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1.0
Background, Objectives and Methodology


Background

1.1
This document sets out the findings of a programme of business and shopper research that was designed to provide input to the development of a BID Proposal in Clarkston, which will be put to a democratic vote in Spring 2010.
1.2
Two separate strands of research were undertaken:

· A postal survey of businesses within the proposed BID area which secured 51 responses.

· An in-street survey, which targeted 100 visitors to the Clarkston area.
1.3
This report will address each survey separately, providing results in graphical form with associated commentary. Detailed data tables and a listing of verbatim comments are available in Appendix 2 and 3.
2.0
Business Survey

2.1
Respondent businesses were asked, firstly, to list the three most important things they liked about Clarkston as a business location, and the results of this are shown below:
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Figure 2.1: Three Best Things About Clarkston
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In order of importance tell us the three things that you like most about Clarkston as a business location.

From a business perspective, respondents are most likely to appreciate that Clarkston is a friendly area in terms of the people who use it. Also, adequate public transport makes the area accessible for people and the fact that there is some affluence in the area is also noted by businesses. 

2.2
Businesses were then asked to list the three most important things they disliked about Clarkston as a business location, which can be seen in the following graph.
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Figure 2.1: Three Worst Things About Clarkston
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In order of importance tell us the three things that you dislike most about Clarkston as a business location.
It is quite clear from the graph above that parking is considered to be the main problem for businesses in Clarkston, followed by a lack of variety for customers and also an awareness of the number of charity establishments in the area. 

2.3
A number of statements about the Clarkston area were listed in the questionnaire and respondents were asked to indicate their level of agreement with these statements on a five point scale from strongly agree to strongly disagree. Figure 2.3(a) and Figure 2.3(b) below illustrate the proportion of respondents who agree or strongly agree with each statement about the Clarkston area.
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Figure 2.3(a): Statements About the Clarkston Area
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As can be seen from the graph above, respondents are more likely to agree that the area is easily accessed by bus, train or on foot.
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Figure 2.3(b): Statements About the Clarkston Area
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However, respondents are less likely to agree that the area has adequate parking facilities or that there are enough police patrols covering the area.
2.4
Figure 2.4 over the page shows respondents’ overall view of Clarkston as a place to do business.
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Figure 2.4: Overall View of Clarkston as a Place to do Business
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What is your overall view of Clarkston as a place to do business?
Encouragingly, the majority of respondents (71%) perceive Clarkston to be a good or very good place to do business. 

2.5
Awareness amongst businesses of the BID concept and that their own premises is located in the BID area is illustrated in Figure 2.5 below.
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Figure 2.5: BID Awareness
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Are you aware of the Business Improvement District (BID) concept and that your premises are located in a BID area?

Almost a third of respondents (29%) had no prior knowledge of the BID concept or that their premises is located in the BID area.
2.6
Clarkston BID identified seven key areas that may be supported by the BID. Businesses were asked to rate them in terms of importance on a five point scale from very important to not at all important. Figure 2.6 below shows the proportion of respondents stating important or very important for each key area.
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Figure 2.6: Level of Importance of BID Key Areas
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As can be seen, high levels of importance are accorded to all key areas with slightly more importance being stressed in relation to ‘Accessibility’, ‘Awareness and Understanding’ and ‘Enhancing the Retail Mix’.
2.7
Respondents were then asked to rank the key themes in order of importance. Figure 2.7 over the page details the incidence of each of key area appearing in individual respondents’ top three choices.
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Figure 2.7: Key BID Areas - Ranked in Order of Importance
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Please rank these in order of importance with 1 being the most important and 7 being the least important.
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As can be seen, the most important theme is that of ‘Accessibility’, which is cited in the top three of 54% of businesses. The themes of ‘Enhancing the Retail Mix’ and ‘Awareness and Understanding’ are also felt to be important.

Respondents were also asked to comment on whether or not there are any other projects / ideas that they think might improve business within the Clarkston BID area. Some illustrative comments are listed below:
“Carnival day once a year with stalls or to create a family day out.”

“Full parking should be restored to car park above parade.”

“The importance of getting the press, i.e. The Extra, Glasgow Herald etc, talking about what’s happening business wise and not just be interested in selling us advertising space.”

A full listing of verbatim responses can be found in Appendix 3.
2.8
A number of priorities have been identified under the key area of ‘Awareness and Understanding’. Each of these priorities were then ranked by respondents in order of importance. Figure 2.8 below details the incidence of each priority appearing in individual respondents’ top three choices.
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Figure 2.8: Awareness and Understanding
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Please rank these in order of importance with 1 being the most important and 7 being the least important.
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The most important priority under ‘Awareness and Understanding’ is undertaking advertising and PR with key media to promote the Clarkston area which is cited in 66% of businesses’ top three. This is closely followed by the need for better signage for businesses (63% rank in top three) which respondents are slightly more likely to cite as their number one priority (27%).
2.9
Respondents were shown a list of suggested brand names for the Clarkston BID area and asked to say which these names they like best. Figure 2.9 below illustrates the most popular names.
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Figure 2.9: Brand Identity
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If the Clarkston BID area was to be branded to give it an identity that can be used to promote the area, which of these names most appeals to you?
As shown above just over a third of respondents (35%) do not favour any of the suggested names. However, the most popular names amongst the remaining proportion of respondents are ‘The Clarkston Centre’ (27%) and ‘Clarkston Shopping Centre’ (18%).
Respondents also provided some of their own brand name suggestions. A selection of these suggestions is listed below:

“Clarkston Toll"

“The heart of Clarkston”

“Don't see why you use Clarkston in your brand name as you attract everyone from all areas. "The Heart" or something more catchy would be better”

A full listing of verbatim responses can be found in Appendix 3.

Respondents were also asked to comment on whether or not there are any other initiatives that they think might improve the awareness and understanding of the Clarkston BID area. Some illustrative comments are listed below:

“Community fair involving local businesses at overleaf park or similar”

“Website - events, promotions, links to all businesses”

“Articles in local free press. Posters. Large advertising with prime sight. Post office advertising”

A full listing of verbatim responses is shown in Appendix 3.

2.10
Four priorities have also been identified under the key area of ‘Marketing and Promotion’. Each of these priorities were then ranked by respondents in order of importance. Figure 2.10 below details the incidence of each priority appearing in individual respondents’ top three choices.

Figure 2.10: Marketing and Promotion

Please rank these in order of importance with 1 being the most important and 7 being the least important.





Under the key area of ‘Marketing and Promotion’ the most important priority is encouraging shared promotional campaigns between Clarkston businesses to encourage shoppers to broaden their shopping. This is the number one priority for almost half of respondents (49%) and is cited in 61% of their top three.
Respondents were then asked whether or not there are any other initiatives that they think might improve the marketing and promotion of the Clarkston BID area. Some illustrative comments are listed below:

“Local business grants for self-promotion and/or linked with other local businesses.”

“A collective website with links to retailers involved.”

“Multi page booklet like mini Yellow Pages with offers and coupons, every three months.”

“Cross marketing between businesses.”

A full listing of verbatim responses can be seen in Appendix 3.
2.11
No particular priorities have yet been identified under the key area of ‘Safety and Security’. Therefore respondents were asked an open ended question about the types of things that they felt would be important. The answers to this question have been collated into broad themes which are detailed in Figure 2.11 over the page.

Figure 2.11: Safety and Security

If the Clarkston BID area was to be branded to give it an identity that can be used to promote the area, which of these names most appeals to you?
Respondents’ comments fell into three broad categories, with the most prevalent being the need for more police patrols (68%). However, approximately only half of respondents were able to answer this question.
2.12
A number of priorities have also been identified under the key area of ‘Accessibility’. Each of these priorities were then ranked by respondents in order of importance. Figure 2.12 below details the incidence of each priority appearing in individual respondents’ top three choices.

Figure 2.12: Accessibility

Please rank these in order of importance with 1 being the most important and 7 being the least important.






The most important priority under ‘Accessibility’ is a review of parking arrangements in the Clarkston BID area with view to improving the availability of appropriate parking which is the number one priority for 53% of businesses and is cited in 67% of businesses’ top three. 

Respondents also suggested other initiatives that they think might improve accessibility to the Clarkston BID area. Some illustrative comments are over the page:

“Make the Main Street a pedestrian walkway.”

“Remove parking changes in car park above parade of shops.”

“More parking.”

“Parking generally isn't too bad if you know where to go. So probably requires better signage.”
A full listing of verbatim responses can be found in Appendix 3.
2.13
Under the key area of ‘Enhancing the Retail Mix’, a number of priorities have also been identified. Each of these priorities were then ranked by respondents in order of importance. Figure 2.13 below details the incidence of each priority appearing in individual respondents’ top three choices.

Figure 2.13: Enhancing the Retail Mix

Please rank these in order of importance with 1 being the most important and 7 being the least important.






As can be seen, the most important priority relates to encouraging appropriate diversification of the retail mix in Clarkston, which is the number one priority for 47% of businesses and is cited in the top three of 69% of businesses.
A number of other initiatives were suggested by respondents in relation to enhancing the retail mix in the Clarkston BID area. Some illustrative comments are shown below:

“Attempt to encourage landlords to make rental levels more attractive.”


“Introduce clothes shops that are not charity shops.”

“A farmers market in the Clarkston Library car park once a month would bring people to the area.”
A full listing of verbatim responses is shown in Appendix 3.
2.14
Four priorities have also been identified under the key area of ‘Cleanliness and Appearance’. Each of these priorities were then ranked by respondents in order of importance. Figure 2.14 below details the incidence of each priority appearing in individual respondents’ top three choices.

Figure 2.14: Cleanliness and Appearance

Please rank these in order of importance with 1 being the most important and 7 being the least important.






The most important priority under ‘Cleanliness and Appearance’ is providing banner points that can be used to put up banners to promote local activity which is cited in 60% of businesses’ top three. This is closely followed by the need to investigate a shop front improvement scheme (57% rank in top three) which respondents are more likely to cite as their number one priority (39%).

Respondents were also asked to comment on whether or not there are any other initiatives that they think might improve the appearance and environment of the Clarkston BID area. Some illustrative comments are listed below:

“Christmas lights and trees.”

“Seating, wider pavements, shelters, painting, street architecture”.

“Remove old railings and fit new ones at crossings, remove bollards, have a few more bins”.

A full listing of verbatim responses can be found in Appendix 3.
2.15
As with other key areas priorities have also been identified under the key area of ‘Events’. Each of these priorities were then ranked by respondents in order of importance. Figure 2.15 below details the incidence of each priority appearing in individual respondents’ top three choices.

Figure 2.15: Events

Please rank these in order of importance with 1 being the most important and 7 being the least important.





In relation to ‘Events’, respondents’ priorities are not as clear cut with the main priority only marginally out ranking  the 2nd and third priorities. However, as shown above respondents’ main priority is the creation of a ‘Clarkston Day’ which could be held in late spring / early summer as a focal point to promote Clarkston and its businesses. This is cited in the top three of 59% of businesses and is the number one priority for 25%.
A number of other comments regarding events were made by respondents. Some illustrative comments are shown below:

“Street fair where the street is closed to traffic and have markets, public information service stalls, same as in West End, Cambuslang etc.”

“On a seasonal basis, all shops/businesses use a themed display with individual interpretation within their shop fronts. Potentially develop as a tradition promoting Clarkston.”

“Events with retail ideas would only take sales off established businesses who have to pay rent a rates”

A full listing of verbatim responses can be found in Appendix 3.
2.16
Figure 2.16 below illustrates whether or not business would, in principle, be in favour of a BID being set up in the Clarkston area.

Figure 2.16: Potential BID Support

In principle, would you be in favour of a BID being set up in Clarkston as described above?
A large minority of businesses (37%) would be in favour of a BID being set up in Clarkston, whilst a further 29% say that they may be in favour. This means that potentially two thirds of businesses could vote in favour of the BID when it is put to a democratic vote in 2010.
2.17
The Clarkston Business Improvement District will be funded by a levy to the businesses in the area. The levy rate favoured by businesses if the BID was to go ahead is shown in Figure 2.17 below.

Figure 2.17: Levy Rate

In principle, what levy rate would you be willing to pay, for a period of five years, to make the BID happen?
Of businesses who support the BID in principle, most are likely to favour a 3% levy, although there is also significant support for a 3.5% levy.
2.18
For benchmarking purposes businesses were then asked whether there have been any changes in their turnover in the past 12 months. Figure 2.18 below illustrates these changes in turnover.

Figure 2.18: Change in Turnover

If a bid is successful, the following baseline information will be useful as a benchmark, to measure any future change to your business turnover. In the past 12 months has your turnover…..?
As shown above just over a third of respondents have seen their turnover decline in the past 12 months with only 6% of businesses seeing any increase. If we exclude from the base those who do not wish to disclose their turnover information, 53% have seen their turnover decline, whilst 9% have seen an increase. 
2.19
Those businesses who have seen a change in their turnover in the past 12 months were then shown a list of potential influences on turnover change and asked to indicate which, if any, had a positive or negative influence. Figure 2.19 below shows the results for this, although it should be noted that this is based on a very small number of businesses.

Figure 2.19: Influences on Change in Turnover

Have any of the following influenced this change?

Despite the small numbers these results are based on, the indications are that change in footfall, competition and parking have been positive influences for some and almost equally negative influences for others. 
2.20
Finally, business respondents were asked how confident they are about their future business performance. These results are illustrated in Figure 2.20 over the page.

Figure 2.20: Future Business Performance

How confident are you about your future business performance in the town?
Encouragingly, the majority of business responding to this question (65%) are either very or quite confident about their future business performance. The remaining respondents are more likely to be unsure how confident they are (22%) as opposed to being not very confident (13%).
3.0
Shopper Survey

Respondent Profile

3.1
The majority of interviewees for the Customer Survey were female (60%) as opposed to male (40%)

3.2
As can be seen below in Figure 3.1, there was a reasonably even spread throughout all age groups, with a slight bias towards an older respondent.

Figure 3.1: Age

3.3
The majority (62%) of interviewees were either from Clarkston itself or from the immediate surrounding areas.

Figure 3.2: Where do you Live?

3.4
Taking the mid point from the income bands below we can calculate that the average gross annual income of respondents is £22,791.

Figure 3.3: Gross Annual Income

What is the approximate gross annual income (i.e. before tax) of your household?

Shopper Experience
3.5
Figure 3.4 below illustrates the main reasons why respondents had visited Clarkston on the day of the interview.

Figure 3.4: Key Reason for Visit

What are the key reasons for you being in Clarkston today?

The vast majority of respondents were visiting the Clarkston area to shop, whilst a large minority were also visiting to use local services.
3.6
Those who came to Clarkston to shop were asked what type of shopping they had come to do. The ten most common types of shopping are shown in Figure 3.5 below.

Figure 3.5: Main Types of Shopping (top ten)

What kind of shopping are you doing?

Convenience shopping such as Tesco or Co-op etc is clearly the main kind of shopping Clarkston is used for, followed by significant minority groups using newsagents, pharmacies, bakers, charity shops and butchers.
3.7
Respondents coming to Clarkston to use the local facilities were asked which services they were coming to use. Figure 3.6 below illustrates the main types of services respondents came to Clarkston to use.

Figure 3.6: Main Types of Services

What local services are you in the area to use?

Restaurants and cafes are the most popular type of service amongst visitors to Clarkston, followed by the Post Office.
3.8
Respondents main reasons for using the facilities in Clarkston are detailed in Figure 3.7 below.

Figure 3.7: Reasons for Using Facilities in Clarkston

Why do you shop / use the facilities in the Clarkston area?

Convenience is clearly the main reason for the majority of respondents to use the facilities in Clarkston. Encouragingly, just under a third of respondents (30%) say that they use the facilities in Clarkston because of the variety of shops and businesses.

A significant proportion of ‘other’ responses were also provided. Most of these relate to meeting with friends or relatives.

3.9
Figure 3.8 below shows the specific factors which might put respondents off visiting Clarkston to use its shops and facilities.

Figure 3.8: Deterrents to Using Facilities in Clarkston

What puts you off shopping / using facilities in Clarkston?

A little over two thirds of respondents (68%) could not provide any deterring factors, although parking is an issue for a quarter of respondents. Some illustrative comments from those providing ‘other’ responses are listed below.
“Pavements”

“Volume of traffic”

“Prefer modern centres like Silverburn”
A full listing of verbatim responses can be found in Appendix 3.
3.10
Respondents were then asked to list the three best things about shopping or using the facilities in Clarkston. The results of this are shown below.

Figure 3.9: Three Best Things About Clarkston

What are the three best things about shopping / using the facilities in the Clarkston area?

The majority of respondents cite the local shops and facilities that they use as the best thing about Clarkston and for most, the second best thing is the convenience of the local shops and facilities.
3.11
Conversely, respondents were then asked to list the three worst things about shopping or using the facilities in Clarkston. The results of this are shown below.

Figure 3.10: Three Worst Things About Clarkston

What are the three worst things about shopping / using the facilities in the Clarkston area?

The volume of traffic respondents experience when visiting Clarkston and attempting to cross main roads is seen as an issue for the majority of respondents. A large minority (46%) also see parking as a major issue when visiting Clarkston. 
3.12
Respondents’ feeling of safety in Clarkston both at night and during the day is illustrated in Figure 3.11 below.

Figure 3.11: Feeling of Safety

Do you feel safe in Clarkston?


There is little evidence to suggest that visitors to the Clarkston area feel unsafe in anyway during the day or at night. In fact, the majority say that the feel ‘very safe’ during the day and at night in Clarkston. It is worth noting that the base figure for respondents’ feeling of safety at night is smaller due to the proportion of people who do not visit Clarkston at night and therefore cannot comment.
3.13
The frequency with which respondents visit the Clarkston area is shown in Figure 3.12 below.

Figure 3.12: Frequency of Visits

How often do you visit the Clarkston area?

It is encouraging that the vast majority of visitors to Clarkston (82%) are regular users of the area, i.e. they visit the area weekly or more frequently.
3.14
Figure 3.13 below illustrates the change in respondents’ frequency of visits to Clarkston in the last year.

Figure 3.13: Change in Frequency of Visits

How has this changed over the last year?

The vast majority of respondents visit Clarkston with the same level of frequency. However, more respondents are visiting Clarkston more often (10%) than are visiting less often (5%).

Respondents who visit Clarkston more or less than they used to were asked why this has changed. Some illustrative comments are listed below.


Visit more


“Doing voluntary work in charity shop”


“Friends just moved here”

“Visit more because of granddaughter and family”

Visit less
“Not as pleasant as it used to be. Too much traffic - shops needing upgraded”
“Don't like parking facilities, not enough”
“Not as agile as I used to be”

3.15
Visitor spend in the area is illustrated in Figure 3.14 below.

Figure 3.14: Spend in Clarkston

On average, approximately how much do you spend per visit to Clarkston?

Taking the mid point values from the bands above we can calculate that the average spend per visit is £20.

3.16
Respondents were then asked what things could be done to encourage respondents to use the Clarkston area more often. These results are illustrated below in Figure 3.15.

Figure 3.15: Encouraging More Frequent Visits

Which of the following would encourage you to use the Clarkston area more often?

The majority of respondents (57%) state that making the area more accessible in terms of parking, improving pavements and public transport would be the main factor to encourage more use of the Clarkston area. Making improvements to the look and cleanliness of the area is also an important factor (35%), although approximately a third of respondents (32%) cannot think of any improvements that would encourage them to visit more often.

Respondents were also asked if they could think of anything else that might encourage them to visit Clarkston more often. Some illustrative comments are listed below.
“If street was pedestrian to make it easier and a more pleasant experience”

“Traffic calming”


“Easy Parking”

“Better range of shops”
A full listing of verbatim comments is listed in Appendix 3.
3.17
The main methods of transport respondents’ use to get to Clarkston is shown in Figure 3.16 below.

Figure 3.16: Travelling to Clarkston

How do you get to Clarkston?

Given the large proportion of respondents that live in Clarkston area it is not surprising that a large minority (38%) walk to the Clarkston BID area, whilst the other most significant form of travel is via car as the driver (42%). Those making use of public transport i.e. bus or rail, constitutes less than a quarter (21%).
3.18
Respondents were asked to rate the accessibility of Clarkston in relation to their main method of transport on a five point scale from very good to very poor. Figure 3.17 below illustrates respondents’ rating good or very good for the four main methods of transport.

Figure 3.17: Travelling to Clarkston – Rating of Main Methods

Thinking of your chosen method of transport. How would you rate the accessibility of Clarkston? % stating good or very good

It is apparent that accessibility to Clarkston by car is much less likely to be considered good or very good by comparison to other methods of transport.
3.19
Those who travelled to Clarkston on the day of the interview by car were asked how easy it was to find a parking space. These results are shown below in Figure 3.18.

Figure 3.18: Travelling to Clarkston – Finding a Parking Space

If you travelled by car today, how easy was it to find a parking space?

One possible reason for respondents driving to Clarkston being less likely to rate the experience as good or very good is difficulty in parking. Less than half of respondents travelling by car (48%) found it easy of very easy to find a parking space, whilst a significant minority (28%) found it hard or very hard.
3.20
Respondents were then asked to rate various aspects of the Clarkston area on a five point scale from very good to very poor. Figure 3.19 illustrates ratings for each aspect where respondents have stated good or very good. 

Figure 3.19: Rating of Clarkston

How would you rate Clarkston in relation to the following?

 % stating good or very good

The Clarkston area is rated very highly in terms of available services, signage and food, whether ‘sit in’ or ‘takeaway’. However, respondents are much less likely to rate the area positively in relation to cleanliness and overall appearance.

Respondents were also asked if they could think of any new services or shops that Clarkston can benefit from. A selection of responses is listed below.

“General lick of paint to smarten the place up”

“More clothes shops”


“Fishmongers”


“Local crafts”


A full list of verbatim responses can be found in Appendix 3.

3.21
Other areas that visitors to Clarkston might use instead of or as well as are detailed below in Figure 3.20.

Figure 3.20: Competition

What other areas would you consider shopping in / using the services of instead or as well as Clarkston?

Not surprisingly, the large shopping centres within easy access of Clarkston such as East Kilbride, Silverburn and Glasgow City Centre are places where respondents would consider using instead of or as well as Clarkston. 
3.22
Finally, respondents were shown a list of suggested brand names for the Clarkston BID area and asked to say which these names they like best. Figure 3.21 below illustrates the most popular names.

Figure 3.21: Brand Identity

If the Clarkston BID area was to be branded to give it an identity that can be used to promote the area, which of these names most appeals to you?
As shown above just over a half of respondents (52%) do not favour any of the suggested names. However, the most popular names amongst the remaining proportion of respondents are ‘The Clarkston Centre’ (27%) and ‘Clarkston Shopping Village’ (16%).
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