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Ross-on-Wye
TOWN BENCHMARKING
2014 Handbook
KPI 6 - PRIME RETAIL PROPERTY YIELDS & KPI 7 - ZONE A RENTAL VALUES 
Aim: To gather the latest information on how the commercial property in your town centre is faring.
	Zone A Rental £/ sq. ft
	£30 sq. ft

	Prime Retail Property Yields %
	7%


________________________________________________________________________

KPI 8 - FOOTFALL 
Aim: To assess the intensity of visitor movement within the town centre during the week. 
Why: The arrival and movement of people, whether as residents, workers, visitors or shoppers are vital to the success of the majority of businesses within the town centre. The more people that are attracted to the town, the better it trades and the more prosperous the businesses in it become, provided there is ample available disposable income in that audience. Measuring passing people in a consistent manner in the same place, at the same time builds up a picture of the town, its traders and their relative success over the weeks and months. 
Footfall counting allows for the prime locations in the town centre to be identified.

When: Footfall counts need to be conducted on weekdays twice a year. If your town has a market you can choose a ‘Market Day’ during the week and a ‘Non Market’ day during the week to conduct the footfall counts. Alternatively, if your town does not have a market you need to choose a ‘Busy Day’ during the week and a ‘Quiet Day’ during the week. To ensure that a baseline is being established please do not enter data for any counts conducted in August or December. Footfall counts can thus be combined with KPI’s 1, 2, 3 and 4 as part of ‘first benchmarking activity’ or with KPI’s 5, 8, 9, 10, 11 and 12 in other visits to the town centre.
How: Pick two days, one ‘busy’ (Market Day/ Busy Day) and one ‘quiet’ (Non Market Day/ Quiet Day). For a set period, between 10.00am to 1.00pm, count the people passing in both directions through a fixed point (e.g. an imaginary line across the road) for a precise ten minutes in every hour (e.g. 10.00–10.10am, 11.20am-11.30am, 12.40pm-12.50pm). Do this in the busiest locations in the town centre. If more than one location is used the count point with the highest aggregate footfall recording will be used in the main Town Benchmarking analysis. 
· Use an accurate stopwatch and a hand operated mechanical counter.

· The rule of thumb is count anyone who looks like they might have money of their own to spend so toddlers don’t count, but older looking children do.

· Make sure you record the prevailing weather conditions, as it does make a difference!

· Ensure that all footfall count locations are recorded. 
How to enter: In the table below simply record data for each footfall location as per the example in shaded text.

EXAMPLE:

	Count Point Location: Hobbs Square, 11/08/2011

	Time
	Market Day/ Busy Day Count 
	Time
	Non Market Day/ Quiet Day Count

	10.00-10.10
	105
	10.30-10.40
	80

	11.00-11.10
	127
	11.50-12.00
	95

	12.00-12.10
	160
	12.45-12.55
	114

	Comments
	Warm, hot day
	
	Cold and wet weather condition





FOR DATA ENTRY:
	Count Point Location: Name and Date

	Time
	Market Day/ Busy Day Count
	Time
	Non Market Day/ Quiet Day Count

	
	
	
	

	
	
	
	

	
	
	
	

	Comments
	
	
	


Please copy and paste the tables if you enter more than one Footfall Count Point Location.
________________________________________________________________________
KPI 9 - CAR PARKING
Aim: To establish the number of car parking spaces available for public use throughout the town centre and how they are used. 
Why: These days a significant proportion of spending customers in a town centre come by car. In the rural setting, the car tends to be an essential tool, used by both those who come to spend and those who come to work. The provision of adequate and convenient car parking facilities is therefore a key element of town centre vitality. An acceptable number of available spaces with a regular, quick turnover is the ideal.

When: Physically counting the spaces available is a “one-off” exercise and can be done at any time. It should be rechecked annually. Any major changes in the interim should be noted. 
Car park occupancy however, should be checked twice a year. You should choose a ‘Market Day/Busy Day’ during the week and ‘Non Market Day/ Quiet Day’ during the week. You can then complete the ‘Occupancy’ information for each individual car park alongside KPI 5 and 8. As with KPI8 please do not enter any data for audits in August and December.
How:
Number of Spaces:
The survey should count the total number of car parking spaces for use by visitors to the town centre, available in designated car parks and on street, within or directly adjacent to the defined town centre boundary. 

In some towns, parking spaces adjacent to housing can be dedicated to residents only. Sometimes this is absolute with no other parking permitted at any time. In other cases, the parking is dedicated for specific hours and becomes available for the use of the general public for part of the day. Check the local rules and if the public has access for some or all of the day then include the bays that this applies to in your counts. You will be able to record this information in a text box so you are clear what you have done next time. 
Car Park Occupancy
Once the total number of spaces is known and recorded, it will be easy to check the occupancy of the car parks and other parking areas on both the ‘Market Day/ Busy Day’ and ‘Non Market Day/ Quiet Day’. Walk round the car parks/ on street parking areas and note the number of empty spaces between 11am and 1pm. 
Recording the Data
Use the Car Parking Data Sheet emailed with this Handbook. For each Car Parking/ On Street Car Parking location record the details as per the example below.
EXAMPLE:

	Name:
	King Street

	On Street/ Car Park:
	Car Park

	Total Spaces: 
	100

	Short Stay Spaces: (4 hours and under)
	20

	Long Stay Spaces: (Over 4 hours)
	70

	Disabled Spaces:
	10

	Charge:
	HOW MUCH DOES IT COST TO PARK FOR AN HOUR?

£1


HOW MUCH DOES IT COST TO PARK FOR 4 HOURS?

£2


HOW MUCH DOES IT COST TO PARK FOR MORE THAN 4 HOURS?

£4

	Vacant Spaces on a Market Day:
	10

	Vacant Spaces on a Non Market Day:
	20

	Illegal Spaces on a Market Day:
	0

	Illegal Spaces on a Non Market Day:
	0


· In each Car Parking location, the number of Short Stay Spaces, Long Term Spaces and Disabled Spaces should equal the number provided in the Total Spaces column

· Counts include privately owned car parking spaces, e.g. supermarkets, if formally available for use by the general public.
· District councils will have information on the capacity of their car parks but it is wise to check the detail.
· On-street car parking is the responsibility of your County Council but again a visual inspection is advised

· Designated short-term and long-term spaces often exist with a clear distinction made between the two. For the purposes of Benchmarking, a car park with a maximum stay of four hours or less is classed as short stay, all other parking should be classed as long stay.
· Car Parks up to 200 metres outside the defined town centre should be included in Town Benchmarking.
· Illegal spaces refer to vehicles parked outside marked bays in Car Parks or on double yellow lines.
How to enter: For each Car Parking location complete a Car Parking Data Sheet table.
If you Benchmarked in 2013, on request AMT can email your 2013 Car Parking Data Sheet and you will need to amend any changes and enter 2014 data.
Completed Car Parking Data Sheets should be returned electronically with this Handbook by 31st December 2014.
________________________________________________________________________

KPI10 - BUSINESS CONFIDENCE SURVEY
Aim: To establish an understanding of the economy of the town. 

Why: By establishing the trading conditions of the town centre businesses key local stakeholders are able to focus their efforts on looking at issues which are of concern and how to improve them. Strong local businesses will forge a vibrant local economy which will benefit those who live and work in the town. 
When: A survey of the local businesses should be undertaken annually and could be combined with the collection of KPI12. Town Benchmarking uses a short questionnaire for the purposes of comparison across towns as businesses will only contribute if it is simple to complete. However, please feel free to add additional questions to the core offering in the survey.
How: Each of the businesses in the defined town centre should be given the opportunity to complete a survey. Print off as many Business Confidence Surveys (emailed with this Handbook) and tailored covering letters (Appendix 1a/1b) as required, and either distribute by hand, returning to pick the completed surveys up a few weeks later, or by providing a paid envelope. 
· The Business Owner or Store Manager of the commercial unit should complete the survey, but often these people are not available to speak to as part of a ‘cold call visit. Attaching a tailored covering letter, using the sample in Appendix 1a/1b as a template, is thus a good idea, as the survey can be passed on to the relevant person with an explanatory note.

· Return rates can be improved by completing the surveys with the Business Owner or Store Manager via telephone or electronically. If you would like a Business Confidence Survey that can be sent via email please contact Mike King for further details on additional costs.
· Hand out a Shoppers Origin Survey with each of your Business Confidence Surveys.
· How to enter: Simply send copies of your completed Business Confidence Surveys to:

Mike King
Senior Consultant
amt-i
5 Baxter Court
Higher Baxter Street
Bury St Edmunds
Suffolk IP33 1ES
by 31st December 2014. All the survey data will be entered and analysed on your behalf. Each locality will benefit from an analysis comparing each question on the Business Confidence Survey at a Town, Region, National and Typology (where appropriate) level.
________________________________________________________________________

KPI 11 – TOWN CENTRE USERS  SURVEY
Aim: To establish how your town is seen by those people who use it. Each town should aim to complete between 100 surveys. However, if towns would like to know the exact number of visitor surveys need to be completed for statistical reliability please contact Mike King, amt-i at mike.king@towns.org.uk or on 07818 068982.
Why: Key stakeholders within a town may be too close to the issues to see clearly what is good or not so good about their town. By asking town centre users, of all types, a more detailed picture can be obtained. What matters to regular town centre users (i.e. locals who pop in every day or work in town) can be very different to someone who has never been to the place before. For the first group signage is not an issue, for example, and the second may not worry about fear of night time crime. 
When: An annual face to face street survey stopping a random cross section of people. 
· One person can reasonably be expected to conduct around 20-40 Town Centre User Surveys in a day

How: Print off as many Town Centre User Surveys as required. Choose a busy day like a ‘Market Day’ during the week or a weekday in the Summer, but not when a special event is taking place as this will impact on who is present. Do take care not to swamp the town as then you run the risk of someone being asked to contribute more than once which is not a comfortable experience.

For those wishing to undertake a more holistic review of their town, and wanting to gather the views of those residents who cannot make it into the town centre during the day, or who do not use the town at all please contact Mike King at mike.king@towns.org.uk. amt-i, at an additional cost of £50 plus VAT, can provide online surveys which are hosted on local community websites and advice on strategies to ensure high response rates.

· For those conducting the interviews you will need to consider insurance and health and safety issues for local volunteers. 

· For face to face interviewing it is good to adhere to the Market Research Societies Rules of Professional Conduct. (www.mrs.org.uk)

· Provide each interviewer with a copy of the Market Research Societies Rules of Professional Conduct

· Think about providing interviewers with an Identity Card for those conducting the Town Centre User Surveys it may be advisable to provide them with a short introduction sheet to explain why the face to face surveys are taking place.
· Return rates can be improved by hosting the Town Centre Users Surveys online. If you would like an online Town Centre Users Survey please contact Mike King for further details on additional costs.
How to enter: Simply send copies of your completed Town Centre Users Surveys to:

Mike King
Senior Consultant
amt-i
5 Baxter Court
Higher Baxter Street
Bury St Edmunds
Suffolk IP33 1ES


by 31st December 2014. All the survey data will be entered and analysed on your behalf. Each locality will benefit from an analysis comparing each question on the Business Confidence Survey at a Town, Region, National and Typology level.

________________________________________________________________________

KPI 12 - SHOPPERS ORIGIN SURVEY
Aim: To assess details of the catchment area for shoppers to your town(s). 
Why: This data will permit you to target local marketing or promotional literature at specific parts of the wider catchment for your town to encourage others to make the journey. It can also be used as evidence of the success of such campaigns and to gauge the penetration into the population of the understanding of the benefits your town offers. Finally it will be useful to track the changes to this external audience over time to endorse further grant funding for local projects that are designed to enhance the appeal of your town to a wider market, such as events. 
When: For those towns that experience a seasonal fluctuation in their footfall, it would be beneficial to run this twice a year, in and out of season. For the majority, it is sufficient to take stock once a year (combined with KPI10), ideally in the busier summer months but outside the school holidays (people are more prone to travel when the weather is better!). 
How: Print off as many Shoppers Origin surveys (emailed with this Handbook) as required with accompanying tailored covering letter (Appendix 1b/2). Over a two-week period, invite retail outlets in the town centre to gather data on their customers’ postcode at the point of sale. 
The postcodes should be collected in the following format: 

e.g. MK10 9 (i.e. the first part of the code and the first digit of the second half) 

The Shoppers Origin Surveys can be handed out to each retail based commercial unit in the town centre as a separate exercise with the associated covering letter, (Appendix 2) or it can be combined with the distribution and collection cycle of KPI10 Business Confidence Survey. (Appendix 1b for covering letter)
The pooled results from all participating businesses will give a clear indication of the distance travelled, the scale of the catchment population, the density of penetration from specific areas and the “visitor appeal” of your particular town centre. 
Post Codes can also be gathered as part of the Town Centre Users Survey. If you utilise the question at the end of the Survey, “Please could you provide the first five digits of your Post Code?” you will need to merge and analyse this data alongside those collected from Businesses.

How to enter: Once the hard copies of the Shoppers Origin Surveys have been returned, the data needs to be entered onto a master version. You then need to split the post codes into three categories: 

	
	· Locals (i.e..the post codes which cover the town) 

· Visitors(i.e. in adjoining postcodes within a half an hour car journey) 

· Tourists (i.e.post codes which require more than a 30 minute car journey to the town centre) 
The raw data needs to be entered into the columns below as per the shaded example. 
amt-i will work out the relevant percentages for reporting purposes.

· www.postcode.org.uk can be used if you are unsure as to which post codes cover your town(s)

· www.theaa.com can be used to work out the driving distances between post codes. Simply type in the post code of the town centre in the ‘From’ section and the shoppers post code in the ‘To’ section.
EXAMPLE
Locals

Visitors

Tourists

No of Post Codes

302

167

90

FOR DATA ENTRY
Locals

Visitors

Tourists

No of Post Codes



	
	


APPENDIX 1a: BUSINESS CONFIDENCE COVERING LETTER EXAMPLE
Dear Business Owner/ Store Manager,

We are currently undertaking a Benchmarking Project in association with XXXX. The Benchmarking Project involves capturing data on 12 Key Performance Indicators:

· Total number of commercial units

· The balance of comparison/ convenience retail

· Key attractor/ multiple trader representation

· Number of markets/ traders

· Number of vacant units

· Prime retail property yields

· Retail rents

· Footfall counts

· Car parking availability and usage

· Business confidence survey

· Visitor satisfaction survey

· Shoppers origin survey

One important source of data is capturing the ‘business confidence’ of traders in XXXX, as by establishing the trading conditions of town centre businesses key local stakeholders can focus their efforts on looking at issues which are of concern and how to improve them. Thus, it would be greatly appreciated if you could complete the attached short Town Benchmarking Business Confidence Survey and return in the envelope supplied by XXXX. 

Your views and opinions will be amalgamated and included in the overall Benchmarking Project report. If you have any questions or queries before completing the survey, please contact XXXX
Yours sincerely

APPENDIX 1b: BUSINESS CONFIDENCE/ SHOPPERS ORIGIN COMBINED COVERING LETTER EXAMPLE

Dear Business Owner/ Store Manager,

We are currently undertaking a Benchmarking Project in XXXX on behalf of XXXX. The Benchmarking Project has been conducted in over 300 other towns in England and involves capturing data on 12 Key Performance Indicators. We would particularly like your contribution on two of these KPI’s, Business Confidence and Shoppers Origin.

In regards to  the ‘business confidence’ by establishing the trading conditions of town centre businesses, local stakeholders can focus their efforts on looking at issues which are of concern and how to improve them. Thus, it would be greatly appreciated if you could complete the attached short Town Benchmarking Business Confidence Survey and return in the pre paid envelope supplied.

The Shoppers Origin of consumers provides a clear indication of the distance travelled, the scale of the catchment population, the density of penetration from specific areas and the visitor appeal of your town centre. Hence similarly, if over the next few weeks you could use the attached Shoppers Origin Survey to gather your customer’s postcodes at ‘point of sale’ it would supply valuable data on XXXX. Please return both surveys in the envelopes supplied by XXXX. 

The information gathered will be included in the overall Benchmarking Project report. If you have any questions or queries before completing the surveys, please contact XXXX 

Yours sincerely

APPENDIX 2: SHOPPERS ORIGIN SURVEY COVERING LETTER
Dear Sir/ Madam,

We are currently undertaking a Benchmarking Project in XXXX in association with XXXX. The Benchmarking Project involves capturing data on 12 Key Performance Indicators;

· Total number of commercial units

· The balance of comparison/ convenience retail

· Key attractor/ multiple trader representation

· Number of markets/ traders

· Number of vacant units

· Prime retail property yields

· Retail rents

· Footfall counts

· Car parking availability and usage

· Business confidence survey

· Visitor satisfaction survey

· Shoppers origin survey

One important source of data is capturing the ‘Shoppers Origin in XXXX, as the data provides a clear indication of the distance travelled, the scale of the catchment population, the density of penetration from specific areas and the visitor appeal of the town centre. Thus, it would be greatly appreciated if over the next week you could use the attached ‘Shoppers Origin Survey’ to gather your customer’s postcodes at ‘point of sale’. All completed forms should be sent back to XXXX.
Your help is essential in this holistic review of XXXX and the ‘Shoppers Origin Postcode Data’ will be amalgamated and included in the overall Benchmarking Project report. If you have any questions or queries before completing the survey, please contact XXXX.
Yours sincerely

APPENDIX 3: DATA COLLECTION SCHEDULE

	Visit
	KPI’s

	VISIT 1: First benchmarking activity
	Define Town Centre

1. Total number of commercial units

2.  Comparison / Convenience
3.  Key attractors / multiple traders
4.  Number of vacant units

	VISIT 2: Market Day/ Summer Day
	5. Number of Markets/Trader

8. Footfall Counts for Busy Day
9. Car Parking One off Count and Market Day Occupancy
10. Business Confidence Surveys handed out
11. Town Centre Users Surveys

12. Shoppers Origin Surveys handed out

	VISIT 3: Non Market Day/ Autumn Day
	6 and 7. Visit Commercial Letting Agent

8. Footfall Counts for quiet day
9. Car Parking for Non Market Day Occupancy
10. Business Confidence Surveys collected
11. Town Centre Users Surveys

12. Shoppers Origin Surveys collected


2
________________________________________________________________________
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