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1.
Introduction

1.1
Background

This survey of visitors to Selsey and East/West Wittering was commissioned by Visit Chichester and undertaken by the Research Unit of Tourism South East between August and October 2010.  Similar surveys were undertaken in Selsey and East/West Wittering during the summer of 2006.  

The aims of the 2010 research were to: provide up to date information on the origin and profile of visitors; to establish the characteristics of their visits; to explore visitor views on the strengths and weaknesses of Selsey and East/West Wittering as visitor destinations and evaluate visitor opinions on specific aspects of the ‘visitor experience’.  The research findings will be used to help guide tourism related policies and development within the Chichester District.

1.2
Objectives

The objectives the visitor surveys were as follows:

i)  
To provide basic data on the profile, origin, behaviour, use of facilities and opinions of visitors to Selsey and East and West Wittering to help improve understanding of tourism within the coastal towns and villages of the District.

ii)  
To identify the main reasons why visitors come to Selsey and East/West Wittering and their particular likes and dislikes.

iii) To provide accurate local information on the characteristics of visits and influence of marketing and promotional activities on visits.

iv) 
Where possible, to allow emerging trends to be identified so that more informed decisions can be made in relation to future marketing and visitor provision in this part of the Chichester District.

1.3
Methodology

In order to meet the above objectives a face to face questionnaire survey was carried out by market research interviewers over 20 interviewing sessions between 17th August and 23rd October 2010. Adults were sampled on a random basis at key locations within Selsey and East/West Wittering over both weekdays and weekends.

The sample achieved at each location is shown in Table 1, below.

	Table 1: Survey locations and sample achieved

	Selsey
	
	
	Witterings
	
	

	Base
	198
	
	Base
	203
	

	
	
	
	
	
	

	Hillfield Road shops
	76
	39%
	East Wittering village shops
	158
	78%

	East Beach
	60
	30%
	West Wittering beach car park
	45
	22%

	Selsey beach/seafront
	62
	31%
	
	
	


To ensure consistency with the definition of a ‘visitor’, a filtering process was used to exclude residents of Chichester District from the survey and those on day visits to Selsey or East/West Wittering for non-leisure purposes – e.g. trips concerned with their normal work, study or household shopping. Also, because satisfaction surveys rely on visitors having used or experienced a particular service or facility, interviewing was not conducted before 11am and only those who were at least half way through their visit were interviewed.

It is acknowledged that on-site visitor surveys of this type are liable to under-represent certain sectors of the visitor market, including touring coach parties and staying business visitors.  Overseas visitors are also likely to be under-represented, since interviews are conducted in English and therefore tend to exclude non-English speakers. 

1.4
Statistical Reliability

All sample surveys are subject to statistical error that varies with the sample size. Table 2 below shows the respective sample achieved for each location and gives the margins within which one can be 95% certain that the true figures will lie (assuming the sample is random).

	Table 2: Sample size and margins of error at 95% confidence interval

	
	Result
	10% or 90%
	20% or 80%
	30% or 70%
	40% or 60%
	50%

	
	Sample
	+/-
	+/-
	+/-
	+/-
	+/-

	
	
	
	
	
	
	

	Selsey visitors
	198
	4.2
	5.6
	6.4
	6.8
	7.0

	East/West Wittering visitors
	203
	4.1
	5.5
	6.3
	6.7
	6.9

	All visitors
	401
	2.9
	3.9
	4.5
	4.8
	4.9


The figures shown are at the 95% confidence limit.  This means, for example, we can be 95% certain that, if 50% of all visitors are found to have a particular characteristic or view, there is an estimated 95% chance that the true population percentage lies within the range of +/- 4.9%, i.e. between 45.1% and 54.9%. The range for all visitors to Selsey and Wittering are 7.0 and 6.9 respectively.

The margins of error shown above should be borne in mind when interpreting the results contained in this report.

1.5
Presentation of Results

Key findings are presented under the following headings:

SYMBOL 183 \f "Symbol" \s 10 \h
Profile of visitors

SYMBOL 183 \f "Symbol" \s 10 \h
Characteristics of visit

SYMBOL 183 \f "Symbol" \s 10 \h
Visitors' views and opinions

Key findings generally refer to all visitors; however commentary is provided where there is a significant difference between visitor types (e.g. day and staying visitors).  Where appropriate, comparisons have been drawn with the results of the 2006 survey.

1.6
Definitions

For the purposes of this report, visitors to Selsey and East/West Wittering are divided into two main types:

Day visitors from home: Visitors who had travelled from, and were returning to, homes outside Chichester District on the day of their visit. 

Staying visitors: Visitors staying overnight away from home for at least one night in accommodation within the local area.  This includes those staying with friends or relatives, as well as those staying in commercial accommodation.

2.
Visitor Profile
2.1
Visitor type

Of the 401 visitors that were interviewed in Selsey and East/West Wittering, 346 (86%) were staying overnight in commercial or non-commercial accommodation and the remaining 55 visitors (14%) were day visitors from home.

As shown in Figure 1, visitors interviewed in Selsey tended to include a higher proportion of staying visitors than those interviewed in East/West Wittering (90% and 82% respectively). The number of staying visitors encountered in Selsey and East/West Wittering in 2010 has also significantly increased since 2006.
Figure 1: Visitor type
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2.2
Group size and composition

Details were taken of the number of individuals in each party to enable average group size data to be calculated.

The 198 visitors interviewed in Selsey represented a total of 769 individuals, when all members of the visiting party are included, of which 39% were children (aged under 16) and 61% were adults.  The 219 visiting parties encountered in East/West Wittering represented a total of 891 individuals, of which 34% were children and 66% were adults.
As shown in Table 3 below, the average size of visitor parties was found to be slightly higher in Selsey compared to the Witterings (3.88 and 3.55 people respectively). 

	Table 3: Average group size by visitor type

	
	All visitors 2010
	Selsey 2010
	Selsey 2006
	Witterings 2010
	Witterings 2006

	Adults
	2.37
	2.38
	2.07
	2.36
	2.63

	Children
	1.35
	1.50
	0.84
	1.19
	1.44

	Total
	3.71
	3.88
	2.91
	3.55
	4.07


The survey results indicate that the average size of visiting parties has altered significantly in both destinations since with 2006. Selsey has seen average group size increase from 2.91 to 3.88, while the average number of people in visiting parties to East/West Wittering has actually fallen from 4.07 people to 3.55 people.

When comparing the average group sizes by visitor type, Table 4 shows that staying visitors tended to visit in a larger group than day visitors from home in both locations. Staying visitors interviewed in Selsey consisted of the largest group with 3.93 people (3.01 in 2006)

	Table 4: Average group size by visitor type

	
	All visitors 2010
	Selsey 2010
	Selsey 2006
	Witterings 2010
	Witterings 2006

	Day visitors
	3.44
	3.42
	2.59
	3.44
	3.84

	Staying visitors
	3.76
	3.93
	3.01
	3.57
	4.22

	All visitors
	3.71
	3.88
	2.91
	3.55
	4.07


With regard to group composition, the survey found that 39% of visiting groups to Selsey contained adults only while the remaining 61% contained children. In East/West Wittering 46% of groups contained adults only (46%) with the remaining 53% containing at least one child.

The percentage of adult only groups has dropped significantly in Selsey from 60% in 2006 to 39% in 2010. In contrast, the proportion of adult only groups in East/West Wittering has increased by six percentage points to 46%.

Visiting groups made up of two adults with one or more children was the more dominant group type in both locations relative to the other compositions (see Table 5).

	Table 5: Group composition

	
	All visitors 2010
	Selsey 2010
	Selsey 2006
	Witterings 2010
	Witterings 2006

	Base:
	400
	198
	219
	202
	219

	
	
	
	
	
	

	Adults Only
	
	
	
	
	

	One adult
	5%
	4%
	12%
	5%
	3%

	Two adults
	29%
	25%
	41%
	33%
	31%

	Three adults
	5%
	4%
	4%
	5%
	3%

	Four adults
	4%
	5%
	3%
	2%
	2%

	Five or more adults
	1%
	1%
	-
	1%
	1%

	Sub total 
	44%
	39%
	60%
	46%
	40%

	Adults and children
	
	
	
	
	

	One adult with one or more children
	7%
	9%
	5%
	6%
	4%

	Two adults with one or more children
	35%
	34%
	26%
	36%
	36%

	Three or more adults with one or more children
	16%
	20%
	9%
	11%
	20%

	Sub total 
	58%
	63%
	40%
	53%
	60%

	Total
	100%
	100%
	100%
	100%
	100%


N.B. Percentages may not equal exactly 100% due to rounding 

2.3 Age profile

Overall, the age profile of visitors to Selsey and East/West Wittering suggest a strong presence of families with children aged 15 years old or younger. Overall, 39% of all visitors to Selsey were children aged 0-15 years (29% in 2006) and this age group was also highly represented by visitors to East/West Wittering (34% in 2010 compared to 35% in 2006).

The Selsey sample in 2006 included a relatively high proportion of adult visitors aged 55+, however this has fallen from 31% to only 18% in 2010 further reflecting the younger profile of visitors to the town. In contrast, the number of respondents from this age group visiting East/West Wittering has seen a slight increase from 17% to 23%.

As shown in Table 6, there are no significant differences in the age profile of visitors between Selsey and East/West Wittering.

	Table 6: Age profile

	
	All visitors 2010
	Selsey 2010
	Selsey 2006
	Witterings 2010
	Witterings 2006

	Base:
	400
	198
	637
	202
	891

	
	
	
	
	
	

	0-15 years
	36%
	39%
	29%
	34%
	35%

	16-24 years
	6%
	6%
	3%
	7%
	5%

	25-34 years
	7%
	8%
	10%
	5%
	8%

	35-44 years
	18%
	17%
	14%
	18%
	23%

	45-54 years
	12%
	12%
	13%
	13%
	13%

	55-64 years
	10%
	8%
	16%
	12%
	10%

	65+ years
	11%
	10%
	15%
	11%
	7%

	
	
	
	
	
	

	Male
	48%
	48%
	45%
	47%
	46%

	Female
	52%
	52%
	55%
	53%
	54%


The gender profile was fairly evenly balanced in 2010, with females slightly larger in volume than male visitors in both locations.

2.4 Place of residence 

2.4.1 Domestic/Overseas

As shown in Table 7 overleaf, the split between visitors originating from home locations within the UK and those from overseas has not altered significantly when compared with 2006. 

Domestic visitors accounted for 99% of all visitors to Selsey and 97% of all visitors to East/West Wittering
. 

	Table 7: Domestic/overseas visitors

	
	All visitors 2010
	Selsey 2010
	Selsey 2006
	Witterings 2010
	Witterings 2006

	Base:
	400
	198
	219
	202
	220

	
	
	
	
	
	

	Domestic visitors
	98%
	99%
	97%
	97%
	99%

	Overseas visitors
	2%
	1%
	3%
	3%
	1%


Sections 2.4.2 and 2.4.3 of this report detail the place of origin of both domestic and overseas visitors.

2.4.2 Domestic Visitors

The highest proportion of visitors to Selsey came from home locations within Surrey (20%), Hampshire (13%), Greater London (11%), Berkshire (9%) and West Sussex
 (8%).
The same counties also accounted for a high proportion of visitors to East/West Wittering, with 32% originating from homes in Surrey, 11% from Hampshire, 9% from Greater London, 8% from Berkshire and 7% from West Sussex.

	Table 8: Place of Residence by County/Region (UK visitors)

	
	All visitors 2010
	All visitors to Selsey 2010
	All visitors to Selsey 2006
	All visitors to Witterings 2010
	All visitors to Witterings 2006

	Base
	393
	197
	212
	196
	219

	
	
	
	
	
	

	Surrey
	26%
	20%
	21%
	32%
	29%

	Hampshire
	12%
	13%
	11%
	11%
	25%

	Greater London
	10%
	11%
	15%
	9%
	8%

	Berkshire
	8%
	9%
	9%
	8%
	6%

	West Sussex
	7%
	8%
	8%
	7%
	5%

	Middlesex
	6%
	5%
	5%
	8%
	6%

	Kent
	5%
	6%
	5%
	5%
	2%

	East Sussex
	4%
	7%
	1%
	2%
	4%

	Hertfordshire
	4%
	3%
	2%
	6%
	2%

	Buckinghamshire
	2%
	1%
	3%
	3%
	2%


NB: Due to the large number of responses only the top 10 are shown in Table 8. The full table can be viewed in Appendix 7.1.
As might be expected, day visitors from home interviewed in Selsey were most likely to have come from homes in surrounding counties such as Surrey (32%), Hampshire (21%) and West Sussex (21%), although a small number of visitors had travelled from much further afield.

Day visitors from home interviewed in East/West Wittering were also most likely to have travelled from homes in Surrey (44%), Hampshire (11%), West Sussex (8%) and Berkshire (8%).

	Table 9: Place of Residence – Domestic Day Visitors from Home

	
	All visitors 2010
	Selsey 2010
	Selsey 2006
	Witterings 2010
	Witterings 2006

	Base
	55
	19
	54
	36
	91

	
	
	
	
	
	

	Surrey
	40%
	32%
	22%
	44%
	31%

	Hampshire
	15%
	21%
	26%
	11%
	44%

	West Sussex 
	13%
	21%
	19%
	8%
	1%

	Berkshire
	7%
	5%
	7%
	8%
	9%

	East Sussex
	7%
	16%
	-
	3%
	2%

	Middlesex
	7%
	5%
	-
	8%
	-

	Greater London
	4%
	-
	7%
	6%
	10%

	Buckinghamshire
	2%
	-
	6%
	3%
	1%

	Hertfordshire
	2%
	-
	2%
	3%
	1%

	Oxfordshire
	2%
	-
	-
	3%
	-

	Wiltshire
	2%
	-
	-
	3%
	-


2.4.3 Overseas Visitors

As shown in Table 10, the 7 overseas visitors encountered in Selsey and East/West Wittering came from a variety of countries.

	Table 10: Place of residence by Country (Overseas Visitors)

	
	All visitors 2010
	All visitors to Selsey 2010
	All visitors to Selsey 2006
	All visitors to Witterings 2010
	All visitors to Witterings 2006

	Base
	7
	1
	7
	6
	1

	
	
	
	
	
	

	Australia
	1
	-
	1
	1
	-

	France
	1
	-
	2
	1
	-

	Italy
	1
	-
	-
	1
	-

	New Zealand
	1
	-
	-
	1
	-

	South Africa
	1
	1
	-
	-
	-

	Spain
	1
	-
	-
	1
	-

	U.S.A.
	1
	-
	-
	1
	-


NB: Percentages have not been provided due to the small sample sizes.

2.5 Accommodation used by Staying Visitors

Of the 178 staying visitors interviewed in Selsey, the highest proportion indicated that they were staying in their own static caravan (35%). A further 33% were staying in a rented static caravan (33%), while a further 12% were staying in a touring caravan. Only 4% were staying in serviced accommodation (1% in hotels and 3% in B&Bs or guest houses).  

Of the staying visitors interviewed in Wittering, 22% were staying in their own static caravan, 17% were camping and 10% were staying in a touring caravan or motor home.  A further 14% were staying in the homes of friends and relatives while only a small proportion were using serviced accommodation (2% in hotels and 5% in B&Bs or guest houses).

It is important to note that staying visitors interviewed in each location may have been staying in the local area, but may also have travelled to Selsey or East/West Wittering for the day from accommodation bases elsewhere.

	Table 11: Type of accommodation used – staying visitors

	
	All visitors 
2010
	Selsey 2010
	Selsey 2006
	Witterings 2010
	Witterings 2006

	Base:
	344
	178
	165
	166
	129

	
	
	
	
	
	

	Static caravan - owned
	28%
	35%
	40%
	22%
	24%

	Static caravan - rented
	20%
	33%
	13%
	5%
	5%

	Touring caravan
	11%
	12%
	4%
	10%
	15%

	Camping
	10%
	4%
	6%
	17%
	35%

	Home of friend/relative
	9%
	5%
	23%
	14%
	9%

	Second home
	9%
	4%
	6%
	14%
	2%

	Rented self catering accommodation
	5%
	4%
	3%
	6%
	6%

	B&B/Guest House
	3%
	1%
	2%
	5%
	1%

	Holiday centre/village
	2%
	1%
	2%
	4%
	2%

	Hotel
	1%
	1%
	2%
	2%
	2%

	Boat/yacht
	<1%
	-
	-
	1%
	-

	Pub/Inn
	<1%
	1%
	-
	-
	-


4.
Characteristics of Visit 

4.1 Main reason for visiting

When asked to indicate their main purpose for visiting Selsey, the majority of visitors (96%) described their visit as a holiday or leisure based (87% in 2006), including 95% of day visitors from home and 96% of staying visitors. A remaining 4% of respondents were visiting to see friends and/or relatives. 

The main purpose of visiting East/West Wittering was also described by 91% of visitors as holiday/leisure based (95% in 2006), including 92% of day visitors from home and 90% of staying visitors. A further 8% of respondents were visiting to see friends and/or relatives, 1% were on a special shopping trip and a very small proportion were on a business trip (<1%)
.

	Table 12: Purpose of visit – all visitors

	
	All visitors 2010
	Selsey 2010
	Selsey 2006
	Witterings 2010
	Witterings 2006

	Base
	401
	198
	219
	203
	220

	
	
	
	
	
	

	Holiday/leisure
	93%
	96%
	87%
	91%
	95%

	VFR
	6%
	4%
	12%
	8%
	5%

	Special shopping trip
	<1%
	-
	<1%
	1%
	-

	Business trip
	<1%
	-
	<1%
	<1%
	-


4.2 Whether this was the first ever visit

Twenty-three percent of all visitors to Selsey (15% in 2006) and 16% of visitors to East/West Wittering (17% in 2006) indicated that they were visiting for the first time, while the remaining 77% and 84% (respectively) had visited on least one occasion previously.

	Table 13: Whether visiting for the first time

	
	All visitors 2010
	Selsey 2010
	Selsey 2006
	Witterings 2010
	Witterings 2006

	Base:
	401
	198
	219
	203
	220

	
	
	
	
	
	

	Yes
	19%
	23%
	15%
	16%
	17%

	No
	81%
	77%
	85%
	84%
	83%


Staying visitors (25%) were more likely than day visitors from home (5%) to be on their first visit to Selsey (15% and 15% respectively in 2006).

In East/West Wittering staying visitors (17%) were also more likely to be on their first visit compared with day visitors from home (11%). There is no significant difference compared with 2006, when 13% of day visitors and 19% of staying visitors were on their first visit.

Repeat visitors to Selsey and East/West Wittering were asked to give an indication of the frequency of their previous day and/or staying visits to those locations and the results are shown in sections 4.2.1 and 4.2.2.

4.2.1 Previous day visits

Of those that indicated they had visited previously, only 31% of respondents in Selsey and 38% of in East/West Wittering indicated they had visited for a day trip on at least one occasion. This is much lower than in 2006, when 56% and 76% stated that they had visited for a day visit on at least one occasion.

	Table 14: Repeat visitors – number of previous day visits

	
	All visitors 2010
	Selsey 2010
	Selsey 2006
	Witterings 2010
	Witterings 2006

	Base:
	318
	147
	186
	171
	183

	
	
	
	
	
	

	None
	65
	69%
	44%
	62%
	24%

	One
	4
	3%
	10%
	4%
	9%

	2-5 visits
	12
	14%
	17%
	9%
	22%

	Frequent visits
	19
	14%
	29%
	25%
	46%


Unsurprisingly, day visitors from home to both Selsey and East/West Wittering were more likely than staying visitors to have made a previous day visit to the area (Tables 15 and 16).

	Table 15: Repeat visitors to Selsey – number of previous day visits

	

	Day Visitors from home 2010
	Day Visitors from home 2006
	Staying Visitors 2010
	Staying Visitors 2006

	Base:
	16
	46
	131
	140

	
	
	
	
	

	None
	-
	4%
	77%
	57%

	One
	-
	2%
	4%
	13%

	2-5 visits
	50%
	26%
	10%
	14%

	Frequent visits
	50%
	67%
	9%
	16%


	Table 16: Repeat visitors to East/West Wittering – number of previous day visits

	
	Day Visitors from home 2010
	Day Visitors from home 2006
	Staying Visitors 2010
	Staying Visitors 2006

	Base:
	32
	79
	139
	104

	
	
	
	
	

	None
	-
	3%
	76%
	39%

	One
	6%
	5%
	4%
	12%

	2-5 visits
	9%
	25%
	9%
	19%

	Frequent visits
	84%
	67%
	11%
	30%


4.2.2 Previous staying visits

Staying visitors encountered in East/West Wittering (who had visited before) were more likely to have made frequent staying visits than those interviewed in Selsey (73% compared with 59%). In fact, the number of respondents that frequently visit East/West Wittering as part of a staying trip has almost doubled compared to 2006 (40%).

The proportion of visitors that stated they have not visited Selsey (11%) or East/West Wittering (12%) on a staying visit has fallen considerably compared with 2006 (21% and 39% respectively). However, it is important to bear in mind that a much larger proportion of staying visitors were encountered in both towns during 2010 compared with 2006 and this may have an impact on the results.

	Table 17: Repeat visitors – number of previous staying visits

	
	All visitors 2010
	Selsey 2010
	Selsey 2006
	Witterings 2010
	Witterings 2006

	Base:
	318
	148
	186
	170
	183

	
	
	
	
	
	

	None
	12%
	11%
	21%
	12%
	39%

	One
	6%
	9%
	5%
	4%
	9%

	2-5 visits
	15%
	20%
	10%
	11%
	12%

	Frequent visits
	67%
	59%
	65%
	73%
	40%


As shown in Table 18, a high proportion of those on day visits to Selsey (who had visited before) had not made a previous staying visit to the town (65%). In contrast, 64% of staying visitors encountered (who had visited before) had made ‘frequent’ previous staying visits to the town (76% in 2006). 

	Table 18: Repeat visitors to Selsey – number of previous staying visits

	
	Day Visitors from home 2010
	Day Visitors from home 2006
	Staying Visitors 2010
	Staying Visitors 2006

	Base:
	17
	46
	131
	140

	
	
	
	
	

	None
	65%
	65%
	4%
	6%

	One
	-
	2%
	11%
	6%

	2-5 visits
	12%
	2%
	21%
	12%

	Frequent visits
	24%
	30%
	64%
	76%


Compared with 2006, day visitors from home (47% in 2010 compared with 24% in 2006) and staying visitors (97% in 2010 compared with 89% in 2006) were more likely to have frequented East/West Wittering as part of a previous staying visit.

	Table 19: Repeat visitors to East/West Wittering – number of previous staying visits

	
	Day Visitors from home 2010
	Day Visitors from home 2006
	Staying Visitors 2010
	Staying Visitors 2006

	Base:
	32
	79
	138
	104

	
	
	
	
	

	None
	53%
	76%
	3%
	11%

	One
	6%
	5%
	3%
	12%

	2-5 visits
	9%
	8%
	12%
	15%

	Frequent visits
	31%
	11%
	83%
	63%


4.3 Length of stay

4.3.1 Staying visitors

When staying visitors were asked the number of nights they would be staying for at their accommodation base, respondents’ answers ranged between 1 and 21 nights in Selsey and between 1 and 30 nights in East/West Wittering. Based on these figures, the average length of stay among visitors interviewed in Selsey was 6.66 nights (down from 8.32 nights in 2006) and 6.15 nights in East/West Wittering (up from 4.71 nights in 2006).

The average length of stay for domestic staying visitors indicates that visitors to Selsey spent an average of 6.49 nights (4.06 in 2006) compared with 6.03 nights by domestic visitors in East/West Wittering (4.18 in 2006). Figures for overseas visitors are not available due to the relatively small sample size.

	Table 20: Staying visitors – duration of stay (nights)

	
	All visitors 2010
	Selsey 2010
	Selsey 2006
	Witterings 2010
	Witterings 2006

	
	
	
	
	
	

	Avg. number of nights
	6.44 nights
	6.66 nights
	8.32 nights
	6.15 nights
	4.71 nights


As shown in Table 21, visitors to East/West Wittering were staying for a shorter period than visitors surveyed in Selsey (39% of respondents staying for breaks of 1 to 3 nights only compared with 14%). 

In Selsey, 70% of visitors were staying in or around Selsey between 4-7 nights compared with only 40% of visitors to East/West Wittering.
	Table 21: Staying visitors – duration of stay (nights)

	
	All visitors 2010
	Selsey 2010
	Selsey 2006
	Witterings 2010
	Witterings 2006

	Base:
	334
	175
	165
	159
	129

	
	
	
	
	
	

	1 - 3 nights
	26%
	14%
	30%
	39%
	49%

	4 - 7 nights
	56%
	70%
	44%
	40%
	33%

	8 - 14 nights
	13%
	11%
	17%
	15%
	14%

	More than 14 nights
	5%
	5%
	9%
	6%
	4%


4.3.2 Day visitors from home 

The time spent in Selsey by day visitors from home ranged between 1 and 9 hours, resulting in an average of 5.05 hours (4.83 hours in 2006). Day visitors surveyed in East/West Wittering stayed between 1 and 10 hours providing an average stay of 5.75 hours (5.34 hours in 2006).
	Table 22: Day visitors – duration of stay (hours)

	
	All visitors 2010
	Selsey 2010
	Selsey 2006
	Witterings 2010
	Witterings 2006

	
	
	
	
	
	

	Avg. number of hours
	5.51 hours
	5.05 hours
	4.83 hours
	5.75 hours
	5.34 hours


As shown in Table 23 overleaf, almost half of all visitors to Selsey (42%) spent between 2-4 hours in the town, up from 35% in 2006. Day visitors to East/West Wittering tended to stay for longer, with 44% indicating that they were staying for 4-6 hours (42% in 2006).

	Table 23: Day visitors – duration of stay (hours)

	
	All visitors 2010
	Selsey 2010
	Selsey 2006
	Witterings 2010
	Witterings 2006

	Base:
	55
	19
	54
	36
	91

	
	
	
	
	
	

	Up to 2 hours
	4%
	5%
	15%
	3%
	10%

	2 - 4 hours
	27%
	42%
	35%
	19%
	26%

	4 - 6 hours
	40%
	32%
	35%
	44%
	42%

	Over 6 hours
	29%
	21%
	15%
	33%
	22%


4.4 Organised groups

All respondents in Selsey and East/West Wittering indicated that they were visiting independently and were not visiting as part of an organised group or tour. The absence of visitors on organised coach parties in the sample was also a problem encountered in 2006. Their absence is explained by the practical difficulties of stopping and interviewing people who are part of a large group on tour. 

	Table 24: Whether part of an organised group or coach party

	
	All visitors 2010
	Selsey 2010
	Selsey 2006
	Witterings 2010
	Witterings 2006

	Base:
	398
	195
	219
	203
	219

	
	
	
	
	
	

	Yes
	-
	-
	-
	-
	-

	No
	100%
	100%
	100%
	100%
	100%


4.5 Main mode of transport used

The majority of visitors to both Selsey (95%) and East/West Wittering (97%) had travelled by private car, van, motorcycle or motor home. This relatively high usage of motor vehicles for travel is comparable to the previous surveys in 2006 (91% and 87% respectively).

	Table 25: Main mode of transport – all visitors

	
	All visitors 2010
	Selsey 2010
	Selsey 2006
	Witterings 2010
	Witterings 2006

	Base:
	394
	195
	219
	199
	220

	
	
	
	
	
	

	Car/ motorcycle/ motorhome
	96%
	95%
	91%
	97%
	87%

	Train
	3%
	4%
	2%
	2%
	-

	Bus/coach service
	<1%
	1%
	2%
	-
	4%

	Bicycle
	<1%
	-
	1%
	1%
	1%

	Walked
	-
	-
	4%
	-
	8%


4.6 Use of local car parks

Only 38% of car users surveyed in Wittering had used a local car park
 compared to 71% in 2006. This included 78% of day visitors from home and only 29% of staying visitors. In Selsey, 36% of car users surveyed had used a town centre car park (29% in 2006), varying between 56% of day visitors from home and 34% of staying visitors.

It is likely that a high proportion of staying visitors left their vehicle at their accommodation base.   Any other car users who did not use a local/town centre car park are assumed to have parked their vehicle on the road.

	Table 26: Use of local car parks

	
	All visitors 2010
	Selsey 2010
	Selsey 2006
	Witterings 2010
	Witterings 2006

	Base:
	378
	185
	199
	193
	192

	
	
	
	
	
	

	Yes
	37%
	36%
	29%
	38%
	71%

	No
	63%
	64%
	71%
	62%
	29%


4.7 Use of Tourist Information Centres

Overall, only 7% of Selsey respondents had visited (or were likely to visit) Selsey Tourist Information Centre (4% in 2006). 

There is no Tourist Information Centre in East/West Wittering, however visitors to these locations were asked to say whether they had visited (or were likely to visit) a local Tourist Information Centre.  Overall, only 4% of visitors surveyed indicated that they would (4% in 2006), all of whom were staying visitors.

It is likely that the low levels of use of Tourist Information services among Selsey and East/West Wittering visitors is a reflection on the relative levels of repeat visitation of these destinations.

	Table 27: Use of Tourist Information Centres

	
	All visitors 2010
	Selsey 2010
	Selsey 2006
	Witterings 2010
	Witterings 2006

	Base:
	400
	197
	219
	203
	219

	
	
	
	
	
	

	Yes
	5%
	7%
	4%
	4%
	4%

	No
	95%
	93%
	96%
	96%
	96%


4.8 Whether visitors had seen any features, adverts or promotions before 
                their visit

To assess the effectiveness of the destination’s marketing tools, visitors were asked to identify any features, advertisements or other promotional materials for Selsey or East/West Wittering they had used to help plan their visit. All visitors were invited to select from a list of potential sources.

Overall, 86% of visitors to Selsey (81% in 2006) could not recall seeing any publicity for the town, including 86% of staying visitors and 84% of day visitors from home. In East/West Wittering 94% of visitors could not recall seeing any publicity, of which day visitors from home (97%) were marginally more likely to have not seen publicity or promotional media than staying visitors (93%). 

However, small proportions of visitors to Selsey indicated that they had seen newspaper features (6%), television features (1%) or magazine features (1%) prior to their visit. Among visitors to East/West Wittering, 4% had seen newspaper features and a very small proportion (<1%) had seen TV features/adverts prior to their visit.

	Table 28: Whether seen any features, adverts or promotions prior to the visit

	
	All visitors 2010
	Selsey 2010
	Selsey 2006
	Witterings 2010
	Witterings 2006

	Base:
	401
	198
	219
	203
	220

	
	
	
	
	
	

	Newspaper feature
	5%
	6%
	9%
	4%
	2%

	TV feature/advert
	1%
	1%
	3%
	<1%
	1%

	Magazine feature
	<1%
	1%
	3%
	-
	2%

	Radio
	-
	-
	1%
	-
	-

	Poster
	-
	-
	1%
	-
	-

	Other
	5%
	8%
	5%
	2%
	7%

	NONE
	90%
	86%
	81%
	94%
	89%


NB: Multiple responses permitted

Those who had seen newspaper features for Selsey or East/West Wittering were asked to specify which publications these had featured in. Their responses are shown below in Tables 29 and 30.

	Table 29: Newspapers recalled for Selsey
	
	Table 30: Newspapers recalled for East/West Wittering

	The Sun (4 visitors)
	
	The Daily Mail (3 visitors)

	The News - Portsmouth (1 visitor)
	
	The Daily Mirror (2 visitors)

	The Daily Mail (1 visitor)
	
	The Evening Standard (1 visitor)

	The South Daily Echo (1 visitor)
	
	The Sunday Express (1 visitor)

	
	
	The Times (1 visitor)


Only 8% of visitors to Selsey and 2% of visitors to East/West Wittering mentioned that they had encountered ‘other’ pre-trip information prior to their visit. These included websites, brochures and direct mail. Specific details are provided in Tables 31 and 32.

	Table 31: Other materials recalled for Selsey
	
	Table 32: Other materials recalled for East/West Wittering

	Internet (9 visitors)
	
	Caravan park advert (2 visitors)

	Caravan park advert (3 visitors)
	
	Internet (1 visitor)

	Booklet in the post (2 visitors)
	
	Brochure (1 visitor)


4.9 Activities undertaken by visitors during their visit 

All visitors were asked whether they had undertaken any activities during their visit. 

As shown in Table 33 overleaf, the survey found that the most popular activities for visitors interviewed in both Selsey and Wittering were visiting the beach (91% and 96% respectively), visiting the shops (72% and 87% respectively) and coastal walks (54% and 68% respectively).

	Table 33: Activities visitors were taking part in during their visit – All visitors

	
	All visitors 2010
	Selsey 2010
	Selsey 2006
	Witterings 2010
	Witterings 2006

	Base
	401
	198
	219
	203
	219

	
	
	
	
	
	

	Visiting the beach
	93%
	91%
	96%
	96%
	97%

	Visiting the shops
	80%
	72%
	66%
	87%
	58%

	Coastal walks
	61%
	54%
	60%
	68%
	50%

	Watching boats/ water-based activities
	40%
	39%
	27%
	41%
	22%

	Visiting local museums or attractions
	34%
	36%
	12%
	32%
	12%

	Cycling
	21%
	16%
	15%
	27%
	16%

	Taking part in watersports
	11%
	8%
	1%
	14%
	6%

	Fishing
	10%
	10%
	8%
	11%
	7%

	Playing golf
	9%
	11%
	4%
	7%
	3%

	Bird-Watching
	8%
	8%
	9%
	8%
	5%


NB: Multiple responses permitted

As shown in Table 34, visiting the beach was the most popular activity for day visitors from home (89%) and staying visitors (91%) interviewed in Selsey. When compared to the activities undertaken during 2006, it appears that more day visitors from home in 2010 were likely to take coastal walks (74% compared to 57%) while staying visitors were more likely to watch boats or participate in water based activities (40% compared with 29%).

	Table 34: Activities visitors were taking part in during their visit – Selsey

	
	Day Visitors from home 2010
	Day Visitors from home 2006
	Staying Visitors 2010
	Staying Visitors 2006

	Base
	19
	54
	179
	165

	
	
	
	
	

	Coastal walks
	74%
	57%
	51%
	61%

	Bird watching
	5%
	6%
	8%
	10%

	Fishing
	-
	6%
	11%
	9%

	Visiting the beach
	89%
	96%
	91%
	94%

	Playing golf
	-
	2%
	12%
	5%

	Visiting the shops
	32%
	37%
	77%
	76%

	Cycling
	-
	2%
	18%
	19%

	Taking part in water sports
	-
	-
	9%
	2%

	Watching boats or water based activities
	32%
	22%
	40%
	29%

	Visiting local museums or attractions
	-
	-
	40%
	16%


NB: Multiple responses permitted

As shown in Table 35 overleaf, visiting the beach was also the most popular activity for day visitors from home (100%) and staying visitors (95%) interviewed in East/West Wittering. When compared to the activities undertaken during 2006, it appears that more day visitors from home in 2010 were likely to visit the shops (56% compared to 32%) as were staying visitors (93% compared with 77%).

	Table 35: Activities visitors were taking part in during their visit – East/West Wittering

	
	Day Visitors from home 2010
	Day Visitors from home 2006
	Staying Visitors 2010
	Staying Visitors 2006

	
	
	
	
	

	Base
	36
	90
	167
	129

	
	
	
	
	

	Coastal walks
	39%
	33%
	74%
	61%

	Bird watching
	3%
	1%
	9%
	8%

	Fishing
	3%
	1%
	13%
	11%

	Visiting the beach
	100%
	98%
	95%
	97%

	Playing golf
	-
	-
	8%
	5%

	Visiting the shops
	56%
	32%
	93%
	77%

	Cycling
	8%
	4%
	31%
	24%

	Taking part in water sports
	-
	6%
	17%
	7%

	Watching boats or water based activities
	28%
	9%
	44%
	31%

	Visiting local museums or attractions
	-
	-
	39%
	21%


NB: Multiple responses permitted

5.
Visitors’ Views and Opinions 

As in 2006, all visitors surveyed in Selsey and Wittering were asked to express their opinions on a range of factors or indicators which together comprise the ‘visitor experience’. Each factor or indicator was rated on a scale of one to five, where 1=‘very poor’ (or the most negative response), 2=‘poor’, 3=‘average’, 4=‘good’ and 5=‘very good’ (or the most positive response), allowing an average opinion ‘score’ (out of a maximum of five) to be calculated for each destination.

5.1 An overview

Table 36 provides an overview of the visitor opinion scores achieved by Selsey and East/West Wittering. Figures in bold indicate where each location has performed better in 2010 than in 2006.

	Table 36: Average benchmarking scores (in descending order of all visitors) 

	
	All visitors 2010
	Selsey 
2010
	Selsey 
2006
	Witterings
2010
	Witterings
2006

	Accommodation - Quality of service
	4.55
	4.54
	4.26
	4.56
	4.33

	Accommodation – Value for money
	4.41
	4.34
	4.06
	4.47
	4.05

	Ease of parking
	4.40
	4.35
	4.63
	4.45
	4.73

	Feeling of welcome
	4.39
	4.27
	4.48
	4.50
	4.69

	General atmosphere
	4.38
	4.21
	4.47
	4.54
	4.71

	Overall enjoyment of the visit
	4.28
	4.15
	4.37
	4.41
	4.45

	Cleanliness of the beach
	4.26
	4.15
	4.35
	4.36
	4.54

	Safety from crime
	4.20
	4.10
	4.09
	4.30
	4.36

	Cleanliness of the sea
	4.18
	4.08
	4.43
	4.27
	4.59

	Public toilets - Cleanliness
	4.18
	4.13
	3.71
	4.23
	4.23

	Places to eat and drink - quality of service
	4.14
	4.09
	4.23
	4.19
	4.27

	Cost of parking
	4.13
	4.81
	4.90
	3.51
	3.40

	Overall value for money
	4.13
	4.09
	4.23
	4.16
	4.43

	Not too overcrowded
	4.04
	3.93
	3.93
	4.14
	4.05

	Attractions - quality of service
	4.03
	4.01
	3.93
	4.04
	4.07

	Shops - Quality of service
	4.01
	3.88
	4.15
	4.12
	4.35

	Places to eat and drink - value for money
	3.98
	4.04
	4.05
	3.94
	4.10

	Places to eat and drink - range
	3.97
	3.99
	4.06
	3.96
	4.12

	Public toilets - Availability
	3.97
	3.90
	3.44
	4.02
	4.06

	Availability of public seating
	3.87
	3.96
	4.30
	3.79
	3.01

	Attractions - value for money
	3.86
	3.87
	3.67
	3.86
	3.96

	Shops - Quality of shopping    environment
	3.84
	3.68
	4.05
	3.98
	4.36

	Safety from traffic
	3.76
	3.63
	3.83
	3.87
	4.17

	Shops - Range
	3.75
	3.46
	3.74
	4.00
	4.31

	Attractions - range
	3.72
	3.71
	3.85
	3.74
	4.13


Each indicator will be reviewed in turn in sections 5.2 to 5.11, and comparisons will be provided to the results from the previous surveys.

5.2 Accommodation

All visitors that stayed in serviced accommodation were asked to provide their opinions on the quality of service and its value for money. As shown in Figure 2, the average opinions scores in Selsey and East/West Wittering were higher than those achieved during the 2006 surveys.

Figure 2: Visitor opinion scores - Accommodation
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5.2.1 Quality of service of accommodation

Overall, 94% of Selsey respondents (91% in 2006) and 95% of East/West Wittering respondents (86% in 2006) described the quality of service from their accommodation provider as ‘good’ or ‘very good’. 

The average scores of 4.54 for Selsey and 4.56 for East/West Wittering were higher than those received in 2006 when the quality of service of accommodation was rated 4.26 and 4.33 respectively.

	Table 37: Visitor opinions on the quality of service of accommodation

	
	All visitors 2010
	Selsey 2010
	Selsey 2006
	Witterings 2010
	Witterings 2006

	Base: 
	341
	178
	47
	163
	79

	
	
	
	
	
	

	Mean:
	4.55
	4.54
	4.26
	4.56
	4.33

	
	
	
	
	
	

	Very poor
	-
	-
	-
	-
	1%

	Poor
	1%
	1%
	-
	1%
	1%

	Average
	5%
	5%
	9%
	5%
	11%

	Good
	33%
	33%
	57%
	33%
	35%

	Very good
	62%
	61%
	34%
	62%
	51%


5.2.2 Value for money of accommodation

As shown in Table 38 overleaf, the value for money of visitor accommodation was also rated much higher in 2010 that it was in 2006, with mean scores of 4.34 by Selsey respondents (4.06 in 2006) and 4.47 by East/West Wittering respondents (4.05 in 2006). 

Consequently, 94% of Selsey respondents rated this aspect of their accommodation as ‘good’ or ‘very good’ (91% in 2006) and 95% of respondents in East/West Wittering also rating their accommodation as ‘good’ or ‘very good’ (86% in 2006).

	Table 38: Visitor opinions on the value for money of accommodation

	
	All visitors 2010
	Selsey 2010
	Selsey 2006
	Witterings 2010
	Witterings 2006

	Base: 
	338
	177
	47
	161
	79

	
	
	
	
	
	

	Mean:
	4.41
	4.34
	4.06
	4.47
	4.05

	
	
	
	
	
	

	Very poor
	0%
	1%
	2%
	-
	-

	Poor
	2%
	3%
	2%
	1%
	8%

	Average
	9%
	9%
	14%
	9%
	17%

	Good
	33%
	35%
	51%
	32%
	39%

	Very good
	55%
	52%
	31%
	58%
	37%


5.3 Parking

Visitors who used car parks in either of the towns were invited to comment on its ease and cost. As shown in Figure 3, the ease of parking in Selsey and East/West Wittering was rated less favourably in 2010, although the cost of parking only seems to have improved in East/West Wittering.  

Figure 3: Visitor opinion scores - Parking
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5.3.1 Ease of parking

Of the visitors who had parked in either town, the majority (61% in Selsey and 91% in East/West Wittering) reported to have found parking either ‘quite easy’ or ‘very easy’ (91% and 95% in 2006). 

The average score of 4.45 for ease of parking in East/West Wittering is higher than the average score achieved in Selsey (4.36), however they are both lower than the average scores achieved in 2006 (4.63 and 4.73 respectively).

	Table 39: Visitor opinions on ease of parking

	
	All visitors 2010
	Selsey 2010
	Selsey 2006
	Witterings 2010
	Witterings 2006

	Base: 
	139
	66
	57
	73
	137

	
	
	
	
	
	

	Mean:
	4.40
	4.35
	4.63
	4.45
	4.73

	
	
	
	
	
	

	Very difficult
	1%
	2%
	2%
	-
	1%

	Difficult
	5%
	2%
	4%
	7%
	2%

	Neither easy nor difficult
	2%
	1%
	4%
	3%
	2%

	Quite easy
	35%
	27%
	12%
	29%
	15%

	Very easy
	57%
	34%
	79%
	62%
	80%


5.3.2 Cost of parking

The cost of parking in Selsey was considered to be ‘very reasonable’ with 81% (94% in 2006) of respondents giving this aspect a score of 5 out of 5, providing a final average score of 4.81 (4.90 in 2006). 

Although East/West Wittering achieved a lower average score than Selsey, this aspect has actually improved slightly since 2006 (3.51 compared to 3.40).

	Table 40: Visitor opinions on the cost of parking

	
	All visitors 2010
	Selsey 2010
	Selsey 2006
	Witterings 2010
	Witterings 2006

	Base: 
	135
	64
	50
	71
	136

	
	
	
	
	
	

	Mean:
	4.13
	4.81
	4.90
	3.51
	3.40

	
	
	
	
	
	

	Very expensive
	7%
	-
	-
	13%
	7%

	Quite expensive
	4%
	-
	2%
	8%
	26%

	About average
	8%
	-
	-
	15%
	9%

	Reasonable
	31%
	19%
	4%
	42%
	35%

	Very reasonable
	50%
	81%
	94%
	21%
	23%


5.4 Attractions and places to visit

Figure 4 shows that all three aspects of attractions and places to visit in Selsey and East/West Wittering had a mixed performance compared with the average scored achieved in 2006.

Figure 4: Visitor opinion scores – Attractions and places to visit
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5.4.1 Range of attractions and places to visit

The range of attractions and places to visit in East/West Wittering (3.74) was rated slightly better than Selsey (3.71), however they both received a much lower score compared to 2006 (4.13 and 3.85 respectively).  Overall, only 50% of respondents in Selsey and 64% of respondents in East/West Wittering considered this aspect to be ‘good’ or ‘very good’ (70% and 79% in 2006).

	Table 41: Visitor opinions on the range of attractions and places to visit

	
	All visitors 2010
	Selsey 2010
	Selsey 2006
	Witterings 2010
	Witterings 2006

	Base: 
	294
	145
	152
	149
	106

	
	
	
	
	
	

	Mean:
	3.72
	3.71
	3.85
	3.74
	4.13

	
	
	
	
	
	

	Very poor
	1%
	1%
	1%
	1%
	-

	Poor
	8%
	6%
	7%
	10%
	6%

	Average
	28%
	32%
	22%
	25%
	16%

	Good
	41%
	41%
	48%
	41%
	38%

	Very good
	21%
	19%
	22%
	23%
	41%


5.4.2 Quality of service at attractions and places to visit

Seventy-seven percent of those who had visited attractions in Selsey considered the quality of service to be ‘good’ or ‘very good’, resulting in an average score of 4.01 out of 5.00 (3.93 in 2006). In East/West Wittering, visitor opinions on the quality of service at attractions and places to visit reflect a slightly higher level of satisfaction with an average score of 4.04 (4.07 in 2006).

	Table 42: Visitor opinions on the quality of service at attractions and places to visit

	
	All visitors 2010
	Selsey 2010
	Selsey 2006
	Witterings 2010
	Witterings 2006

	Base: 
	270
	135
	151
	135
	104

	
	
	
	
	
	

	Mean:
	4.03
	4.01
	3.93
	4.04
	4.07

	
	
	
	
	
	

	Very poor
	0%
	1%
	-
	-
	-

	Poor
	2%
	2%
	2%
	1%
	2%

	Average
	21%
	20%
	19%
	21%
	16%

	Good
	49%
	49%
	63%
	49%
	55%

	Very good
	28%
	28%
	16%
	28%
	27%


5.4.3 Value for money of attractions and places to visit

The value for money of attractions and places to visit compared favourably for Selsey, with 71% rating this aspect as ‘good’ or ‘very good’ (63% in 2006) providing an average score of 3.87 (3.67 in 2006).

Sixty-six percent of visitors to East/West Wittering considered the value for money of attractions to be ‘good’ or ‘very good’ (75% in 2006), achieving an average score slightly lower than 2006 (3.86 and 3.96 respectively).

	Table 43: Visitor opinions on the value for money of attractions and places to visit

	
	All visitors 2010
	Selsey 2010
	Selsey 2006
	Witterings 2010
	Witterings 2006

	Base: 
	272
	137
	150
	135
	104

	
	
	
	
	
	

	Mean:
	3.86
	3.87
	3.67
	3.86
	3.96

	
	
	
	
	
	

	Very poor
	<1%
	1%
	-
	-
	-

	Poor
	3%
	2%
	3%
	3%
	4%

	Average
	28%
	26%
	34%
	30%
	21%

	Good
	48%
	51%
	55%
	44%
	50%

	Very good
	21%
	20%
	8%
	22%
	25%


5.5 Places to eat and drink

Despite receiving relatively high average scores, all three indicators relating to places to eat and drink in Selsey and East/West Wittering compared unfavourably with the averages for 2006.

Figure 5: Visitor opinion scores – Places to eat and drink
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5.5.1 Range of places to eat and drink

Seventy-seven percent of visitors to Selsey considered the range of places to eat and drink to be ‘good’ or ‘very good’ (80% in 2006), as did 76% visitors to East/West Wittering (80% in 2006). Consequently, the range of places to eat and drink Selsey and East/West Wittering achieved average scores of 3.99 and 3.96 respectively (4.06 and 4.12 in 2006).

	Table 44: Visitor opinions on the range of places to eat and drink

	
	All visitors 2010
	Selsey 2010
	Selsey 2006
	Witterings 2010
	Witterings 2006

	Base: 
	319
	149
	178
	170
	138

	
	
	
	
	
	

	Mean:
	3.97
	3.99
	4.06
	3.96
	4.12

	
	
	
	
	
	

	Very poor
	1%
	-
	1%
	1%
	1%

	Poor
	6%
	6%
	7%
	6%
	4%

	Average
	16%
	17%
	12%
	16%
	15%

	Good
	49%
	49%
	45%
	48%
	42%

	Very good
	28%
	28%
	35%
	28%
	38%


5.5.2 Quality of service at places to eat and drink

The quality of service at places to eat and drink was rated more favourably than its range, with 83% of visitors to Selsey (87% in 2006) and 85% of visitors to East/West Wittering (88% in 2006) rating this aspect as ‘good’ or ‘very good’. However, the average scores of 4.09 and 4.19 rated lower than the averages for 2006 (4.23 and 4.27).

	Table 45: Visitor opinions on the quality of service at places to eat and drink

	
	All visitors 2010
	Selsey 2010
	Selsey 2006
	Witterings 2010
	Witterings 2006

	Base: 
	301
	139
	185
	162
	138

	
	
	
	
	
	

	Mean:
	4.14
	4.09
	4.23
	4.19
	4.27

	
	
	
	
	
	

	Very poor
	0%
	-
	1%
	1%
	-

	Poor
	1%
	1%
	2%
	1%
	1%

	Average
	14%
	15%
	11%
	13%
	11%

	Good
	52%
	56%
	48%
	49%
	47%

	Very good
	32%
	27%
	39%
	36%
	41%


5.5.3 Value for money of places to eat and drink

A small proportion of visitors to Selsey and East/West Wittering considered the value for money of places to eat and drink as ‘poor’, however the majority considered this to be ‘good’ or ‘very good’ (83% and 73% respectively). The average score achieved by Selsey (4.04) was slightly higher than East/West Wittering (3.94).
	Table 46: Visitor opinions on the value for money of places to eat and drink

	
	All visitors 2010
	Selsey 2010
	Selsey 2006
	Witterings 2010
	Witterings 2006

	Base: 
	303
	141
	185
	162
	139

	
	
	
	
	
	

	Mean:
	3.98
	4.04
	4.05
	3.94
	4.10

	
	
	
	
	
	

	Very poor
	1%
	-
	1%
	1%
	-

	Poor
	2%
	3%
	4%
	2%
	4%

	Average
	19%
	14%
	15%
	24%
	19%

	Good
	53%
	60%
	52%
	48%
	40%

	Very good
	24%
	23%
	29%
	25%
	37%


5.6 Shops and shopping experience

As shown in Figure 6, the average scores for Selsey and East/West Wittering for the value for money of goods on sale in the shops reflect higher levels of visitor satisfaction compared with the range and quality of shops. 

Figure 6: Visitor opinion scores – The shops
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5.6.1 Range of shops

The average score for the range of shops in East/West Wittering was lower than in 2006 (4.00 compared with 4.31), however 80% of all respondents still rated this aspect as ‘good’ or ‘very good’ compared to 81% in 2006.

Only half of Selsey visitors rated the range of shops as ‘good’ or ‘very good’ (63% in 2006) resulting in an average score of 3.46 out of 5.00 (3.74 in 2006). Overall, 12% percent of respondents rated this aspect as ‘poor’ or ‘very poor’ (12% in 2006).

	Table 47: Visitor opinions on the range of shops

	
	All visitors 2010
	Selsey 2010
	Selsey 2006
	Witterings 2010
	Witterings 2006

	Base: 
	343
	160
	176
	183
	160

	
	
	
	
	
	

	Mean:
	3.75
	3.46
	3.74
	4.00
	4.31

	
	
	
	
	
	

	Very poor
	1%
	2%
	2%
	-
	-

	Poor
	7%
	11%
	10%
	4%
	2%

	Average
	27%
	38%
	26%
	17%
	17%

	Good
	47%
	38%
	37%
	55%
	30%

	Very good
	19%
	12%
	26%
	25%
	51%


5.6.2 Quality of shopping environment

A higher proportion of Selsey respondents perceived the quality of the shopping environment was perceived to be ‘good’ by 47% (60% in 2006) as did more than half (59%) of all those surveyed in East/West Wittering. Overall, the average scores of 3.68 for Selsey and 3.98 for East/West Wittering were below the average scores achieved in 2006 (4.05 and 4.36).

	Table 48: Visitor opinions on the quality of the shopping environment

	
	All visitors 2010
	Selsey 2010
	Selsey 2006
	Witterings 2010
	Witterings 2006

	Base: 
	339
	158
	175
	181
	160

	
	
	
	
	
	

	Mean:
	3.84
	3.68
	4.05
	3.98
	4.36

	
	
	
	
	
	

	Very poor
	1%
	1%
	1%
	-
	-

	Poor
	5%
	6%
	2%
	3%
	2%

	Average
	23%
	30%
	13%
	17%
	11%

	Good
	54%
	47%
	60%
	59%
	36%

	Very good
	18%
	15%
	24%
	21%
	51%


5.6.3 Quality of service at shops

With an average score of 4.12, visitor opinions relating to the quality of service of shops in East/West Wittering was higher than Selsey (3.88), however both figures are lower compared with the average scores achieved in 2006 (4.35 and 4.15 respectively).

	Table 49: Visitor opinions on the quality of service of shops

	
	All visitors 2010
	Selsey 2010
	Selsey 2006
	Witterings 2010
	Witterings 2006

	Base: 
	332
	155
	175
	177
	158

	
	
	
	
	
	

	Mean:
	4.01
	3.88
	4.15
	4.12
	4.35

	
	
	
	
	
	

	Very poor
	<1%
	1%
	-
	-
	-

	Poor
	1%
	1%
	1%
	1%
	1%

	Average
	20%
	28%
	9%
	12%
	11%

	Good
	56%
	50%
	63%
	61%
	39%

	Very good
	23%
	20%
	27%
	26%
	49%


5.7 Public toilets

The availability and cleanliness of public toilets in Selsey achieved far higher average ratings in 2010 than they did in 2006. The perceived availability and cleanliness of public toilets in East/West Wittering also rated very favourably.

Figure 7: Visitor opinion scores – Public toilets
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5.7.1 Availability of public toilets

The availability of public toilets scored an average of 3.90 in Selsey and 4.02 in East/West Wittering, compared with 3.44 and 4.06 in 2006. Overall, 77% of survey respondents in Selsey rated this as ‘good’ or ‘very good’ (56% in 2006) as did 79% of respondents in East/West Wittering (68% in 2006).

	Table 50: Visitor opinions on the availability of public toilets

	
	All visitors 2010
	Selsey 2010
	Selsey 2006
	Witterings 2010
	Witterings 2006

	Base: 
	188
	83
	118
	105
	143

	
	
	
	
	
	

	Mean:
	3.97
	3.90
	3.44
	4.02
	4.06

	
	
	
	
	
	

	Very poor
	-
	-
	2%
	-
	1%

	Poor
	9%
	11%
	20%
	8%
	11%

	Average
	13%
	12%
	23%
	13%
	11%

	Good
	51%
	53%
	45%
	49%
	29%

	Very good
	28%
	24%
	11%
	30%
	39%


5.7.2 Cleanliness of public toilets

The cleanliness of toilets in Selsey showed an improvement compared with 2006, with more than three quarters (82%) of respondents described this as ‘good’ or ‘very good’ (68% in 2006). This provided an average score of 4.13 (3.71 in 2006).

Public toilets in East/West Wittering maintained the high standard that was set in 2006, with an average score of 4.23 (also 4.23 in 2006), with 88% of visitors describing the cleanliness as ‘good’ or ‘very good’ (84% in 2006).

	Table 51: Visitor opinions on the cleanliness of public toilets

	
	All visitors 2010
	Selsey 2010
	Selsey 2006
	Witterings 2010
	Witterings 2006

	Base: 
	179
	78
	123
	101
	143

	
	
	
	
	
	

	Mean:
	4.18
	4.13
	3.71
	4.23
	4.23

	
	
	
	
	
	

	Very poor
	1%
	-
	2%
	1%
	-

	Poor
	3%
	4%
	11%
	2%
	5%

	Average
	12%
	14%
	20%
	10%
	12%

	Good
	47%
	47%
	52%
	48%
	39%

	Very good
	37%
	35%
	16%
	40%
	45%


5.8 Cleanliness of the beach and sea, availability of public seating

Visitors were asked how far they rated Selsey and East/West Wittering on the following resort-based indicators; ‘Cleanliness of beach’, ‘Cleanliness of sea’ and ‘Availability of public seating’. As shown in Figure 8, both Selsey and Wittering were rated highly by visitors in terms of the cleanliness of the beach and sea however the availability of public seating was not as well perceived.

Figure 8: Visitor opinion scores – Cleanliness of the beach and sea, public seating


[image: image9.emf]3.01

4.59

4.54

3.79

4.27

4.36

4.30

4.43

4.35

3.96

4.08

4.15

0 1 2 3 4 5

Availability of public seating

Cleanliness of the sea

Cleanliness of the beach

Selsey 2010 Selsey 2006 Wittering 2010 Wittering 2006


5.8.1 Cleanliness of the beach

Cleanliness of the beach was the highest rated indicator for both Selsey and East/West Wittering, with average overall scores of 4.15 and 4.36 respectively. Overall, 88% of Selsey respondents (90% in 2006) considered this aspect as ‘good’ or ‘very good’ as did 93% of visitors in East/West Wittering (93% in 2006).

As shown in Table 52, very few visitors were dissatisfied with the cleanliness of the beach at Selsey or Wittering.

	Table 52: Visitor opinions on the cleanliness of the beach

	
	All visitors 2010
	Selsey 2010
	Selsey 2006
	Witterings 2010
	Witterings 2006

	Base: 
	377
	182
	211
	195
	204

	
	
	
	
	
	

	Mean:
	4.26
	4.15
	4.35
	4.36
	4.54

	
	
	
	
	
	

	Very poor
	1%
	1%
	-
	1%
	-

	Poor
	2%
	2%
	2%
	3%
	2%

	Average
	7%
	10%
	8%
	5%
	5%

	Good
	51%
	58%
	43%
	45%
	30%

	Very good
	39%
	30%
	47%
	48%
	63%


5.8.2 Cleanliness of the sea

The availability of public seating was perceived to be ‘good’ or ‘very good’ by 85% of visitors in Selsey (94% in 2006) and 90% of visitors surveyed in East/West Wittering (96% in 2006). However, the average scores of 4.08 and 4.27 respectively were lower when compared to 2006 (4.43 and 4.59). 

Only a small proportion of respondents considered the cleanliness of the beach to be ‘poor’ or ‘very poor’.

	Table 53: Visitor opinions on the cleanliness of the sea

	
	All visitors 2010
	Selsey 2010
	Selsey 2006
	Witterings 2010
	Witterings 2006

	Base: 
	348
	166
	208
	182
	200

	
	
	
	
	
	

	Mean:
	4.18
	4.08
	4.43
	4.27
	4.59

	
	
	
	
	
	

	Very poor
	1%
	1%
	-
	1%
	-

	Poor
	3%
	4%
	-
	2%
	1%

	Average
	9%
	11%
	6%
	7%
	4%

	Good
	53%
	57%
	45%
	49%
	32%

	Very good
	35%
	28%
	49%
	41%
	64%


5.8.3 Availability of public seating

Overall, 80% of visitors rated the availability of public seating within Selsey as ‘good’ or ‘very good’ compared to 84% in 2006. 

However, the mean score of 3.96 was well below the 4.30 achieved in 2006. However, East/West Wittering has seen a significant improvement compared with its previous rating, with 71% of respondents rating this aspect as ‘good’ or ‘very good’ compared to only 45% in 2006. As a consequence the average score has increased from 3.01 to 3.79. Also, most importantly only 14% of visitors were dissatisfied with the availability of public seating compared with 46% that rated it as ‘poor’ or ‘very poor’ in 2006.

	Table 54: Visitor opinions on the availability of public seating

	
	All visitors 2010
	Selsey 2010
	Selsey 2006
	Witterings 2010
	Witterings 2006

	Base: 
	305
	134
	210
	171
	164

	
	
	
	
	
	

	Mean:
	3.87
	3.96
	4.30
	3.79
	3.01

	
	
	
	
	
	

	Very poor
	1%
	1%
	-
	1%
	26%

	Poor
	12%
	10%
	7%
	13%
	20%

	Average
	12%
	9%
	10%
	14%
	10%

	Good
	48%
	49%
	31%
	48%
	17%

	Very good
	27%
	31%
	53%
	23%
	28%


5.9 Overall Impression

Visitors to Selsey and East/West Wittering rated the general atmosphere, feeling of welcome and overall value for money of the visit as ‘good’ to ‘very good’, with very few visitors rating any of these aspects as ‘poor’ or ‘very poor’.

Figure 9: Visitor opinion scores – Overall impression
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5.9.1 General atmosphere

Overall, 91% of Selsey respondents (94% in 2006) and 97% of East/West Wittering respondents (97% in 2006) considered the general atmosphere to be ‘good’ or ‘very good’.

Despite being relatively high, the average scores of 4.21 for Selsey and 4.54 for East/West Wittering are lower than they were in 2006 (4.47 and 4.71).

	Table 55: Overall impression – general atmosphere

	
	All visitors 2010
	Selsey 2010
	Selsey 2006
	Witterings 2010
	Witterings 2006

	Base: 
	399
	196
	218
	203
	219

	
	
	
	
	
	

	Mean:
	4.38
	4.21
	4.47
	4.54
	4.71

	
	
	
	
	
	

	Very poor
	<1%
	1%
	-
	-
	-

	Poor
	1%
	2%
	1%
	-
	-

	Average
	5%
	8%
	6%
	3%
	3%

	Good
	48%
	57%
	39%
	40%
	23%

	Very good
	45%
	34%
	55%
	57%
	74%


5.9.2 Feeling of welcome

Selsey and East/West Wittering also rated highly on feeling of welcome, achieving an average score of 4.27 and 4.50 respectively. However, these scores were slightly lower than the scores achieved in 2006 (4.48 and 4.69). A total of 92% of Selsey respondents rated this as ‘good’ or ‘very good’ (94% in 2006), while 96% of respondents in Wittering also perceived the feeling of welcome they received as ‘very good’ or ‘good’ (77% in 2006).

	Table 56: Overall impression – feeling of welcome

	
	All visitors 2010
	Selsey 2010
	Selsey 2006
	Witterings 2010
	Witterings 2006

	Base: 
	392
	192
	217
	200
	218

	
	
	
	
	
	

	Mean:
	4.39
	4.27
	4.48
	4.50
	4.69

	
	
	
	
	
	

	Very poor
	<1%
	<1%
	-
	-
	-

	Poor
	1%
	<1%
	1%
	1%
	-

	Average
	5%
	7%
	6%
	4%
	4%

	Good
	47%
	54%
	40%
	41%
	24%

	Very good
	46%
	38%
	54%
	55%
	73%


5.9.3 Value for money

The value for money offered by both destinations was generally considered to be ‘good’ to ‘very good’ (82% for Selsey and 82% for East/West Wittering), with only a very small proportion considering it to be ‘poor’. The average score achieved by East/West Wittering (4.09) was slightly higher than Selsey (4.16).

	Table 57: Overall impression – value for money

	
	All visitors 2010
	Selsey 2010
	Selsey 2006
	Witterings 2010
	Witterings 2006

	Base: 
	383
	187
	199
	196
	216

	
	
	
	
	
	

	Mean:
	4.13
	4.09
	4.23
	4.16
	4.43

	
	
	
	
	
	

	Very poor
	-
	-
	-
	-
	-

	Poor
	1%
	1%
	1%
	2%
	2%

	Average
	16%
	17%
	12%
	16%
	10%

	Good
	51%
	54%
	51%
	47%
	32%

	Very good
	32%
	28%
	36%
	35%
	56%


5.10 Overcrowding, safety from crime and traffic

In addition to asking visitors about the levels of satisfaction of various indicators which comprise the visitor experience, they were also asked the extent to which they agreed with a number of statements relating to overcrowding, feeling of safety from crime and feeling of safety from traffic in each destination. The extent to which visitors agreed or disagreed was rated on a scale of 1 (very low) to 5 (very high).  

Figure 10: Visitor opinion scores – Overcrowding, safety from crime and traffic
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5.10.1 Not too overcrowded

In relation to the statement that the town ‘is not too overcrowded’, East/West Wittering received a higher average score compared to Selsey (4.14 and 3.93 respectively). Wittering also achieved a higher score than it did in 2006 (4.05), while Selsey rated the same as it did in 2006 (3.93)
.

	Table 58: Not too overcrowded

	
	All visitors 2010
	Selsey 2010
	Selsey 2006
	Witterings 2010
	Witterings 2006

	Base: 
	394
	193
	218
	201
	217

	
	
	
	
	
	

	Mean:
	4.04
	3.93
	3.93
	4.14
	4.05

	
	
	
	
	
	

	Disagree strongly
	-
	-
	1%
	-
	1%

	Disagree
	3%
	3%
	7%
	4%
	7%

	Neither
	11%
	16%
	5%
	7%
	11%

	Agree
	64%
	68%
	74%
	59%
	48%

	Agree strongly
	22%
	13%
	13%
	29%
	33%


5.10.2 Feeling of safety from crime

Overall, 87% and 95% of visitors ‘agreed’ or ‘agreed strongly’ that whilst in Selsey and East/West Wittering they felt safe from crime (95% and 96% in 2006). The average score of 4.10 for Selsey has increased slightly from 2006 (4.09), while the score for East/West Wittering has marginally fallen over the same period (4.36).

	Table 59: Feeling of safety from crime

	
	All visitors 2010
	Selsey 2010
	Selsey 2006
	Witterings 2010
	Witterings 2006

	Base: 
	350
	167
	212
	183
	207

	
	
	
	
	
	

	Mean:
	4.20
	4.10
	4.09
	4.30
	4.36

	
	
	
	
	
	

	Disagree strongly
	-
	-
	-
	-
	-

	Disagree
	1%
	1%
	1%
	-
	1%

	Neither
	8%
	11%
	4%
	5%
	4%

	Agree
	62%
	64%
	78%
	60%
	55%

	Agree strongly
	29%
	23%
	17%
	35%
	41%


5.10.3 Feeling of safety from traffic

In terms of pedestrians feeling safe from the traffic, Selsey (3.63) and East/West Wittering (3.87) received lower average scores than they did in 2006 (3.83 and 4.17). Overall, 64% of those surveyed in Selsey (82% in 2006) and 78% in East/West Wittering (88% in 2006) ‘agreed’ or ‘strongly agreed’ that they did feel safe from traffic during their visit. 

However, 11% of Selsey respondents (10% in 2006) and 7% of East/West Wittering respondents (3% in 2006) ‘disagreed’ or ‘strongly disagreed’ indicating that there is still room for improvement.
	Table 60: Feeling of safety from traffic

	
	All visitors 2010
	Selsey 2010
	Selsey 2006
	Witterings 2010
	Witterings 2006

	Base: 
	379
	180
	209
	199
	206

	
	
	
	
	
	

	Mean:
	3.76
	3.63
	3.83
	3.87
	4.17

	
	
	
	
	
	

	Disagree strongly
	1%
	1%
	1%
	1%
	1%

	Disagree
	8%
	10%
	9%
	6%
	2%

	Neither
	21%
	26%
	9%
	16%
	9%

	Agree
	57%
	54%
	71%
	60%
	55%

	Agree strongly
	14%
	10%
	11%
	18%
	33%


5.11 Overall enjoyment of the visit

Finally, visitors were asked to rate the overall enjoyment of their visit to Selsey or Wittering and the likelihood of them recommending these towns to somebody else. 
Figure 11: Visitor opinion scores – Overall enjoyment of the visit
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In terms of overall enjoyment of visit, 86% of visitors to Selsey and 96% of visitors to East/West Wittering rated their trip as ‘high’ or ‘very high’ (94% and 95% respectively in 2006). However, the average scores of 4.15 and 4.41 were lower compared to the scores in 2006 (4.37 for Selsey and 4.45 for Wittering).

Only a very small proportion of those surveyed in Selsey (1%) or East/West Wittering (1%) rated the enjoyment of their visit as ‘poor’.

	Table 61: Overall enjoyment of the visit

	
	All visitors 2010
	Selsey 2010
	Selsey 2006
	Witterings 2010
	Witterings 2006

	Base: 
	389
	194
	219
	195
	219

	
	
	
	
	
	

	Mean:
	4.28
	4.15
	4.37
	4.41
	4.45

	
	
	
	
	
	

	Very poor
	-
	-
	-
	-
	-

	Poor
	1%
	1%
	-
	1%
	-

	Average
	8%
	13%
	6%
	3%
	5%

	High
	53%
	56%
	50%
	51%
	46%

	Very high
	38%
	30%
	44%
	45%
	49%


5.12 What visitors liked most about their visit

When asked what they liked most about their visit, a wide range of responses were given. Visitors to both Selsey and Wittering particularly liked the fact that the towns were quiet/peaceful (19% and 43% in 2010 compared with 42% and 16% in 2006) and they also liked the beach/sea (19% and 19% in 2010 compared with 27% and 32% in 2006).

All responses are shown in Tables 62 and 63 below.

	Table 62: What visitors liked most about visit to Selsey
	
	Table 63: What visitors liked most about visit to Witterings

	Base
	195
	
	Base
	202

	
	
	
	
	

	Quiet/peaceful
	19%
	
	Beach/Sea
	43%

	Beach/Sea
	19%
	
	Quiet/peaceful
	19%

	Friendly people
	9%
	
	Old fashioned seaside town
	11%

	Atmosphere
	8%
	
	Friendly people
	11%

	Relaxing
	8%
	
	Relaxing
	7%

	Accessible
	7%
	
	Shops (variety)
	7%

	Old fashioned seaside town
	6%
	
	Atmosphere
	6%

	Lots to see and do
	6%
	
	Not overcrowded
	6%

	Family orientated
	5%
	
	Uncommercialised
	6%

	Break away from home
	4%
	
	Accessible
	4%

	Everything
	4%
	
	Beautiful landscapes/ picturesque
	4%

	Plenty of walking and cycle routes
	4%
	
	Family orientated
	3%

	Bunn Leisure
	4%
	
	Can bring your own dog
	2%

	Shops (variety)
	4%
	
	Everything
	2%

	Fresh air
	3%
	
	Restaurants
	2%

	Beautiful landscapes/ picturesque
	2%
	
	Slower pace of life
	2%

	Cleanliness
	2%
	
	Break away from home
	1%

	Leisure centre
	2%
	
	Bunn Leisure
	1%

	Not overcrowded
	2%
	
	Cleanliness
	1%

	Slower pace of life
	2%
	
	Felt safe
	1%

	Crab sandwiches
	1%
	
	Fresh air
	1%

	Free parking
	1%
	
	Plenty of walking and cycle routes
	1%

	Good value for money
	1%
	
	Arcades
	<1%

	Restaurants
	1%
	
	NB: Multiple responses permitted
	

	Weather
	1%
	
	
	

	Arcades
	1%
	
	
	

	Felt safe
	1%
	
	
	

	Good accommodation
	1%
	
	
	

	Memories
	1%
	
	
	

	Oasis swimming club
	1%
	
	
	

	Uncommercialised
	1%
	
	
	


NB: Multiple responses permitted
5.13 Aspects that spoiled the visit or need to be improved

Overall, 76% of visitors surveyed in Selsey (82% in 2006) and 68% of those surveyed in Wittering (84% in 2006) said that “nothing” had spoiled their visit.  Any issues raised by respondents are listed in Tables 64 and 65 below.

	Table 64: What, if anything, spoilt the visit to Selsey
	
	Table 65: What, if anything, spoilt the visit to Witterings

	Base
	48
	
	Base
	65

	
	
	
	
	

	Weather
	60%
	
	Weather
	34%

	Parking charges
	8%
	
	Parking charges at West Wittering Beach
	14%

	Looks dated
	6%
	
	Traffic - especially only one road in and out
	14%

	No sandy beaches
	6%
	
	Dog mess
	11%

	Crowds
	4%
	
	Crowds
	5%

	Dog mess
	4%
	
	Need more coffee shops - especially off peak
	5%

	Accessibility
	2%
	
	Too many caravan parks
	5%

	Lack of activities
	2%
	
	Rowdiness of local teenagers
	3%

	Poor signposting for Bunn Leisure
	2%
	
	Shops need to be open longer
	3%

	Rowdiness of local teenagers
	2%
	
	Lack of activities
	2%

	Rude shop attendants
	2%
	
	Lack of toilets
	2%

	Shops need to be open longer
	2%
	
	Looks dated
	2%

	Too many caravan parks
	2%
	
	No lights in public toilets at 9pm
	2%

	Traffic - especially only one road in and out
	2%
	
	No pedestrian crossings
	2%

	NB: Multiple responses permitted
	
	
	No sandy beaches
	2%

	
	
	
	Poor phone reception
	2%

	
	
	
	West Wittering beach needs parking spaces close to the sea for views
	2%

	
	
	
	NB: Multiple responses permitted
	


6 Appendix

6.1 Place of Residence by County/Region (UK visitors)

	

	
	All visitors 2010
	All visitors Selsey 2010
	All visitors Selsey 2006
	All visitors Witterings 2010
	All visitors Witterings 2006

	Base
	393
	197
	212
	196
	219

	
	
	
	
	
	

	Surrey
	26%
	20%
	21%
	32%
	29%

	Hampshire
	12%
	13%
	11%
	11%
	25%

	Greater London
	10%
	11%
	15%
	9%
	8%

	Berkshire
	8%
	9%
	9%
	8%
	6%

	West Sussex
	7%
	8%
	8%
	7%
	5%

	Middlesex
	6%
	5%
	5%
	8%
	6%

	Kent
	5%
	6%
	5%
	5%
	2%

	East Sussex
	4%
	7%
	1%
	2%
	4%

	Hertfordshire
	4%
	3%
	2%
	6%
	2%

	Buckinghamshire
	2%
	1%
	3%
	3%
	2%

	Essex
	2%
	4%
	3%
	1%
	<1%

	Oxfordshire
	2%
	3%
	3%
	2%
	1%

	Cambridgeshire
	1%
	2%
	-
	-
	<1%

	Durham
	1%
	1%
	<1%
	1%
	-

	Gloucestershire
	1%
	1%
	-
	2%
	1%

	Northern Ireland
	1%
	1%
	-
	-
	-

	Suffolk
	1%
	1%
	<1%
	1%
	<1%

	Warwickshire
	1%
	2%
	<1%
	1%
	-

	West Midlands
	1%
	1%
	2%
	-
	-

	Wiltshire
	1%
	1%
	<1%
	1%
	<1%

	Yorkshire
	1%
	1%
	<1%
	2%
	1%

	Bedfordshire
	<1%
	1%
	2%
	-
	1%

	Cornwall (inc. Scilly Isles)
	<1%
	1%
	<1%
	-
	1%

	Cumbria
	<1%
	-
	-
	1%
	-

	Dorset
	<1%
	-
	1%
	1%
	<1%

	Greater Manchester
	<1%
	1%
	-
	-
	-

	Leicestershire
	<1%
	-
	-
	1%
	-

	Lincolnshire
	<1%
	1%
	<1%
	-
	<1%

	Norfolk
	<1%
	1%
	-
	-
	<1%

	Northamptonshire
	<1%
	1%
	1%
	-
	-

	Nottinghamshire
	<1%
	-
	1%
	1%
	1%

	Somerset (including Bristol)
	<1%
	1%
	1%
	-
	-

	Staffordshire
	<1%
	1%
	-
	-
	1%

	Tyne and Wear
	<1%
	-
	-
	1%
	-

	Worcestershire
	<1%
	1%
	<1%
	-
	<1%
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� Overseas visitors tend to be under represented in face to face visitor surveys due to difficulties experienced when interviewing visitors for whom English is not their first language.


� Excludes those living within Chichester District who were filtered out of the survey


� It should be noted that business visitors tend to be under-represented in surveys of this type due to the timing and location of on-street survey sessions.


� Staying visits to Selsey and East/West Wittering are likely to have been made from holiday accommodation bases elsewhere in the area and these visitors have not necessarily stayed within these towns.


� NB: West Wittering beach car park was one of the survey locations.


� It is possible that a large influx of visitors to these smaller coastal towns during the summer has resulted in a visitor perception that the towns are overcrowded.
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Places to eat 	&	 drink - value for money	Places to eat 	&	 drink - quality of service	Places to eat 	&	 drink - range	4.0999999999999996	4.2699999999999996	4.12	Wittering 2010	

Places to eat 	&	 drink - value for money	Places to eat 	&	 drink - quality of service	Places to eat 	&	 drink - range	3.94	4.1900000000000004	3.96	Selsey 2006	

Places to eat 	&	 drink - value for money	Places to eat 	&	 drink - quality of service	Places to eat 	&	 drink - range	4.05	4.2300000000000004	4.0599999999999996	Selsey 2010	

Places to eat 	&	 drink - value for money	Places to eat 	&	 drink - quality of service	Places to eat 	&	 drink - range	4.04	4.09	3.99	



Wittering 2006	

Shops - Quality of service	Shops - Quality of shopping    environment	Shops - Range	4.3499999999999996	4.3600000000000003	4.3099999999999996	Wittering 2010	

Shops - Quality of service	Shops - Quality of shopping    environment	Shops - Range	4.12	3.98	4	Selsey 2006	

Shops - Quality of service	Shops - Quality of shopping    environment	Shops - Range	4.1500000000000004	4.05	3.74	Selsey 2010	

Shops - Quality of service	Shops - Quality of shopping    environment	Shops - Range	3.88	3.68	3.46	
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Wittering 2006	

Availability of public seating	Cleanliness of the sea	Cleanliness of the beach	3.01	4.59	4.54	Wittering 2010	

Availability of public seating	Cleanliness of the sea	Cleanliness of the beach	3.79	4.2699999999999996	4.3600000000000003	Selsey 2006	

Availability of public seating	Cleanliness of the sea	Cleanliness of the beach	4.3	4.43	4.3499999999999996	Selsey 2010	

Availability of public seating	Cleanliness of the sea	Cleanliness of the beach	3.96	4.08	4.1500000000000004	





Sheet1

		Day/staying



				Selsey 2010		Selsey 2006		Wittering 2010		Wittering 2006

		Day visitor		10%		28%		18%		41%

		Staying visitor		90%		75%		82%		59%





				All visitors		Selsey		Wittering

		65+ years		11%		10%		11%

		55-64 years		10%		8%		12%

		45-54 years		12%		12%		13%

		35-44 years		18%		17%		18%

		25-34 years		7%		8%		5%

		16-24 years		6%		6%		7%

		0-15 years		36%		39%		34%

		Table 13a: 

				Total		Selsey 2010		Selsey 2006		Wittering 2010		Wittering 2006

		Base: 		341		178		47		163		79

																		Wittering 2006		Wittering 2010		Selsey 2006		Selsey 2010

		Mean:		4.55		4.54		4.26		4.56		4.33				Accommodation – Value for money		4.05		4.47		4.06		4.34

																Accommodation - Quality of service		4.33		4.56		4.26		4.54

		Very poor		-		-		-		-		1%

		Poor		1%		1%		-		1%		1%

		Average		5%		5%		9%		5%		11%

		Good		33%		33%		57%		33%		35%

		Very good		62%		61%		34%		62%		51%

		Table 13b: 

				Total		Selsey 2010		Selsey 2006		Wittering 2010		Wittering 2006

		Base: 		338		177		47		161		79



		Mean:		4.41		4.34		4.06		4.47		4.05



		Very poor		0%		1%		2%		-		-

		Poor		2%		3%		2%		1%		8%

		Average		9%		9%		14%		9%		17%

		Good		33%		35%		51%		32%		39%

		Very good		55%		52%		31%		58%		37%

																		Accommodation – Value for money		4.05		4.47		4.06		4.34

																		Accommodation - Quality of service		4.33		4.56		4.26		4.54



																		Wittering 2006		Wittering 2010		Selsey 2006		Selsey 2010

																Cost of parking		3.40		3.51		4.90		4.81

																Ease of parking		4.73		4.45		4.63		4.35



										Wittering 2006		Wittering 2010		Selsey 2006		Selsey 2010

								Attractions - range		4.13		3.74		3.85		3.71

								Attractions - quality of service		4.07		4.04		3.93		4.01

								Attractions - value for money		3.96		3.86		3.67		3.87









										Wittering 2006		Wittering 2010		Selsey 2006		Selsey 2010

								Places to eat & drink - value for money		4.1		3.94		4.05		4.04

								Places to eat & drink - quality of service		4.27		4.19		4.23		4.09

								Places to eat & drink - range		4.12		3.96		4.06		3.99



















										Wittering 2006		Wittering 2010		Selsey 2006		Selsey 2010

								Shops - Quality of service		4.35		4.12		4.15		3.88

								Shops - Quality of shopping    environment		4.36		3.98		4.05		3.68

								Shops - Range		4.31		4.00		3.74		3.46













										Wittering 2006		Wittering 2010		Selsey 2006		Selsey 2010

								Public toilets - Cleanliness		4.23		4.23		3.71		4.13

								Public toilets - Availability		4.06		4.02		3.44		3.90









										Wittering 2006		Wittering 2010		Selsey 2006		Selsey 2010

								Availability of public seating		3.01		3.79		4.30		3.96

								Cleanliness of the sea		4.59		4.27		4.43		4.08

								Cleanliness of the beach		4.54		4.36		4.35		4.15





Day visitor	

Selsey 2010	Selsey 2006	Wittering 2010	Wittering 2006	0.1	0.28000000000000003	0.18	0.41	Staying visitor	

Selsey 2010	Selsey 2006	Wittering 2010	Wittering 2006	0.9	0.75	0.82	0.59	





All visitors	

65+ years	55-64 years	45-54 years	35-44 years	25-34 years	16-24 years	0-15 years	0.11	0.1	0.12	0.18	7.0000000000000007E-2	0.06	0.36	Selsey	

65+ years	55-64 years	45-54 years	35-44 years	25-34 years	16-24 years	0-15 years	0.1	0.08	0.12	0.17	0.08	0.06	0.39	Wittering	

65+ years	55-64 years	45-54 years	35-44 years	25-34 years	16-24 years	0-15 years	0.11	0.12	0.13	0.18	0.05	7.0000000000000007E-2	0.34	





Wittering 2006	

Accommodation – Value for money	Accommodation - Quality of service	4.05	4.33	Wittering 2010	

Accommodation – Value for money	Accommodation - Quality of service	4.47	4.5599999999999996	Selsey 2006	

Accommodation – Value for money	Accommodation - Quality of service	4.0599999999999996	4.26	Selsey 2010	

Accommodation – Value for money	Accommodation - Quality of service	4.34	4.54	



Wittering 2006	

Cost of parking	Ease of parking	3.4	4.7300000000000004	Wittering 2010	

Cost of parking	Ease of parking	3.51	4.45	Selsey 2006	

Cost of parking	Ease of parking	4.9000000000000004	4.63	Selsey 2010	

Cost of parking	Ease of parking	4.8099999999999996	4.3499999999999996	



Wittering 2006	

Attractions - range	Attractions - quality of service	Attractions - value for money	4.13	4.07	3.96	Wittering 2010	

Attractions - range	Attractions - quality of service	Attractions - value for money	3.74	4.04	3.86	Selsey 2006	

Attractions - range	Attractions - quality of service	Attractions - value for money	3.85	3.93	3.67	Selsey 2010	

Attractions - range	Attractions - quality of service	Attractions - value for money	3.71	4.01	3.87	





Wittering 2006	

Places to eat 	&	 drink - value for money	Places to eat 	&	 drink - quality of service	Places to eat 	&	 drink - range	4.0999999999999996	4.2699999999999996	4.12	Wittering 2010	

Places to eat 	&	 drink - value for money	Places to eat 	&	 drink - quality of service	Places to eat 	&	 drink - range	3.94	4.1900000000000004	3.96	Selsey 2006	

Places to eat 	&	 drink - value for money	Places to eat 	&	 drink - quality of service	Places to eat 	&	 drink - range	4.05	4.2300000000000004	4.0599999999999996	Selsey 2010	

Places to eat 	&	 drink - value for money	Places to eat 	&	 drink - quality of service	Places to eat 	&	 drink - range	4.04	4.09	3.99	



Wittering 2006	

Shops - Quality of service	Shops - Quality of shopping    environment	Shops - Range	4.3499999999999996	4.3600000000000003	4.3099999999999996	Wittering 2010	

Shops - Quality of service	Shops - Quality of shopping    environment	Shops - Range	4.12	3.98	4	Selsey 2006	

Shops - Quality of service	Shops - Quality of shopping    environment	Shops - Range	4.1500000000000004	4.05	3.74	Selsey 2010	

Shops - Quality of service	Shops - Quality of shopping    environment	Shops - Range	3.88	3.68	3.46	



Wittering 2006	

Public toilets - Cleanliness	Public toilets - Availability	4.2300000000000004	4.0599999999999996	Wittering 2010	

Public toilets - Cleanliness	Public toilets - Availability	4.2300000000000004	4.0199999999999996	Selsey 2006	

Public toilets - Cleanliness	Public toilets - Availability	3.71	3.44	Selsey 2010	

Public toilets - Cleanliness	Public toilets - Availability	4.13	3.9	



Wittering 2006	

Availability of public seating	Cleanliness of the sea	Cleanliness of the beach	3.01	4.59	4.54	Wittering 2010	

Availability of public seating	Cleanliness of the sea	Cleanliness of the beach	3.79	4.2699999999999996	4.3600000000000003	Selsey 2006	

Availability of public seating	Cleanliness of the sea	Cleanliness of the beach	4.3	4.43	4.3499999999999996	Selsey 2010	

Availability of public seating	Cleanliness of the sea	Cleanliness of the beach	3.96	4.08	4.1500000000000004	
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Wittering 2006	

Safety from traffic	Safety from crime	Not too overcrowded	4.17	4.3600000000000003	4.05	Wittering 2010	

Safety from traffic	Safety from crime	Not too overcrowded	3.87	4.3	4.1399999999999997	Selsey 2006	

Safety from traffic	Safety from crime	Not too overcrowded	3.83	4.09	3.93	Selsey 2010	

Safety from traffic	Safety from crime	Not too overcrowded	3.63	4.0999999999999996	3.93	





Sheet1

		Day/staying



				Selsey 2010		Selsey 2006		Wittering 2010		Wittering 2006

		Day visitor		10%		28%		18%		41%

		Staying visitor		90%		75%		82%		59%





				All visitors		Selsey		Wittering

		65+ years		11%		10%		11%

		55-64 years		10%		8%		12%

		45-54 years		12%		12%		13%

		35-44 years		18%		17%		18%

		25-34 years		7%		8%		5%

		16-24 years		6%		6%		7%

		0-15 years		36%		39%		34%

		Table 13a: 

				Total		Selsey 2010		Selsey 2006		Wittering 2010		Wittering 2006

		Base: 		341		178		47		163		79

																		Wittering 2006		Wittering 2010		Selsey 2006		Selsey 2010

		Mean:		4.55		4.54		4.26		4.56		4.33				Accommodation – Value for money		4.05		4.47		4.06		4.34

																Accommodation - Quality of service		4.33		4.56		4.26		4.54

		Very poor		-		-		-		-		1%

		Poor		1%		1%		-		1%		1%

		Average		5%		5%		9%		5%		11%

		Good		33%		33%		57%		33%		35%

		Very good		62%		61%		34%		62%		51%

		Table 13b: 

				Total		Selsey 2010		Selsey 2006		Wittering 2010		Wittering 2006

		Base: 		338		177		47		161		79



		Mean:		4.41		4.34		4.06		4.47		4.05



		Very poor		0%		1%		2%		-		-

		Poor		2%		3%		2%		1%		8%

		Average		9%		9%		14%		9%		17%

		Good		33%		35%		51%		32%		39%

		Very good		55%		52%		31%		58%		37%

																		Accommodation – Value for money		4.05		4.47		4.06		4.34

																		Accommodation - Quality of service		4.33		4.56		4.26		4.54



																		Wittering 2006		Wittering 2010		Selsey 2006		Selsey 2010

																Cost of parking		3.40		3.51		4.90		4.81

																Ease of parking		4.73		4.45		4.63		4.35



										Wittering 2006		Wittering 2010		Selsey 2006		Selsey 2010

								Attractions - range		4.13		3.74		3.85		3.71

								Attractions - quality of service		4.07		4.04		3.93		4.01

								Attractions - value for money		3.96		3.86		3.67		3.87









										Wittering 2006		Wittering 2010		Selsey 2006		Selsey 2010

								Places to eat & drink - value for money		4.1		3.94		4.05		4.04

								Places to eat & drink - quality of service		4.27		4.19		4.23		4.09

								Places to eat & drink - range		4.12		3.96		4.06		3.99



















										Wittering 2006		Wittering 2010		Selsey 2006		Selsey 2010

								Shops - Quality of service		4.35		4.12		4.15		3.88

								Shops - Quality of shopping    environment		4.36		3.98		4.05		3.68

								Shops - Range		4.31		4.00		3.74		3.46













										Wittering 2006		Wittering 2010		Selsey 2006		Selsey 2010

								Public toilets - Cleanliness		4.23		4.23		3.71		4.13

								Public toilets - Availability		4.06		4.02		3.44		3.90









										Wittering 2006		Wittering 2010		Selsey 2006		Selsey 2010

								Availability of public seating		3.01		3.79		4.30		3.96

								Cleanliness of the sea		4.59		4.27		4.43		4.08

								Cleanliness of the beach		4.54		4.36		4.35		4.15





										Wittering 2006		Wittering 2010		Selsey 2006		Selsey 2010

								Overall value for money		4.09		4.23		4.16		4.43

								Feeling of welcome		4.27		4.48		4.50		4.69

								General atmosphere		4.21		4.47		4.54		4.71



										Wittering 2006		Wittering 2010		Selsey 2006		Selsey 2010

								Safety from traffic		4.17		3.87		3.83		3.63												4.17		3.87		3.83		3.63

								Safety from crime		4.36		4.30		4.09		4.10												4.36		4.30		4.09		4.10

								Not too overcrowded		4.05		4.14		3.93		3.93												4.05		4.14		3.93		3.93



										Wittering 2006		Wittering 2010		Selsey 2006		Selsey 2010

								Overall enjoyment of the visit		4.45		4.41		4.37		4.15







Day visitor	

Selsey 2010	Selsey 2006	Wittering 2010	Wittering 2006	0.1	0.28000000000000003	0.18	0.41	Staying visitor	

Selsey 2010	Selsey 2006	Wittering 2010	Wittering 2006	0.9	0.75	0.82	0.59	





Wittering 2006	

Overall value for money	Feeling of welcome	General atmosphere	4.09	4.2699999999999996	4.21	Wittering 2010	

Overall value for money	Feeling of welcome	General atmosphere	4.2300000000000004	4.4800000000000004	4.47	Selsey 2006	

Overall value for money	Feeling of welcome	General atmosphere	4.16	4.5	4.54	Selsey 2010	

Overall value for money	Feeling of welcome	General atmosphere	4.43	4.6900000000000004	4.71	



Wittering 2006	

Safety from traffic	Safety from crime	Not too overcrowded	4.17	4.3600000000000003	4.05	Wittering 2010	

Safety from traffic	Safety from crime	Not too overcrowded	3.87	4.3	4.1399999999999997	Selsey 2006	

Safety from traffic	Safety from crime	Not too overcrowded	3.83	4.09	3.93	Selsey 2010	

Safety from traffic	Safety from crime	Not too overcrowded	3.63	4.0999999999999996	3.93	



Wittering 2006	

Overall enjoyment of the visit	4.45	Wittering 2010	

Overall enjoyment of the visit	4.41	Selsey 2006	

Overall enjoyment of the visit	4.37	Selsey 2010	

Overall enjoyment of the visit	4.1500000000000004	



All visitors	

65+ years	55-64 years	45-54 years	35-44 years	25-34 years	16-24 years	0-15 years	0.11	0.1	0.12	0.18	7.0000000000000007E-2	0.06	0.36	Selsey	

65+ years	55-64 years	45-54 years	35-44 years	25-34 years	16-24 years	0-15 years	0.1	0.08	0.12	0.17	0.08	0.06	0.39	Wittering	

65+ years	55-64 years	45-54 years	35-44 years	25-34 years	16-24 years	0-15 years	0.11	0.12	0.13	0.18	0.05	7.0000000000000007E-2	0.34	





Wittering 2006	

Accommodation – Value for money	Accommodation - Quality of service	4.05	4.33	Wittering 2010	

Accommodation – Value for money	Accommodation - Quality of service	4.47	4.5599999999999996	Selsey 2006	

Accommodation – Value for money	Accommodation - Quality of service	4.0599999999999996	4.26	Selsey 2010	

Accommodation – Value for money	Accommodation - Quality of service	4.34	4.54	



Wittering 2006	

Cost of parking	Ease of parking	3.4	4.7300000000000004	Wittering 2010	

Cost of parking	Ease of parking	3.51	4.45	Selsey 2006	

Cost of parking	Ease of parking	4.9000000000000004	4.63	Selsey 2010	

Cost of parking	Ease of parking	4.8099999999999996	4.3499999999999996	



Wittering 2006	

Attractions - range	Attractions - quality of service	Attractions - value for money	4.13	4.07	3.96	Wittering 2010	

Attractions - range	Attractions - quality of service	Attractions - value for money	3.74	4.04	3.86	Selsey 2006	

Attractions - range	Attractions - quality of service	Attractions - value for money	3.85	3.93	3.67	Selsey 2010	

Attractions - range	Attractions - quality of service	Attractions - value for money	3.71	4.01	3.87	





Wittering 2006	

Places to eat 	&	 drink - value for money	Places to eat 	&	 drink - quality of service	Places to eat 	&	 drink - range	4.0999999999999996	4.2699999999999996	4.12	Wittering 2010	

Places to eat 	&	 drink - value for money	Places to eat 	&	 drink - quality of service	Places to eat 	&	 drink - range	3.94	4.1900000000000004	3.96	Selsey 2006	

Places to eat 	&	 drink - value for money	Places to eat 	&	 drink - quality of service	Places to eat 	&	 drink - range	4.05	4.2300000000000004	4.0599999999999996	Selsey 2010	

Places to eat 	&	 drink - value for money	Places to eat 	&	 drink - quality of service	Places to eat 	&	 drink - range	4.04	4.09	3.99	



Wittering 2006	

Shops - Quality of service	Shops - Quality of shopping    environment	Shops - Range	4.3499999999999996	4.3600000000000003	4.3099999999999996	Wittering 2010	

Shops - Quality of service	Shops - Quality of shopping    environment	Shops - Range	4.12	3.98	4	Selsey 2006	

Shops - Quality of service	Shops - Quality of shopping    environment	Shops - Range	4.1500000000000004	4.05	3.74	Selsey 2010	

Shops - Quality of service	Shops - Quality of shopping    environment	Shops - Range	3.88	3.68	3.46	



Wittering 2006	

Public toilets - Cleanliness	Public toilets - Availability	4.2300000000000004	4.0599999999999996	Wittering 2010	

Public toilets - Cleanliness	Public toilets - Availability	4.2300000000000004	4.0199999999999996	Selsey 2006	

Public toilets - Cleanliness	Public toilets - Availability	3.71	3.44	Selsey 2010	

Public toilets - Cleanliness	Public toilets - Availability	4.13	3.9	



Wittering 2006	

Availability of public seating	Cleanliness of the sea	Cleanliness of the beach	3.01	4.59	4.54	Wittering 2010	

Availability of public seating	Cleanliness of the sea	Cleanliness of the beach	3.79	4.2699999999999996	4.3600000000000003	Selsey 2006	

Availability of public seating	Cleanliness of the sea	Cleanliness of the beach	4.3	4.43	4.3499999999999996	Selsey 2010	

Availability of public seating	Cleanliness of the sea	Cleanliness of the beach	3.96	4.08	4.1500000000000004	
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Wittering 2006	

Overall enjoyment of the visit	4.45	Wittering 2010	

Overall enjoyment of the visit	4.41	Selsey 2006	

Overall enjoyment of the visit	4.37	Selsey 2010	

Overall enjoyment of the visit	4.1500000000000004	





Sheet1

		Day/staying



				Selsey 2010		Selsey 2006		Wittering 2010		Wittering 2006

		Day visitor		10%		28%		18%		41%

		Staying visitor		90%		75%		82%		59%





				All visitors		Selsey		Wittering

		65+ years		11%		10%		11%

		55-64 years		10%		8%		12%

		45-54 years		12%		12%		13%

		35-44 years		18%		17%		18%

		25-34 years		7%		8%		5%

		16-24 years		6%		6%		7%

		0-15 years		36%		39%		34%

		Table 13a: 

				Total		Selsey 2010		Selsey 2006		Wittering 2010		Wittering 2006

		Base: 		341		178		47		163		79

																		Wittering 2006		Wittering 2010		Selsey 2006		Selsey 2010

		Mean:		4.55		4.54		4.26		4.56		4.33				Accommodation – Value for money		4.05		4.47		4.06		4.34

																Accommodation - Quality of service		4.33		4.56		4.26		4.54

		Very poor		-		-		-		-		1%

		Poor		1%		1%		-		1%		1%

		Average		5%		5%		9%		5%		11%

		Good		33%		33%		57%		33%		35%

		Very good		62%		61%		34%		62%		51%

		Table 13b: 

				Total		Selsey 2010		Selsey 2006		Wittering 2010		Wittering 2006

		Base: 		338		177		47		161		79



		Mean:		4.41		4.34		4.06		4.47		4.05



		Very poor		0%		1%		2%		-		-

		Poor		2%		3%		2%		1%		8%

		Average		9%		9%		14%		9%		17%

		Good		33%		35%		51%		32%		39%

		Very good		55%		52%		31%		58%		37%

																		Accommodation – Value for money		4.05		4.47		4.06		4.34

																		Accommodation - Quality of service		4.33		4.56		4.26		4.54



																		Wittering 2006		Wittering 2010		Selsey 2006		Selsey 2010

																Cost of parking		3.40		3.51		4.90		4.81

																Ease of parking		4.73		4.45		4.63		4.35



										Wittering 2006		Wittering 2010		Selsey 2006		Selsey 2010

								Attractions - range		4.13		3.74		3.85		3.71

								Attractions - quality of service		4.07		4.04		3.93		4.01

								Attractions - value for money		3.96		3.86		3.67		3.87









										Wittering 2006		Wittering 2010		Selsey 2006		Selsey 2010

								Places to eat & drink - value for money		4.1		3.94		4.05		4.04

								Places to eat & drink - quality of service		4.27		4.19		4.23		4.09

								Places to eat & drink - range		4.12		3.96		4.06		3.99



















										Wittering 2006		Wittering 2010		Selsey 2006		Selsey 2010

								Shops - Quality of service		4.35		4.12		4.15		3.88

								Shops - Quality of shopping    environment		4.36		3.98		4.05		3.68

								Shops - Range		4.31		4.00		3.74		3.46













										Wittering 2006		Wittering 2010		Selsey 2006		Selsey 2010

								Public toilets - Cleanliness		4.23		4.23		3.71		4.13

								Public toilets - Availability		4.06		4.02		3.44		3.90









										Wittering 2006		Wittering 2010		Selsey 2006		Selsey 2010

								Availability of public seating		3.01		3.79		4.30		3.96

								Cleanliness of the sea		4.59		4.27		4.43		4.08

								Cleanliness of the beach		4.54		4.36		4.35		4.15





										Wittering 2006		Wittering 2010		Selsey 2006		Selsey 2010

								Overall value for money		4.09		4.23		4.16		4.43

								Feeling of welcome		4.27		4.48		4.50		4.69

								General atmosphere		4.21		4.47		4.54		4.71



										Wittering 2006		Wittering 2010		Selsey 2006		Selsey 2010

								Safety from traffic		3.63		3.83		3.87		4.17

								Safety from crime		4.10		4.09		4.30		4.36

								Not too overcrowded		3.93		3.93		4.14		4.05



										Wittering 2006		Wittering 2010		Selsey 2006		Selsey 2010

								Overall enjoyment of the visit		4.45		4.41		4.37		4.15







Day visitor	

Selsey 2010	Selsey 2006	Wittering 2010	Wittering 2006	0.1	0.28000000000000003	0.18	0.41	Staying visitor	

Selsey 2010	Selsey 2006	Wittering 2010	Wittering 2006	0.9	0.75	0.82	0.59	





Wittering 2006	

Overall value for money	Feeling of welcome	General atmosphere	4.09	4.2699999999999996	4.21	Wittering 2010	

Overall value for money	Feeling of welcome	General atmosphere	4.2300000000000004	4.4800000000000004	4.47	Selsey 2006	

Overall value for money	Feeling of welcome	General atmosphere	4.16	4.5	4.54	Selsey 2010	

Overall value for money	Feeling of welcome	General atmosphere	4.43	4.6900000000000004	4.71	



Wittering 2006	

Safety from traffic	Safety from crime	Not too overcrowded	3.63	4.0999999999999996	3.93	Wittering 2010	

Safety from traffic	Safety from crime	Not too overcrowded	3.83	4.09	3.93	Selsey 2006	

Safety from traffic	Safety from crime	Not too overcrowded	3.87	4.3	4.1399999999999997	Selsey 2010	

Safety from traffic	Safety from crime	Not too overcrowded	4.17	4.3600000000000003	4.05	



Wittering 2006	

Overall enjoyment of the visit	4.45	Wittering 2010	

Overall enjoyment of the visit	4.41	Selsey 2006	

Overall enjoyment of the visit	4.37	Selsey 2010	

Overall enjoyment of the visit	4.1500000000000004	



All visitors	

65+ years	55-64 years	45-54 years	35-44 years	25-34 years	16-24 years	0-15 years	0.11	0.1	0.12	0.18	7.0000000000000007E-2	0.06	0.36	Selsey	

65+ years	55-64 years	45-54 years	35-44 years	25-34 years	16-24 years	0-15 years	0.1	0.08	0.12	0.17	0.08	0.06	0.39	Wittering	

65+ years	55-64 years	45-54 years	35-44 years	25-34 years	16-24 years	0-15 years	0.11	0.12	0.13	0.18	0.05	7.0000000000000007E-2	0.34	





Wittering 2006	

Accommodation – Value for money	Accommodation - Quality of service	4.05	4.33	Wittering 2010	

Accommodation – Value for money	Accommodation - Quality of service	4.47	4.5599999999999996	Selsey 2006	

Accommodation – Value for money	Accommodation - Quality of service	4.0599999999999996	4.26	Selsey 2010	

Accommodation – Value for money	Accommodation - Quality of service	4.34	4.54	



Wittering 2006	

Cost of parking	Ease of parking	3.4	4.7300000000000004	Wittering 2010	

Cost of parking	Ease of parking	3.51	4.45	Selsey 2006	

Cost of parking	Ease of parking	4.9000000000000004	4.63	Selsey 2010	

Cost of parking	Ease of parking	4.8099999999999996	4.3499999999999996	



Wittering 2006	

Attractions - range	Attractions - quality of service	Attractions - value for money	4.13	4.07	3.96	Wittering 2010	

Attractions - range	Attractions - quality of service	Attractions - value for money	3.74	4.04	3.86	Selsey 2006	

Attractions - range	Attractions - quality of service	Attractions - value for money	3.85	3.93	3.67	Selsey 2010	

Attractions - range	Attractions - quality of service	Attractions - value for money	3.71	4.01	3.87	





Wittering 2006	

Places to eat 	&	 drink - value for money	Places to eat 	&	 drink - quality of service	Places to eat 	&	 drink - range	4.0999999999999996	4.2699999999999996	4.12	Wittering 2010	

Places to eat 	&	 drink - value for money	Places to eat 	&	 drink - quality of service	Places to eat 	&	 drink - range	3.94	4.1900000000000004	3.96	Selsey 2006	

Places to eat 	&	 drink - value for money	Places to eat 	&	 drink - quality of service	Places to eat 	&	 drink - range	4.05	4.2300000000000004	4.0599999999999996	Selsey 2010	

Places to eat 	&	 drink - value for money	Places to eat 	&	 drink - quality of service	Places to eat 	&	 drink - range	4.04	4.09	3.99	



Wittering 2006	

Shops - Quality of service	Shops - Quality of shopping    environment	Shops - Range	4.3499999999999996	4.3600000000000003	4.3099999999999996	Wittering 2010	

Shops - Quality of service	Shops - Quality of shopping    environment	Shops - Range	4.12	3.98	4	Selsey 2006	

Shops - Quality of service	Shops - Quality of shopping    environment	Shops - Range	4.1500000000000004	4.05	3.74	Selsey 2010	

Shops - Quality of service	Shops - Quality of shopping    environment	Shops - Range	3.88	3.68	3.46	



Wittering 2006	

Public toilets - Cleanliness	Public toilets - Availability	4.2300000000000004	4.0599999999999996	Wittering 2010	

Public toilets - Cleanliness	Public toilets - Availability	4.2300000000000004	4.0199999999999996	Selsey 2006	

Public toilets - Cleanliness	Public toilets - Availability	3.71	3.44	Selsey 2010	

Public toilets - Cleanliness	Public toilets - Availability	4.13	3.9	



Wittering 2006	

Availability of public seating	Cleanliness of the sea	Cleanliness of the beach	3.01	4.59	4.54	Wittering 2010	

Availability of public seating	Cleanliness of the sea	Cleanliness of the beach	3.79	4.2699999999999996	4.3600000000000003	Selsey 2006	

Availability of public seating	Cleanliness of the sea	Cleanliness of the beach	4.3	4.43	4.3499999999999996	Selsey 2010	

Availability of public seating	Cleanliness of the sea	Cleanliness of the beach	3.96	4.08	4.1500000000000004	
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Wittering 2006	

Overall value for money	Feeling of welcome	General atmosphere	4.43	4.6900000000000004	4.71	Wittering 2010	

Overall value for money	Feeling of welcome	General atmosphere	4.16	4.5	4.54	Selsey 2006	

Overall value for money	Feeling of welcome	General atmosphere	4.2300000000000004	4.4800000000000004	4.47	Selsey 2010	

Overall value for money	Feeling of welcome	General atmosphere	4.09	4.2699999999999996	4.21	





Sheet1

		Day/staying



				Selsey 2010		Selsey 2006		Wittering 2010		Wittering 2006

		Day visitor		10%		28%		18%		41%

		Staying visitor		90%		75%		82%		59%





				All visitors		Selsey		Wittering

		65+ years		11%		10%		11%

		55-64 years		10%		8%		12%

		45-54 years		12%		12%		13%

		35-44 years		18%		17%		18%

		25-34 years		7%		8%		5%

		16-24 years		6%		6%		7%

		0-15 years		36%		39%		34%

		Table 13a: 

				Total		Selsey 2010		Selsey 2006		Wittering 2010		Wittering 2006

		Base: 		341		178		47		163		79

																		Wittering 2006		Wittering 2010		Selsey 2006		Selsey 2010

		Mean:		4.55		4.54		4.26		4.56		4.33				Accommodation – Value for money		4.05		4.47		4.06		4.34

																Accommodation - Quality of service		4.33		4.56		4.26		4.54

		Very poor		-		-		-		-		1%

		Poor		1%		1%		-		1%		1%

		Average		5%		5%		9%		5%		11%

		Good		33%		33%		57%		33%		35%

		Very good		62%		61%		34%		62%		51%

		Table 13b: 

				Total		Selsey 2010		Selsey 2006		Wittering 2010		Wittering 2006

		Base: 		338		177		47		161		79



		Mean:		4.41		4.34		4.06		4.47		4.05



		Very poor		0%		1%		2%		-		-

		Poor		2%		3%		2%		1%		8%

		Average		9%		9%		14%		9%		17%

		Good		33%		35%		51%		32%		39%

		Very good		55%		52%		31%		58%		37%

																		Accommodation – Value for money		4.05		4.47		4.06		4.34

																		Accommodation - Quality of service		4.33		4.56		4.26		4.54



																		Wittering 2006		Wittering 2010		Selsey 2006		Selsey 2010

																Cost of parking		3.40		3.51		4.90		4.81

																Ease of parking		4.73		4.45		4.63		4.35



										Wittering 2006		Wittering 2010		Selsey 2006		Selsey 2010

								Attractions - range		4.13		3.74		3.85		3.71

								Attractions - quality of service		4.07		4.04		3.93		4.01

								Attractions - value for money		3.96		3.86		3.67		3.87









										Wittering 2006		Wittering 2010		Selsey 2006		Selsey 2010

								Places to eat & drink - value for money		4.1		3.94		4.05		4.04

								Places to eat & drink - quality of service		4.27		4.19		4.23		4.09

								Places to eat & drink - range		4.12		3.96		4.06		3.99



















										Wittering 2006		Wittering 2010		Selsey 2006		Selsey 2010

								Shops - Quality of service		4.35		4.12		4.15		3.88

								Shops - Quality of shopping    environment		4.36		3.98		4.05		3.68

								Shops - Range		4.31		4.00		3.74		3.46













										Wittering 2006		Wittering 2010		Selsey 2006		Selsey 2010

								Public toilets - Cleanliness		4.23		4.23		3.71		4.13

								Public toilets - Availability		4.06		4.02		3.44		3.90









										Wittering 2006		Wittering 2010		Selsey 2006		Selsey 2010

								Availability of public seating		3.01		3.79		4.30		3.96

								Cleanliness of the sea		4.59		4.27		4.43		4.08

								Cleanliness of the beach		4.54		4.36		4.35		4.15





										Wittering 2006		Wittering 2010		Selsey 2006		Selsey 2010														4.43		4.16		4.23		4.09

								Overall value for money		4.43		4.16		4.23		4.09														4.69		4.50		4.48		4.27

								Feeling of welcome		4.69		4.50		4.48		4.27														4.71		4.54		4.47		4.21

								General atmosphere		4.71		4.54		4.47		4.21



										Wittering 2006		Wittering 2010		Selsey 2006		Selsey 2010

								Safety from traffic		4.17		3.87		3.83		3.63												4.17		3.87		3.83		3.63

								Safety from crime		4.36		4.30		4.09		4.10												4.36		4.30		4.09		4.10

								Not too overcrowded		4.05		4.14		3.93		3.93												4.05		4.14		3.93		3.93



										Wittering 2006		Wittering 2010		Selsey 2006		Selsey 2010

								Overall enjoyment of the visit		4.45		4.41		4.37		4.15







Day visitor	

Selsey 2010	Selsey 2006	Wittering 2010	Wittering 2006	0.1	0.28000000000000003	0.18	0.41	Staying visitor	

Selsey 2010	Selsey 2006	Wittering 2010	Wittering 2006	0.9	0.75	0.82	0.59	





Wittering 2006	

Overall value for money	Feeling of welcome	General atmosphere	4.43	4.6900000000000004	4.71	Wittering 2010	

Overall value for money	Feeling of welcome	General atmosphere	4.16	4.5	4.54	Selsey 2006	

Overall value for money	Feeling of welcome	General atmosphere	4.2300000000000004	4.4800000000000004	4.47	Selsey 2010	

Overall value for money	Feeling of welcome	General atmosphere	4.09	4.2699999999999996	4.21	



Wittering 2006	

Safety from traffic	Safety from crime	Not too overcrowded	4.17	4.3600000000000003	4.05	Wittering 2010	

Safety from traffic	Safety from crime	Not too overcrowded	3.87	4.3	4.1399999999999997	Selsey 2006	

Safety from traffic	Safety from crime	Not too overcrowded	3.83	4.09	3.93	Selsey 2010	

Safety from traffic	Safety from crime	Not too overcrowded	3.63	4.0999999999999996	3.93	



Wittering 2006	

Overall enjoyment of the visit	4.45	Wittering 2010	

Overall enjoyment of the visit	4.41	Selsey 2006	

Overall enjoyment of the visit	4.37	Selsey 2010	

Overall enjoyment of the visit	4.1500000000000004	



All visitors	

65+ years	55-64 years	45-54 years	35-44 years	25-34 years	16-24 years	0-15 years	0.11	0.1	0.12	0.18	7.0000000000000007E-2	0.06	0.36	Selsey	

65+ years	55-64 years	45-54 years	35-44 years	25-34 years	16-24 years	0-15 years	0.1	0.08	0.12	0.17	0.08	0.06	0.39	Wittering	

65+ years	55-64 years	45-54 years	35-44 years	25-34 years	16-24 years	0-15 years	0.11	0.12	0.13	0.18	0.05	7.0000000000000007E-2	0.34	





Wittering 2006	

Accommodation – Value for money	Accommodation - Quality of service	4.05	4.33	Wittering 2010	

Accommodation – Value for money	Accommodation - Quality of service	4.47	4.5599999999999996	Selsey 2006	

Accommodation – Value for money	Accommodation - Quality of service	4.0599999999999996	4.26	Selsey 2010	

Accommodation – Value for money	Accommodation - Quality of service	4.34	4.54	



Wittering 2006	

Cost of parking	Ease of parking	3.4	4.7300000000000004	Wittering 2010	

Cost of parking	Ease of parking	3.51	4.45	Selsey 2006	

Cost of parking	Ease of parking	4.9000000000000004	4.63	Selsey 2010	

Cost of parking	Ease of parking	4.8099999999999996	4.3499999999999996	



Wittering 2006	

Attractions - range	Attractions - quality of service	Attractions - value for money	4.13	4.07	3.96	Wittering 2010	

Attractions - range	Attractions - quality of service	Attractions - value for money	3.74	4.04	3.86	Selsey 2006	

Attractions - range	Attractions - quality of service	Attractions - value for money	3.85	3.93	3.67	Selsey 2010	

Attractions - range	Attractions - quality of service	Attractions - value for money	3.71	4.01	3.87	





Wittering 2006	

Places to eat 	&	 drink - value for money	Places to eat 	&	 drink - quality of service	Places to eat 	&	 drink - range	4.0999999999999996	4.2699999999999996	4.12	Wittering 2010	

Places to eat 	&	 drink - value for money	Places to eat 	&	 drink - quality of service	Places to eat 	&	 drink - range	3.94	4.1900000000000004	3.96	Selsey 2006	

Places to eat 	&	 drink - value for money	Places to eat 	&	 drink - quality of service	Places to eat 	&	 drink - range	4.05	4.2300000000000004	4.0599999999999996	Selsey 2010	

Places to eat 	&	 drink - value for money	Places to eat 	&	 drink - quality of service	Places to eat 	&	 drink - range	4.04	4.09	3.99	



Wittering 2006	

Shops - Quality of service	Shops - Quality of shopping    environment	Shops - Range	4.3499999999999996	4.3600000000000003	4.3099999999999996	Wittering 2010	

Shops - Quality of service	Shops - Quality of shopping    environment	Shops - Range	4.12	3.98	4	Selsey 2006	

Shops - Quality of service	Shops - Quality of shopping    environment	Shops - Range	4.1500000000000004	4.05	3.74	Selsey 2010	

Shops - Quality of service	Shops - Quality of shopping    environment	Shops - Range	3.88	3.68	3.46	



Wittering 2006	

Public toilets - Cleanliness	Public toilets - Availability	4.2300000000000004	4.0599999999999996	Wittering 2010	

Public toilets - Cleanliness	Public toilets - Availability	4.2300000000000004	4.0199999999999996	Selsey 2006	

Public toilets - Cleanliness	Public toilets - Availability	3.71	3.44	Selsey 2010	

Public toilets - Cleanliness	Public toilets - Availability	4.13	3.9	



Wittering 2006	

Availability of public seating	Cleanliness of the sea	Cleanliness of the beach	3.01	4.59	4.54	Wittering 2010	

Availability of public seating	Cleanliness of the sea	Cleanliness of the beach	3.79	4.2699999999999996	4.3600000000000003	Selsey 2006	

Availability of public seating	Cleanliness of the sea	Cleanliness of the beach	4.3	4.43	4.3499999999999996	Selsey 2010	

Availability of public seating	Cleanliness of the sea	Cleanliness of the beach	3.96	4.08	4.1500000000000004	
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Wittering 2006	

Public toilets - Cleanliness	Public toilets - Availability	4.2300000000000004	4.0599999999999996	Wittering 2010	

Public toilets - Cleanliness	Public toilets - Availability	4.2300000000000004	4.0199999999999996	Selsey 2006	

Public toilets - Cleanliness	Public toilets - Availability	3.71	3.44	Selsey 2010	

Public toilets - Cleanliness	Public toilets - Availability	4.13	3.9	





Sheet1

		Day/staying



				Selsey 2010		Selsey 2006		Wittering 2010		Wittering 2006

		Day visitor		10%		28%		18%		41%

		Staying visitor		90%		75%		82%		59%





				All visitors		Selsey		Wittering

		65+ years		11%		10%		11%

		55-64 years		10%		8%		12%

		45-54 years		12%		12%		13%

		35-44 years		18%		17%		18%

		25-34 years		7%		8%		5%

		16-24 years		6%		6%		7%

		0-15 years		36%		39%		34%

		Table 13a: 

				Total		Selsey 2010		Selsey 2006		Wittering 2010		Wittering 2006

		Base: 		341		178		47		163		79

																		Wittering 2006		Wittering 2010		Selsey 2006		Selsey 2010

		Mean:		4.55		4.54		4.26		4.56		4.33				Accommodation – Value for money		4.05		4.47		4.06		4.34

																Accommodation - Quality of service		4.33		4.56		4.26		4.54

		Very poor		-		-		-		-		1%

		Poor		1%		1%		-		1%		1%

		Average		5%		5%		9%		5%		11%

		Good		33%		33%		57%		33%		35%

		Very good		62%		61%		34%		62%		51%

		Table 13b: 

				Total		Selsey 2010		Selsey 2006		Wittering 2010		Wittering 2006

		Base: 		338		177		47		161		79



		Mean:		4.41		4.34		4.06		4.47		4.05



		Very poor		0%		1%		2%		-		-

		Poor		2%		3%		2%		1%		8%

		Average		9%		9%		14%		9%		17%

		Good		33%		35%		51%		32%		39%

		Very good		55%		52%		31%		58%		37%

																		Accommodation – Value for money		4.05		4.47		4.06		4.34

																		Accommodation - Quality of service		4.33		4.56		4.26		4.54



																		Wittering 2006		Wittering 2010		Selsey 2006		Selsey 2010

																Cost of parking		3.40		3.51		4.90		4.81

																Ease of parking		4.73		4.45		4.63		4.35



										Wittering 2006		Wittering 2010		Selsey 2006		Selsey 2010

								Attractions - range		4.13		3.74		3.85		3.71

								Attractions - quality of service		4.07		4.04		3.93		4.01

								Attractions - value for money		3.96		3.86		3.67		3.87









										Wittering 2006		Wittering 2010		Selsey 2006		Selsey 2010

								Places to eat & drink - value for money		4.1		3.94		4.05		4.04

								Places to eat & drink - quality of service		4.27		4.19		4.23		4.09

								Places to eat & drink - range		4.12		3.96		4.06		3.99



















										Wittering 2006		Wittering 2010		Selsey 2006		Selsey 2010

								Shops - Quality of service		4.35		4.12		4.15		3.88

								Shops - Quality of shopping    environment		4.36		3.98		4.05		3.68

								Shops - Range		4.31		4.00		3.74		3.46













										Wittering 2006		Wittering 2010		Selsey 2006		Selsey 2010

								Public toilets - Cleanliness		4.23		4.23		3.71		4.13

								Public toilets - Availability		4.06		4.02		3.44		3.90









Day visitor	

Selsey 2010	Selsey 2006	Wittering 2010	Wittering 2006	0.1	0.28000000000000003	0.18	0.41	Staying visitor	

Selsey 2010	Selsey 2006	Wittering 2010	Wittering 2006	0.9	0.75	0.82	0.59	





All visitors	

65+ years	55-64 years	45-54 years	35-44 years	25-34 years	16-24 years	0-15 years	0.11	0.1	0.12	0.18	7.0000000000000007E-2	0.06	0.36	Selsey	

65+ years	55-64 years	45-54 years	35-44 years	25-34 years	16-24 years	0-15 years	0.1	0.08	0.12	0.17	0.08	0.06	0.39	Wittering	

65+ years	55-64 years	45-54 years	35-44 years	25-34 years	16-24 years	0-15 years	0.11	0.12	0.13	0.18	0.05	7.0000000000000007E-2	0.34	





Wittering 2006	

Accommodation – Value for money	Accommodation - Quality of service	4.05	4.33	Wittering 2010	

Accommodation – Value for money	Accommodation - Quality of service	4.47	4.5599999999999996	Selsey 2006	
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