






Executive Summary
The Quadrant is a shopping centre located in Swansea. ARUP consultancy firm was approached by the management of the Quadrant in an effort to address the issue of how to improve their customer relations and retail experience within the centre. This is the managements of the Quadrants overall aim.
The objectives of the report are:
Acknowledge potential challenges to the Quadrant and how to solve them by using a variety of different strategies to make the Quadrant competitive and efficient, thus affecting customer relations.
Examining the findings of the questionnaire to find out what the general opinion of the Quadrant shopping centre is.
To offer advice on how to develop the Quadrant shopping centre.
The study used the SWOT and PEST model to analyse the Quadrant's internal and external environments, examining the strengths, weaknesses, opportunities and threats of the organisation. The Political, Economic, Social and technological of the organisation. The study discusses the main reasons why the Quadrant is not improving. This includes why:
The Quadrant does not have enough shops and restaurants for the public so there is not much of a variety, this is shown within the analysis of the questionnaire results. 
They do not do enough events and promotions for the public; the evidence is displayed in the analysis of the questionnaire results. 
The lack of Loyalty schemes within the Quadrant, the evidence can be found in secondary research. 
By Evaluating these main factors, this study proposes main measures to enhance customer interactions and to improve shopping experience within the Quadrant. The study is concluded with recommendations on the basis of crucial observations and review These include:
To provide new retail shops and restaurants for consumers
To host various events to build a strong relationship with consumers
To offer loyalty cards, thus customers can use it through the shopping centre
To provide longer opening hours
The knowledge used in this study was assisted by analysis and content from academic journals, textbooks and websites.



Contents
1.0 INTRODUCTION	4
1.1 AIMS	4
1.3 OBJECTIVISE	4
1.4 PROJECT JUSTIFICATION	5
2.0 RESEARCH METHODOLOGY	5
2.1 FINDINGS AND CRITICAL ANALYSIS	6
2.1.1 PRIMARY RESEARCH	6
2.1.2 WHAT RESEARCH WAS CONDUCTED	6
2.1.3 HOW WAS IT CONDUCTED	6
3.0 PRIMARY RESEARCH RESULTS	6
3.0.1 QUESTIONNAIRE RESULTS – GRAPHS	6
3.0.2 ANALYSIS OF QUESTIONNAIRE RESULTS	6
INTERNAL & EXTERNAL ANALYSIS 	11
SECONDARY RESEARCH	12
CUSTOMER RELATIONS	12
COMPETITORS	14
INNOVATION	15
CONCLUSION	17
RECOMMENDATIONS	18

Appendix 1 The Ethical Application
APPENDIX 2 THE GRAPHS
APPENDIX 3 THE SWOT
APPENDIX 4 THE PEST
[bookmark: _Toc39241058]


1.0 Introduction
The Quadrant shopping centre has a variety of retail shops. It Established in 1979 to the public which is located in Swansea. The centre is owned by LaSalle Investment Management (Quadrant Shopping, 2020). The Quadrant is trying to seek new ways to build customer relationships and deliver an improved retail experience, as previous figures have put a strain on the company. The reason the Quadrant may not be doing as well is that retail shopping is becoming outdated as online shopping is becoming popular with the public (Ward, 2019). The management team of the Quadrant approached a consultancy firm called ARUP to improve their customer relationships and providing an improved shopping experience within their shopping centre. ARUP (2020) is an independent firm that consults project managers and development planners. The job of consulting companies is to build value for organisations among improved efficiency, impartial guidance and business solutions (MCA, 2016).
[bookmark: _Toc39241059]1.1 Aims
The overall aim of this report is to recognise and identify why retail shopping may not be popular and then recommend changes to improve customer relations and improve retail experiences. The Quadrant profits dropped by 5.2% which was the worst result they had ever received (Barry, 2019). As previously stated in the P.I.D the consultant aims to find initiative methods to build a stronger customer relationship and improve retail experiences as a whole. Nonetheless, based on the nature of this analysis and the potential limitations found in the PID, a more reasonable deadline for achieving the expected results would be the end of 2022 economic year (DeCambre, 2020).
[bookmark: _Toc39241060]1.3 Objectivise 
Businesses depend on these crucial success factors to identify the goals that need to be met for the organisation to reach its ultimate target (Howell, 2010).
To assess the effectiveness of the project, ARUP consultants must:
1. To recognise the existing obstacles to the Quadrant and how to overcome them by using several different approaches to make the Quadrant successful and profitable, whilst influencing consumer relationships.
2. To analyse the questionnaire results to find out what the public’s view is about the Quadrant shopping centre

3. To provide recommendations on how to improve the Quadrant shopping centre.
[bookmark: _Toc39241061]1.4 Project Justification
[bookmark: _Toc39241062]The purpose of this project is to examine how to improve the Quadrant and how potential factors can affect the Quadrant. Research shows that 5 years ago the Quadrant was doing exceptionally well with their profit as they made 4.5% higher than their previous year (Insider Media Limited, 2015). An article published in 2019 shows that a company named Springboard Marketing which collects profit figures from all shopping centres, demonstrates that the Quadrants profit decreased by 5.2% the worst result the Quadrant ever received (Barry, 2019). This a potential factor which affects the Quadrants and therefore why the management of the Quadrant approached ARUP consultancy. The project will allow the management of the Quadrant to acknowledge whom the competitors are, the danger and threats present and whether they are manageable. In order to gain a broad understanding of the issues that will influence the existence of the Quadrant and its potential for growth, a SWOT analysis and PEST analysis will be used to gain a broad understanding of the issues that will influence the existence of the Quadrant and its potential for growth.
2.0 Research methodology 
According to Kumar (2011), “research methodology includes various techniques that are used in the development process to capture, compile and analyse data”. This describes methods used to collect important information such as surveys, questionnaires, and interviews.
Primary research is characterised as a technique used among researchers to gather data directly, instead of data gathered from previous studies. Primary research is conducted primarily to resolve a specific issue, that includes an in-depth review (Doyle, 2011). The sampling technique used within primary research was convenience sampling this involved collecting a sample (Giles, 2020) which were collected via social media platforms which made it convenient. The sample size included 54 respondents which showed the majority were women and the age range was 16-25 years old.
Secondary research is a study approach that requires the use of current data. Existing data is condensed and collected to improve the overall efficiency of the study. The Secondary analysis involves research materials contained in academic papers and related documents. Such records can be made accessible through public libraries, databases (Whalley, 2011). 
Both methods were used within this project, primary research was used to by publishing a questionnaire and secondary was used by using articles, books, journals and online sources.
2.1 Quantitative And Qualitative Data
Quantitative analysis is a matter of figures. Mathematical research and data are used to display relevant statistics (Silverman, 2016).
Qualitative data collection approaches, including the use of unstructured or semi-structured processes, Smythe et.al (2017).
Quantitative data was used within this project as statics were shown in responses to the questionnaire which was published to the public members.
[bookmark: _Toc39241063]2.2 Findings and critical analysis 
[bookmark: _Toc39241064]2.2.1 Primary research
[bookmark: _Toc39241065]2.2.2 What research was conducted

To find discover the views of the Quadrant shopping centre, the ARUP consulting firm team created a customer questionnaire that was sent to members of the public to be answered. The questionnaire involved questions based on consumer views.
These questions have been created to find out what areas the Quadrant lacks within the organisation.
[bookmark: _Toc39241066]2.1.3 How was it conducted
The questionnaire was carried out by the distribution of questionnaires among the members of the public through social media networks. By using these social networking platforms there were no costs while distributing the questionnaire. By using social media platforms, it was faster to receive the public’s view upon the Quadrant and easier to analyse all of the responses. The limitations while publishing this questionnaire is individuals may not cooperate with the survey thus people may ignore the link to complete the questionnaire which resulted in less respondents.
2.1.4 Ethical issues
The details obtained from the questionnaires will be stored in a safe file and can only be accessed by those participating in the project at ARUP. An ethical application took place before publishing the questionnaire for ethical approvable. 
The ethical application can be found in Appendix 1.
[bookmark: _Toc39241067]3.0 Primary research results 
[bookmark: _Toc39241068]3.0.1 Questionnaire results – Graphs
The findings of the questionnaires can be seen in the format of graphs and pie charts throughout Appendix 2 towards this study.
[bookmark: _Toc39241069]3.0.2 Analysis of questionnaire results
While reviewing the outcomes of the questionnaires, ARUP consultancy firm have noticed there are places where the Quadrant can have greater services inside the shopping centre when it applies to retail shopping and consumer relations. The findings of the questions provided responses to parts covered in the questionnaire. The results display that the public replied with bad responses on numerous questions.
As a consultancy firm, it is believed that negative responses mean there is space for improvement within the Quadrant.
This has been supported by secondary research, which suggests that negative responses are given as customer satisfaction continues to increase and consumer expectations. Consumers may respond negatively as they expect enhanced services (Jenkins, 2018).

[image: ]    Figure 1 – Have you visited the Quadrant before?


As can be seen in figure 1 looked at if the members of Swansea visited the Quadrant shopping centre before 98.1% responded with ‘yes’ and the other 1.9% responded with ‘no’. By looking at these results this is a positive response as most people who responded to the questionnaire has visited the Quadrant shopping centre. 

[image: ]   Figure 2 – What would encourage you to visit the Quadrant?

As can be seen figure 2 shows “What would encourage you to visit the Quadrant”. The results showed that 35.2% would visit the Quadrant if there were more events within the shopping centre. 69.5% believed they would visit the Quadrant more if there were more promotional offers. Finally, 42.6% would visit the Quadrant more if retail shops offered gifts while shopping. The results show that consumers would visit the Quadrant more due to events and promotions as this would increase consumer loyalty. It is believed that the management of the Quadrant must host more events to entice consumers. Consistent events give consumers repeated purposes to visit, particularly if the first one was a success. Events promote family days out; this is a perfect way to fight online threats and attract a large number of customers. 
[image: ]   Figure 3 – Do you believe that the Quadrant has a variety of shops?


[bookmark: _Hlk39178732]Figure 3 displays “Do you believe that the Quadrant has a variety of shops”. 22.2% of people believed that the Quadrant had a variety of shops, and 33.3% disagree and 31.5% strongly disagree. These results display that most of the responses show that members of the public do not believe that there are a variety of shops based within the Quadrant. This would put a strain on the Quadrants profits. Whereas many consumers want a range of stores when it comes to shopping as the consumer will have more of a variety.  Consumers can explore variety because of an internal need for variation due to a saturation of individual features or a preference for external enhancement. Consumers can try variation due to the change in the external setting (Kahn, 2014). 
[image: ]
   Figure 4 – Do you prefer online shopping or physically going shopping?

[bookmark: _Hlk39178791]As can be seen figure 4 displays “Do you prefer online shopping or physically going to shops”. 20.4% of responses prefer physical shopping and 40.7% prefer online shopping and an additional 38.9% liked both. Looking at these results it shows that online shopping is causing a downward spiral for physical shopping. Consumers may be more attracted to online shopping as they may receive more benefits. For example, online shopping is fast, and you can look at a variety of items. Online shopping is more accessible thus customers are able to shop at any time during the day. It provides sales and discount codes which can entice consumers to want to buy more items. 
[image: ]







   Figure 5 – What improvements could be made to enhance your visits to the Quadrant?

[bookmark: _Hlk39178814]As seen figure 5 displays “What improvements would enhance your visit when visiting the Quadrant”. This demonstrates a majority of responses consisted of new shops, restaurants, filling empty shops and free parking. 
[bookmark: _Toc39241070]4.0 Internal & External Analysis 
To evaluate the overall role of the ARUP consultancy firm, a SWOT and PEST analysis on the Quadrant has been created.
 4.1 Swot Analysis
A SWOT analysis is a strategic thinking tool used to enable an individual or company to recognise strengths, weaknesses, opportunities, and challenges relevant to market competition or project management (Blockeel et al, 2016).  The benefit of performing a SWOT analysis is it has little or no costs. Anybody who recognises the establishment may perhaps conduct a SWOT. The limitation with a SWOT is that it does not provide solutions or give alternative decisions (Frue, 2018).
The SWOT analysis can be viewed in Appendix 3.
As an organisation it is thought the location is one of the key strengths of the Quadrant as it is a crucial part of the Quadrant's success, as the Quadrant is in the town centre, drawing a lot of consumers in, creating a brand identity.
The weakness of the Quadrant is that the shopping centre does not offer a wide range of department stores and restaurants. By offering a range of stores and restaurants, customers are more likely to frequently visit the centre because there is more choice to entice them to visit.
The opportunity may be the economic upturn as more consumers may have more money to spend and more disposal income. Statistic shows that 15% of consumers are spending more due to current political situations (Cebr, 2020).
Online shopping is a key threat to the Quadrant shopping centre. This is because online shopping is successful as it has made it easier to buy items, read reviews of products, and the price of items is reasonable because of the current competition (Forbes, 2019).
4.2 Pest analysis
PEST analysis is a strategic business method used among companies to identify, analyse, coordinate and monitor the macro-economic factors that could affect their business now and in the future. The system explores the possibilities and challenges emerging from the political, economic, social and technological forces (Zalengera, 2014). The strength of using a PEST analysis is will allow a company to recognise and take advantage of opportunities. The limitation of a PEST analysis is the fast speed of alterations in society creates it to become extremely difficult to predict changes that may impact a company in the future (Haughey, 2020).
The PEST Analysis can be viewed in Appendix 4.
The Quadrant is affected by many aspects in their external setting, such as political, for example fiscal policy influences economic activity by adjustments in government taxes and spending. Such factors affect jobs and family income, which influence customer consumption and investment (Baker and Kueng, 2019).
Economic factors contain the economy growth and the rate of pay. An article published by the guardian states “Britain’s economy is on course to suffer the deepest recession in several hundred years”. Because of current economic factors individuals are currently being forced to stay home and not go to work due to recent events, therefore affecting people’s salaries. This could affect how consumers spend their money as they may not be earning a significant amount to spend within stores (Inman and Wearden, 2020).
Social factors such as shopping habits and consumer attitudes can affect the Quadrant externally, for instance, consumers may use online platforms to purchase products. Consumers use online platforms as it is more convenient. According to Clarke (2020) states that 76.1% have full time jobs, thus it is difficult to find time for physical shopping, which therefore means consumers use online platforms due to convenience. 
Finally, technological factors such as technological innovations can affect the Quadrant externally, such as online services. Many consumers may use online services such as e-shops to buy products this could affect the Quadrant as they may not have many visitors to their shopping centre.
[bookmark: _Toc39241071]5.0 Secondary Research
To support the primary research the research team at ARUP consultancy firm has conducted secondary research.
This project included the examination of second-hand knowledge currently accessible in academic books, journals, newspapers, and the internet. The team investigated related projects online and in academic papers in the sense of customer relations and delivering an effective retail experience. The advantages of secondary research are it is primarily based on existing evidence generated from previous studies and could be performed relatively fast at a reduced cost (Williams, 2020). The limitations include sources may be out of date which might not be relevant to existing research (Cameron, 2018).
[bookmark: _Toc39241072]5.1 Customer Relations
Customer relations is the mechanism by which businesses encourage customer service and loyalty. It includes handling customer interactions, specific client concerns, and civilly resolving conflicts. The aim of customer relationships is to create long-term dealings for those in which the consumer continues to purchase the product or service and to create new relationships with new customers to ensure more custom. To achieve this aim, businesses need to develop a good image for providing their customers with exclusive services, promotions, incentives, or any other benefits (Griffin and Herres, 2020).
Customer feedback is one of the best ways to collect business-specific data that helps you understand how customers feel about the product or service you're providing. Consumer feedback is one of the best methods to gather industry-specific data that supports the management to understand how the customers feels about the product or service they may provide (Wallace and Kirkman, 2017).
Information suggests that consumers are interested in how a company is selling products and what happens if they are sold. The change has put a strain on businesses to invest in their consumer support teams and meet increasing consumer demands. In addition, the 2018 study found that 59% of consumers had higher standards of customer support than they had in 2017. Businesses now face the task of delivering an outstanding customer experience that is consistent through all interactions (Fontanella, 2019).
Numerous businesses are currently concentrating on ways to handle their consumer relationships. Creating good consumer relationships is a perfect way to create consumer loyalty and attract successful, long-term customers (Fontanella, 2019).
[bookmark: _Toc39241073]5.2 Competitors
According to Janoff (2008) a “competitor means a rival”. In business, an establishment in the same field or a related industry offering similar items or services. The existence of many competitors may decrease the price of products and services as businesses try to gain a greater market share (Riley, 2017).
An article published by Blanchard (2017) believes to make physical shopping enjoyable a shopping centre should host events such as pop up shops. If the management of the Quadrant holds events, this will be an exclusive opportunity for the customers who come, but it could attract new buyers and potentially improve profits. Hosting a themed event or workshop may be a technique to entertain or explain to clients about items or services. If the event is effective, the management of the Quadrant can depend on more customers coming to the next arranged event, making it a valuable promotional concept for retail stores. When performed right, conducting activities is one of the most successful methods to show consumer gratitude.
Black (2017) recommends that loyalty programs can help develop physical shopping. This is because it delivers an enhanced experience for customers. If the management of the Quadrant delivers loyalty programs, they can provide promotional offers to consumers to display their gratitude to their frequent customers. By using the customers purchasing data within the Quadrant it can help to create personalised promotions to send to consumers. The management team should consider using various channels for loyalty services, including e-mail, social media and SMS by giving consumers options on how they could be reached also shows that the Quadrant pays more attention to their needs.
An article published by Wales247 states “15.73% of visitors to the City Centre come in to enjoy its restaurant options”. As the Quadrant does not offer any restaurants within their premises this can put a strain on the centre as many consumers may visit the Swansea but use facilities outside the Quadrant. Morfa retail parc offers shops and restaurants this could be an advantage for Morfa as they can provide facilities that the Quadrant cannot because of the range of shops they provide and the restaurants they do not have (Gregory, 2019).
A news article published by BBC news stated that shopping centres across Wales are losing out on trade because of the success of St David's shopping centre located in Cardiff, as the accomplishments St David's shopping centre gained put a strain on the Quadrant (Ryall, 2017).
Steven Madley the centre director stated that “the shopping centre used to close at 5.30 pm every day. The shops are now open later during the day which has brought in 20% of more customers as they have the opportunity to visit after work to go shopping or get a bite to eat” (Ryall, 2017).
A consumer from Swansea stated that “Swansea has not changed shopping wise this is why they visit Cardiff” (Ryall, 2017).
Observing this evidence, it shows that if the management of the Quadrant followed procedures similar to St David’s shopping centre, they would be able to bring more customers into the centre if they provided longer opening hours, shops and restaurants.
[bookmark: _Toc39241074]5.3 Innovation
According to Frankelius (2016) “Innovation can be described as a method that includes activities to find new ways of doing things. This should not be confused with creation, because this can be interpreted as an act of creating, inventing or creating something. Nevertheless, through imagination, new ideas can be achieved. Individuals need to think beyond the area to make gradual changes”.
By using online resources, it indicates there are approaches for the Quadrant to use their innovation within their organisation.  An article published by Forbes states that Innovation is crucial in an organisation as it offers businesses a quicker advantage in entering markets and provides a developed link to emerging markets, that can result in greater prospects (Henderson, 2017).
Secondary research shows that global developments are impending together to convince shopping centres to adjust the part they participate in individual's lives. Often, they are no longer just for shopping. Now consumers are visiting shopping malls, they are looking for interactions which go beyond traditional shopping (Morgan, 2018)
[bookmark: _GoBack]Trends that continue to create this transition involve shifting demographics, including an ageing population and growing industrialisation, that signifies people living in smaller communities and a growing need for public areas to socialise and congregate (Kokoszka, 2018).
Once these developments move through the global stage, shopping centre owners are being forced to reconsider how they formulate and run their facilities (Kokoszka, 2018).
Pullman (2017) recommends for shopping centres to be innovative they should implement E-commerce logistic services. By implementing e-commerce within the Quadrant is provides consumers the option to use online services within the shopping centre. This method has the potential to reinvent the Quadrant. Customers may shop in shopping centres, purchase products on-site, and deliver products to their residences. It will encourage shoppers to continue shopping, eat in restaurants without taking shopping bags with them.  Retailers will reduce storage capacity in their shops as the orders of their consumers would be stored in warehouses.
A Shopping mall based in Brazil has implemented the method of focusing on the experience and the convenience by using this method their profit increased by 43% and they gained new customers (Stratten, 2020). The management of the Quadrant could become more innovative by incorporating value-added features that are seeking to reposition the Quadrant as a modern centre, including concerts, art centres, spas, health clubs and farmers markets. Such facilities offer a degree of entertainment and recreation that can never be achieved online. 
6.0 Findings and Discussion
As a team the primary research conducted supports customer relations. The questionnaire was developed to obtain the public's responses on the Quadrant to analyse what they expect from the shopping centre. The results from the Questionnaire suggested that the respondents would like a variety of different shops, restaurants, promotions and sales. This indicates that there is potential for development to support the Quadrant management to create a strong relationship with their consumers by delivering additional resources. It is important to listen to the public’s opinions. This is because consumers can help improve the Quadrant. By listening to consumers this can be a perfect way for the management team to collect sufficient clientele knowledge.
It displays the questionnaire results stating that 54 respondents would like a range of new shops and restaurants, showing that respondents are providing innovative ideas. The fact that management of the Quadrant approached ARUP consultancy firm it demonstrates business innovation, as the shopping centre wants to gain new ideas to implement within their organisation.
The analysis of the questionnaire demonstrates that 35.2% of consumers visit Morfa retail parc. By looking at this figure it shows that direct competitors could be a significant reason to why the Quadrant may not receive as many consumers as competitors. Which could provide the same products but at a better value or more variety. Direct competitors are the form of rivalry which is observed if other companies in the same market, selling the same goods, compete with one another (Bhasin, 2020). Consumers visit Morfa retail parc, as it offers a variety of restaurants and retail stores that the quadrant may not have. Morfa provides 4 hours of free parking which saves the consumers money. 
The questionnaire results indicate the Quadrant does face competitors. In the questionnaire conducted the responses showed 40.7% of respondents preferred online shopping and an additional 38.9% preferred both. By using online materials, it demonstrates there are approaches for the Quadrant to make physical shopping more enjoyable. Consumers may use online resources as it may convenient for them and online resources have a wider selection on various items.


[bookmark: _Toc39241075]7.0 Conclusion
[bookmark: _Toc39241076]Through conducting this consultancy project within the customer relations and retail experience at the Swansea Quadrant. ARUP found that as an organisation there are improvements that can be made to customer relations and providing an improved retail experience. ARUP carried out an analysis of the quadrants position by reviewing a Questionnaire ARUP published. A SWOT and PEST analysis were conducted to evaluate the internal and external environment of the Quadrant. The research suggested that the main reasons the Quadrant may not be performing as well is because they do not provide a range of shops, restaurants, loyalty cards, and events. The analysis allowed ARUP consultancy firm to recommend improvements for customer relations and improved shopping experience. The consultancy firm recommended changes for the management of the quadrant to perform within their shopping centre. By using these recommendations, the management of the Quadrant will be able to build a strong bond with consumers while providing an improved shopping experience.
















8.0 Recommendations
Possible recommendations for the management of the Quadrant shopping centre include:
1. The management of the Quadrant should consider using the empty units within their shopping centre and introduce stores therefore consumers may feel they have more options when shopping. The Quadrant would be able to gain new retail units because of their location as they are strategically positioned therefore attracting consumers and widening their target audience (Long, 2017).

2. The management of the Quadrant should introduce loyalty cards within the shopping centre. Reward cards build consumer loyalty and organisations appreciate how valuable loyalty is (O'brien and Jones, 2017). Loyalty cards have been part of the everyday lives of most customers. Companies have done their utmost to attract consumers by providing customers loyalty cards, but the efficacy and influence of these cards seems to be unclear. A main advantage of offering consumer loyalty cards is the accumulation of valuable consumer behaviour knowledge that can be used for advertising decision making (Bazargan and Karray, 2018).

3. The management of the Quadrant could implement is events such as pop up events  By providing pop up events this can help educate customers as a pop up event can show a potential customer a demonstration on how a product may work, and demonstrate the value of a product (Khan, 2018).  Research show that by opening pop up shops this will provide an improved retail experience and a healthier customer relation as the management understood what the public wanted from the shopping centre and they listened by providing changes (Khan, 2018). 
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Have you visited the Quadrant before ?
54 responses

@ Yes
@® No
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What would encourage you to visit the Quadrant ?
54 responses

Events 19 (35.2%)

Promotional offers and sales

37 (68.5%)

Free gifts/offers when you shop 23 (42.6%)
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Do you believe that the Quadrant has a variety of shops ?
54 responses

@ Strongly Agree

@ Agree

@ Niether Agree nor Disagree
@ Disagree

@ Strongly Disagree

£ 4
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Do you prefer online shopping or physically going to shops ?
54 responses

@ Online Shopping
@ Physically shopping
©® Both
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What is your gender ?
54 responses

@® Man
@ Woman
@ Prefer not to say
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Age Group

54 responses

@ Under 16

@ 16 - 25 years
© 26 - 49 years
@ 50 - 65 years
@ Over 65 years
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What was the reasons for your last visit to the Quadrant ?
54 responses

Shopping 44 (81.5%)

Window Shopping 8 (14.8%)

Work/Business 5 (9.3%)

Meeting Friends/Family 7 (13%)

0 10 20 30 40 50
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Who do you usually shop with ?

54 responses

@ Alone

@ Friends

© Family

@ Partner/Spouse
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How often do you visit the Quadrant ?

54 responses

44.4% A
g

@ Everyday

@ 2-3 times per week
© Once a week

@ 2-3 times per month
@ Once amonth

@ 2-3 times a year

@ Less often
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How long do you typically spend on your visit to the Quadrant ?

7

54 responses

@ Up to 15 minutes

@ Between 30 - 45 minutes
@® Between 1 and 1% hours
@ Between 2 and 2% hours
@ More than 3 hours
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How much do you roughly spend on your visit to the Quadrant ?
54 responses

@ Less than £20

@ Between £20 and £40
@© Between £60 and £80
@ Between £100 and £150
@ Between £200 and £250
@ More than £250
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Which specific shopping destination do you consider your main shopping location ?

54 responses

The Quadrant 26 (48.1%)

Morfa retail parc 19 (35.2%)

12 (22.2%)

Trostre retail parc

Mcarthur Glen

St David's Dewi Sant




image18.png
Easy to get to the Quadrant from your location ?
54 responses

@ Strongly Agree

@ Agree

@ Neither Agree nor Disagree
@ Disagree

@ Strongly Disagree
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An easy place to get parking ?

54 responses

18.5% p

@ Strongly Agree

@ Agree

@ Neither Agree nor Disagree
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@ Strongly Disagree
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