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Executive Summary

Project background

The Market Town Welcome (MTW) programme was established in 2008 in collaboration
with One North East, Northumberland County Council (NCC), Northumberland
Tourism (NT) and the Development Trusts in each of the towns mentioned below

This research will provide benchmarks in 2009/2010 against which to measure the
performance of the MTW Programme and its initiatives

The research will also add to a suite of research data used to advise a range of planning
and policy processes in Northumberland and North East England

Alongside this report, individual reports for Amble, Berwick upon Tweed, Haltwhistle,
Hexham, Morpeth, Seahouses and Wooler are available, as well as an overall comparison
report

Aims and objectives

The overarching aim of the MTW research is to ‘Improve visitor satisfaction of
Northumberland market towns and raise their profile within the visitor economy’

To target the research objectives, NT commissioned face-to-face quantitative surveys for
each of the market towns. Street interviews were conducted over four days in both the
spring and summer of 2009. Only people who were visiting the town were included.
Those who lived and/or worked in the town, or were there on business were excluded

By achieving 465 completions in Alnwick, we can approximate the error margin to be low
(+/-4.5%) at a confidence level 95%, which offers robust results

Visitor characteristics

The majority (95%) of respondents to this survey were UK residents, with 5% from
overseas. Respondents from the UK were most likely (66% compared to 55% MTW
average) to live in the North East

The majority of visitors (81%) said they had visited Alnwick before. Out of these
respondents, three quarters (73%) had previously visited at least once in the last 12
months

More than half (58%) of respondents said their trip was a staying visit compared to 42%
who were day visitors. Two thirds of staying visitors (69%) were spending less than a week
on their trip. More than half of staying visitors (57%) said they were staying outside of
Alnwick

The main reason visitors chose to visit Alnwick was for tourism (57%) followed by
shopping (21%)



Overall, 4% of visitors said they were part of an organised group or coach party (18
respondents) — average for all the market towns in this research (3%)

Visitors in Alnwick were most likely to say they would be engaging in walking as an
activity during their visit to Northumberland (97%). This is likely to include browsing as
well as specific, planned walks

Travel & Transport

The majority of visitors used a car, van or motorhome to reach Alnwick (85%). These
respondents found it very or fairly easy to travel into Alnwick Town Centre and almost
three quarters (71%) believed it was easy or very easy to park in the town. More than half
(65%) said the cost of parking was reasonable or very reasonable

Accommodation

Overall, the greatest proportion of staying visitors said they were staying at the home of a
friend or relative (20%), followed by B&B/Guest House (15%) and in their owned static
caravan (14%). Out of those staying in Alnwick, again staying with friends and relatives was
the most likely type of accommodation chosen (30%), followed by B&B/Guest House
(21%) and hotel (15%)

All listed aspects of accommodation were rated as good or very good by the majority of
visitors

Attractions visited

Alnwick Castle and adjacent The Alnwick Garden were most likely to be identified by
respondents as attractions they had or would visit as part of their trip. Visitors from
outside the UK (80%) were more likely than UK residents (57%) to indicate they had or
planned to visit Alnwick Castle

Over half of respondents (53%) said they had attended at least one of the events specified
in the survey list. These were more likely to be first time visitors (85%) than those that
had been to Alnwick before (38%)

Just over a quarter of respondents (28%) said they had been into the Tourist Information
Centre in Alnwick during their visit. Out of those that had visited the Tourist Information
Centre satisfaction is high, with at least 80% rating ease of finding, quality of service and
usefulness of information as good or very good

The majority (79%) of visitors rated their overall enjoyment of Alnwick as high or very
high. Staying visitors were more likely to say this (84%) than those on a day trip (72%).
Consistent with respondents’ positive perceptions of the area, 89% of visitors said they
would recommend Alnwick to someone else

Vehicle-related issues were most likely to be cited as the main problems with the
shopping experience in Alnwick Town Centre, with traffic (50%), road safety (16%) and
illegal parking (7%) in the top three



e Despite a minority of visitors scoring some specific aspects of Alnwick as poor (one in ten
said the range of stalls at the market was poor or very poor, for example), overall
impressions of the town are positive

e Perceptions of Alnwick’s shops were mixed, with around one in four saying they
disagreed there is a wide choice of shops (27%) or that shops are of a good quality (24%).
Despite some negative perceptions of shopping in the town, the data suggests that visitors
return regularly to the area to shop

e Respondents were most likely to say they would like to see an increase in the variety of
shops, including chain stores, together with fewer charity shops. The data also suggests
there is demand for an increase in shops offering ‘local produce’

* Amongst those who gave a rating, satisfaction with venues for eating and drinking were
high -particularly for coffee shops (95% good or very good rating)

e Out of local arts and leisure facilities, Alnwick’s Playhouse was most frequently judged as
good or very good (93%, base 94))

e Overall, satisfaction with the general state of the Town Centre is high, particularly with
the overall level of cleanliness (84% stating good or very good)

e Visitors felt Alnwick is a good or very good place to visit (89%) and to enjoy themselves
(91%).

e Visitors were most likely (55%) to say, unprompted, that better shops would make
Alnwick town centre better

Visitor Expenditure

e The total daily spend including accommodation of visitors who stayed within Alnwick was
calculated as £42.41, higher than the corresponding MTW average figure of £38.30. The
total daily spend of visitors coming to Alnwick for the day only was calculated as £24.74,
again slightly higher than the corresponding MTW average figure of £20.69.

Conclusions and recommendations

e The data suggests that Alnwick receives a high proportion of visitors from the North East
region in both spring and summer, but benefits from tourists who travel from further
afield to see its main attractions — notably Alnwick Castle and The Alnwick Garden

e There is a clear desire for an increased range of shops in Alnwick, with respondents
feeling the town would benefit from both an increase in well known chain stores as well
as ‘local produce’

e The typical expectation for a first time visitor from a day out in Alnwick is likely to
include a trip to Alnwick Castle and/or The Alnwick Garden with leisurely browsing in
the town itself including an opportunity to stop in a coffee shop or for lunch



e Local arts and leisure facilities listed in the survey are not experienced by the majority of
visitors. Those that have visited the town before are attracted by the markets although
the data suggests these visitors feel what the market offers could be improved

e For those in a car, van or motorhome, travelling in and around the town, including
parking and parking charges, is generally perceived as easy and reasonable. The data
suggests, however, that once in the town, traffic and feelings of safety become an issue for

some visitors

e The majority of visitors to each town rated their overall enjoyment as positive (over 78%
very high or high for each). Where there is room for improvement on this index is
turning more ‘high’ ratings, into ‘very high’ ratings, and the balance between these is less
favourable for Alnwick (16% very high and 63% high) than most other towns

Subject/issues
2/3 of visitors come from within the NE region

Recommendation
Continue to use Alnwick’s attractor brands to
attract visitors from outside region and
overseas in marketing activity

58% of visitors are staying visitors

Product development opportunity — continue
to grow this higher spending market

Vehicle issues, traffic, road safety and illegal
parking are all cited as the main problem with
the retail offer in Alnwick

Use this study to inform those responsible for
Town Centre development and Public Realm

The majority of visitors were unable to rate the
leisure facilities listed in the survey, but of
those that could, satisfaction is high

Encourage wider marketing of facilities to
visitors

In addition to this report, there are 7 other
town reports and one comparison report

Read this report in conjunction with
comparison report for further context and to
allow for performance benchmarking

Develop cross marketing strategies




2. Project background

The Market Town Welcome (MTW) programme was established in 2008 in collaboration with
One North East, Northumberland County Council (NCC), Northumberland Tourism (NT) and
the Development Trusts of Alnwick, Amble, Berwick upon Tweed, Haltwhistle, Hexham,

Morpeth, Seahouses and Wooler.

The aim of the programme is to help Northumberland’s Market Towns exploit their tourism
potential as well as raise their profile within the visitor economy.

In order to measure the success of the Market Town Welcome programme, Northumberland
Tourism commissioned visitor surveys for each town to replace the previous surveys (dating from
2003 and 2005).

Fieldwork was undertaken in 2009 surveying visitors to all eight towns within the MTW

programme. Raw data captured from these surveys was analysed by Qa Research (Qa) and this
document provides results of these analyses for the market town of Alnwick.

3. Aims and objectives
The overarching aim of the MTW programme is to:

‘Improve visitor satisfaction of Northumberland market towns and raise their profile within
the visitor economy’

Information gained from the surveys will achieve this aim by meeting the following objectives:

* Computing baseline statistics against which to benchmark the MTW programme to
facilitate development of future projects and monitoring

* Revealing visitor profiles

e Measuring visitor satisfaction levels and highlighting areas where expectations are not
being met

*  Uncovering the motivations driving people to visit
*  Determining what activities they engage in and what attractions they visit

* Specifying the ratio of day vs. overnight visitors, the length of stay, and type of
accommodation used

*  Calculating visitor expenditure patterns to feed into the STEAM! model

I The STEAM (Scarborough Tourism Economic Activity Monitor) model quantifies the economic impact of tourism and provides
information on overall visitor numbers, spending and jobs created.



4. Methodology

To target the research objectives, NT commissioned face-to-face quantitative surveys for each of
the market towns included in the MTW programme. Questionnaires were developed taking into
account previous visitor surveys commissioned by Northumbria Tourist Board in 2003, One
North East’s current regional visitor survey and NCC’s Town Centre Performance surveys. The
fieldwork was organised and managed by the Northumberland Infonet. Within each of the towns
included in MTW, street interviews were conducted over four days in both the spring and
summer of 2009. Interviews in each town were carried out on both weekdays and weekends,
situated at four different locations within each town (see appended questionnaire for locations).

Respondents were screened through introductory questions on the survey to ensure that
anybody who could not be considered a visitor would be removed from the sample. Therefore,
only people who were visiting the town were included. Those who lived and/or worked in the
town, or were there on business were excluded.

By achieving 465 completions in Alnwick, we can approximate the error margin to be low (+/-
4.5%) at a confidence level 95%, which offers robust results. One way of understanding why is to
note what this error margin at the 95% confidence level implies: were the survey to be repeated
100 times, 95 of those times, the results would be within 4.5% plus or minus, of the results
presented in this report.

It should also be noted that the sample data gives an indication of current visitor levels of
satisfaction etc. Northumberland Tourism, along with One North East, uses the Arkenford
model to segment its current visitors and to target future markets. It was not possible to analyse
the data in this survey according to the Arkenford model. To develop a more detailed
understanding of the target market (where different from our current market), further segmented
research would be required.



5. Introduction

This document reports on results obtained from surveys conducted in Alnwick 2009 (see
appendix for questionnaire used). Results from the remaining seven market towns are provided in
separate reports. Results from all eight market towns are also compared in one separate
comparative report.

Please note when interpreting results throughout this report not all percentages will total 100%.
This can be due to computer rounding with figures of .5 or higher being rounded up, and/or
multiple response questions. When respondents can provide more than one response to a
question, response frequencies may sum higher that 100%.

Furthermore, please note base sizes between results from different questions may vary. This can
be due to respondents being routed within the questionnaire to specific questions on the basis of
prior responses and/or data collection errors.

Raw data captured from the Alnwick survey including verbatim responses to several open-ended
questions were inputted into SPSS and provided to Qa for analysis, reporting and exporting to
Excel. This raw data was analysed, along with the verbatim responses quantified through coding,
using Askia software, and cross-tabulated for the following variables:

*  Day vs. overnight visitors

* UK vs. overseas visitors

*  Previous vs. first-time visitors

* People who visited TIC vs. people who hadn’t visited TIC

*  Spring vs. summer

*  Group type (alone, children only, with children, couple with children, adult only)
* Main reason for visiting (shopping, tourism, leisure, services, no specific reason)

Cross-tabulations revealing relevant differences between categories that reach statistical
significance are commented on within the appropriate section, and their respective proportions
provided. Therefore no cross-tabulation commentary indicates no relevant statistically significant
differences between the above categories were found.

Tables have been inserted comparing results on specific questions between spring vs. summer,
and where appropriate, day vs. overnight visitors. For purpose of explanation the following table
should be interpreted as for example, 19% of respondents interviewed in spring in the market
town had visited the TIC, compared to 36% of visitors in summer. The table also shows that far
fewer day visitors (12%) accessed the TIC than overnight visitors (39%). When results for the
market town are combined (i.e. day and overnight, and spring and summer visitors), we find 27%
had visited the TIC, and this compares to 24% of the combined results of each of the eight market
towns (MTW column).

Q2. Have you been to the TIC?

Spring Summer ‘ Day ‘ O/night Alnwick ‘ MTW
Yes 19% 36% 12% 39% 27% 24%
No 81% 64% 88% 61% 73% 76%

Base | 229 230 | 189 | 262 459 | 3557



6. Key findings

6.1 Visitor characteristics
6.1.1 Origin

The majority (95%) of respondents to this survey were UK residents, with 5% from overseas.
Respondents from the UK were most likely (66%) to live in the North East.

Q2. Where do you live?
North East 66%
Yorkshire & Humberside
East Midlands
North West
Scotland
South East
SouthWest
East of England
Wales
Greater London

West Midlands

Source: NT 2009 Base: 407 (visitors from UK excluding 'invalid' - unknown
postcodes)



Q2. Visitors from North East

Northumberland
Durham

Gateshead

Newcastle upon Tyne
South Tyneside
Sunderland

North Tyneside

Darlington

Source: NT 2009 Base

48%

: 268 (visitors from North East)



6.1.2 Frequency of visits

The majority of visitors (81%) said they had visited Alnwick before. Out of these respondents,
80% had previously visited at least once in the last 12 months.

Visitors who had been to Alnwick two or more times in the last 12 months were all from the UK.
Respondents who had been more than 5 times were all from the North East, North West or
Yorkshire and Humber.

The majority of overseas visitors (88%) said they had never been before with the remaining 12%
saying they had been once in the last |2 months.

Q9b. How many times have you visited Alnwickin the last
12 months? (closed)

33%
30%

21%
17%

None Once 2-5times More than 5 times

W Source: NT 2009 Base: 407 (previous visitors to Alnwick)



6.1.3 Type of visit

More than half (58%) of respondents said their trip was a staying visit compared to 42% who were
day visitors.

More than half of staying visitors (57%) said they were staying outside of Alnwick. Towns/villages
specified included Seahouses, Wooler, Rothbury, Felton, Berwick upon Tweed, Beadnell and
Amble.

Q5a. Where are you staying? (closed)

57%
43%

Alnwick Other

)

W Source:NT 2009  Base: 271 (all staying respondents)
Three quarters of visitors staying in Alnwick (73%) were spending less than a week on their trip.
One in five (19%) were staying for exactly 7 nights.

Q5b. How many nights are you spending/will you have
spentin total in this location? (open)

44%

29% 28%

1-2 nights 3-6 nights 7 or more nights

I.""
RESEA Source: NT 2009

CH

Base: | |2 (visitors staying in Alnwick)



6.1.4 Reasons for visiting

The main reason visitors chose Alnwick, can be summarised as follows:

Main reason visitor chose Alnwick

Percentage

Tourism (inc. Tourist Information Centre) 264 57%
Shopping (inc. the market) 97 21%
Leisure (lunch, coffee, visiting friends) 45 10%
Service user (toilets, bank, chemist) 8 2%
No specific reason 29 6%
Base 443

A full list of respondents’ reasons for visiting Alnwick is set out in the chart below.

QI18. Which of the following best describes your main
reason for choosing to visit Alnwick today? (closed)

General sightseeing

Shopping/lookingaround the shops

To visit a specific attraction in the
town

To visit a specific event in the town
Visiting friends or relatives

No specific reason

The market

Just passing through

For a specific service (eg bank)
Somewhere for coffee/tea

Somewhere for lunch

To visit the Tourist Information Centre
To use the toilets

Other

.m H Main reason

RESEARC Source: NT 2009

33%

B Otherreasons

Base: min 406 (all respondents)



6.1.5 Group travel

Overall, 4% of visitors said they were part of an organised group or coach party (18 respondents)
— average for all the market towns in this research (3%).

6.1.6 Group size and composition

Based on the age and gender information given by respondents, visitor group type can be broken
down as follows:

Q37. Group type

52%

Alone 3or more adults Adultand Children Couple without
(no children) mixed group children
(X

W Source: NT 2009 Base: 465 (allrespondents)

Groups based on information given in the survey, with adults defined as those 18+:

e Alone: Adult visiting alone

e Three or more adults (no children): An adult-only group of visitors

e Adult and Children mixed group: Any combination of adults and children, visiting
together

e Couple without children: Two adults only, either male or female

Q37. Group type

‘ Spring Summer Day O/night Alnwick MTW
Alone 12% 8% 17% 5% 10% 14%
Three or more adults (no children) 15% 15% 13% 17% 15% 13%
Adult and Children mixed group 15% 29% 15% 28% 22% 25%
Couple without children 58% 47% 55% 50% 52% 48%

Base ‘ 231 ‘ 234 193 234 465 3582



6.2 Planned activities

Visitors in Alnwick were most likely to say (97%) they were going to do walking during their visit
to Northumberland. This is likely to include browsing as well as specific, planned walks.

QI19. Which of the following activities are you likely to do
during your visit to Northumberland? (closed multi-response)

Walking 97%
Golf 7%
Cycling 7%
Fishing 4%

Wildlife Watching 3%
Horse Riding 1%

Woatersports 1%

7

Source: NT 2009 Base: 376 (excluding 'none'as not an option)

Q19. Which of the following activities are you likely to do during your visit to
Northumberland?

Spring | Summer Day O/night | Alnwick MTW
Walking 97% 97% 98% 97% 97% 96%
Cycling 6% 9% 1% 1% 7% 9%
Watersports 0% 2% 0% 1% 1% 2%
Golf 9% 4% 2% 9% 7% 4%
Fishing 2% 6% 0% 6% 4% 3%
Wildlife watching 3% 3% 0% 5% 3% 8%
Horse riding 1% 1% 1% 0% 1% 1%
Base 180 196 130 238 376 2684




6.3 Travel & Transport
6.3.1 Method of transport

The majority of visitors used a car, van or motorhome to reach Alnwick. These respondents
were asked their views on parking in and travel into Alnwick Town Centre.

Q20. What was the main form of transport you used to
reach Alnwick today? (closed)

Car/van/motorhome 85%
Bus/coach service 6%
Walked 5%

Coach Tour 2%

Motorcycle 2%

Bicycle | 0%
Train 0%
Other | 0%

Source: NT 2009 Base: 463 (allrespondents)

Q20. What was the main form of transport you used to reach
Alnwick today?

Spring Summer Alnwick MTW

Car/van/motorhome

Motorcycle 1% 3%
Bus/coach service 5% 7%
Coach tour 2% 2%
Train 0% 0%
Bicycle 0% 0%
Walked 3% 6%
Other




The majority (91%) of those who mainly used a car, van or motorhome to reach Alnwick said it
was very or fairly easy to travel into Alnwick Town Centre.

Q23. How easy/difficult do you feel it is to travel into
Alnwick Town Centre? (closed)

50%
41%

0% 1%

Very difficult Fairly difficult ~ Neither easy/nor

difficult

Fairly easy Very easy

Base: 406 (those mainly using car/van/motorhome to travelin)

W Source: NT 2009

oY)

Q23. How easyl/difficult do you feel it is to travel into Alnwick Town Centre?

Spring Summer Alnwick MTW

Difficult 0% 3% 2% 4%
Neither easy or difficult 5% 7% 6% 5%
Easy 94% 89% 92% 91%

Base




6.3.2 Car parks

Almost three quarters (71%) of those who mainly used a car, van or motorhome to reach
Alnwick said it was easy or very easy to park in the town.

Q2I1. How easy did you find it to park in Alnwick? (closed)

40%

Very difficult Quite difficult Neither Quite easy Very easy
particularly
difficult or easy

I.; ’:! Source:NT 2009 Base: 393 (those mainly using car/van/motorhome to travelin and
excluding 'don't know')

Q21. How easy did you find it to park in Alnwick?

Spring Summer Alnwick
Difficult 2% 14% 8% 10%
Neither easy or difficult 13% 24% 19% 12%
Easy 85% 62% 73% 77%

Base

198




More than half (65%) said the cost of parking was reasonable or very reasonable.

Q22. How would you rate the cost of parking in Alnwick?
(closed)
36%

Very expensive Quite Aboutaverage Reasonable Very Notapplicable
expensive reasonable  (free parking)

@’ Source: NT 2009 Base: 384 (those mainly using car/van/motorhome to travelin and excluding
ch 'don't know')

Q22. How would you rate the cost of parking in Alnwick?

Spring Summer Alnwick

Expensive 5% 2% 3% 7%
Average 24% 22% 23% 23%
Reasonable 65% 66% 66% 43%

Base 194




6.4 Accommodation
6.4.1 Type of accommodation used
Overall, the greatest proportion of staying visitors said they were staying at the home of a friend

or relative (20%). As the chart below shows, all other respondents were using a variety or
accommodation from guest houses to camping.

Q6. What sort of accommodation are you staying in?
(closed)

Home of friends/relatives 20%
B&B/Guest House

Static caravan - owned

Rented self cateringaccommodation
Hotel

Camping

Touring caravan

Secondhome

Static caravan - rented

Pub/Inn

Holiday centre

Youth Hostel

Other

W Source:NT 2009 Base: 269 (allrespondents)



Out of those staying in Alnwick, again staying with friends and relatives was the most likely type of
accommodation chosen (30%). More visitors staying in Alnwick chose to stay in a hotel compared
to overall however, and the use of static caravans is also smaller for those staying in the town.

Q6. What sort of accommodation are you staying in?
(closed)

Home of friends/relatives
B&B/Guest House

Hotel

Camping

Rented self cateringaccommodation
Static caravan - owned
Touring caravan

Second home

Static caravan - rented
Pub/Inn

Holiday centre

Youth Hostel

Other

Source: NT 2009

Qé6. What sort of accommodation are you staying in? — those staying in Alnwick

30%

Base: | 1| (those staying in Alnwick)

Alnwick MTW

Spring Summer

Home of friends/relatives 32% 29%
B&B/Guest House 13% 25%
Hotel 24% 1%
Camping 5% 1%
Rented self catering accommodation 0% 1%
Touring caravan 8% 4%
Static caravan - owned 1% 3%
Second home 0% 3%
Pub/Inn 0% 1%
Static caravan - rented 3% 0%
Youth Hostel 0% 0%
Holiday centre 0% 0%
Other




6.4.2 Experience of accommodation

All listed aspects of accommodation were rated as good or very good by the majority of visitors.

Q8. How would you rate your accommodation establishment in terms
of the following? (closed)

36%
53%
25%
12% 16% )
r T T 1
Quality of service Quality of accommodation Value for money
M Very poor Poor Average H Good B Very good

W Source:NT 2009 Base: min 59 (excludes staying outof area, caravan owners/renters, those
PESEAREH staying with friends and relatives and second homes)

NB: Options ‘very poor’ and ‘poor’ were <|% for each option

Q8. Accommodation's quality of service

Spring Summer | Alnwick MTW

Good
Average 1% 12%

Poor

356

Q8. Quality of accommodation
Spring Summer ‘ Alnwick ‘ MTW

Good 89% 88%
Average 1% 12%

Poor

Q8. Accommodation's value for money
Spring Summer ‘ Alnwick MTW

Good

Average 17% 16%

Poor

| |
| |
| |
| |
61 | 382 |



6.5

Attractions visited

The Alnwick Garden and adjacent Alnwick Castle were most likely to be chosen by respondents
as the attractions they had visited or planned to visit as part of their trip.

Visitors from outside of the UK were more likely (80%) than UK residents (57%) to say they had
visited or planned to visit Alnwick Castle.

Alnwick Castle is also most likely to be visited by those who had not been to the town before
(90% compared to 52% of those who have previously visited). Barter Books, conversely, was most
likely to be part of a frequent visitor’s experience?, with those that have been to Alnwick before

more likely (39%) to be going there than first time visitors (19%).

QI 1. Which of the following areas have you visited, or do
you intend to visit, as part of your trip? (closed)

The Alnwick Garden
Alnwick Castle
Barter Books
Alnmouth
Dunstanburgh Castle
Craster
Warkworth Castle
Bailiffgate Museum
Cragside
Hardy & Greys
Hadrian’s Wall
Hulne Park
Kielder Forest
Howick Hall Gardens
Woodhorn

7

Source:NT 2009 Base: 364 (allrespondents)

63%

Staying visitors were more likely to have visited or be planning to visit the following, compared to

day trippers:

e Alnwick Castle (71% compared to 37% of those on a day trip)
Woarkworth Castle (20% compared to 8%)

Hulne Park (9% compared to 2%)

Craster (25% compared to 8%)

Bailiffgate Museum (19% compared to 6%)

Cragside (16% compared to 7%)

Alnmouth (29% compared to 12%)

Dunstanburgh Castle (29% compared to 7%)

2 Respondents who had been to Alnwick five or more times in the last 12 months were more
likely (64%) to be visiting Barter Books than all other previous visitors to the town (40% average).



Although we cannot attribute the extent to which any factor influenced visitors’ attraction
choices, further analysis shows that those who had been into the Tourist Information Centre
during their time in Alnwick were more likely to have visited or planned to visit the following
attractions:

e Alnwick Castle (78% compared to 48% who had not visited the Centre)
e The Alnwick Garden (77% compared to 54%)

e Warkworth Castle (22% compared to |13%)

e Hulne Park (12% compared to 4%)

e Bailiffgate Museum (25% compared to 9%)

e Dunstanburgh Castle (34% compared to 14%)

e Hadrian’s Wall (14% compared to 7%)

6.5.1 Events visited

Half (47%) of respondents said they had not ever attended any of the events specified in the
survey list. These were more likely to be first time visitors (85%) than those that had been to
Alnwick before (38%).

Q29. Have you ever attended any of these events? (closed multi-response)

Weekly Market

Alnwick International Music Festival
Farmers Market

Continenal Market

Alnwick Food Festival

Christmas Lights Switch On
Alnwick Spring Show

Hotspur Festival

Shrove Tuesday Football Match

Notattended any 47%

2

Source:NT 2009 Base: 462 (allrespondents)

Those that have visited Alnwick one or more times in the previous 12 months were more likely
to be visiting the following events:

e Alnwick food festival (12% compared to 0% of respondents who had not been in the last
2 months)

Week Market (42% compared to|7%)

Continental Market (15% compared to 0%)

Farmers Market (26% compared to 0%)

Alnwick International Music Festival (24% compared to | %)



6.5.2 Tourist Information Centre

Just over a quarter of respondents (27%) said they had been into the Tourist Information Centre
in Alnwick during their visit.

Q2. Have you been to the TIC?

‘ Spring Summer ‘ Day ‘ O/night Alnwick ‘ MTW
Yes 19% 36% 12% 39% 27% 24%
81% 64% 88% 61% 73% 76%

Base 189 3557

Half (52%) of visitors from outside the UK said they had visited the Centre, compared to a
quarter (24%) of the UK resident respondents.

Out of those that had visited the Tourist Information Centre satisfaction is high, with at least 80%
rating ease of finding, quality of service and usefulness of information as good or very good.

QI3. How would you rate the Tourist Information Centre in terms of: (closed)

21% 15% 14%

Usefulness of information received

g ® Very poor Poor Average ® Good B Very good
(A

Source: NT 2009 Base: 124 (those who had visited the Tourist Information Centre, excludingdon'tknow)

Ease of finding Quality of service

NB: Options ‘very poor’ and ‘poor’ were <2% for each option

QI13. How would you rate the ease of finding the TIC?

Spring Summer Day O/night Alnwick MTW
Good 69% 84% 76% 79% 79% 88%
Average 31% 16% 24% 21% 21% 10%
Poor 0% 0% 0% 0% 0% 2%
Base 42 82 2] 102 124 845




Good

Spring
71%

Summer

QI3. How would you rate the TIC's quality of service?

O/night Alnwick

Average

24%

Poor

Good

Spring
71%

Summer
91%

Q3. Rate the usefulness of information received from TIC?

Day
90%

Alnwick

O/night
83%

Average

26%

7%

10%

15%

Poor




6.6 Experience of visit
6.6.1 Overall satisfaction

The majority (79%) of visitors rated their overall enjoyment of Alnwick as high or very high.
Staying visitors were more likely to say this (84%) than those on a day trip (72%).

The majority of those staying in Alnwick (88%) rated their overall enjoyment of the town as high or
very high.

Ql4.How would you rate the overall enjoyment of your
visit to Alnwick? (closed)

63%

20% 16%

0% 0%
Verylow Low Average High Very high
I.ﬂ: ,
— Source:NT 2009 Base: 448 (excluding those who said 'don't know')

QI 4. Rate your overall enjoyment of the destination

Spring Summer Day O/night Alnwick MTW
High 71% 88% 72% 84% 79% 85%
Average 29% 12% 28% 15% 20% 14%
Low 0% 0% 0% 0% 0% 1%
Base 219 229 184 256 448 3375




The top factors visitors said they liked most about Alnwick are set out below:

QI5. What did you like most about Alnwick? (open)

Attractive parks or gardens 19%
Alnwick Castle

Good quality shops ("Good for shopping")
Enjoyed festival or parade

Friendly or welcomingatmosphere
Attractive traditional town or village

Relaxing, quiet or peaceful

Plenty or good variety of things to see & do

History & heritage

pessanen Source: NT 2009 Base: 445 (excludingdon't know)

Consistent with respondents’ positive perceptions of the area, 89% of visitors said they would
recommend Alnwick to someone else.

QIl0a. How likely are you to recommend Alnwick to
someone else? (closed)

49%

40%

10%
1% 0%
Very unlikely Unlikely Possibly Likely Very likely
IQ‘:J,
e Source:NT 2009  Base: 414 (allrespondents)

QI10. How likely are you to recommend Alnwick to someone else?

Spring ‘ Summer Day O/night Alnwick MTW
Likely 86% 93% 88% 90% 89% 86%
Possibly 1% 1% 1% 9% 10% 2%
Unlikely 13% 6% 1% 1% 1% 12%

Base

3254




The top reasons visitors gave for recommending Alnwick to somebody else are set out below:

QI0b. Why do you say that? (open)

Plenty to do and see 25%
Goodor friendly atmosphere
Attractive parks or gardens
Goodfor shopping (quality)

Would recommend Alnwick Castle
History & Heritage

"A nice day out"

Goodfood or drink facilities

W Source: NT 2009 Base: 41 | (excluding'don'tknow' from Q10a)



6.6.2 Satisfaction with specific aspects and priorities

Excluding those that said they did not know, visitors were most likely to give a high satisfaction

rating to aspects of security in Alnwick while public transport received the fewest good or very
good scores.

All visitors who stated they have a disability (21 respondents) rated the availability of disabled
parking spaces as good or very goods.

Q25. Ratings on ascale of | to 5, where 5 is very good and | is very
poor, of Alnwick's: (closed)

Safety and security - daytime 94%
Safetyand security - nighttime 91%
Safety/security of parking facilities 87%
Streetfurniture 87%
Auvailability of disabled parking spaces 85%
Availability of public parking spaces 82%
Costof parking 78%
The quality of Bus/Rail services 73%
The destinations to and from Alnwick
served by public transport 1%
The regularity of bus/rail services 68%
®pPooror Very Poor (1 or 2) " OK(3) Good or Very Good (4 or 5)

@

RESEARC Source:NT 2009 Base: min 84 (excluding those sayingdon'tknow)

NB: Options ‘very poor’ and ‘poor’ were <5% for each option

When asking respondents in an open-ended question what additional facilities or services would
have added to their enjoyment of their visit to Alnwick, a large proportion wrote ‘nothing’ (17%).
After removing these individuals who responded ‘nothing’, by far the most frequent response was
‘more shops’ with more than one in three giving this answer.

3 Small base sizes — these figures are indicative only



Vehicle-related issues were most likely to be cited as the main problems with the shopping
experience in Alnwick Town Centre, with traffic (50%), road safety (16%) and illegal parking (7%)
in the top three.

Q24. Can you tell me what, if anything, are the main
problems with the shopping experience in Alnwick Town
Centre? (unprompted)

Traffic 50%
Road safety
lllegal parking
Quality of Footpaths
Signage & Information | 0%
Safety & Security | 0%
Street Lighting | 0%
Other (please specify) _ 36%
oY)
w Source: NT 2009 Base: 255 (allrespondents)

Main problems in the ‘other category included reference to difficulty walking on cobbled streets,
lack of choice in shops and a minority citing inadequate parking facilities



Visitors were asked to rate various aspects of the town they had accessed (i.e. visitors to the
market were asked to rate the quality of service they received from stallholders, non users were
routed to the next relevant question).

Despite a minority of visitors scoring some specific aspects of Alnwick as a | or 2 (one in ten said
the range of stalls at the market was poor or very poor, for example), overall impressions of the

town are positive.

NB: Options ‘very poor’ and ‘poor’ were <5% for each option where a % is not specified in the
following charts.

Q34. On a scaleof | to 5 (where 5 is very good and | is very poor) how
would you rate the market:

MTW - quality of service from stallholders
Alnwick - quality of service from stallholders

|

MTW - quality of goods on sale
Alnwick - quality of goods on sale
66

MTW - presentation of stalls
Alnwick - presentation of stalls

MTW - range of stalls | 1 1 ZNNEEEN T
Alnwick - range of stalls |1 122N 2SE0N YA

‘ ,’ Poor or Very poor (I or2) ® Average (3) B Good or Very good (4 or 5)

‘ : Source:NT 2009 Base: min 263 (excluding those who said don'tknow/did not use)



Q34. On a scaleof | to 5 (where 5 is very good and | is very poor) how

MTW - quality of Service

Alnwick - quality of Service

MTW - quality of goods on sale

Alnwick - quality of goods on sale

MTW - range of shops

Alnwick - range of shops

would you rate the shops:

76%

61%

70%

57%

7% 57%

46%

.m Poor or Very poor (I or2) = Average (3) B Goodor Verygood (4 or5)

RESEARCH Source: NT 2009 Base: min 263 (excluding those who said don'tknow/did not use)



Q34. On a scaleof | to 5 (where 5 is very good and | is very poor) how
would you rate the places to eat and drink:

MTW - value for money 75%

Alnwick - value for money USA

MTW - quality of service 84%

Alnwick - quality of service 83%

MTW - quality of food 83%

Alnwick - quality of food 87%

MTW - range 77%

Alnwick - range 85%

m Poor or Very poor (I or 2) B Average (3) B Good or Verygood (4 or 5)
w Source:NT 2009 Base: min 263 (excluding those who said don'tknow/did not use)



Q34. On a scaleof | to 5 (where 5 is very good and | is very poor)
how would you rate the museums and other places to visit:

MTW - value for money

Alnwick - value for money

MTW - quality of service

Alnwick - quality of service

MTW - level of interest

Alnwick - level of interest

MTW - range

Alnwick - range

71%

0/ 7

87%

89%

85%

92%

81%

89%

I

‘m Poor or Verypoor (I or2) B Average (3) B Good or Verygood (4 or 5)

W Source:NT 2009 Base: min 263 (excluding those who said don'tknow/did not use)



Q34. On a scale of | to 5 (where 5 is very good and | is very poor) how
would you rate ease of finding way around:

MTW - display maps and info boards 77%

Alnwick - display maps and info boards | 11% 70%

MTW - pedestrian signs 80%

Alnwick - pedestrian signs | 10% 71%

MTW - road signs 82%

Alnwick - road signs 68%

n Poor or Very poor (I or 2) H Average (3) B Goodor Verygood (4 or 5)
(X

W Source: NT 2009 Base: min 263 (excluding those who said don'tknow/did not use)



Q34. On a scaleof | to 5 (where 5 is very good and | is very poor) how
would you rate:

MTW - public toilets cleanliness | 11% 58%

Alnwick - public toilets cleanliness | 12% 48%

MTW - public toilets availability | 13% 59%

Alnwick - public toilets availability [8% 60%

MTW - cleanliness of streets 84%

Alnwick - cleanliness of streets 87%

II

“ Poor or Very poor (I or 2) = Average (3) B Good or Very good (4 or 5)
(

=

Source:NT 2009 Base: min 263 (excluding those who said don'tknow/did not use)



Q34. On a scaleof | to 5 (where 5 is very good and | is very poor) how
would you rate overall impressions:

MTW - general appearance 92%

Alnwick - general appearance 94%

MTW - feeling of welcome 94%

Alnwick - feeling of welcome 95%

MTW - general atmosphere 93%

Alnwick - general atmosphere

i

Poor or Very poor (I or 2) ¥ Average (3) B Good or Verygood (4 or 5)

@

Source: NT 2009 Base: min 263 (excluding those who said don'tknow/did not use)



6.6.3 Visitor likes and dislikes

Perceptions of Alnwick’s shops were mixed, with around one in four disagreeing there is a wide
choice of shops (27%) or that shops are of a good quality (24%).

Despite some negative perceptions of shopping in the town, visitors who have been to Alnwick in
the last 12 months (average 27%) were more likely to have said they were mainly visiting the
town for shopping than other respondents (12%).

Q26. To what extent do you agree/disagree with the
following statements? (closed)

31% 31%

Strongly
disagree

Neither agree
or disagree

Strongly agree Agree Disagree

B On the whole, Alnwick offers a wide choice of shops

® On thewhole, the shops in Alnwick are of a good quality

w Source: NT 2009

Base: 446 (allrespondents)

Q26. The destination offers a wide variety of shops?

Spring Summer Day O/night Alnwick MTW
Agree 27% 58% 32% 49% 43% 31%
Neither agree nor disagree 34% 28% 34% 30% 27% 32%
Disagree 38% 15% 35% 21% 31% 37%
Base 224 225 187 yLY] 449 3369

Q26. The shops at this destination are good quality?

Spring ‘ Summer Day O/night ‘ Alnwick MTW
Agree 29% 60% 34% 51% 45% 32%
Neither agree nor disagree 33% 28% 34% 30% 31% 26%
Disagree 38% 1% 33% 19% 24% 41%
Base 224 222 187 251 446 3321




Respondents were most likely to say they would like to see an increase the variety of shops,
including Chain Stores, together with fewer charity shops. The data suggest there is demand for
an increase in shops offering ‘local produce’.

All respondents who said they would like to see more Chain Stores were from the UK (108
respondents)*. There were no significant differences between other groups for this option.

Q28. What improvements would you like to see to the
retail offer in Alnwick? (prompted)

More Chain Stores 40%
Increased variety of shops

Fewer charity shops

More shops offering local produce

Longer openinghours

Other

W Source: NT 2009 Base: 282 (allrespondents)

4 NB There is a small base size of 4 for overseas visitors for this question



Amongst those who gave a rating, satisfaction with venues for eating and drinking were high -
particularly for coffee shops (95% good or very good rating).

Q30. On a scaleof | to 5 (where 5 is very good and | is very poor) how
would you rate the following venues for eating and drinking in Alnwick?

Take aways Sandwich shops  Pubsand clubs Restaurants/Bistros Coffee shops
n Pooror Very poor (I or2) B OK(3) ™ Goodor Very good (4or 5)
.. 7
— Source:NT 2009 Base: min 192 (excludingthose who said don't know)

NB: Options ‘very poor’ and ‘poor’ were <|% for each option with the exception of ‘restaurants/bistros’ (5%)

Q30. How would you rate the following venues for eating and drinking in Alnwick?

Spring | Summer Day O/night = Alnwick MTW

Poor 0% 1% 0% 0% 0% 3%
Restaurants/bistros | QK 4% 19% 10% 12% 11% 17%
Good 96% 81% 90% 88% 89% 80%
Poor 0% 1% 0% 1% 0% 2%
Sandwich shops OK 12% 17% 13% 16% 15% 21%
Good 88% 82% 87% 84% 85% 77%
Poor 0% 2% 1% 1% 1% 3%
Takeaways OK 13% 18% 15% 16% 15% 18%
Good 87% 80% 84% 83% 84% 80%
Poor 0% 0% 0% 0% 0% 1%
Coffee shops OK 2% 7% 3% 6% 5% 9%
Good 98% 93% 97% 94% 95% 90%
Poor 0% 1% 0% 1% 0% 2%
Pubs and clubs OK 9% 21% 12% 17% 15% 15%
Good 91% 78% 88% 83% 85% 83%

Min base | o1 9l 80 106 192 | 1664



Although the majority of respondents said they did not know for each option, out of those who
gave a rating, Alnwick’s Playhouse scored the most good or very good ratings out of the listed
local arts and leisure facilities (93%).

Q31. On a scaleof | to 5 (where 5 is very good and | is very poor) how
would you rate the following arts and leisure facilities in Alnwick?

79% 76%
93% 91% 89%

The Playhouse  Swansfield Park Willowburn  Alnwick Golf Club  The Lions Den
Sports & Leisure

Centre
Pooror Very poor (I or2) B OK(3) B Goodor Very good (4or 5)
..'7: )
Source:NT 2009 Base: min 34 (excluding those who said don'tknow)

NB: Options ‘very poor’ and ‘poor’ were <2% for each option unless stated on chart

Responses for ‘don’t know’ may be used as an approximate indicator of usage of each facility.
These percentages are set out below:

e The Playhouse — ‘Don’t know’ = 77%

e Swansfield Park — ‘Don’t know’ = 88%

e  Willowburn Sports & Leisure Centre — ‘Don’t know’ = 85%
e Alnwick Golf Club — ‘Don’t know’ = 91%

e The Lions Den — ‘Don’t know’ = 93%



Overall, satisfaction with the general state of the Town Centre is high, particularly with the
overall level of cleanliness (84% stating good or very good).

23%

59%

Q32. On a scaleof | to 5 (where 5 is very good and | is very poor) what do

you think of the general state of the Town Centre with regard to:

26% 19%

53%
54%

24%

22%
17% 20%
18% |
r - T T 6% T T 6% T & 1
3% 5%
Litter Graffiti/fly General state of Street furniture Overall level of Shop frontage
posting buildings cleanliness
B Very poor Poor OK = Good B Very good

RESEARCH

Source:NT 2009 Base: min 382 (allrespondents)

NB: Options ‘very poor’ and ‘poor’ were <2% for each option unless stated on chart

Q32. What do you think of the town centre with regard to?

Spring Summer O/night Alnwick MTW

Min base

Graffiti/posters
Poor 5% 3% 6% 2%
Good 68% 75% 64% 75%
Buildings oK 20% 23% 24% 21%
Poor 12% 2% 12% 4%
Good 81% 76% 77% 80%

Street

furniture OK 19% 22% 23% 19%
Poor 0% 2% 1% 2%
Good 86% 82% 83% 85%
Cleanliness OK 14% 18% 17% 15%
Poor 0% 0% 0% 0%
Good 61% 69% 60% 68%

Shop frontage




Visitors felt Alnwick is a good or very good place to visit (89%) and to enjoy themselves (91%). It
was rated less highly as a place to shop (50% good or very good), consistent with the findings
from other retail-related questions.

Q33. On a scaleof | to 5 (where 5 is very good and | is very
poor) how do you rate Alnwick as:

48%

44% i
r 60& T IO% T 9% 1
A place to shop A place to visit A place to enjoy yourself

.‘ B Very poor Poor OK H Good M Very good
(1

W Source: NT 2009 Base: 448 (excluding'don'tknow')

NB: Options ‘very good’ and ‘good’ were <|% for each option unless stated on chart

Q33. What do you think of the town centre with regard to?

Spring Summer Day O/night = Alnwick MTW

Good 47% 54% 49% 50% 50% 53%
A place to shop | Average 48% 40% 44% 44% 44% 37%
Poor 5% 7% 6% 6% 6% 10%
Good 87% 92% 88% 90% 90% 92%

A place to visit | Average 13% 7% 12% 9% 10% 7%
Poor 0% 1% 0% 1% 1% 1%
Good 90% 91% 90% 91% 91% 90%

A place to enjoy N . N N o o
yourself Average 9% 9% 10% 8% 9% 8%
Poor 0% 0% 0% 1% 1% 1%

Min base | 226 222 187 | 253 448 3291



Visitors were most likely (55%) to say, unprompted, that better shops would make Alnwick town
centre better.

Q35. How would you make this town centre better?
(unprompted)

Better retail offer 55%

Improved parking

Improved leisure
facilities

Improved accessibility

Safetyand Security

Other

W Source:NT 2009 Base: 313 (allrespondents)

Responses for ‘other’ were not specified in the survey.



6.7 Visitor expenditure

Visitor expenditure is split into two components — spend per day (24hr period) and spend per
trip. In each, a spend table for the market town is provided before a comparison table providing
figures for all MTW towns combined (labelled MTW).

Each spend table provides figures separated by columns into several categories — staying in the
market town, staying out of the market town, day visitors as well as a column which averages the
spend figures of all these categories (labelled combined). Those visitors staying in the market
town is further subdivided in columns by accommodation type — serviced, non-serviced, visiting
friends/relatives and second-home, and other. The spend figures for each column are distinguished
in rows by type of spend - accommodation, food & drink, shopping, recreation and
travel/transport. Subsequent rows provide total spend figures excluding accommodation, and then
total spend figures including accommodation.

Please refer to the calculation key following spend tables for an explanation of what categories
refer to and how spend was calculated. All figures are provided in Pounds Sterling.

Editor’s note on spend results

In comparing the findings of this report in relation to those within the 2008 Regional Visitor Survey
produced by ONE North East*, total spend figures including accommodation and excluding
accommodation would appear lower. However, in comparing individual types of spend, the key distinction
to note is in the ‘food and drink’ type. The Regional Visitor Survey includes grocery shopping within its
calculations. This spend has not been included in the MTW surveys, and could provide an explanation as
to why total spend figures appear low. Total spend figures may also have been influenced by lower
discretionary spend as a result of the recession.



6.7.1 Average spend per person per day

Itemised Alnwick spend per person per day

Staying
Non- Staying in out Combined
Serviced serviced Alnwick Alnwick Alnwick

Accommodation 34.29 10.17 * 40.24 25.90 24.96 * 25.90
Food & drink I1.42 8.8l 9.72 11.63 10.01 8.26 691 8.06
Shopping 4.69 6.20 6.93 5.00 5.63 7.26 8.84 7.57
Recreation 5.90 5.78 442 6.67 5.63 7.38 4.96 5.96
Travel/transport 833 4.03 5.06 18.00 6.31 5.11 5.78 5.61

Total base

Itemised MTW spend per person per day

* Not appropriate for spend calculation

Non- \ Staying in Staying out Combined
 Serviced | serviced Other MTW MTW MTW
Accommodation 34.11 18.05 * 18.05 23.48 25.37 * 23.48
Food & drink 13.58 7.77 7.73 7.89 8.87 6.44 6.21 7.05
Shopping 717 5.62 8.64 349 6.40 5.92 9.63 7.39
Recreation 3.75 .45 1.08 4.17 1.91 2.04 1.26 1.70
Travel/transport 6.06 2.11 3.53 4.29 3.24 3.84 4.26 3.8l

* Not appropriate for spend calculation




Key to temised spend calculations

Serviced

Staying visitors in serviced accommodation in Alnwick (hotel, B&B/guest
house, pub/inn)

Non-serviced

Staying visitors in non-serviced serviced accommodation in Alnwick (rented
self-catering accommodation, touring caravan, static caravan rented or
owned, camping, youth hostel, holiday centre)

VFR Staying visitors with friends/relatives or at second-home in Alnwick
Other {GFre@Ay3a GAAAG2NRE AY AlfWizki(#s QeLrespbnéd (

option 13 in survey)

Staying in Alnwick

Staying visitors in Alnwick. Figure includes Serviced, Non-serviced, VFR and
Other

Staying in MTW

Staying visitors in all MTW destinations. Figure includes Serviced, Non-
serviced, VFR and Other

Staying out
Alnwick

Staying visitors outside of Alnwick. Figure for accommodation is for
comparative purposes only and has not been included in the total
calculations. These visitors are treated as day visitors and therefore
expenditure is not multiplied by nights spent for expenditure per trip.

Staying out MTW

Staying visitors outside of all MTW destinations. Figure for accommodation
is for comparative purposes only and has not been included in the total
calculations. These visitors are treated as day visitors and therefore
expenditure is not multiplied by nights spent for expenditure per trip

Day

Day visitors

Combined Alnwick

Combined spend of visitors staying in Alnwick, staying out of Alnwick, and
day visitors. Figure for accommodation only includes those staying in
Alnwick, excluding day visitors and those staying outside of Alnwick. The
figure is therefore identical to the accommodation spend reported in
Staying in Alnwick column.

Combined MTW

Combined spend of visitors staying in MTW towns, staying out of MTW
towns, and day visitors. Figure for accommodation only includes those
staying in MTW, excluding day visitors and those staying outside of MTW.
The figure is therefore identical to the accommodation spend reported in
Staying in MTW column.

Food & drink

In cafes, pubs, restaurants, hotels etc.

Recreation

Admissions to attractions, theatre/cinema tickets, leisure activities

Total exc acc

This total is derived from adding all spend categories (excluding
accommodation) together using only individuals providing responses for all
categories (food and drink; shopping; recreation; travel and transport).
Because base number of respondents for each category differ, totals cannot
be derived from adding each sub category together ¢ this would be
statistically invalid

Total inc acc

This total is derived from adding all spend categories (including
accommodation) together using only individuals providing responses for all
categories (accommodation; food and drink; shopping; recreation; travel
and transport) (see total base). Because base number of respondents for
each category differ, totals cannot be derived from adding each sub
category together ¢ this would be statistically invalid




6.7.2 Average spend per person per trip

Itemised Alnwick spend per person

per trip
Staying Staying Combine
Non- i out
Serviced | serviced Alnwick
Accommodation 95.96 64.84 * 220.83 90.63 110.93 * 90.63
Food & drink 29.30 54.13 3243 29.63 38.34 8.26 6.91 14.66
Shopping 12.52 44.83 19.06 16.25 25.33 7.26 8.84 12.67
Recreation 19.88 38.23 10.50 36.67 24.85 7.38 4.96 10.49
Travel/transport 25.69 14.31 14.30 38.50 19.08 5.11 5.78 8.82

Total base
* Not appropriate for spend calculation

Itemised MTW spend per person per trip
Non-

Staying Staying Combined
Serviced serviced VFR Other in MTW | out MTW
Accommodation 93.20 105.80 * 84.06 100.84 124.22 * 100.84
Food & drink 42.68 41.79 35.59 20.76 40.23 6.44 6.21 16.59
Shopping 20.34 32.16 62.06 14.27 34.88 5.92 9.63 16.48
Recreation 12.11 11.00 2.95 12.50 9.88 2.04 1.26 4.14
Travel/transport 19.46 9.30 12.35 8.29 11.97 3.84 4.26 6.43

Total base

* Not appropriate for spend calculation




6.8 Visitor demographics
6.8.1 Age and gender

The following chart shows the gender of the respondent completing the survey.

Q36. Gender

73%

27%

Male Female

(X
J Source: NT 2009 Base: 430 (allrespondents)

RESEARCH

The following table is a breakdown by age and gender, based on the respondent’s answers, of all
those in the respondents’ immediate party.

Q37. Age/Gender |

Male ‘Female‘ Total ‘

0-15 6% 8% 14%
16-24 2% 4% 6%
25-34 5% 6% 1%
35-44 8% 10% 18%
45-54 9% 12% 20%
55-64 8% 1% 18%
65-74 4% 6% 1%
75+ 1% 1% 2%

Base  43% 57% 1076 |
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6.8.2 Work situation

Q38. Which of the following best describes your current
situation?

Permanently sick/ disabled

Infull time education

Whollyretired fromwork

Looking after the home

Unemployed

Self Employed (full or part time)
Employed part time (less than 30 hours)

Employed full time (30 hours or more) 44%

(X
J Source: NT 2009 Base: 462 (allrespondents)

6.8.3 Disability

Q40. Do you consider yourself to have a
disability?
95%

5%

Yes No

w Source:NT 2009 Base: 462 (allrespondents)
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Q39. What is your ethnic origin?

Chinese

Black or Black British
Mixed White

Asian or Asian British

Other

2

0%

0%

0%

0%

0%

Source:NT 2009 Base: 461 (allrespondents)
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7. Conclusions

The data suggests that Alnwick is a place where predominantly local people (residents in the
North East) like to go in both spring and summer but benefits from tourists who travel to see its
main attractions — notably Alnwick Castle and The Alnwick Garden.

Overnight visitors in all towns combined are most likely to be staying between 3 and 6 nights
(40%, mean 5.09). Alnwick visitors on average stay for fewer nights than visitors to other towns
(1-2, 44% compared to 28% average).

The dominance of non-serviced accommodation is consistent across each market town except for
Alnwick (and Hexham) whose staying visitors are more likely to be staying in serviced
accommodation (42%).

The composition of groups travelling to Alnwick is in line with other market towns in the region
and is largely composed of adult couples/parties of 2.

There is a clear desire for an increased range of shops in Alnwick, with respondents feeling the
town would benefit from both an increase in well known chain stores as well as ‘local produce’.

People from nearby regions tend to be the repeat visitors. Despite an apparent dissatisfaction
with the retail offer, repeat visitors still return for shopping in the town. Well known shops such
as Barter Books encourage repeat visits.

Although the largest proportion of Alnwick’s overnight visitors stay with friends and family during
their visit, those that stay in the town’s accommodation are highly satisfied with their stay.

The typical expectation for a first time visitor from a day out in Alnwick is likely to include a trip
to Alnwick Castle and/or The Alnwick Garden with leisurely browsing in the town itself including
an opportunity to stop in a coffee shop or for lunch.

Local arts and leisure facilities are not experienced by the majority of visitors. Those that have
visited the town before are attracted by the markets.

For those in a car, van or motorhome, travelling in and around the town, including parking and
parking charges, is generally perceived as easy and reasonable. The data suggests, however, that
once in the town, traffic and feelings of safety become an issue for some visitors.

There is potential to increase satisfaction with public transport in and around the town which
may, in turn, help to reduce any perceived traffic problems by visitors.

Traffic is cited as the main problem with shopping in Alnwick (50% compared to 38% average).
The majority of visitors to each town rated their overall enjoyment as positive (over 78% very
high or high for each). Where there is room for improvement on this index is turning more ‘high’

ratings, into ‘very high’ ratings, and the balance between these is less favourable for Alnwick (16%
very high and 63% high) than most other towns.
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8. Recommendations

Subject/issues Recommendation

2/3 of visitors come from within the NE region

Continue to use Alnwick’s attractor brands to
attract visitors from outside region and
overseas in marketing activity

58% of visitors are staying visitors

Product development opportunity — continue
to grow this higher spending market

Vehicle issues, traffic, road safety and illegal
parking are all cited as the main problem with
the retail offer in Alnwick

Use this study to inform those responsible for
Town Centre development and Public Realm

The majority of visitors were unable to rate the
leisure facilities listed in the survey, but of
those that could, satisfaction is high

Encourage wider marketing of facilities to
visitors

In addition to this report, there are 7 other
town reports and one comparison report

Read this report in conjunction with
comparison report for further context and to
allow for performance benchmarking

Develop cross marketing strategies
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9. Appendices

9.1 Survey

Q1. Which of the following best describes your
visit to Alnwick today?

Page 57

Q6.What sort of accommodation are you staying
in?

Hotel -01
ONE RESPONSE ONLY B&B/Guest House -02
Pub/Inn -03
Leisure trip/ Holiday Rented self catering accommodation -04
Visiting friends or relatives Touring caravan -05
Shopping trip (special) Static caravan i owned -06
Shopping trip (household) Static caravan - rented -07
Business trip Camping -08
Work/study here Youth hostel -09
Other (specify) Holiday centre -10
Home of friend/relative -11
Q2. Where do you live? Second home -12
Other (specify) -13
Home town Q7a. How much has/ will you and your party be
Postcode spending on your accommodation for the

Country (if overseas)

Q3a. Have you come from there today?
Yes -1 No -2
Q3b. Are you returning there today?

Yes -1 No -2
Q4. Do you: (Researcher read out)

duration of your stay at this location (inclusive
of breakfast if included in the price of your
accommodation)?

Put "0" if spent/expect to spend nothing
Don't know /Can't recall/ Refused -

Q7b. How many people does this amount cover?

Live in Alnwickbut dond|1l Close Q8. On this scale how would you rate your
here interview accommodation establishment in terms of the
Live and work in Alnwick 2 Close following? [exclude caravan owners]

interview
Dondt Alniek dutwork 3 Close Very Poor -1 | Good -4
here interview Poor -2 | Very Good -5
Dondt Alnwick dut sShop 4 Close Average -3|Dondt -6
here interview
Just visiting (not business trips) | 5 Go to Quality of Service -1)-2| 3] ‘4] 5| -6

Q5a Quality of -1|-2| 3| 4| 5| -6

Other 6 Close accommodation

interview Value for money -1-2| -3 4] 5| -6

ACl ose i ntTeankvwoueverp much for Q9a. Have you ever visited Alnwick before?

your time and cooperation

Q5a. Where are you staying?

Alnwick -1
Other -2
Specify town: County:

Q5b. How many nights are you spending/will you
have spent in total in this location?

Yes -1 Go to Q9b No-2 Go to Q10a

Q9b. How many times have you visited Alnwick
in the last 12 months?

None -1
Once -2
2-5 times -3
More than 5Stimes -4
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Q10a. How likely are you to recommend Alnwick
to someone else? (READ LIST)

Q13. How would you rate the Tourist Information
Centre against this scale, in terms of:

Very unlikely -1 Goto 10b
Unlikely -2 Go to 10b
Possibly -3 Go to 10b
Likely -4 Goto 10b
Very likely -5 Goto 10b
Donét kn -6 Goto 11l

Q10b. Why do you say that?

Q11. Which of the following areas have you
visited, or do you intend to visit, as part of your
trip? (TICK ALL THAT APPLY)

Very | Poor | Ave  Good Very Dono
Poor Good Know
Ease of
finding -1 -2 | -3 -4 -5 -6
Quality of
service- -1 -2 -3 -4 -5 -6
Usefulness
of -1 -2 -3 -4 -5 -6
information
received

Q14. How would you rate the overall enjoyment
of your visit to Alnwick?

Alnwick Castle -01
Barter Books -02
Hardy & Greys -03
Warkworth Castle -04
Hulne Park -05
Craster -06
Bailiffgate Museum -07
Cragside -08
Howick Hall Gardens -09
Alnmouth -10
Dunstanburgh Castle -11
Hadriands Wall -12
Kielder Forest -13
Woodhorn -14
The Alnwick Garden -15

Q12. Have you been into the Tourist Information
Centre in Alnwick during your visit?

Yes -1 Goto Q13 No -2 Goto Q14

(READ LIST)

Very low -1 High -4

Low -2 Very high -5

Average -3 Dono6t |-6
Know

Q15. What did you like most about Alnwick?

eeeeeeeeeeeeeeeeeeeeee.

Q16. Are you part of an organised group or
coach party?

Yes -1 No -2

Q17. What, if any, additional facilities or services
would have added to the enjoyment of your visit
to Alnwick?

eeeeeeeeeeeeeeeeeeeeeccee

Q18. Which of the following best describes your
main reason for choosing to visit Alnwick
today?(CIRCLE ALL RESPONSES)

Main Other

Reason reasons

(One (Al

response) responses)
The market -01 -01
Shopping/looking -02 -02
around the shops
General sightseeing -03 -03
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Q21. How easy did you find it to park in
Alnwick? (READ LIST)

To visit a specific -04 -04
attraction in the town
(specify attraction)

To visit a specific -05 -05 Very difficult -1
event in the town Quite difficult -2
(specify event) Neither particularly difficult or easy -3
Somewhere for lunch -06 -06 Quite easy -4
Somewhere for -07 -07 Very easy -5
coffee/tea Doné6t Know -6
To use the toilets -08 -08

For a specific service -09 -09 Q22. How would you rate the cost of parking in

(eg bank/post Alnwick? (READ LIST)

office/chemist)

To visit the Tourist -10 -10 Very expensive -1
Information Centre Quite expensive -2
Just passing through -11 -11 About average -3
Visiting friends or -12 -12 Reasonable -4
relatives Very reasonable -5
No specific reason -13 -13 Not applicable (free parking) -6
Other (specify) -14 -14 Dondt know -7

Q23. How easy/difficult do you feel it is to travel

into Alnwick Town Centre?
Q19. Which of the following activities are you

likely to do during your visit to Northumberland? Very easy 1 Fairly
difficult
Walking -1 Fairly easy 2 Very
Cycling -2 difficult
Watersports (specify) -3 Neither 3
Golf -4 easy/nor
Fishing -5 difficult
Wildlife Watching -6
Horse Riding -7 Q24. Can you tell me what, if anything, are the

main problems with the shopping experience in
Alnwick Town Centre? (UNPROMPTED)

Q20. What was the main form of transport you

used to reach Alnwick today? Traffic 1| Street

Lighting
Car/van/motorhome | -1 Goto Q21 Road 2 | Signage &
Motorcycle -2 Go to Q24 safety Information
Bus/coach service | -3 Go to Q24 llegal 3 | Quality of
Coach Tour -4 Go to Q24 parking Footpaths
Train 5 Go to Q24 Safety & 4 | Other
Bicycle -6 Go to Q24 Security (plea.?e)
Walked 7 Go to Q24 spectly)
Ot?]ere(specify) 3 Gg tg 824 Q25. On ascale of 1to 5 (where 5is very good

and 1 is very poor) how would you rate the

following:

1 2 3 4 d/k
Street Furniture | 1 2 3 4 6
Availability of 1 2 3 4 6
public parking
spaces
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Cost of parking | 1 2 3 4 5 6 Dondét know/ Q-1
Safety/security | 1 2 3 4 5 6 recall/Refused
of parking Shopping (including £
facilities souvenirs
Availability of 1 2 3 4 5 6 guidebooks, clothes,
disabled sweets, drinks,
parking spaces food, other purchases).
The quality of 1 2 3 4 5 6
Bus / Ralil Put "0" if spent/expect to
services spend nothing
The regularity 1 2 3 4 5 6
of bus/ rail
Services Don't know/Can't -1
The 12 3 4 5 6 recall/Refused
destinations to Entertainment (including | £
and f_rom admissions to
AInchK served attractions,
by public theatre/cinema tickets,
transport leisure activities)
Safety & 1 2 3 4 5 6
Security T Put "0" if spent/expect to
Daytime spend nothing
Safety & 1 2 3 4 5 6
Security T
Nighttime Don't know/Can't -1

recall/Refused
Q26. To what extent do you agree/disagree with Travel and Transport £

the following statements? Circle the appropriate
number, where 1is strongly agree and 5 is

strongly disagree.

12345d

/

k

60n thel|123456
Alnwick offers
a wide choice
of shop

60n the|123456
the shops in
Alnwick are of
a good

Q27. Thinking about today as a whole, how
much do you expect that you and your
immediate party will have spent today and this
evening in total in Alnwick on the following:

Eating & drinking (in
cafes, pubs, restaurants,
hotels etc.).

£

Costs

How many people do

these amounts cover?

Q28. What improvements would you like to see
to the retail offer in Alnwick? (circle all that

apply)

More 1
Chain
Stores

Longer 5
opening
hours

More 2
shops
offering
local
produce

Dondt 6

Fewer 3
charity
shops

Other 7

Increased | 4
variety of
shops

Put spéntiexpedtto
spend nothing

Please
give
examples
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Q29. Have you ever attended any of these
events?

1 2 3 4 5 d/k

Litter

Graffiti/fly
posting

General
state of
buildings

Street
furniture

Overall
level of
cleanliness

Christmas | 1 Weekly 6
Lights Market
Switch On
Alnwick 2 Continenal 7
Spring Market
Show
Shrove 3 Farmers 8
Tuesday Market
Football
Match
Alnwick 4 Alnwick 9
Food International
Festival Music

Festival
Hotspur 5 Not 10
Festival attended

any

Q30. On a scale of 1to 5 (where 5is very good
and 1is very poor) how would you rate the
following venues for eating and drinking in
Alnwick:

Shop
frontage

Q33.0n ascale of 1to 5 (where 5is very good
and 1is very poor) how do you rate Alnwick as:

1 2 3 4 5 d/k

Aplace |1 2 3 4 5 d/k
to shop

Aplace |1 2 3 4 5 d/k
to visit

Aplace |1 2 3 4 5 d/k
to enjoy
yourself

1 2 3 4 5 dk
Resturants/Bistros |1 2 3 4 5 6
Sandwhich shops 1 2 3 4 5 6
Take aways 1 2 3 4 5 6
Coffee shops 1 2 3 4 5 6
Pubs and clubs 1 2 3 4 5 6

Q31.0On ascale of 1to 5 (where 5is very good
and 1is very poor) how would you rate the
following arts and leisure facilities in Alnwick:

The Playhouse 1 2 3 4 5 dk

Q34. We are interested in your opinion of
various aspects of Alnwick. On this scale
(SHOWCARD 2), how would you rate the
following:

Willowburn Sports 1 2 3 4 5 6
& Leisure Centre

The Lions Den 1 2 3 4 5 6
Alnwick Golf Club 1 2 3 4 5 6
Swansfield Park 1 2 3 4 5 6

Q32. On ascale of 1to 5 (where 5is very good
and 1is very poor) what do you think of the
general state of the Town Centre with regard to:

Very poor 1 Good 4
Poor 2 Verygood 5
Average 3 Dondt 6

know
The Market Didnoét use/ |
Range of -1 -2 -3 -4 -5 -6
stalls
Presentation | -1 -2 -3 -4 -5 -6
of stalls
Quality of -1 -2 -3 -4 -5 -6
goods on
sale
Quality of -1 -2 -3 -4 -5 -6
service from
stallholders
Shops Di dnoé# use
Range of -1 -2 -3 -4 -5 -6
shops (of
interest to
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Range of -1 -2 -3 -4 -5 -6 appearance
shops (of
interest to
me as a
visitor)
Quiality of -1 -2 -3 -4 -5 -6
goods on
sale
Quality of -1 -2 -3 -4 -5 -6
Service
Placestoeatanddrink Di dndé# use
Range -1 -2 -3 -4 -5 -6
Quality of -1 -2 -3 -4 -5 -6 Q35. How would you make this town centre
food better? (Unprompted)
Quality of -1 -2 -3 -4 -5 -6
service Improved Improved
Value for -1 -2 -3 -4 -5 -6 Parking Leisure
money Facilities
Museums and other Di dnd&¥ use Improved Safety and
places to visit in the Accessibility Security
town Better Other 6
Range -1 -2 -3 -4 -5 -6 Retail offer
Level of -1 -2 -3 -4 -5 -6
interest
Quality of -1 -2 -3 -4 -5 -6
service
Value for -1 -2 -3 -4 -5 -6
money
(where
admission
thiég;es e Q36. Sex (DO NOT ASK)
Ease of finding way Male 1 Female 2
;rg;dngéns 1 ) 3 4 5 6 Q37. Inclgding ypurself, how many people in
Pedestrian 1 ) 3 2 5 5 your |m_med|ate party are male and female,
signs gnd which of these age groups do they fall
into? (WRITE IN NUMBERS)
anlngaan * 2 2 4 > © Age Male Female
information g 823124
boards c 25-34
Cleanliness | -1 -2 -3 -4 -5 -6 o) 35:44
of streets:
Public Toilets: Didné&# use E 45-54
Availability [-1 2 3 -4 5 - F 55-64
Cleanlness |-1 2 3 4 5 -6 G 65-74
Overall impression of H 75t
é:‘,;',ve'gf " terr?ls of 2 3 A 5 6 Q38. Whiph of the following best describes your
atmosphere current situation:
\llzvitleclzlgr%gf -1 2 -3 -4 5 -6 Employed ’ 1| Wholly ’
General 1 2 3 4 15 6 full time retired
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Employed 2 | In full time 7
part time education
(less than
30 hrs)
Self 3 | Permanently
employed sick/disabled
(full or part
time)
Unemployed 4 | Other
Looking 5 | Please
after the specify other
home

Q39. What is your ethnic origin?

Thank you very much for your time and
cooperation

To be completed by interviewer:

(White) 1 (Mixed) White 9 Q41. Location of Interview:
British and Black

African Bondgate/ 1 Fenkle 4
(White) Irish | 2 | (Mixed) White | 10 Hotspur Street/

and Asian Tower Narrowgate
(White) Other | 3 | (Mixed) Other | 11 (junction)

Iceland, 2 Other 5

(Asian or 4 | (Black or Black |12 Bondgate
Asian British) British) Within
Pakistani Caribbean Market 3
(Asian or 5 | (Black or Black |13 Place/Paikes
Asian British) British) African Street
Bangladeshi
(Asian or 6 (Black or Black | 14 )
Asian British) British) Other Q42. Day of Interview:
Indian .
(Asian or 7 | Chinese 15 Wednesday 1 Friday 3
Asian British) Thursday 2 Saturday 4
Other ] _
(Mixed) 8 Other 16 Q43. Time of Interview (24-hour clock)
White and
Black
Caribbean

Please state other

Q40. Do you consider yourself to have a

disability?

Q44.

Interviewer name

Interviewers signature

Date

Checked by supervisor

Yes 1 No 2

| declare that this interview has been carried out

strictly in accordance with your specification and has
been conducted within the MRS Code of Conduct
with a person unknown to me.

Time Weather
1100-1300 | -1 Wet -1
1301-1500 | -2 Cloudy -2
(Completely
overcast)
1501-1700 | -3 Sunny (or -3
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9.2 Verbatim comments

QI17. What, if any, additional facilities or services would have added to the

enjoyment of your visit to this area?

a few more shops

a few more shops

a few more shops

a park & ride system

a youth hostel

The Alnwick Gardens were gorgeous

an art centre a place where you could go and learn

an outdoor swimming pool

better choice of restaurant

better parking

better parking less congestion

better places to eat

bigger market

bit more variety in shops

can't think

cheaper parking

during festivals have coverage over stage during wet weather

few more clothes shops

few more shops

few more shops

few more shops

few more shops and food shops

few more shops modern shops

few more shops open no one seems to open very early

few more sinks in campsite

fine weather all the time

good weather

good weather

i think the prices are too high for all the historical interests when you have to a family

improve parking

it's very expensive to do things when you have a family

just got here

keep in old fashioned and specialised

less traffic

lower kerbs on the pavements for disabled people

maybe a better retail offer

maybe a few more shops

maybe a few more shops to take woolworth's place

maybe a list of b&b & vacancies
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maybe more shops

maybe more shops occupied

more bigger market

more cafes for coffee etc

more chain stores

more for younger people (children)

more free parking

more info on events for a year ahead as a visitor it would be nice to have a year ahead

more modern attractions eg museums

more places to park for free

more pubs

more retail shops

more retail shops

more shop facilities

more shops

more shops

more shops

more shops

more shops

more shops

more shops

more shops

more shops

more shops

more shops

more shops

more shops and stores

more shops in town

more shops less cafes

more taxi's available

more tour guides in Alnwick

music festival

new more shops

none

none

none it seems to have everything you need

none the historical places are expensive

not sure

not sure

not sure enjoyable day

not sure it seems very old world more shops up to date and modern shops

not sure yet
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nothing

nothing

nothing

nothing

nothing

nothing

nothing

nothing

nothing

nothing

nothing

nothing

nothing

nothing & nearer campsite

nothing really

on busy day parking can be difficult

outdoor water park

park for kids

parking was slightly more busy than usual

provision for rain at music festival

shops

shops are closing so it would be nice to see them full

shops for the wife

shops for younger people

shops improved

shops poor need more of a centre

shops they are too old fashioned need updating

shops/parking

should be more about harry potter for children

shouldn't think so

sunshine

the sun

the weather could be better

Ql8a.Whi ch of the following b

your MAIN reason for choosing to visit this area today?

a wedding
The Alnwick Gardens

The Alnwick Gardens
The Alnwick Gardens

bank
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barter books

castle

castle

castle & gardens

castle gardens

castle gardens

castle harry potter

day out

day out

day out

family wedding

food festivals other fest

garden

gardens

gardens and day out

holiday

house hunting

house searching

mini break

music festival

music festival

music festival

music festival

music festival

music festival

our caravan is sited here

school

the castle

the castle

the gardens

the gardens

wedding

wedding

wedding

weight loss club

QI8b.Whi ch of the foll owing b

any OTHER reason for choosing to visit this area today?

The Alnwick Gardens
The Alnwick Gardens

The Alnwick Gardens
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The Alnwick Gardens

caster gardens

castle

castle

castle

castle

castle & gardens

castle & gardens

castle and gardens

coastal walks

day out

donate to charity shops books

garden castle

gardens

gardens & castle

music festival

the gardens

the gardens

visit beach at Alnwick

wait for rac broke down

Q24. Can you tell me what, if anything, are
the main problems with the shopping

experience In The Town Centre?

a lot of shops are closing

arch needs traffic lights

better shops

better shops

difficult to walk on cobbles

difficulty walking on cobble

lots of building work

lots of shops closed down

makes hard to cross the road

more shops

more shops

no crossings

not a great choice of shops

not a lot of clothing shops

not a lot of shops

not a lot of shops

old shops
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parking

parking facilities

roads busy

size of the tower

some shops are closing

the arch congestion

the entrance is tight & busy

the narrow pavements

the shops are shutting down

too many $1 shops

too many cars

too much traffic

uneven cobbles

uneven parking surfaces

Q28. What improvements would you like to
see to the retail offer in the area? please give

examples

a good general store

activity centre

anything really

bigger market

bigger market

empty shops filled

fashion shop for young professionals good quality

free parking

marks and spencer

Men’s clothes and children’s

men's clothes shops and children's

modern

modern shops for younger people

modern shops river island next

more clothes shops

more craft shops

more high street stores

more hiking outdoor shops

more small shops

park & ride

primark

primark sports shops

primark zara newlook

too many charity shops/shops selling more local
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unique shops

up to date shops more modern
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