
The purpose of the Coach Tour 

Survey was to examine the 

economic activity of tourists 

coming into Newton Abbot 

through chartered coach 

companies.  

The survey took place every 

Wednesday for 7 weeks, 

starting on the 19th April 2017 

to the 31st May 2017. 

Wednesday was chosen as 

this is one of the main market 

days in the town, which draws 

coach companies to visit.  

The survey was handed to 

passengers towards the end of 

their visit once they had 

boarded the coach for 

departure. They were given a 

brief explanation of why the 

survey was taking place. Some 

of the surveys were filled out 

individually, whilst others were 

filled out by couples. Once 

completed the surveys were 

then collected prior to the 

coaches departure. 

Participants were given a 

complementary pen as an 

incentive and to encourage the 

completion of the survey. 250 

pens and surveys were 

procured by Teignbridge DC 

and a total of 229 completed 

surveys were returned.  

The coaches approached were 

those who had arrived and 

departed either from the 

Newton Abbot Markets service 

yard or the Highweek Way bus 

and coach station. As a 

number of coaches tended to 

arrive and depart at the same 

time, only a limited number of 

the total number of buses 

could be surveyed on any 

given day.  

The survey was taken mostly 

term time whilst the last week 

was during half term.  

It also took place during 

different weather patterns, 

although the survey period was 

unusually dry for the time of 

year.  

The results presented in this 

report will focus on a variety of 

factors that will help us to 

understand the economic 

value coach tours and coach 

tourists bring to the town. A 

copy of the survey used can be 

found on the next page. 

As well as the survey results, 

there will also be statistics on 

the number of coaches coming 

to the town each month and 

year. In addition, the anecdotal 

discussions with the drivers 

will also be presented, as this 

will give us an idea of the 

issues facing those that 

facilitate this vital sector.  

  

Introduction 

Survey Objectives 

The main themes of the survey include: 

 Who is the typical coach tour visitor? How old are they? Where are they coming from? 

 How long are people staying in the town? When are they coming and going? 

 Where are they visiting when they arrive? Are they visiting the markets? If so, have they 

purchased anything? 

 How much are they spending in total during their visit? 

 Would they recommend Newton Abbot to their friends? 
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The Questions Asked 
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It is first worth noting the variations in the number of participants surveyed on each particular day from the graph below. The reader 

will notice how the number of people surveyed is relatively low for the first two weeks of the survey, this is because only the coaches 

coming in and out of the service yard were included. The surveyor was not aware that a greater number of coaches tended to park at 

the Highweek Way bus and coach station. Following conversations with one of the coach drivers, the surveyor began including coaches 

from both drop-off points.  

The last day of the survey also saw lower numbers, as only 18 pens and questionnaires were left to give out. Wednesday 10th May was 

race day at Newton Abbot Racecourse. It is possible that a number of charted coaches may have attended the racecourse rather than 

the town centre, or increased traffic into the town may had deterred them.  

The lower number of participants for the 17th May is possibly be due to the bad weather. This was indeed noted by the drivers of the 

three coaches who were surveyed that day. All of the other dates were dry and in many cases quite warm and sunny. As the table 

below demonstrates, the same number of coaches were surveyed on the 17th and 24th of May, but the number of passengers 

available to survey significantly increased on the 24th May when the weather was considerably better. 

The Dates 

The Weather 
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 19th April 

2017 

26th April 

2017 

3rd May 2017 10th May 

2017 

17th May 

2017 

24th May 

2017 

31st May 

2017 

Weather Dry and sunny Dry and sunny Dry and sunny Dry and over-

cast 

Rain Dry and sunny Dry and over-

cast 

Coaches    

Surveyed 

1 3 5 1 3 3 1 



It is also of interest to see where the coach passengers are coming from and where they are staying once they arrive in South Devon. 

The results for the latter are not overly surprising.  

What is quite noticeable from the figures above is that coach visitors are coming from a variety of places across the UK. Visitors from 

South Wales however appear to make up the largest demographic, possibly due to its close geography to the South West of England 

and good transport links. 

Place of Residence and Holiday 
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All of those who declared themselves on holiday are staying in the Torbay towns of Torquay and Paignton. The 10 participants who 

declared themselves not to be on holiday are the same 10 visitors who came from Plymouth on a day trip.  



The vast majority of respondents were in the 65+ category, with only two of the 229 participants being under the age of 45. This is 

unsurprising, as this is often the target demographic for many chartered coach companies.   

Also of interest is whether the coach tour visitors had been to Newton Abbot before. If a high proportion of them had, this may suggest 

that they found their previously experiences to be positive, leading them to revisit. As the graph below suggests, 43% of participants 

had visited previously. 57% had not visited before, but as the results from Question 8 suggests (see page 12), the feedback on the 

town from the vast majority of the respondents was positive.  

The Ages 
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Previous Visitors 



Question 6 of the survey asked the participants on the length of their visit to the town. When collating the data, it became clear that 

the answers available were not satisfactory. Two of the answers stated ‘1-2 hours’ and 2-4 hours’. For a participant who had visited for 

exactly 2 hours, there was no clear indication of which answer to choose.  

This problem was remedied as the surveyor asked the driver of each coach what time they had arrived and what time they planned to 

leave. As such, every passenger of each coach must have visited the town for the same amount of time.  

Consequently, rather than using the data from the results of Question 6, the graph below instead includes the data from the question 

asked to the drivers on the times of arrival and departure. Any future coach tour survey should take this into account when designing 

new questions.  

The Timeframe 
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The data shows that 49% of coach tour visitors stayed Newton Abbot for 2 hours. Having compared the ‘time spent in town’ data to the 

‘weather’ data, there is nothing to suggest that the weather had any impact on the amount of time spent in town. This time is most 

likely decided by the driver, who has a schedule for the other events and activities planned for the day.  



The main purpose of Question 3 was to understand whether coach tour visitors were eating out in the town. From the data obtained, 

we found that 85% of participants purchased food of some kind during their visit. Any future survey should have separate answers for 

cafes, restaurants and pubs (rather than having them combined) to see what kind of premises they are visiting.  

As the majority of the participants visited between 10am and 1pm, it is likely that most of them purchased a light meal for lunch, 

although this is purely speculative. A number of respondents ticked the café/restaurant/pub option and wrote below that they had 

gone to the Market Food Hall, this should also be an answer option for any future survey. 

For Question 4 participants were given a multiple choice question asking whether they had visited four specific sites in the town; the 

Indoor Market & Food Hall, the Outdoor Market Stalls, Austin’s Department Store and the M&S Outlet. There was also a fifth option 

named ’Other’ that could be ticked, along with space below to write any noteworthy places they had visited. The results of the ’Other’ 

responses are: 

Food Purchased 
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Places Visited 

Venue Number of Visitors Street Name 

Asda 3 Highweek Street 

Bonmarché 7 Market Walk 

Wilko 2 Market Walk 

Card shops 1 N/A 

Charity shops 9 N/A 

Edinburgh Woollen Mill 3 Courtenay Street 

Library 2 Market Street 

Millets 1 Queen Street 

Peacocks 4 Courtenay Street 

Poundland 1 Queen Street 

Roman Originals 3 Market Walk 

Waterstones 3 Courtenay Street 

Wimpy 1 Queen Street 



For the four main options, if a box was left unticked we assumed that they had not visited that site. However it is of course possible for 

a participant to have visited one of the sites but not realized that they were one of the options on the list for example. A participant may 

had visited Austin’s, one of the mentioned stores, without realizing it was the same company, and so left the box unticked on the 

survey.  

Initial examination of the graph above demonstrates the popularity of the markets, with 80% and 81% of respondents recall visiting the 

indoor market and outdoor market respectively. These figures should not be too surprising, as the one of main justifications for the 

coaches to visit the town on a Wednesday tends to be due to the appeal of the markets.  

What is perhaps more surprising are the figures for Austin’s and Marks and Spencer. Only 59% of respondents recall visiting the M&S 

Outlet, whilst only 28% recall visiting Austin’s. The reason for this could possibly be due to Austin’s branding and multiple sites, which 

is not as well known to out-of-towners compared to national brands like M&S.  

It must also be noted that a small number of participants had not recalled visiting either the indoor or outdoor markets, but had 

answered ‘yes’ to Question 5, asking  ‘Did you purchase any goods from the indoor or outdoor Markets?’. 

As the graph below shows, the majority of respondents, 57%, had purchased something from the markets during their visit. This 

illustrates the importance of the coach tour visitors to the markets specifically.  

Places Visited: The Main Results 
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One of the main purposes of this survey was to understand the economic contribution coach tour visitors make to the town. Question 7 

is our best opportunity to start putting a number on this as it asks each respondent to answer how much they have roughly spent. Of 

the 229 respondents, 228 of them gave an answer. This is quite impressive regarding the stigma that often comes with money and 

spending. The anonymity of the survey ensured that respondents were confident in knowing that their answers could not be traced 

back to them, giving them the confidence to answer questions such as this.  

Of the 228 respondents, only 5% did not spend anything at all. The graph shows an interesting curve in spending across respondents. 

The largest group of spenders were those who spent between £10 and £24 during their visit, making up 38% of spenders. 11% of 

visitors spent £50+ during their time in the town, whilst 26% spent below £10.  

Before analyzing this in further depth, we must remind the reader that some of the surveys were filled out by individuals whilst others 

were done in couples. This is important to note, as the answer a couple gives will be the combined spending of the two participants, 

whilst other answers will only apply to the total spend of an individual. Unfortunately we have no way of knowing which surveys were 

filled out individually and which were filled out by a couple—making it very difficult to establish an average spend per person. Analyzing 

spending per couple can be important in some cases, such as those when an elderly participant has a carer who spends on their 

behalf. This was the case for a few of the participants. 

 

Average Spending Per Person/Couple 

We can instead calculate the average spend per person/couple. We must assume that those who answered £100+ only spent £100 

and no more. If for example someone spent £100,000 during their visit this would obviously skew the average. With that being said, 

we find that the average spend per person/couple is somewhere between £15.65 and £31.70. If we want a single figure, we can 

calculate the average of these two boundary figures, this makes the overall average spend to be £23.68 per person/couple. 

 

Average Total Spending 

The total spend of all 228 respondents was somewhere between £3,569 and £7,229. Again, we must assume here that those who 

answered £100+ only spent £100 and no more. The average of these two boundary figures gives an average total spend of £5,399 for 

228 respondents. 

 

Spending 
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The average spending figures on the previous page only tell us the average of the coaches surveyed. However, not every coach on each 

Wednesday was surveyed, therefore the total spending by coach tour visitors is probably much higher. The graph below will help us to 

find the minimum number of coaches coming into Newton Abbot month on month and year on year. 

The data below comes from the coach drivers who collect their financial incentive. A financial incentive of £5 along with a free coffee 

and cake is offered to coach drivers coming to Newton Abbot. Incentives are collected by the drivers from Shauls Bakery in Market 

Square once they have arrived and dropped off the passengers. The figures are then given to the Markets team to collate and 

compare. The incentives offered by other destinations can be found in the appendix on page 15, of those who offer incentives, Newton 

Abbot’s is comparatively lower than competitors.   

The figures below include coaches that come all week round, thus are not exclusive to Wednesdays as our survey is.  

Excluding the 2017 figures we have so far, the yearly figures from 2014 to 2016 show a steady decline in the number of coaches 

collecting their incentives.  

Coach Drivers Incentives 
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ANNUAL 2014 2015 2016 

Total Coaches 181 132 106 

JAN-MAY 2014 2015 2016 2017 

Total Coaches 64 62 35 65 

By looking at January to May figures for the last 4 years, 2017 is looking to defy this negative trajectory.  



With the spending data and incentive figures we can begin to calculate the annual average spend from coach tour visitors.  

One of the important factors to consider is that not all coach drivers come to collect their incentives. The majority of coaches surveyed 

were not those parked in the service yard, but those at Highweek Way. As there are no designated parking slots for the coach drivers, 

most of them tend to park at Highweek Way to avoid parking out of town. Although this is not a designated parking area, the coaches 

are allowed to park there for as long as the driver stays on the coach—this prevents them from collecting their incentive. As such, there 

are many coaches that visit Newton Abbot but who are not accounted for in the incentive figures.  

If we assume that there is an average of 30 passengers per coach throughout the year and multiply this by the number of coaches that 

have collected their incentives throughout the year, we can get an idea of total passengers visiting the town annually.  

If we then multiply these figures by the average per person/couple of £23.68 we can estimate the average yearly total spend. 

Total Yearly Spending 
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 2014 2015 2016 

Total Yearly  5,430 3,960 3,180 

 2014 2015 2016 

Total Yearly £128,582.40 £93,772.80 £75,302.40 

As we can see from the figures above, as coach numbers from the incentives data have decreased over the last three years, our 

calculations for total yearly spending has steadily decreased. Using our assumptions, so far £46,176 has been spent by coach tour 

visitors in 2017 (Jan-May). 

 

Factors to consider when understanding these figures: 

 These figures do not include those coaches who did not collect their incentives. Considering that the majority of coaches 

included in the survey were parked at Highweek Way, a potentially high number of coaches and their passengers are not 

included, meaning the figures above could be a lot higher in reality.  

 We have calculated that an average of 30 passengers are arriving per coach. These figures are likely to fluctuate throughout 

the year.   

 The amounts spent by participants throughout the course of this survey (April and May) may not be reflective of what coach tour 

visitors spend at other times of the year. Their average spend could be much higher throughout the Christmas period for 

example. 

 

Consequently, there is a lot of evidence to suggest the total yearly spend by coach tour visitors is significantly above the figures in the 

table above.  

These figures also highlight the significant financial impact coach tour passengers have on the local economy. This is particularly 

important for the markets, especially as we recall that 57% of respondents said they had bought something from the indoor or outdoor 

markets during their visit.  

Annual spend based on financial incentive figures 

Annual passengers based on financial incentive figures 



Understanding the thoughts and opinions of the drivers is key to ensuring their future return. Although the drivers did not take part in 

the survey as such, the surveyor paid particular interest towards understanding their concerns. 

 

Parking 

For the majority of drivers parking was the key issue. Up until 2007 the coach drivers could drop off their passengers in the town 

centre and park at Newton Abbot Racecourse on the outskirts of town. Although this was not an ideal location, most of the drivers 

preferred having a designated place to park where they could leave the coach. This option is no longer available, primarily due to the 

cost incurred by the council for these parking spots. This is partly why many coaches now park at Highweek Way, where they are able 

to park but unable to leave the coach to collect their incentives, grab refreshments and take a break.  

Anecdotally, many drivers claim how a number of coach companies have avoided Newton Abbot since the designated parking facilities 

were discontinued. This is perhaps why we have seen a steady drop in the numbers of coaches collecting their incentives over recent 

years. A number of drivers suggested that future designated parking spaces close to the town centre would likely lead to more coaches 

visiting the town and encourage existing companies to continue their visits.  

 

Next Destinations 

The surveyor asked the drivers where the next destination of their tour would be. The most frequent answers were; Teignmouth, Trago 

Mills and Buckfast Abbey. It must be noted here that all of these attractions have designated parking facilities. Unsurprisingly, 

Teignmouth was a more popular answer on the days with sunnier and warmer weather, whilst Trago (an indoor shopping destination) 

was a more popular answer on the days with less favorable weather.  

Discussions with the Drivers 
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Popularity of the Town 

Despite the difficult parking situation, coach tour drivers are still enthusiastic about visiting Newton Abbot. This is probably due to the 

response of the passengers. By looking at the graph below, it becomes clear that the overwhelming majority of participants (99%) said 

they would recommend the town to their friends. Although they were not asked if they specifically would return, their answers still imply 

that they thought positively of the town in general.  



Question 11 of the survey asked if the participants had any further comments on their experiences of the town. 107 of the 229 (47%)

participants gave a written comment. Below is a word cloud of the most popular words used in their responses: 

Additional Comments from Participants 
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Of the 107 responses, 93 of them included something positive about their visit. This ranged from small comments like ‘Very nice town’, 

’Lovely town to visit’ and ‘Enjoyable stay in the town’. Others had longer statements, like ‘Lovely, clean and good shopping area. Really 

enjoyed my visit, hope to come back again’, ‘I am very fond of Newton Abbot, I come to Torquay about 3 times a year and I always fit in 

a visit to Newton Abbot’ and ‘Great variety of stalls and big stores like Millets and Austin Department Stores and upmarket jewellery 

shops’.  

The number of negative, critical and advisory responses were much fewer in number, only 11 out of 107. Although these comments 

are in the minority, it is always important to explore how the town can improve and how it can address its shortcomings. Of the 11 

comments given, 4 of them were negative comments about the weather. The remaining 7 responses are below: 

 

 “Shopping centre is tired and tatty” 

 “Signs for coach parking would be very helpful” 

 “Some of the shops are tired and some of the area is rundown” 

 “Stunning architecture of the library, shame it's heart has been ripped out!” 

 “Toilet facilities not good” 

 “Too many charity shops” 

 “Would be nice that coaches could have a coach park to park in” 

 

Although these comments should be noted, they should not be overshadowed by the overwhelmingly positive comments provided by 

the majority of the respondents. Some comments are contradictory, with some implying the variety of charity shops to be positive 

rather than negative, whilst others giving good reviews of the toilet facilities.  

All in all it would appear that the vast majority of coach tour visitors enjoyed their stay in the town. 



 The vast majority of coach tour visitors are 65+ and spend roughly 2 hours in 

the town  

 

 On average each coach tour visitor/couple spends £23.68 during their stay in 

Newton Abbot 

 

 In 2016 we estimate that a total of £75,302.40 was spent by coach tour 

visitors in Newton Abbot, although we suspect this figure could be much 

higher 

 

 The majority of coach tour visitors purchased something from the indoor/

outdoor markets during their visit 

 

 99% of respondents would recommend Newton Abbot to their friends 

 

 A lack of coach parking close to the town centre is the greatest challenge for 

coach companies 

Main Conclusions  



Below is a table of the incentives offered to coach drivers for the Newton Abbot Markets compared with other local destinations. The 

information was taken from the ‘Coach Drivers Information Pack: Torquay & Paignton’, which covers a large portion of South Devon.  

APPENDIX 

Coach Incentives for Other Destinations 
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Name Financial Incentive (per driver) Other Incentives (per driver) 

Newton Abbot Markets £5 Free coffee and cake 

House of Marbles, Newton Abbot £20 Free coffee and cake 

Trago Mills £10 Free meal 

Tavistock Pannier Market £10  

Bernaville Nurseries, Cowley £15 Free coffee and cake 

Dingles Fairground, Lifton  £20 Free meal 

The table shows that other attractions are offering higher rates compared to Newton Abbot, including other markets like Tavistock. 

Many attractions do not offer direct incentives, but do offer free entry to coach drivers when there is a entrance fee, the South Devon 

Railway being a good example. There are still many destinations that do not offer incentives but still see a high volume of coaches, like 

Teignmouth for example.  

For further information regarding this research please 

contact Tom Winters at tom.winters@teignbridge.gov.uk   
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