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Ireland’s Collaborative Town Centre Health Check Training Programme

/

Ballina, Co. Mayo is one of 12 towns participating in the Collaborative . .
Y P pating Fieldwork Locations

Town Centre Health Check (CTCHC) Training Programme, established by
the Heritage Council and its partners in 2016.

This research was conducted by RED C on behalf of the Heritage Council
and its partners as part of the CTCHC training programme; Consumer
Surveys are Step 5 of the 15-Step CTCHC process.
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Face-to-face research was conducted in areas of high footfall in Ballina
Town Centre, to gain insight into the opinions and attitudes of both
residents and visitors towards the town centre.
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Fieldwork was carried out on dates between October 19t" and
November 11t 2018.

Sample size: n = 408

Social Class*

ABCls: 380/0

Gender Age
48%

18-24 [ €D
25-34 - O 0 0 ¢
LA 0 [(33% ) wwww
LA K 17% )
s GEED

(o)

C2DEFs: 62 /O

*ABC1s — upper to lower middle class; C2DEFs — Skilled

working class, working class and non working, and farmers 1

52%




Summary of Key Findings - |

N S
Satisfaction with Ballina Town Centre

Reasons for Visiting Ballina Town Centre

1. Retail is the highest driver of visits to Ballina Town Centre, with just over In terms of traffic and ease of movement around Ballina Town Centre,
half of respondents claiming shopping as the main reason for visiting the two-thirds believe they can get around the town with relative ease.
town. Following shopping, employment is the next most common reason However, parking and traffic is an issue for some, with only half of
why people visit the town centre, followed by social visits. respondents rating the town as good or excellent for parking and/or traffic
flow.
2. The vast majority of respondents visit Ballina Town Centre regularly, with
87% visiting at least once a week. Castlebar, followed closely by Sligo Most users of Ballina Town Centre (75%) find the town generally
and then Galway, are the town’s biggest competitors, however most are attractive. Pavement cleanliness (75%) and quality (71%) are rated
visiting these places less than once a month, if at all. highly, however there is room for more seating areas with only 55% rating -
the town centre as good for seating or areas to congregate.
3. Inrelation to likes and dislikes of Ballina Town Centre, the people of Ap pe n d I x
Ballina are mentioned as the most likeable feature of the town (28%) Cafés and restaurants within the town centre are rated highly, with
followed by shops (18%). While most have no complaints, 1 in 10 dislike approximately 4 in 5 respondents rating Ballina favourably across pricing,
the traffic, parking or the lack of modern shops within the town centre. range and quality.
4. 18— 34 year olds are less likely to come into the town centre for Ratings across tourism are similarly high, with just under 75% feeling a

shopping, and 1 in 5 of this age group say the lack of shops for young
people/modern shops is something they dislike about the town centre.
This suggests that they feel the current retail offering does not meet their
requirements.

general vibrancy around the town centre, and that the town offers a wide
range of tourist events.




Ballina Catchment Summary of Key Findings - II

(Base: All users of Ballina Town Centre; n=408) All users of Excluding those living
Q.22 How far do you actually live from the Ballina Town Centre?town centre in the town centre . K
(n=408) (n=363) Retail in Ballina Town Centre Online Shopping in Ballina
I live in the t t 10% 1. Users of Ballina Town Centre rate the town highly for shopping, with 1. 1in 3 users of Ballina Town Centre occasionally go online to shop for
Ive In the town centre ° 5
17% approximately 3 in 4 rating it favourably across quality, value, range of various goods and services. Of those going online to shop, 1 in 4 are
goods and range of shops. 1 in 10 however desire more shops for doing so several times a month.
Less than 1 km 15% younger people, and 18 — 34 year olds rate the quality of shops in the
. ) town centre lower than town users at a total level. 2. Clothing and clothing accessories are the most popular items bought
(o] X . . _ . . . - . .
3 2. Most shoppers visit shops in Ballina out of habit (73%), however selection onl!ne, with almost two-thirds claiming |t.|s one of the main items t.hey buy
1-3 km 15% S and quality of shops are important as to whether they will shop in the online. On average shoppers are spending €65 when they go online to
town. shop for clothes.
4 Crossmolina s3] & / &3
= N, 3. Grocery shopping is by far the most popular mission when visiting the 3. Sports equipment is sought after online by about 1 in 5 of respondents
- 2 town centre, with 57% making a trip to a supermarket on the day of their who shop online. Reflecting this, Sports Direct is the second favourite
| 34% . . . o . i
¢ T ‘ I 'i : [z visit, 16% visiting a café/takeaway and 15% visiting clothes shops, with website after Amazon.
77 e e 4-6 km these being particular drivers of visits for 18 — 34 year olds.
% %W _ _ _ _ _ 4. Range of stores is the primary reason for shopping online, with 62%
Balli 4.  When presented with various potential options for extended opening viewing it as a benefit. Pricing and value (45%) and convenience (43%)
atlina hours, 43% of Ballina Town Centre users would prefer late opening on a
0 . 9 are other cited benefits.
Friday evening.
7-15 km 16% . - . .
5. Large multiples account for the majority of clothes and groceries sold in
[T Castlebar 4 the town. Penneys, followed by Shaws, is the most popular choice for
16-30 km 6% 6% clothes, whereas Dunnes, followed by Tesco, is the most popular for food
31-49 km 3 == items within the town centre.

50 km+ 7% 7%

6. Nextand Zarain particular are very popular among 18 to 34 year olds. If
one of these stores could be attracted to the town, it could help address
the feeling among this age group that there is a lack of shops for young
people/modern shops.

Of those using the town centre, approximately 1 in 3 are from within a radius of 3 km, while a further third
are from within a 4 - 6 km radius.



Summary of Key Findings - lll

Public Events and Festivals

1.

The festivals in Ballina are popular among users of the town centre. The
March Madness Festival (St Patrick’s weekend) boasts the highest
visitation levels at around 59%, with the Ballina Salmon Festival and
Christmas Salmon Festival following closely behind.

Christmas and music-themed events are the most popular choices for
potential future events, with just over half of respondents wanting to see
more of both of these types of events. Music events or a beer festival
appear to be particularly popular among 18 — 34 year olds.

Parking Preference

(Base: All who drove; n=293)
Q.19 When in Ballina Town Centre, would your preference be to park in...

Q.20 Did you pay for parking today?

On street

Surface car park

Q.19/20
3 in 4 users of the town centre would prefer to leave their car in a surface level car park, with most paying )

for parking during their visit. »




Mode of Transport

(Base: All users of Ballina Town Centre; n=408)
Q.18 What form of transport did you use to get to Ballina Town Centre today?

No travel required/l was
already in the town centre

The majority (72%) of users of the town centre arrive by car, with just 1 in 5 arriving on foot.

(Q.18)

40

Users of Satisfaction
Ballina Town with Ballina
Centre Town Centre

Public Events
and Festivals

Ballina Town
Centre
Sglele]e]lgle

Transport &
Parking

Online
Shopping




1. Users of Ballina Town
Centre

6.Transport & Parking




Future Events in Ballina Reasons for Visiting Ballina Town Centre?

(Base: All users of Ballina Town Centre; n=408) (Base: All Users of Ballina Town Centre; n=408)

Q.16 Which of the following types of event, if any, would you like to see take place in the town centre to entice you to visit and spend more time in Ballina? Q.1a What is the main reason you visit Ballina Town Centre generally? Main Main/ Any «—
Q.1b And what other reasons do you visit Ballina Town Centre

, . generally? Shopping  N5Q% - B
Christmas events _ 54% Both highest 2999 To get hair cut/styled | A 40%

among 18-34 yr olds Attendin
. gwork  B2EOZ 35%
Music event 52% o . (] Lowest for
To visit café/restaurant _ 329 18-34: 74%

Tosotonep: | 27X\ 4o
T 250 40%

- ‘ To go to the ci
Food festival - 28% ogotothecinema | 19% 44%
- To attend church/religious services - 13%

Highest
for 55+: 88%

Beer festival/Oktoberfest

To visit a friend or family member

To make use of a civic service/admin reasons (e.g. collect pension,
Sports events - 27% appointmenty AN 11%
Walking/window shopping - 11% ALL HIGHEST
AMONG 18-34
Markets - 26% To collect take out food - 10% YR OLDS

. Higher
Kids events - 25% «— for35-54:

35%
Treasure hunts - 17%

Marathon . 8%

Christmas or music events are the most popular choices for potential future events that could occur in
Ballina, with 18 — 34 year olds patrticularly interested in a music event or a beer festival.

- To visit bookmaker . 8%
1 A_ o~ Passing through [ 8%

To attend a cultural event | 8%

Professional reasons (e.g. meeting a Solicitor) . 8%
Tourism  [[1%2%

Other '670/0

Shopping is the most common reason users of Ballina come to the town centre. Hair cuts/styling is the second most common gitab)

reason for visiting the town centre. Social visits to places like cafés/restaurants and pubs, or visits to friends/family are also
common reasons for visiting the town centre, in particular for those aged under 34.




Frequency of Visiting Ballina & Competing Towns Public Events in Ballina

(Base: All Users of Ballina Town Centre; n=408)
Ballina Sligo Castlebar Dublin Galway Enniskillen/Belfast

(Base: All users of Ballina Town Centre; n=408)

Q.14 Which of the following public events are you aware of in Ballina Town Centre?
° 3% Q.15 And which of these public events have you visited within the last year?

5%
]
8%

| Oo/0 |
- Visited Aware
24%
Ballina Salmon Festival . 66%
March Madness (St Patrick's Weekend) siei 63%
77%
On average, people Ballina Frosty
: . 52% 58%
have been to Salmon Festival (Christmas) 67%
among
EVENTS
o o “gA\ONSTRAr,o

Ballina Town Centre users are most aware of the Salmon Festival and least aware of the Food Fleadh.
Awareness of the Salmon Festival and Samhain Abhainn is particularly high among 18 — 34 year olds.

At least once a week -
2/3 times a month [
Once a month

Less often

Never [

in the last year.

Most users of Ballina Town Centre make trips to the town centre at least once a week. Castlebar, Sligo and
Galway are the next most popular destinations visited, generally just once a month.

Q.14/15)
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What do People Like about Ballina Town Centre?

(Base: All Users of Ballina Town Centre; n=408)

The People [ 28%

Shops - 18°/o<\1Lgvgir f;)or/
Convenient/Easy to access - 16%
Good atmosphere/Ambiance - 13%
Friendly [ 11%
Generally good/Great . 8%

5- PUinc Events and Size/Compact [ 7%

Home town l 6%

FeStivals ) ll R Generally good l 6%
- g |

Peaceful/Relaxing I 4%
Pubs/Restaurants I 4%

v
!

Traditional/Old town I 39,
Nice Place to Visit I 20,

Great town/Place I 29,

Users of the town centre believe the people are the most likeable feature of the town. The shops, convenience and overall
atmosphere/ambience are also rated highly.




What do People Like about Ballina Town Centre? Favourite Online Store/Website

(Base: All Users of Ballina Town Centre; n=408) (Base: All who shop online; n=128)

Everything is close together, it's a Q.9 Which is your favourite online store/website to shop?
great community with great spirit

It's my home town; I love to

walk, and there are so many Easy to get to where you
nice walks around the placef The people are very laid back, want to go
they don't panic and there's no
hooting of horns if traffic is
heavy. Everyone stops for a
chat, which is lovely

&

Nice looking town, nice Higher.for
- reasonable restaurants 29% e
Everything is nice and :
compact; people : Friendly, compact, nice to
always have time to hear the music over the
stop and chat public areas =i 12%

It's a nice place to live; lively pubs 10%
and nice food served in bars;

8%
5%
— - - B O e e
: Plenty of activity with SPORTS PRETTYLITTLETHING  bOOhoO DEBENHAMS
plenty of people around amazon DIRECT .com dmef T eb Y Argos

e
A\

The ambiance, the
closeness of the
community

.
2
&

For a busy town it's easy ] —
to get around, traffic | o B
flows freely, even today ‘
it's a bad day and traffic
is moving

It's compact, it’s vibrant, | can
always get what | want in town,
the staff are helpful

@12 (Q.9)

Amazon is the most popular online store visited by respondents who shop online. Sports Direct is the next
most popular, being more commonly used by men.



Benefits of Shopping Online What do People Dislike about Ballina Town Centre?

(Base: All who shop online; n=128) (Base: All Users of Ballina Town Centre; n=408)
Q.8 What do you feel are the benefits of shopping online?

Selection of shops/range of goods 62% Traffic

available
Prices cheaper/good value 45% Lack of shops for young and for .
people/modern shops ABC1s: 17%
Handy/convenience 43%
Parking (lack of)
Variety of goods available 38%
Lack of
. o . o 3%
Quality of stores/shops - 34% convenience/amenities
Availability of sales/discounts - 20% Small/old town | 2%,
Can find items that are unavailable locally - 20% Anti-social behaviour | 10,
Easier to return items l 9%
No toilets | 1o,
Other 1%
Nothing 54%,
Don't know 1%
Over half of those surveyed reported nothing that they dislike about the town. Of those who aired dislikes, traffic, parking and the (Q13)

Selection of shops and range of goods available are the primary benefits of shopping online. Convenience,

. . . L lack of modern shops were the most common complaints. Interestingly, 1 in 5 18 — 34 year olds mention the lack of shops for
pricing and quality of shops are also mentioned as motivating factors.

young people/modern shops as a dislike, suggesting they feel that the current retail offering does not meet their requirements.




What do People Dislike about Ballina Town Centre?

(Base: All users of Ballina Town Centre; n=408)

Traffic at times is

| like the variety of shops, very heavy

although | would like to see The ambiance and we have a

There's too
much traffic
for a town this
size

good variety of shops; TK Maxx
would also be nice in town, also
the vacant buildings should be

painted It's convenient, it’s an attractive town,
good shops; more parking needed,
more activities for young people

- @£ a=

Aldi here as well

It has a lot going for it and it has - =
very good shops but not for , " .

young people, they either shop , .

online or go to Galway or Dublin

Less variety Could do with more flower
of shops decoration; more seating, paint the

Some good shops, restaurants and o
vacant buildings

bars; could do with more shops

Lots of shops, lots of places to meet my
friends; would like better facilities to watch
films; more activities for younger people

The unused buildings need to
be upgraded, they are e Nothing; a few of the
destroying the town’s clean look Car parking is buildings could do with a
expensive, that bit of paint
might deter people

from shopping It's a friendly town, good range of shops - all the

leading supermarkets are here; but we need more
shops for young people to shop, and longer opening
hours

Online Spend on Last Clothes Purchase

(Base: All who bought clothes online; n=82)

Q.7b And thinking back to that last time you made a clothes/clothing accessories purchase online, how much did you spend? Please round up your estimate to the
nearest euro.

Up to €29 18%

€30-39

€40-49

Average Spend
£65.63

€50-74

€75-99 16%

€100+ 8%

On average, shoppers are spending €66 per visit when buying clothes online.




Proportion of Clothes and Accessories Bought Online

(Base: All who bought clothes online; n=82*)
Q.7a Roughly what percentage of your clothing and accessories do you buy online?

Less than 10% 3%

Between 11% and 30%

2. Satisfaction with Ballina

Between 31% and 50% 23%

Between 51% and 70% 40% 68%

____ of those who buy clothes online*
do so for at least half of
their clothes purchases

Town Centre

71% to 100% 28%

*Note: low base size

Of those who shop online for clothes, 68%* buy more than half of their clothes and accessories online, R

highlighting the potential risk to the town if online shopping trends were to increase.

32




Satisfaction with Various Aspects of Ballina Town Centre - | Main Items Bought Online

(Base: All Users of Ballina Town Centre; n=408) (Base: All who shop online; n=128)
Q.17 I am now going to talk about the various aspects of Ballina Town Centre. For each | want you to tell me how you would rate Ballina Town Centre Q.6b What types of goods do you mainly buy online? Higher for,

on that issue, using a 5 point scale where 5 is Very Good and 1 is Very Poor.
! . : o — 81%
Clothes/Clothing Accessories _ 64%

Concert/Event Tickets - 29%

And for A
18-34: BALE

70%

Traffic & Ease of Movement

! . 1-‘-—&:-.2 i p
i Attractiveness ™~~~ ; Cafés/Restaurants

! ! $
1 1 N
1 1 - v
i General attractiveness i i K% $ i °
! of the town centre i Café/restaurant N 8 Sports Equipment - 21%
General ease of getting choice in the town Technology/Devices - 17%

around town centre : : centre — 2 339% :
: ! MOISTURISER Shoes - 160/ Both hlghest
i Pavement cleanliness i ° 189, | 2mongmen
; ; Beauty Products - 15%

— ! ! Café/restaurant .
Parking in the town | . i o Video Games 0
’ centre : Pavement quality i quality in the town . 1%

i i centre

Household Products . 9%

i Parks and green space

Art/Decor I 2%,
in the town centre

Traffic flow in the town Furniture I 2%

centre

! Value for money of
; cafés/restaurants in
: the town centre

Seating and areas to

Groceries I 29
: congregate

Other 11%

Showing % that score 4 (Good) and 5 (Very Good) Two-thirds of online shoppers in Ballina buy clothing. Concert tickets are the second most popular commodity bought online,

followed by sports equipment and tech. Over 4 in 5 (81%) of women who shop online say clothes are the main item bought.




Online Delivery Options Satisfaction with Various Aspects of Ballina Town Centre - I

shops in the town centre

(Base: All who shop online; n=128) (Base: All Users of Ballina Town Centre; n=408) - b
Q.6 Which of the following do you do when purchasing goods online? Q.17 |1 am now going to talk about the various aspects of Ballina Town Centre. For each | want you to tell me how you would rate Ballina Town Centre v
on that issue, using a 5 point scale where 5 is Very Good and 1 is Very Poor. * A
Tourism Shopping m
| get goods delivered directly to . }
I |
94% ice i
my home or place of work o Standard of service in 29%

Quality of shops in

night in the town centre shops in the town centre

74%
| use ‘click and collect’ services that the town centre
allow me to collect products 14%
from the shop of purchase i Variety of goods available in 249,
shops in the town centre ¢
Security/Safety f
| use services to arrange goods to be . . _ . Value for money of 799
delivered to a location where | [ 3% Feeling of safety and security 809, i shops in the town centre
. . o 1
can collect at a pick-up point . . during the day in town centre |
-L I Feeling of safety and security at 27% Variety/Range of 759

| N
I-@-_v

Online shoppers predominantly get goods delivered directly to their door. ‘Click and collect’ is used by 1 in
7 people. Drop-off services are not utilised by the majority of online shoppers.

Showing % that score 4 (Good) and 5 (Very Good)




Ballina Town Centre Ratings — Traffic & Ease of Movement

(Base: All Users of Ballina Town Centre; n=408)
Q.17 I am now going to talk about the various aspects of Ballina Town Centre. For each | want you to tell me how you would rate Ballina Town Centre

on that issue, using a 5 point scale where 5 is Very Good and 1 is Very Poor.

Traffic & Ease of
Movement

Everything is so close

Can get congested
with traffic at times

Difficulty parking

General ease of getting around :
later in the day

the town centre

Parking in the town centre 50%

!" ﬂq“?
1L

- 670/0
* f
> (N B = {12
D fe
49% | =
. l "
A sa &

Showing % that score 4 (Good) and 5 (Very Good)
Two-thirds of respondents believe it is generally easy to get around Ballina, though only half would rate the R
town as good or excellent with regard to parking or traffic flow.

"

Traffic flow in the town centre

Shopping Online All Using Town All Online
Q.5 And how often, if at all, do you shop online? Centre Shoppers
(n=408) (n=131)

J—
At Least once a week

NET: Shop Online

—<
32%
~——

G Never 68%

-

Just under a third of shoppers go online to purchase goods, with about 1 in 6 doing this at least once a month.




4. Online Shopping

Ballina Town Centre Ratings — Attractiveness

(Base: All Users of Ballina Town Centre; n=408)

Q.17 | am now going to talk about the various aspects of Ballina Town Centre. For each | want you to tell me how you would rate Ballina Town Centre
on that issue, using a 5 point scale where 5 is Very Good and 1 is Very Poor.

Attractiveness

General attractiveness of

the town centre 76% Lower for ABC1s:

/ 66%
75%
It’s a clean town with wide
footpaths
71%

It's clean and has nice seating areas;
63% lovely places to walk

55% I'd like more seating in the town b

around the shopping area

Pavement Cleanliness

Pavement Quality

Parks and green space
in the town centre

Seating and areas to congregate

Showing % that score 4 (Good) and 5 (Very Good)

: : : : : : : : : .17,
Ballina scores well for attractiveness, especially on pavement quality and cleanliness. Satisfaction with seating and areas et
to congregate is slightly lower at 55% 17




Ballina Town Centre Ratings — Cafés/Restaurants What Stores and Services are Missing from Ballina?

(Base: All users of Ballina Town Centre; n=408) (Base: All users of Ballina Town Centre; n=408)

Q.17 I am now going to talk about the various aspects of Ballina Town Centre. For each | want you to tell me how you would rate Ballina Town Centre
on that issue, using a 5 point scale where 5 is Very Good and 1 is Very Poor.

| , , MARKS
Cafés/Restaurants I like the atmosphere in the Nice places to eat S P E N G E R :
town’s cafés and and not too pricey f independent
restaurants Higher retailers
for
Café/restaurant choice women:
81% 57%

in the town centre

Clothes shops

o .
, . 38 /o for young Upmarket Deli
Café/restaurant quality 819 Higher and for |
in the town centre ° or oo peopie
49%
Value for money of cafés/restaurants % 7Z ARA . Independent
in the town centre e Higher and for Lifestyle shop P

18-34:
50%

for
women:
40%

coffee shop

Note: Answers are from prompted list

(Q.11)

Showing % that score 4 (Good) and 5 (Very Good)

Cafés and restaurants are rated highly, with approximately 4 in 5 respondents endorsing Ballina for variety, quality and Respondents were presented with a list of stores currently not in Ballina. Of the options presented, 45% of respondents would like to see Marks

value for money. & Spencer in Ballina, followed by Next, Zara and H&M. Next and Zara, in particular, are very popular among 18 — 34 year olds. If one of these

27
stores could be attracted to the town, it could help address the feeling among this age group that there is a lack of shops for young people.




Stores Most Shopped In

(Base: All who shop in Ballina; n=399)
Q.10 When shopping in Ballina Town Centre, please name the store in which you do most of your shopping for the following goods.

\

s

Penneys

Shaws

Dunnes

The Fashion Shop

Olivers

Carmels

Joe Morans

Penneys and Shaws hold the majority share of clothes-related shopping visits in Ballina, whereas Dunnes and Tesco lead
on food items. Dunnes appears to attract an older clientele with Tesco more popular with 18 — 34 year olds. Morans,

T—|igher
for
women:

47%
And for
18-34:
53%

v\-<|,I_-Iigher

for 55+:
34%

And for
ABC1s:

33%

Higher
for
women:

11%

50%

Tesco Dunnes Home

Higher
<+— for 18-
34:

43%

I 5%

1%

Lidl Shaws

Heatons

SuperValu

Other Coleman's Electrical

Other

followed by Dunnes, is the most popular for furniture or durables.

PELLTTTS
m B8, Furniture/Durables
o8 Food Stuff ’ -
' Higher Higher
Dunnes Stores 41% & for 55+ Morans . 30% <«— formen:

37%

for 55+:
37%

and for
C2DEs:

35%

—

11%

Ballina Town Centre Ratings — Tourism

(Base: All Users of Ballina Town Centre; n=408)

Q.17 | am now going to talk about the various aspects of Ballina Town Centre. For each | want you to tell me how you would rate Ballina Town Centre
on that issue, using a 5 point scale where 5 is Very Good and 1 is Very Poor.

Good night life, there
are plenty of options

Lovely looking town,

Tourism lively atmosphere

General feeling of vibrancy

O,
in town centre 74%

Range of events

in town centre 73%

Attractions in the town centre

other than shopping 68%

Showing % that score 4 (Good) and 5 (Very Good)

3 in 4 respondents report a general feeling of vibrancy around the town centre. Most also assert there is a (@17

good range of events around town for tourists, and for those looking for something other than shopping.




Ballina Town Centre Ratings — Security/Safety Alternative Shopping Hours
(Base: All who shop in Ballina; n=399)

(Base: All Users of Ballina Town Centre; n=408)
Q.17 I am now going to talk about the various aspects of Ballina Town Centre. For each | want you to tell me how you would rate Ballina Town Centre Q.4b Which of the following ‘extended opening hours’ options would you avail of most often if they were available in Ballina?

Thursday 6-9pm

4
‘ None
D 24%
24%
/ \

When presented with various potential options for extended opening hours, just over 40% of Ballina Town Centre consumers
expressed a preference for late opening on a Friday evening. 1 in 4 would consider shopping on a Sunday if it was available.

on that issue, using a 5 point scale where 5 is Very Good and 1 is Very Poor.
‘ It's a peaceful town, next to no w ‘_
ot trouble Sometimes there's anti-

Security social behaviour at night

Feeling of safety and security

during the day in town centre 82%

Friday 6-9pm

Feeling of safety and security at
night in the town centre

77%

(Q.4b)

Showing % that score 4 (Good) and 5 (Very Good)

Most respondents feel safe in Ballina Town Centre, whether it be during the day or at night.




Businesses/Shops Visited Today Ballina Town Centre Ratings - Shopping

(Base: All who shop in Ballina Town Centre; n=332)

Higher (Base: All Users of Ballina Town Centre; n=408)
Q.3b And which types of businesses/shops did you visit today ? for 055+ A S d Q.17 | am now going to talk about the various aspects of Ballina Town Centre. For each | want you to tell me how you would rate Ballina Town Centre on that
/ 81% verage spen issue, using a 5 point scale where 5 is Very Good and 1 is Very Poor.
Supermarket 57% and for €71 .
P ® ¥~ women: : Shopping
Café/Takeaway 63% €10 Great selection
of shops of all
Clothes Shop €41 descriptions Standard of service - 299
. . o
Chemist €23 in shops in town centre @ Q m
"""""""""""""""""""""""""""""""""" a .}{663_;{%2;'34'9?'6[&&'""""""""""" _ '
Beauty/Hairdressing €37 Quality of shops 74% «— Higherfor and for Lower for 18-34: and for ABCfs:
Newsagent €8 in town centre 55+: 82% C2DEs:82%  64% 60%
Restaurant €26 Variety of goods available
: . 74%¢— |
Post Office €26 in shops in town centre
Higher for 55+: and for Lower for ABC1s
Dry Cleaners €16 81% C2DEs: 80%  64% 4
........................................................................................................ Value for money of 799,
Bookmaker I 4% €17 shops in town centre °'\
All the shops are close Lower for i
Bank/Credit Union [J] 4% €38 together, it’s a lovely ABC1s: 63%
town Variety/Range of 799,
Pubs [ 4% €20 shops in town centre °
Shoe Sh . e7 I can get all my shopping here; all the large
oe Shop I 4% 5 Showing % that score 4 (Good) and 5 (Very Good) supermarkets are here so prices are competitive

Shopping scores are positive for Ballina across standards, quality, range and value for money. While a majority (64%) of (Q.17)
18 — 34 year olds rate the quality of shops as good or very good, it is notable that this rating is significantly lower compared to
the rating by all users of Ballina Town Centre.

The largest proportion of town centre consumers come to Ballina to visit a supermarket, followed by cafés/takeaways,
clothes shops and pharmacies. Interestingly, when they do come to town, 18 — 34 year olds are more likely to visit
cafés/takeaways and clothes shops.




Reasons Why People Shop In Ballina Town Centre

(Base: All who shop in Ballina Town Centre; n=332)

Q.2a Thinking specifically about the shopping environment what is the main reason you shop in Ballina Town Centre?
Q.2b And what other reason do you shop in Ballina Town Centre? Main Any

Habit/Have always shopped here_ 73%
Selection of shops/range of shops_ 70%

Quality of shops/good/nice shops_ 58% ‘
Easy to get to/handy/convenience 44%

Variety of goods availablen 30%

Like to support local businessesﬂ 28%

ﬁ a . iﬁh

3. Ballina Town Centre

L,
* >w F: ? - Nice environment/atmospherel 21%
R" S h O p p I n g Good car parking/easy to parkl 19%
»
" / \ Prices cheaper/good vaIueI 17%

Availability of sales/discounts ||EE0 17%

Interesting events taking placel 12%

Good customer Servicel 8%
Good public transportl 2%

Otherll 2%
(Q.2a/b)

Most shoppers in Ballina visit the town because they have always shopped there. Range of goods and quality are also
driving visits to the town. Just over 1 in 4 claim to shop in Ballina in order to support local business.
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