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1.0 WHAT IS THE RESEARCH TELLING US?

m  There is a high level recall rate for receiving both the main guide and the accommodation guide,
suggesting the designs, image encapsulate the slogan 'short breaks, lasting memories.....'

m  The guide is informative and easy to use.

m  Great Gardens theme was of most interest, along with Arts and Culture and The Great Outdoors.
m  The least favoured theme was Golfing Breaks.

m  Males preferred the Gourmet Trail, whilst females preferred the Great Gardens.

m  The Short Breaks Guide is well designed, encompassing good use of photography.

m The front cover is the least appealing factor of the guide.

m  One in five visitors referred to the website following receipt of the guide. The majority found the
accommodation guide met their needs. However, this was not necessarily the case for females.

m  Accommodation Grading information received highest satisfaction and was seen to be easy to use.
m Informative and interesting - the two words most used to describe the guide.
m  One in three people visited Royal Tunbridge Wells as a result of receiving the guide.

m  Visitor habits changed when using the themes. Those that found themes to be most interesting, were
not necessarily the themes that were most used.

m  Few people actually used the accommodation special offers.
m  Regardless of the guide, more people had previously visited.

m A high proportion indicated they would make future visits.

2.0 WHAT SHOULD WE DO NEXT?

m  Reconsider the content/inclusion of 'Golfing' and 'Young at Heart' themes. Potentially increase the
marketing of these two specialist themes to their more appropriate groups; Golf - male and female
aged 45-64; and Young at Heart - Male and female aged 45-74.

m  Consideration should be given the making the guide bigger, incorporate the accommodation section
within the main part and provide more variety, and choice, with better maps. This will obviously have
implications for budgets and subscriptions from tourism businesses wanting to advertise and should
be addressed as a separate issue.

m  The issue of boldness, font size and colour mix were also prominent comments for future
improvement.

m  Consider changing the image on the front cover of the guide. One comment received was to use the
picture of the Pantiles on the inside front cover for the front cover, which will give a wider appeal.

m  Aim to increase the association between the Short Breaks Guide and the website by making the
website address more prominent throughout the guide.

m If consideration is given to making the guide bigger with more variety and choice, further
consideration should be given to the nature of accommodation special offers as few people used
them.

Produced by Corporate Marketing & Communications January 2005



3.0

EXECUTIVE SUMMARY

m  The vast majority can recall receiving the original Short Breaks Guide (92.2%).

m  Almost 9 out of 10 (88.7%) found what they were looking for.

m  Great Gardens (60.9%), Arts and Culture (47%) and The Great Outdoors (43.5%) were the most
interesting themes.

m  Design and layout 76.3% and the Use of Photography 74.6% scored the highest level of satisfaction
with the guide.

= One fifth (20%) visited the website www.visittunbridgewells.com as a result of reading the guide.

m  The vast majority can recall receiving the accommodation guide with original Short Breaks Guide.
(92.2%).

m  Over two thirds (67.9%) found the accommodation section adequate for their needs

m  Grading Information 62.5%, Ease of Use 59.8%, Special Offers 55.4% and the Design and Layout
51.9% scored the highest levels of satisfaction with the accommodation guide.

m  Respondents tended to agree that the guide was 'Informative' 70.4%, and 'Interesting' 70.3%.

m  Just under a third (31.3%) visited Royal Tunbridge Wells as a result of receiving the guide.

m  The Great Outdoors (44.4%), Great Gardens (41.7%) and Specialist Shopping (38.9%) were the
most used themes.

m  Almost a fifth (19.4%) used the accommodation special offers.

m  Regardless of the guide, over three fifths (63.5%) have visited Royal Tunbridge Wells before, rising to
90.4% indicating they would visit again in the future.

m 'Interesting' was the most frequently occurring word used to describe Royal Tunbridge Wells (19.1%).

m  The response sample is made up of 51.3% females to 44.3% males.

m  The majority were aged 55-64 (37.4%), followed by 45-54 (16.5%). No responses were received from
those aged 16-24.

m  30.4% read the Daily Mail, and 17.4% the Telegraph.
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4.0 INTRODUCTION

In November 2004, Marketing and Tourism Development commissioned in-house market research with
Corporate Marketing and Communications to evaluate the success of their Short Breaks Marketing
Campaign.

The objectives of this project were to:

m  elicit customer feedback on the Short Breaks Guide

m  establish level of customer satisfaction with guide

m  establish level of take up for special offers in the guide

m  provide information for future campaign plans

m establish an indication of the level of visits precipitated by the Short Breaks Guide

m  establish if the guide has driven traffic to the website

5.0 METHODOLOGY

The survey was carried out during the first two weeks of December 2004 to a sample of visitors from the
Short Breaks Campaign database who visited in the last 12 months. The sample is made up of those
that agreed to be listed on the Short Breaks database to receive promotional and other marketing activity
literature.

Marketing and Tourism Development and Corporate Marketing and Communications designed the survey
to allow returned surveys to be scanned into the computer. The survey was posted week commencing 29
November 2004, with a response date of three weeks. A prize draw was included to encourage higher
response rates.

A copy of the questionnaire is provided in Appendix |.

6.0 RESPONSES

m 1,000 questionnaires were mailed. 115 usable completed questionnaires were returned representing
a response rate of 11.5%. A sample size of 115 is subject to a maximum standard error of +/- 9.1% at
the 95% level of confidence.

m  Throughout the report results are presented using three different rating scores:

m 1-5, for satisfaction where 1 is ‘very dissatisfied’ and 5 is ‘very satisfied'.
m 1-5, for agreement with statements where 1 is 'strongly disagree' and 5 is 'strongly agree'.

m  Mean ratings will also be given.
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7.0 ORIGIN OF RESPONDENT

m  Respondents were given the opportunity to provide details of where they reside. From this data,
using the town name given, we were able to re-code this into geographical regions of the UK (Figure

1).

m  The majority (33%) originated from within the South East Region, which covers the area from
Hampshire, Oxfordshire to Kent, with visitors from London representing the second biggest
proportion (13.9%).

FIGURE 1: GEOGRAPHICAL REGION OF RESPONDENT

m  Respondents from East of England Region which covers the area from Norfolk, Bedfordshire, and
Essex represented (12.2%).
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m  2.6% or three people did not specify where they lived.

m A full list of towns where visitors are from is provided in Appendix Il.
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m  The first question of the survey was designed to identify who could recall receiving the original Short
Breaks Guide (prior to this mailing), at the time of their request / visit.

8.0 ABOUT THE GUIDE

m  The vast majority (92.2%) recalled receiving the original guide (Figure 2), leaving a minority of 7%
unable to recall this.

FIGURE 2: DO YOU RECALL RECEIVING THE SHORT BREAKS GUIDE?

No No reply
1

8
7.0% 0.9%

Yes
106
92.2%

m  Females had a higher recall rate (94.9%) compared to males (90.2%).
m  The recall rate was higher for younger respondents, falling slightly with age.

m  7.5% or eight people that recall receiving the guide have indicated they wish to be removed from the
mailing list.

m  Respondents that could not recall receiving the original guide (7% or eight people) were not eligible
to answer the next two questions. Therefore the results are based on a reduced sample of 92.2% or
106 people.
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71 GUIDE INFORMATION

m  With a high recall rate, an equally high proportion (88.7%) found what they were looking for in the
guide (Figure 3).

FIGURE 3: DID YOU FIND WHAT YOU WERE LOOKING FOR?

No No reply
3

9
8.5% 2.8%

Yes

88.7%

m  8.5% could not find what they were looking for.

m  Male respondents were most likely to find what they were looking for (91.3%), compared to females
(89.3%).

m  Those that couldn't find what they were looking for were given an opportunity to specify what they
would have liked to see. Responses were written in and coded for easier analysis.

m  Of this proportion, respondents specified:

more variety, choice, events and sports information and places to eat
a town centre map, better maps

caravan sites

bus timetables and other public transport information

pet friendly accommodation

parking information

m  All respondents were eligible to answer the next series of questions, with the sample being based
upon the full 115 responses (100%).
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7.2 THEMES

m  The top three themed breaks respondents found most useful are: (Figure 4)

m  Great Gardens 60.9%
m  Arts and Culture 47.0%
m  The Great Outdoors 43.5%

FIGURE 4: WHICH OF THE THEMED BREAKS DID YOU FIND OF MOST INTEREST?
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m At the opposite end of the scale, themes receiving the least votes of interest are:

m  Golfing Breaks 6.1%
m  Young at Heart 7.8%

m  Over two thirds (67.8%) of females found the Great Gardens theme interesting compared to just over
half (52.9%) of males. This compares with just over two fifths (43.1%) of males finding the Gourmet
Trail interesting compared to less than a third (32.2%) of females.

However, presenting the results by theme shows:

GREAT GARDENS

m  Almost three fifths (56.1%) of those interested in this theme are females compared to 39.0% of
males.

m  41.5% are aged 55-64, followed by 17.1% aged 65-74.

ARTS AND CULTURE

m  Just over half (51.9%) interested in this theme are females compared to 44.4% of males.
m  38.9% are aged 55-64, followed by 18.5% aged 45-54.

THE GREAT OUTDOORS

m  Just over half (52.0%) interested in this theme are females compared to 46.0% of males.
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m  36.0% are aged 55-64, followed by 16.0% aged 25-34.

GOURMET TRAIL

m  Just over half (52.4%) interested in this theme are males compared to 45.2% of females.
m  40.5% are aged 55-64, followed by 19.0% aged 45-54.

ANTIQUES SHOPPING

Almost three fifths (56.1%) interested in this theme are females compared to 39.0% of males.

41.5% are aged 55-64, followed by 17.1% aged 65-74.

SPECIALIST SHOPPING

m  Half (50%) of those interested in this theme are males, compared to 45% of females.

m  27.5% are aged 35-44, followed by 25.0% aged 55-64.

SPA HERITAGE

m  Just over half (52.9%) of those interested in this theme are females, compared to 47.1% of males.
m  29.4% are aged 55-64, followed by 20.6% aged 45-54.
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7.3

SATISFACTION WITH THE MAIN GUIDE

m  Respondents were asked to indicate elements of their satisfaction with the guide, by using a scale of
1 to 5, where 1 is very dissatisfied and 5 is very satisfied. This information will be important and
provides an indication as to what changes, if any, can be made to improve future editions.

m  Satisfaction is high for all aspects, but highest for the: (Figure 5).

m De
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m  Whilst the aspects respondents least satisfied with are:

m  The Front Cover Design56.2%, giving a mean rating of 3.5 out of 5.

m  Detail of general information 63.2%, giving a mean rating of 3.63 out of 5.

m In addition to the above pre-determined statements, respondents were given the opportunity to

provide further information as to what aspects most appealed to them. Responses were written in
and coded for easier analysis. The most frequent were:

m  The layout, format, compact design, attractive presentation and quality 21.7% (25 people)

m  The detail, overview, informative 19.1% (22 people)

m ltineraries and themes, choices 17.4% (20 people)

m Ease of use, very good 16.5% (19 people)

m  Contact information, details for further information 13.0% (15 people)

m  Maps, different maps 12.2% (14 people)
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m In terms of how the guide could be improved, 59 respondents provided further comments.
Responses were written in and coded for easier analysis. The most frequent were:

m  Map of town centre 9.6% (11 people)

m Boldness, font size, colour mix 7.0% ( 8 people)

m  Make accommodation guide part of main guide 6.1% ( 7 people)

m Larger map of surrounding area, locate places on maps 5.2% ( 6 people)

m  More information on historic houses, history of Tunbridge Wells 4.3% ( 5 people)

m  Bigger guide, more information and appeal 4.3% ( 5 People)
Produced by Corporate Marketing & Communications January 2005
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9.0 THE INTERNET

m  One in five (20%) visited the website www.visittunbridgewells.com as a result of reading the guide
(Figure 6).

FIGURE 6: DID YOU VISIT OUR WEBSITE AS A RESULT OF READING THE GUIDE?

No reply
3

2.6%

No
89
77.4%

m  However the vast majority (77.4%) did not visit the website.

m  More females visited the website, 22%, compared to 19.6% of males, rising to higher proportions for
respondents of a younger age profile, 46.7% aged 35-44 and 33.3% aged 25-34.
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10.0 ACCOMMODATION GUIDE

m  The vast majority (92.2%) recalled receiving the original accommodation guide with the main guide
(Figure 7), with a minority of 6.1% unable to recall this.

FIGURE 7: DID YOU RECEIVE THE ACCOMMODATION GUIDE LISTING WITH THE GUIDE?

No No reply

7 2
6.1% 1.7%

Yes
106
92.2%

m  There is little difference between male and females on the recall rate of receiving the accommodation
guide, both in the 90% range.

m  Encouragingly, the recall rate for receiving both the main guide and the accommodation guide are
exactly the same at 92.2%.

m  Respondents that could not recall receiving the accommodation guide (6.1% or seven people) were
not eligible to answer the next two questions. Therefore the results are based on a reduced sample of
92.2% or 106 people.
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10.1

ACCOMMODATION INFORMATION

Just over two thirds (67.9%) found the section adequate for their needs, with just under a third
(31.1%) not finding this part adequate for meeting their needs (Figure 8).

FIGURE 8: DID YOU FIND THE SECTION ADEQUATE FOR YOUR NEEDS?

No reply
1

0.9%

m  Male respondents (72.3%) were more likely than females (63.6%) to have found the accommodation
section guide for their needs.

m  Respondents aged 25-34 and of an older age profile are more likely to find the accommodation guide
adequate.

m  Of those that did not find the guide adequate, (31.1% or 33 people), they were given the opportunity
to provide further information as to why this was the case. Responses were written in and coded for
easier analysis. The most frequent were:

m limited selection, choices, lacked B&B and hotels 72.7% (24 people)
m unreasonable, too expensive 27.3% ( 9 people)
m  more selection in Tunbridge Wells 12.1% ( 4 people)

m  All respondents were eligible to answer the next series of questions, with the sample being based
upon the full 115 responses (100%).

Produced by Corporate Marketing & Communications January 2005
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10.2 SATISFACTION WITH THE ACCOMMODATION GUIDE
m  Respondents were asked to indicate elements of their satisfaction with the accommodation guide, by

using a scale of 1 to 5, where 1 is very dissatisfied and 5 is very satisfied. This information will be

important and provides an indication as to what changes, if any, can be made to improve future
editions.

m  Satisfaction is high for all aspects, but highest for the: Figure 9)
m  Grading Information 62.5% giving a mean rating of 3.62 of 5.
m  Ease of Use 59.8% giving a mean rating of 3.68 out of 5.
m  Special Offers 55.4% giving a mean rating of 3.49 out of 5.
m  Design and Layout 51.9% giving a mean rating of 3.47 out of 5.

FIGURE 9: TO WHAT EXTENT ARE YOU SATISFIED WITH THE FOLLOWING ASPECTS OF
THE ACCOMMODATION GUIDE?
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m  Whilst the aspects respondents least satisfied with are:
m  Range of accommodation 45.8% giving a mean rating of 3.25 out of 5.
m  Use of photography 45.8% giving a mean rating of 3.32 out of 5.
m  The map 47.7% giving a mean rating of 3.28 out of 5.
m  Format - insert to main guide  48.6% giving a mean rating of 3.43 out of 5.

m In addition to the above pre-determined statements, respondents were given the opportunity to
provide further information as to how we could improve the accommodation listing. Responses were
written in and coded for easier analysis. The most frequent being:

m  Choice, more comprehensive, bigger 33.0% (38 people)
m  More B&B, budget, self catering, caravan parks 11.3% (13 people)
m  Colour photos, glossy, bigger 8.7% (10 people)
m  More outside Tunbridge Wells, different places 4.3% ( 5 people)
Produced by Corporate Marketing & Communications January 2005
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10.3 DESCRIBING THE SHORT BREAKS GUIDE

m  Having answered all questions about the Short Breaks Guide, themes used, satisfaction with and the
accommodation guide, respondents were asked to rate to what extent they agree with some
statements as to how they would 'describe’ the guide.

m  The majority agree the Short Breaks Guide is (Figure 10).

m 'Informative', 70.4% giving a mean rating of 3.83 out of 5.

m  'Interesting’, 70.3%, giving a mean rating of 3.76 out of 5.

FIGURE 10: TO WHAT EXTENT DO YOU AGREE WITH THE FOLLOWING STATEMENTS?
THE SHORT BREAKS GUIDE IS.....

[] strongly disagree
[] Disagree

] Neither
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m  However, the guide is least likely to be described as

m  'Unique' (23.4%) giving a mean rating of 2.80 out of 5.
m  'Upbeat' (34.3%) giving a mean rating of 3.10 out of 5.

m  'Upbeat, 'Unique' and 'Inspiring' were the three categories where respondents couldn't really decide
how they felt, by stating these more as neither agree nor disagree.
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11.0 ABOUT YOUR VISIT TO THE TUNBRIDGE WELLS AREA

m  Over a quarter (31.3%) visited the Tunbridge Wells area as a result of receiving the Short Breaks
Guide, (Figure 11).

FIGURE 11:  DID YOU VISIT THE TUNBRIDGE WELLS AREA AS A RESULT OF RECEIVING THE
GUIDE?

No reply
4

3.5%

Yes

31.3%

No

65.2%

m  However, although receiving the guide, the majority 65.2% did not visit.
m  More females were likely to visit (35.6%) compared to males (29.4%).

m  Almost half (46.7%) and a third (31.6%) aged 35-44 and 65-74 respectively visited Tunbridge Wells
area as a result of the guide.

m  All respondents that visited Tunbridge Wells as a result of the guide recalled receiving it.
m  Respondents that did not visit the Tunbridge Wells area as a result of the guide (65.2% or 75 people)

were not eligible to answer the next three questions. Therefore the results are based on a reduced
sample of 31.3% or 36 people.
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111  USE OF THEMED BREAKS

m  Just over two fifths (44.4%) used The Great Outdoors itinerary, followed by 41.7% using the Great
Gardens (Figure 12).

FIGURE 12: IN THE MAIN GUIDE, WHICH THEMED BREAK(S) DID YOU USE DURING YOUR
VISIT?
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] Great Gardens

] Specialist Shopping

] Antiques Shopping
B Gourmet Trail

] Spa Heritage
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m  The third most used theme was Specialist Shopping (38.9%), with Antiques Shopping being the
fourth (25.0%).

m  However, the least most used themes were Golfing Breaks and Young at Heart (5.6%).

m  Almost half (47.6%) of females used The Great Outdoors theme during their visit compared to two
fifths (40.0%) of males. Just over a quarter (26.7%) of males used the Gourmet Trail during their visit,
compared to less than a fifth (19%) of females.

However, presenting the results by theme shows:

THE GREAT OUTDOORS

m  Just over three fifths (62.5%) that used the Great Outdoors itinerary were female compared to 37.5%
male.

m  37.5% are aged 55-64, followed by 25% aged 45-54.
GREAT GARDENS

m  Almost three quarters (73.3%) that used the Great Gardens itinerary were female compared to 26.7%
male.

m  46.7% are aged 55-64, followed by 20% aged 45-54 and 65-74.

Produced by Corporate Marketing & Communications January 2005
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SPECIALIST SHOPPING

m  Almost two thirds (64.3%) that used the Specialist Shopping itinerary were female compared to
35.7% male.

m  35.7% are aged 55-64, followed by 21.4% aged 34-44, 45-54, and 65-74.
ANTIQUES SHOPPING

m  Almost three fifths (55.6%) that used the Antiques Shopping itinerary were female compared to
44 4% male.

m  Half (50%) are aged 35-44, followed by 25% aged 55-64.

GOURMET TRAIL

m  Just over half (52.4%) interested in this theme are males compared to 45.2% of females.

m  40.5% are aged 55-64, followed by 19% aged 45-54.

SPA HERITAGE

m  Three quarters (75%) that used the Spa Heritage itinerary were female compared to 25% male.

m  Half (50%) are aged 55-64.

Please note: The figures presented above should be treated with a degree of caution as the sample is only
based on 36 responses, and is therefore not statistically representative, since the confidence level is high at
over +/- 19.6%.

10.1 COMPARISONS BETWEEN THEMES OF INTEREST AND THEMES USED

m  Earlier in this report we looked at which themes were most interesting, and above we looked at those
that were used. Table 1 provides these two data sets in one table, with their appropriate ranking of
popularity for ease of comparison.

TABLE 1: WHICH THEME DID YOU FIND INTERESTING AND WHICH THEME DID YOU USE?
Most interesting theme Most used theme
Theme Number Y%age Rank Number Y%age Rank
Great Gardens 70 60.9 1 15 41.7 2
Arts and Culture 54 47.0 2 5 13.9 7
The Great Outdoors 50 43.5 3 16 444 1
Gourmet Trail 42 36.5 4 8 222 5
Antiques Shopping 41 35.7 5 9 25.0 4
Specialist Shopping 40 34.8 6 14 38.9 3
Spa Heritage 34 29.6 7 8 22.2 5
Young at Heart 9 7.8 8 2 5.6 9
Golfing Breaks 7 6.1 9 2 5.6 8

m  Furthermore, it is evident that whilst respondents may think the itinerary is interesting, it is not
necessarily their chosen theme/itinerary to be used.

m  As shown in Table 1 above, Great Gardens and Arts and Culture were seen to be the most
interesting, yet when in comes to which themel/itinerary they actually used, The Great Outdoors was
the most used and Great Gardens was second.

m  The Arts and Culture theme fell the most, from second place of interest to seventh in terms of use.
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11.2 ACCOMMODATION OFFERS

m  Continuing with the reduced sample of 36 respondents that visited Royal Tunbridge Wells as a result
of receiving the guide, the majority (77.8%) did not use the accommodation special offers provided.
About one fifth (19.4%) made a booking, (Figure 13).

FIGURE 13: ON YOUR VISIT, DID YOU MAKE A BOOKING USING THE ACCOMMODATION
SPECIAL OFFERS?

No reply
1
2.8%

Yes

No

28
77.8%

m  For those that didn't use the special offers (77.8% or 28 people), the main reasons given were:

m  They were a day visitor 25% or seven people
m  They stayed with friends 10.7% or three people

m All respondents were eligible to answer the next series of questions, with the sample being based
upon the full 115 responses (100%).

Produced by Corporate Marketing & Communications January 2005
19



12.0 PREVIOUS VISITS TO ROYAL TUNBRIDGE WELLS
m  Over three fifths (63.5%) have visited Royal Tunbridge Wells before (Figure 14).

FIGURE 14: HAVE YOU VISITED ROYAL TUNBRIDGE WELLS BEFORE?

No reply

5
4.3%

m  Males are more likely to have made previous visits to Royal Tunbridge Wells (70.6%), compared to
females (62.7%).

m  More respondents of an older aged profile, 83.3% aged 65-74 and 71.4% aged over 75 years, have
been before.

m Taking a look at the data set for 'Did you visit the Tunbridge Wells area as a result of receiving the
guide?' (section 11.0, page 16) and combining that 'Have you visited Royal Tunbridge Wells before?'
(section 12.0, above), demonstrates visits are not always dependent upon receipt of a guide.

m  Almost three quarters (72.2%) that visited as a result of receiving the guide had been before, whilst
those that had not visited as a result of the guide (62.7%), had still previously visited.
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121 FUTURE VISITS TO THE AREA

m  The vast majority (90.4%) have indicated that they would make a visit to the area again in the future
(Figure 15).

m  This leaves a minority of 3.5% who stated that they are unlikely to revisit.

FIGURE 15: DO YOU INTEND TO MAKE A VISIT TO THE AREA IN THE FUTURE?

No No reply
7
6.1%

Yes
104
90.4%

m  Males are more likely to visit again in the future (94.1%) compared to females (91.5%).
m  Those indicating they'll make a repeat visit in the future are highest for those aged 35-44 and 55-64.
m  Those indicating they'll make a repeat visit in the future are most likely to be using the Great

Outdoors theme (47.1%), Great Gardens (41.2%) and The Spa Heritage, Gourmet Trail and Antiques
Shopping (23.5%).
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13.0

DESCRIBE ROYAL TUNBRIDGE WELLS IN ONE WORD

m The final question in relation to the Short Breaks Campaign was to give respondents an opportunity

to use one word to describe Royal Tunbridge Wells.

m  Responses were written in and coded for easier analysis. The top five were: (Figure 16)

Interesting 19.1%
Elegant/Stylish 7.8%
Lovely/Attractive/Beautiful 6.1%
Unique 5.2%
Fascinating/Fantastic 5.2%
Posh/Upmarket 5.2%

FIGURE 16: USING ONE WORD, HOW WOULD YOU DESCRIBE ROYAL TUNBRIDGE WELLS?

115

101

86

72

58

43

29 22

19.1%

D Interesting

D Unique

D Relaxed

[] Fascinating, fantastic

. Historical, historic

D Busy

Il Elegant, stylish

m  Females are more likely to describe Royal Tunbridge Wells as 'Interesting’' 22.0% and Elegant and

Stylish 10.2%, compared to males 17.6% and 5.9% respectively.

m  However, from the males' perspective, they are more likely to describe Royal Tunbridge Wells as

being 'Unique’, 'Fascinating/Fantastic', and 'Historical/Historic', 7.8% each.
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14.0 RESPONDENT PROFILE
m  The response sample is made up of 51.3% female and 44.3% male

m  Respondents tend to be of an older age profile, 16.5% aged 45-54, 37.4% aged 55-64, and 15.7%
aged 65-74.

m  The Daily Mail is the most read newspaper (30.4%), followed by The Telegraph (17.4%). The Times
is the third most read newspaper by respondents (13.9%).

m A third (33%) are from within the South East Region, London (13.9%) and East of England (12.2%).

m  Over four fifths (88.7%) would like to remain on our database, leaving a minority of 7% requesting to
be removed.

15.0 FURTHER RESEARCH

m  Further research can be carried out on all data presented in this report to provide more detailed
information according to respondents' demographic profile, origin and other characteristics such as
ethnicity and disability/iliness. It should be noted at this point that analysis by these sub groups could
be less representative and not as statistically significant due to lower sample numbers and therefore
may not provide value, and/or require health warnings on their reported values.

16.0 FURTHER RESEARCH REQUIRED

m |t is worth bearing in mind that research may on some occasions generate further research to identify
and answer specific issues raised from a particular piece of work.

m Issues raised in this research that could require further investigation are:
m  Consideration could be given to discuss the two themes that were least used 'Golfing' and 'Young

at Heart' as a means to try and change and improve the content of information for the inclusion in
the next edition of the Short Breaks Guide.
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Appendix |

The Questionnaire



Q13 How could we improve the enclosed
accommodation listing?

Q22 Using one word, how would you describe
Royal Tunbridge Wells?

About yourself

Q14 uUsing a scale of one to five, where 1 =
strongly disagree and 5 = strongly agree, to
what extent do you agree with the following
statements. The Short Breaks Guide is.....

Q23 Are you:

1 2 3 4 5
Lively |:| |:| |:| |:| |:| Q24 Please indicate your age band?
Unique D D D D D ;::2;1 ...................... D szi ...................... D
e 00000 O E—
Upbeat D D D D D 4554 ... D
Interesting |:| |:| |:| |:| |:|
Informative I:l I:l I:l I:l I:l Q25 Which daily newspaper do you read most

often?
The TimMeS............... |:| The Telegraph ........ |:|
Daily Mail................ |:| The Independent..... |:|

Q15 Did you visit Royal Tunbridge Wells as a
result of receiving the guide?

Continue with  No ....... Goto Q19
Con []

The Guardian.......... |:|

The SuN..cocovveee |:|

The Mirror............... |:|

The Express ........... |:|

Q26 To be entered into our free prize draw, please

Q16 In the main guide, which of the themed . X ;
breaks did you use during your visit? (tick all provide the following details about yourself
that apply) )

Antiques Shopping.. |:| Arts and Culture...... |:| LSRR
Gourmet Trail.......... |:| Golfing Breaks......... |:| First name ...
Great Gardens........ Young at Heart .......

I:l g I:l Surname...........

The Great Outdoors |:| Specialist Shopping |:|
Spa Heritage........... |:| Address............
Village ..............

Q17 On your visit, did you make a booking using
. . Town ................
the accommodation special offers?

Yes...... Go to Q19 No....... Continue with
I:l 018 County..............
Postcode ..........

Q18 If No, please specify why:

Q19 Have you visited Royal Tunbridge Wells

before? . . . .
If you require a copy of this questionnaire in

large print, please contact 01892 554294
Q20 Do you intend to make a visit to the area in
the future?

Yes...... I:IGO to Q22 NO.......

Thank you for your time to complete this survey.

, , Please return using the enclosed pre-paid envelope.
Continue with

Q21

ID
Number....

Q21 If No, please specify why:






