 1

Low wages/seasonal 
employment 

Sig. .017(*) .000(*) .512

Chi-square 8.732 13.866 2.758
df 2 6 1

Traffic congestion 

Sig. .013(*) .031(*) .097
Chi-square 7.029 29.859 .421
df 2 6 1

Overcrowded towns and 
villages 

Sig. .030(*) .000(*) .517
Chi-square 10.296 23.262 3.867
df 2 6 1

Environmental impact 

Sig. .006(*) .001(*) .049(*)
Chi-square 1.057 8.516 1.717
df 2 6 1

Other 

Sig. .589 .203(a) .190
Results are based on nonempty rows and columns in each innermost subtable. 
*  The Chi-square statistic is significant at the 0.05 level. 
a  More than 20% of cells in this subtable have expected cell counts less than 5. Chi-square results may be invalid. 
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If other please specify: 

2nd Homes 
A sustained form of asset stripping 
Affordable housing & depopulation in winter 
All of 2, 3 & 4 
All of the above 
All the above have negative impact. 
But you can't have an omelette without breaking eggs! 
Car park charges 
Cheaper or free parking in towns, villages and coastal resorts 
Contribute to global warming 
Cost of housing 
Cost of services to residents e.g. water/sewage car parking etc 
Decline of village infrastructure due to large number of holiday homes 
Excessive use of services 
Highly inflated house prices. 
Holiday homes - 2nd home owners with disposable income cause house prices to rise. 
Holiday Homes 
Holiday homes helping to keep house prices too high 
Holiday homes/too few houses for young 
Holiday second homes 
Holidaymakers parking in town instead park and ride. 
In dry years shortage of water 
Increase water rates! 
Lack of affordable housing due to 2nd home demand 
Litter 
Local properties being sold 
More demand on the local ratepayers i.e. water sewage etc 
No benefit to residents 
No swimming pool 
Our mistaken impression that we need to change the fabric of SH when its the fabric that attracts 
Parking problems 
Poor transport 
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Property prices excessive due to 'retirement' status 
Pushing up local house prices 
Raising house prices 
Second home owners 
Second homes - lack of affordable homes for residents 
Second homes 
Second homes affecting house prices & communities 
Second homes towns like Salcombe 'dead' out of season 
Shortages in housing for locals 
Too many homes only used for part of the year - with negative impacts 
V high water charges 
Water rates, tourists should pay more/national rate should exist 
We rely on tourists to keep area alive over the year & must endure congestion etc to benefit all 
year 
Winter Ghost towns such as Salcombe 
You choose! 
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Table 4: Do you think visitors to the area find the South Hams to be…. 
 

 Source of survey Age group Gender 

  Total Panel 
Consultation 

events 
Face-to-face 

booster 16 - 24 25 - 34 35 - 44 45 - 54 55 - 64 65 - 74 75 plus Male Female 
 Total # 803 579 174 50 56 60 98 138 202 146 67 372 390 
    % 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 
  Very expensive # 50 35 11 4 2 3 5 12 10 10 3 14 31 
    % 6% 6% 6% 8% 4% 5% 5% 9% 5% 7% 4% 4% 8% 
  Expensive # 388 289 79 20 19 37 46 57 100 81 30 175 192 
    % 48% 50% 45% 40% 34% 62% 47% 41% 50% 55% 45% 47% 49% 
  Neither # 340 241 77 22 29 16 47 65 86 52 32 168 157 
    % 42% 42% 44% 44% 52% 27% 48% 47% 43% 36% 48% 45% 40% 
  Cheap # 25 14 7 4 6 4 0 4 6 3 2 15 10 
    % 3% 2% 4% 8% 11% 7% 0% 3% 3% 2% 3% 4% 3% 
  Very cheap # 0 0 0 0 0 0 0 0 0 0 0 0 0 
    % 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 

 
 Pearson Chi-Square Tests 
 

  
Source of 

survey Age group Gender 
Chi-square 7.063 34.897 8.161
df 6 18 3

Do you think visitors to the 
area find the South Hams 
to ... 

Sig. .315 .010(*,a) .043(*)
Results are based on nonempty rows and columns in each innermost subtable. 
*  The Chi-square statistic is significant at the 0.05 level. 
a  More than 20% of cells in this subtable have expected cell counts less than 5. Chi-square results may be invalid. 
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Table 5: And in terms of value for money, do you think the South Hams offers visitors…. 
 

 Source of survey Age group Gender 

  Total Panel 
Consultation 

events 
Face-to-face 

booster 16 - 24 25 - 34 35 - 44 45 - 54 55 - 64 65 - 74 75 plus Male Female 
 Total # 800 576 173 51 57 61 98 138 197 148 64 373 386 
    % 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 
  Very good value for 

money 
# 60 40 16 4 3 3 11 7 18 9 4 24 33 

    % 8% 7% 9% 8% 5% 5% 11% 5% 9% 6% 6% 6% 9% 
  Good value for 

money 
# 436 318 92 26 32 30 45 76 98 97 42 200 215 

    % 55% 55% 53% 51% 56% 49% 46% 55% 50% 66% 66% 54% 56% 
  Neither # 245 169 55 21 20 20 32 48 62 32 17 122 109 
    % 31% 29% 32% 41% 35% 33% 33% 35% 31% 22% 27% 33% 28% 
  Quite poor value for 

money 
# 52 42 10 0 1 8 8 6 17 9 1 25 24 

    % 7% 7% 6% 0% 2% 13% 8% 4% 9% 6% 2% 7% 6% 
  Very poor value for 

money 
# 7 7 0 0 1 0 2 1 2 1 0 2 5 

    % 1% 1% 0% 0% 2% 0% 2% 1% 1% 1% 0% 1% 1% 
 
 Pearson Chi-Square Tests 
 

  
Source of 

survey Age group Gender 
Chi-square 10.146 32.333 3.779
df 8 24 4

And in terms of value for 
money, do you think the 
South H... 

Sig. .255(a,b) .119(a,b) .437(a)
Results are based on nonempty rows and columns in each innermost subtable. 
a  More than 20% of cells in this subtable have expected cell counts less than 5. Chi-square results may be invalid. 
b  The minimum expected cell count in this subtable is less than one. Chi-square results may be invalid. 
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Table 6: Thinking about the whole of the South Hams, could you please indicate how you would rate the area as a tourist 
destination on the following aspects? 
 
The natural landscape 
 

 Source of survey Age group Gender 

  Total Panel 
Consultation 

events 
Face-to-face 

booster 16 - 24 25 - 34 35 - 44 45 - 54 55 - 64 65 - 74 75 plus Male Female 
 Total # 817 587 178 52 58 61 98 138 203 152 69 380 394 
    % 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 
  Very good # 676 493 145 38 37 46 84 115 170 131 58 294 343 
    % 83% 84% 81% 73% 64% 75% 86% 83% 84% 86% 84% 77% 87% 
  Good # 135 91 30 14 18 14 13 23 32 21 11 83 48 
    % 17% 16% 17% 27% 31% 23% 13% 17% 16% 14% 16% 22% 12% 
  Neither # 5 2 3 0 3 1 0 0 1 0 0 3 2 
    % 1% 0% 2% 0% 5% 2% 0% 0% 0% 0% 0% 1% 1% 
  Poor # 0 0 0 0 0 0 0 0 0 0 0 0 0 
    % 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 
  Very poor # 1 1 0 0 0 0 1 0 0 0 0 0 1 
    % 0% 0% 0% 0% 0% 0% 1% 0% 0% 0% 0% 0% 0% 
  Don't know # 0 0 0 0 0 0 0 0 0 0 0 0 0 
    % 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 0% 
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Table 6: Thinking about the whole of the South Hams, could you please indicate how you would rate the area as a tourist 
destination on the following aspects? 
 
Range of visitor attractions & places to visit 
 

 Source of survey Age group Gender 

  Total Panel 
Consultation 

events 
Face-to-face 

booster 16 - 24 25 - 34 35 - 44 45 - 54 55 - 64 65 - 74 75 plus Male Female 
 Total # 809 584 174 51 58 61 98 137 203 149 67 376 393 
    % 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 
  Very good # 159 106 48 5 9 16 18 19 43 31 10 49 100 
    % 20% 18% 28% 10% 16% 26% 18% 14% 21% 21% 15% 13% 25% 
  Good # 523 388 98 37 34 39 64 93 121 101 51 243 252 
    % 65% 66% 56% 73% 59% 64% 65% 68% 60% 68% 76% 65% 64% 
  Neither # 86 56 21 9 12 2 9 19 26 10 6 62 22 
    % 11% 10% 12% 18% 21% 3% 9% 14% 13% 7% 9% 16% 6% 
  Poor # 31 26 5 0 3 3 5 6 9 4 0 17 14 
    % 4% 4% 3% 0% 5% 5% 5% 4% 4% 3% 0% 5% 4% 
  Very poor # 5 5 0 0 0 1 1 0 2 1 0 1 4 
    % 1% 1% 0% 0% 0% 2% 1% 0% 1% 1% 0% 0% 1% 
  Don't know # 5 3 2 0 0 0 1 0 2 2 0 4 1 
    % 1% 1% 1% 0% 0% 0% 1% 0% 1% 1% 0% 1% 0% 
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Table 6: Thinking about the whole of the South Hams, could you please indicate how you would rate the area as a tourist 
destination on the following aspects? 
 
Range of places to visit in bad weather 
 

 Source of survey Age group Gender 

  Total Panel 
Consultation 

events 
Face-to-face 

booster 16 - 24 25 - 34 35 - 44 45 - 54 55 - 64 65 - 74 75 plus Male Female 
 Total # 807 582 175 50 57 61 97 138 203 148 67 377 391 
    % 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 
  Very good # 46 26 18 2 5 4 6 7 16 5 0 13 31 
    % 6% 4% 10% 4% 9% 7% 6% 5% 8% 3% 0% 3% 8% 
  Good # 263 185 53 25 24 25 27 44 58 51 22 104 146 
    % 33% 32% 30% 50% 42% 41% 28% 32% 29% 34% 33% 28% 37% 
  Neither # 261 178 69 14 19 14 35 42 64 50 25 149 97 
    % 32% 31% 39% 28% 33% 23% 36% 30% 32% 34% 37% 40% 25% 
  Poor # 196 160 30 6 8 14 21 39 53 35 18 92 96 
    % 24% 27% 17% 12% 14% 23% 22% 28% 26% 24% 27% 24% 25% 
  Very poor # 25 21 3 1 0 3 5 5 5 6 0 10 14 
    % 3% 4% 2% 2% 0% 5% 5% 4% 2% 4% 0% 3% 4% 
  Don't know # 16 12 2 2 1 1 3 1 7 1 2 9 7 
    % 2% 2% 1% 4% 2% 2% 3% 1% 3% 1% 3% 2% 2% 
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Table 6: Thinking about the whole of the South Hams, could you please indicate how you would rate the area as a tourist 
destination on the following aspects? 
 
Range of shops 
 

 Source of survey Age group Gender 

  Total Panel 
Consultation 

events 
Face-to-face 

booster 16 - 24 25 - 34 35 - 44 45 - 54 55 - 64 65 - 74 75 plus Male Female 
 Total # 805 581 172 52 58 61 97 137 199 148 68 377 388 
    % 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 
  Very good # 74 46 23 5 7 7 7 15 16 12 4 18 51 
    % 9% 8% 13% 10% 12% 11% 7% 11% 8% 8% 6% 5% 13% 
  Good # 381 266 83 32 25 41 42 62 89 70 35 170 193 
    % 47% 46% 48% 62% 43% 67% 43% 45% 45% 47% 51% 45% 50% 
  Neither # 225 173 43 9 19 6 39 41 57 38 17 126 90 
    % 28% 30% 25% 17% 33% 10% 40% 30% 29% 26% 25% 33% 23% 
  Poor # 109 83 20 6 7 6 8 17 32 26 7 55 47 
    % 14% 14% 12% 12% 12% 10% 8% 12% 16% 18% 10% 15% 12% 
  Very poor # 10 7 3 0 0 1 1 2 2 1 3 4 5 
    % 1% 1% 2% 0% 0% 2% 1% 1% 1% 1% 4% 1% 1% 
  Don't know # 6 6 0 0 0 0 0 0 3 1 2 4 2 
    % 1% 1% 0% 0% 0% 0% 0% 0% 2% 1% 3% 1% 1% 
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Table 6: Thinking about the whole of the South Hams, could you please indicate how you would rate the area as a tourist 
destination on the following aspects? 
 
Quality of shopping environment 
 

 Source of survey Age group Gender 

  Total Panel 
Consultation 

events 
Face-to-face 

booster 16 - 24 25 - 34 35 - 44 45 - 54 55 - 64 65 - 74 75 plus Male Female 
 Total # 797 572 173 52 58 60 97 136 201 145 63 368 388 
    % 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 
  Very good # 51 26 22 3 7 4 7 11 8 7 3 14 34 
    % 6% 5% 13% 6% 12% 7% 7% 8% 4% 5% 5% 4% 9% 
  Good # 380 256 87 37 35 41 40 68 83 69 29 150 212 
    % 48% 45% 50% 71% 60% 68% 41% 50% 41% 48% 46% 41% 55% 
  Neither # 242 190 45 7 12 8 37 39 71 45 19 135 95 
    % 30% 33% 26% 13% 21% 13% 38% 29% 35% 31% 30% 37% 24% 
  Poor # 103 82 17 4 4 6 10 16 33 23 6 59 38 
    % 13% 14% 10% 8% 7% 10% 10% 12% 16% 16% 10% 16% 10% 
  Very poor # 13 10 2 1 0 1 2 2 3 0 3 5 6 
    % 2% 2% 1% 2% 0% 2% 2% 1% 1% 0% 5% 1% 2% 
  Don't know # 8 8 0 0 0 0 1 0 3 1 3 5 3 
    % 1% 1% 0% 0% 0% 0% 1% 0% 1% 1% 5% 1% 1% 
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Table 6: Thinking about the whole of the South Hams, could you please indicate how you would rate the area as a tourist 
destination on the following aspects? 
 
Ease of car parking 
 

 Source of survey Age group Gender 

  Total Panel 
Consultation 

events 
Face-to-face 

booster 16 - 24 25 - 34 35 - 44 45 - 54 55 - 64 65 - 74 75 plus Male Female 
 Total # 809 582 175 52 58 61 97 138 201 149 68 379 390 
    % 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 
  Very good # 10 4 5 1 0 3 2 0 2 2 0 2 7 
    % 1% 1% 3% 2% 0% 5% 2% 0% 1% 1% 0% 1% 2% 
  Good # 106 75 24 7 8 11 13 23 27 14 6 59 45 
    % 13% 13% 14% 13% 14% 18% 13% 17% 13% 9% 9% 16% 12% 
  Neither # 167 130 29 8 9 15 26 27 44 28 11 79 81 
    % 21% 22% 17% 15% 16% 25% 27% 20% 22% 19% 16% 21% 21% 
  Poor # 340 235 83 22 29 20 31 55 85 65 36 153 164 
    % 42% 40% 47% 42% 50% 33% 32% 40% 42% 44% 53% 40% 42% 
  Very poor # 182 136 32 14 12 12 25 32 41 40 14 84 91 
    % 22% 23% 18% 27% 21% 20% 26% 23% 20% 27% 21% 22% 23% 
  Don't know # 4 2 2 0 0 0 0 1 2 0 1 2 2 
    % 0% 0% 1% 0% 0% 0% 0% 1% 1% 0% 1% 1% 1% 
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Table 6: Thinking about the whole of the South Hams, could you please indicate how you would rate the area as a tourist 
destination on the following aspects? 
 
Cost of car parking 
 

 Source of survey Age group Gender 

  Total Panel 
Consultation 

events 
Face-to-face 

booster 16 - 24 25 - 34 35 - 44 45 - 54 55 - 64 65 - 74 75 plus Male Female 
 Total # 804 582 172 50 58 60 96 137 200 149 68 377 387 
    % 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 
  Very good # 8 4 4 0 0 2 0 2 1 2 1 3 4 
    % 1% 1% 2% 0% 0% 3% 0% 1% 1% 1% 1% 1% 1% 
  Good # 58 40 9 9 8 7 9 13 10 4 3 26 30 
    % 7% 7% 5% 18% 14% 12% 9% 9% 5% 3% 4% 7% 8% 
  Neither # 134 97 29 8 13 9 8 21 39 26 11 76 51 
    % 17% 17% 17% 16% 22% 15% 8% 15% 20% 17% 16% 20% 13% 
  Poor # 269 198 57 14 21 11 37 41 69 52 27 121 134 
    % 33% 34% 33% 28% 36% 18% 39% 30% 35% 35% 40% 32% 35% 
  Very poor # 323 235 70 18 16 30 39 60 79 61 24 146 162 
    % 40% 40% 41% 36% 28% 50% 41% 44% 40% 41% 35% 39% 42% 
  Don't know # 12 8 3 1 0 1 3 0 2 4 2 5 6 
    % 1% 1% 2% 2% 0% 2% 3% 0% 1% 3% 3% 1% 2% 
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Table 6: Thinking about the whole of the South Hams, could you please indicate how you would rate the area as a tourist 
destination on the following aspects? 
 
Access to the South Hams (e.g. roads/rail/air) 
 

 Source of survey Age group Gender 

  Total Panel 
Consultation 

events 
Face-to-face 

booster 16 - 24 25 - 34 35 - 44 45 - 54 55 - 64 65 - 74 75 plus Male Female 
 Total # 805 578 176 51 58 61 97 136 201 148 67 377 388 
    % 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 
  Very good # 17 10 6 1 3 1 1 1 3 5 2 7 9 
    % 2% 2% 3% 2% 5% 2% 1% 1% 1% 3% 3% 2% 2% 
  Good # 248 175 47 26 25 20 19 46 60 45 22 118 120 
    % 31% 30% 27% 51% 43% 33% 20% 34% 30% 30% 33% 31% 31% 
  Neither # 237 161 63 13 19 14 28 41 59 48 21 107 124 
    % 29% 28% 36% 25% 33% 23% 29% 30% 29% 32% 31% 28% 32% 
  Poor # 228 178 46 4 7 15 36 35 59 42 18 113 96 
    % 28% 31% 26% 8% 12% 25% 37% 26% 29% 28% 27% 30% 25% 
  Very poor # 71 53 12 6 4 9 13 13 18 8 4 31 37 
    % 9% 9% 7% 12% 7% 15% 13% 10% 9% 5% 6% 8% 10% 
  Don't know # 4 1 2 1 0 2 0 0 2 0 0 1 2 
    % 0% 0% 1% 2% 0% 3% 0% 0% 1% 0% 0% 0% 1% 
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Table 6: Thinking about the whole of the South Hams, could you please indicate how you would rate the area as a tourist 
destination on the following aspects? 
 
Quality and range of accommodation 
 

 Source of survey Age group Gender 

  Total Panel 
Consultation 

events 
Face-to-face 

booster 16 - 24 25 - 34 35 - 44 45 - 54 55 - 64 65 - 74 75 plus Male Female 
 Total # 800 577 172 51 58 60 97 138 198 146 66 375 385 
    % 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 
  Very good # 80 56 21 3 6 8 11 15 16 10 11 22 56 
    % 10% 10% 12% 6% 10% 13% 11% 11% 8% 7% 17% 6% 15% 
  Good # 420 310 87 23 28 27 55 68 103 88 30 188 210 
    % 53% 54% 51% 45% 48% 45% 57% 49% 52% 60% 45% 50% 55% 
  Neither # 182 133 38 11 15 9 21 35 51 30 16 106 68 
    % 23% 23% 22% 22% 26% 15% 22% 25% 26% 21% 24% 28% 18% 
  Poor # 44 34 8 2 3 5 3 10 12 4 3 22 18 
    % 6% 6% 5% 4% 5% 8% 3% 7% 6% 3% 5% 6% 5% 
  Very poor # 11 7 2 2 0 2 0 4 2 2 0 3 7 
    % 1% 1% 1% 4% 0% 3% 0% 3% 1% 1% 0% 1% 2% 
  Don't know # 63 37 16 10 6 9 7 6 14 12 6 34 26 
    % 8% 6% 9% 20% 10% 15% 7% 4% 7% 8% 9% 9% 7% 

 
 Pearson Chi-Square Tests 
 

  
Source of 

survey Age group Gender 
Chi-square 9.285 42.695 14.072
df 6 18 3

The natural landscape 

Sig. .158(a,b) .001(*,a,b) .003(*,a,b)
Chi-square 20.801 32.484 40.202
df 10 30 5

Range of visitor 
attractions & places to 
visit 

Sig. .023(*,a,b) .345(a,b) .000(*,a)
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Source of 

survey Age group Gender 
Chi-square 29.555 31.955 26.167
df 10 30 5

Range of places to visit in 
bad weather 

Sig. .001(*,a,b) .370(a) .000(*)
Chi-square 14.357 43.581 24.492
df 10 30 5

Range of shops 

Sig. .157(a,b) .052(a,b) .000(*,a)
Chi-square 35.411 53.234 30.538
df 10 30 5

Quality of shopping 
environment 

Sig. .000(*,a,b) .006(*,a,b) .000(*)
Chi-square 13.957 33.506 5.193
df 10 30 5

Ease of car parking 

Sig. .175(a,b) .301(a,b) .393(a)
Chi-square 14.176 43.524 6.805
df 10 30 5

Cost of car parking 

Sig. .165(a,b) .053(a,b) .236
Chi-square 28.083 43.988 3.606
df 10 30 5

Access to the South 
Hams (eg. roads/rail/air) 

Sig. .002(*,a,b) .048(*,a,b) .607
Chi-square 16.776 32.589 27.275
df 10 30 5

Quality and range of 
accommodation 

Sig. .079(a,b) .341(a,b) .000(*)
Results are based on nonempty rows and columns in each innermost subtable. 
*  The Chi-square statistic is significant at the 0.05 level. 
a  More than 20% of cells in this subtable have expected cell counts less than 5. Chi-square results may be invalid. 
b  The minimum expected cell count in this subtable is less than one. Chi-square results may be invalid. 
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Table 7: Thinking about green tourism, how much do you agree or disagree that the South Hams has a strong reputation for 
green tourism? 
 

 Source of survey Age group Gender 

  Total Panel 
Consultation 

events 
Face-to-face 

booster 16 - 24 25 - 34 35 - 44 45 - 54 55 - 64 65 - 74 75 plus Male Female 
 Total # 799 578 170 51 57 60 96 136 202 145 66 373 386 
    % 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 
  Strongly 

agree 
# 55 30 22 3 1 6 3 18 10 7 7 19 35 

    % 7% 5% 13% 6% 2% 10% 3% 13% 5% 5% 11% 5% 9% 
  Agree # 321 227 76 18 23 20 39 51 83 67 26 144 162 
    % 40% 39% 45% 35% 40% 33% 41% 38% 41% 46% 39% 39% 42% 
  Neither # 351 277 50 24 29 23 43 51 97 62 30 180 153 
    % 44% 48% 29% 47% 51% 38% 45% 38% 48% 43% 45% 48% 40% 
  Disagree # 68 43 20 5 4 9 11 16 10 9 3 28 34 
    % 9% 7% 12% 10% 7% 15% 11% 12% 5% 6% 5% 8% 9% 
  Disagree 

strongly 
# 4 1 2 1 0 2 0 0 2 0 0 2 2 

    % 1% 0% 1% 2% 0% 3% 0% 0% 1% 0% 0% 1% 1% 
 
 Pearson Chi-Square Tests 
 

  
Source of 

survey Age group Gender 
Chi-square 31.158 45.646 8.349
df 8 24 4

Thinking about green 
tourism, how much do 
you agree or di... 

Sig. .000(*,a,b) .005(*,a,b) .080(a)
Results are based on nonempty rows and columns in each innermost subtable. 
*  The Chi-square statistic is significant at the 0.05 level. 
a  More than 20% of cells in this subtable have expected cell counts less than 5. Chi-square results may be invalid. 
b  The minimum expected cell count in this subtable is less than one. Chi-square results may be invalid. 
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Table 8: Before today, had you heard of the South Hams ‘Green Tourism Business Scheme’? 
 

 Source of survey Age group Gender 

  Total Panel 
Consultation 

events 
Face-to-face 

booster 16 - 24 25 - 34 35 - 44 45 - 54 55 - 64 65 - 74 75 plus Male Female 
 Total # 814 587 175 52 58 61 98 137 204 149 70 380 393 
    % 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 
  Yes # 224 132 82 10 8 19 26 57 53 32 19 95 120 
    % 28% 22% 47% 19% 14% 31% 27% 42% 26% 21% 27% 25% 31% 
  No # 573 445 89 39 48 39 71 77 150 113 48 280 261 
    % 70% 76% 51% 75% 83% 64% 72% 56% 74% 76% 69% 74% 66% 
  Don't know # 17 10 4 3 2 3 1 3 1 4 3 5 12 
    % 2% 2% 2% 6% 3% 5% 1% 2% 0% 3% 4% 1% 3% 

 
 Pearson Chi-Square Tests 
 

  
Source of 

survey Age group Gender 
Chi-square 46.394 30.246 6.240
df 4 12 2

Before today, had you 
heard of the South Hams 
'Green Tour... 

Sig. .000(*,a) .003(*,a) .044(*)
Results are based on nonempty rows and columns in each innermost subtable. 
*  The Chi-square statistic is significant at the 0.05 level. 
a  More than 20% of cells in this subtable have expected cell counts less than 5. Chi-square results may be invalid. 
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Table 9: And had you previously heard of the South Hams ‘On the Right Tracks Scheme’? 
 

 Source of survey Age group Gender 

  Total Panel 
Consultation 

events 
Face-to-face 

booster 16 - 24 25 - 34 35 - 44 45 - 54 55 - 64 65 - 74 75 plus Male Female 
 Total # 812 585 175 52 58 61 97 137 204 148 70 378 393 
    % 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 
  Yes # 120 71 45 4 6 7 13 36 20 21 12 49 66 
    % 15% 12% 26% 8% 10% 11% 13% 26% 10% 14% 17% 13% 17% 
  No # 664 496 125 43 49 52 82 93 178 122 57 315 314 
    % 82% 85% 71% 83% 84% 85% 85% 68% 87% 82% 81% 83% 80% 
  Don't know # 28 18 5 5 3 2 2 8 6 5 1 14 13 
    % 3% 3% 3% 10% 5% 3% 2% 6% 3% 3% 1% 4% 3% 

 
 Pearson Chi-Square Tests 
 

  
Source of 

survey Age group Gender 
Chi-square 27.783 25.727 2.261
df 4 12 2

And had you previously 
heard of the South Hams 
'On the Ri... 

Sig. .000(*) .012(*,a) .323
Results are based on nonempty rows and columns in each innermost subtable. 
*  The Chi-square statistic is significant at the 0.05 level. 
a  More than 20% of cells in this subtable have expected cell counts less than 5. Chi-square results may be invalid. 
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Table 10: How much do you agree or disagree that the South Hams has a strong reputation for cultural tourism? 
 

 Source of survey Age group Gender 

  Total Panel 
Consultation 

events 
Face-to-face 

booster 16 - 24 25 - 34 35 - 44 45 - 54 55 - 64 65 - 74 75 plus Male Female 
 Total # 811 583 176 52 58 61 98 135 203 148 70 377 392 
    % 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 
  Strongly 

agree 
# 43 31 10 2 1 4 4 12 12 7 2 17 25 

    % 5% 5% 6% 4% 2% 7% 4% 9% 6% 5% 3% 5% 6% 
  Agree # 299 214 67 18 22 21 33 52 68 63 26 129 156 
    % 37% 37% 38% 35% 38% 34% 34% 39% 33% 43% 37% 34% 40% 
  Neither # 317 223 66 28 29 19 39 42 84 48 38 167 127 
    % 39% 38% 38% 54% 50% 31% 40% 31% 41% 32% 54% 44% 32% 
  Disagree # 146 110 32 4 5 16 19 29 38 30 4 62 80 
    % 18% 19% 18% 8% 9% 26% 19% 21% 19% 20% 6% 16% 20% 
  Disagree 

strongly 
# 6 5 1 0 1 1 3 0 1 0 0 2 4 

    % 1% 1% 1% 0% 2% 2% 3% 0% 0% 0% 0% 1% 1% 
 
 Pearson Chi-Square Tests 
 

  
Source of 

survey Age group Gender 
Chi-square 7.396 42.637 12.184
df 8 24 4

How much do you 
agree or disagree that 
the South Hams has... 

Sig. .495(a,b) .011(*,a,b) .016(*,a)
Results are based on nonempty rows and columns in each innermost subtable. 
*  The Chi-square statistic is significant at the 0.05 level. 
a  More than 20% of cells in this subtable have expected cell counts less than 5. Chi-square results may be invalid. 
b  The minimum expected cell count in this subtable is less than one. Chi-square results may be invalid. 
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Table 11: How much do you agree or disagree that the quality of local food and drink is important to visitors, residents and 
the local economy? 
 

 Source of survey Age group Gender 

  Total Panel 
Consultation 

events 
Face-to-face 

booster 16 - 24 25 - 34 35 - 44 45 - 54 55 - 64 65 - 74 75 plus Male Female 
 Total # 814 587 176 51 57 61 99 137 203 149 70 379 393 
    % 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 
  Very important # 447 337 90 20 18 33 48 81 118 86 43 183 242 
    % 55% 57% 51% 39% 32% 54% 48% 59% 58% 58% 61% 48% 62% 
  Fairly important # 309 217 71 21 30 19 46 48 69 57 24 161 131 
    % 38% 37% 40% 41% 53% 31% 46% 35% 34% 38% 34% 42% 33% 
  Not very important # 40 26 10 4 3 4 5 7 12 5 2 26 11 
    % 5% 4% 6% 8% 5% 7% 5% 5% 6% 3% 3% 7% 3% 
  Not at all important # 2 2 0 0 0 0 0 1 1 0 0 2 0 
    % 0% 0% 0% 0% 0% 0% 0% 1% 0% 0% 0% 1% 0% 
  Don't know # 16 5 5 6 6 5 0 0 3 1 1 7 9 
    % 2% 1% 3% 12% 11% 8% 0% 0% 1% 1% 1% 2% 2% 

 
 Pearson Chi-Square Tests 
 

  
Source of 

survey Age group Gender 
Chi-square 35.427 57.805 19.356
df 8 24 4

How much do you agree 
or disagree that the quality 
of loc... 

Sig. .000(*,a,b) .000(*,a,b) .001(*,a,b)
Results are based on nonempty rows and columns in each innermost subtable. 
*  The Chi-square statistic is significant at the 0.05 level. 
a  More than 20% of cells in this subtable have expected cell counts less than 5. Chi-square results may be invalid. 
b  The minimum expected cell count in this subtable is less than one. Chi-square results may be invalid. 
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Table 12: Please indicate the top 4 priorities where you think the Council should concentrate its tourism resources? 
 

 Source of survey Age group Gender 

  Total Panel 
Consultation 

events 
Face-to-face 

booster 16 - 24 25 - 34 35 - 44 45 - 54 55 - 64 65 - 74 75 plus Male Female 
Total # 804 581 173 50 56 60 99 136 201 149 67 372 391 
  % 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 
Marketing the South 
Hams as a destination 

# 473 378 76 19 27 29 61 79 121 96 40 230 222 

 

  % 59% 65% 44% 38% 48% 48% 62% 58% 60% 64% 60% 62% 57% 
 Support for Tourist 

Information Centres 
# 401 313 74 14 15 19 46 63 108 85 45 202 178 

   % 50% 54% 43% 28% 27% 32% 46% 46% 54% 57% 67% 54% 46% 
 Improving the quality of 

visitor experience 
# 387 291 75 21 24 33 53 62 90 71 36 195 173 

   % 48% 50% 43% 42% 43% 55% 54% 46% 45% 48% 54% 52% 44% 
 Niche marketing (e.g. 

arts, heritage, marine, 
food and drink 

# 
383 264 82 37 42 38 53 64 84 67 18 161 200 

   % 48% 45% 47% 74% 75% 63% 54% 47% 42% 45% 27% 43% 51% 
 Green tourism # 373 231 101 41 43 38 56 72 85 39 25 144 211 
   % 46% 40% 58% 82% 77% 63% 57% 53% 42% 26% 37% 39% 54% 
 Local visitor information # 320 238 62 20 19 28 36 48 74 73 26 134 169 
   % 40% 41% 36% 40% 34% 47% 36% 35% 37% 49% 39% 36% 43% 
 Support to tourism 

businesses (eg. 
training, research, advic 

# 
250 185 58 7 13 13 35 48 67 46 21 120 118 

   % 31% 32% 34% 14% 23% 22% 35% 35% 33% 31% 31% 32% 30% 
 Overseas marketing to 

attract foreign visitors 
# 223 172 43 8 9 15 25 36 61 47 21 101 112 

   % 28% 30% 25% 16% 16% 25% 25% 26% 30% 32% 31% 27% 29% 
 Developing business 

travel & conferences 
# 130 96 28 6 11 7 13 20 40 19 12 63 59 

   % 16% 17% 16% 12% 20% 12% 13% 15% 20% 13% 18% 17% 15% 
 Other # 50 35 12 3 1 4 3 11 17 9 4 25 23 
   % 6% 6% 7% 6% 2% 7% 3% 8% 8% 6% 6% 7% 6% 
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Pearson Chi-Square Tests 
 

  
Source of 

survey Age group Gender 
Support for Tourist Information 
Centres 

Chi-square 16.773 33.298 5.874

  df 2 6 1
  Sig. .000(*) .000(*) .015(*)
Marketing the South Hams as 
a destination 

Chi-square 34.125 7.790 2.014

  df 2 6 1
  Sig. .000(*) .254 .156
Niche marketing (e.g. arts, 
heritage, marine, food and 
drink) 

Chi-square 
15.061 38.901 4.738

  df 2 6 1
  Sig. .001(*) .000(*) .030(*)
Green tourism Chi-square 45.769 62.207 17.830
  df 2 6 1
  Sig. .000(*) .000(*) .000(*)
Local visitor information Chi-square 1.463 9.660 4.129
  df 2 6 1
  Sig. .481 .140 .042(*)
Improving the quality of visitor 
experience 

Chi-square 3.225 5.028 5.101

  df 2 6 1
  Sig. .199 .540 .024(*)
Overseas marketing to attract 
foreign visitors 

Chi-square 5.164 6.611 .211

  df 2 6 1
  Sig. .076 .358 .646
Developing business travel & 
conferences 

Chi-square .695 5.820 .484

  df 2 6 1
  Sig. .706 .444 .487
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Source of 

survey Age group Gender 
Support to tourism businesses 
(eg. training, research, advice, 
forums etc) 

Chi-square 
7.448 6.378 .384

  df 2 6 1
  Sig. .024(*) .382 .536
Other Chi-square .195 6.012 .227
  df 2 6 1
  Sig. .907 .422(a) .634

Results are based on nonempty rows and columns in each innermost subtable. 
*  The Chi-square statistic is significant at the 0.05 level. 
a  More than 20% of cells in this subtable have expected cell counts less than 5. Chi-square results may be invalid. 
 

If other please specify: 
Address the problem of excessive parking charges 
Allow sensible development 
Bus travel 
Change law preventing caravans travelling>10 miles on roads & rent local, good business/road safety 
Co-ordination of tourism in SW 
Cost of car parking - puts visitors off 
Cultural Diversity 
Daily clearing of beaches of rubbish and seaweed (including cliff bases). 
Develop South Hams as a centre for organic produce & eco villages 
Disabled Access 
Don't want more tourists 
Encourage car use and accessibility 
Find fair ways to make tourists pay for resources they use, as opposed to locals paying for them 
Good car parking 
I think Dartmouth has too much tourism 
Improve public transport 
Improve roads & parking 
Improving public transport links 
Inter town transport 
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Leave to those who do it best 
Low key good quality low numbers 
Maintaining local character 
More and cheaper parking! 
More cleanliness on streets 
More free car parking 
More hotels in two with a specific theme/attraction. Combine business/travel. 
More out of town parking and cheaper 
Out of season tourism 
Pressure to relieve congestion on MAIN roads 
Promote cultural year round tourism 
Provide affordable car parking 
Provide better and more regular transport linked 
Providing viewpoint parking specially for elderly/disabled 
Public transport availability and cost 
Reduce car parking fees 
Reduce parking fees. Cheap car parking in countryside e.g. Slapton Sands 
Replace or reduce this industry with all year round business for residents 
Restore old railway links, to ease congestion on roads - encourage people to use the trains 
Solve traffic congestion problem ASAP 
Support leisure centre activities in holiday periods 
Support road maintenance during 'off season' months 
To maintain the natural landscape and encourage local produce 
Tourism is not long term sustainable. We shall before long have to survive without it. Have you plans? 
Try to ensure it is NOT overcrowded 
Walking/cycling routes to suit all abilities, transport for baggage so can travel light. 
You seem obsessed with cramming more visitors into the area. Salcombe reached saturation long 
ago. 
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Appendix 2: Demographics 
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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
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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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Appendix 3: Questionnaire 
 




