Preliminary Results of March-April 2024 Downtown Consumer Survey
From May 1, 2025 Download

In March and April of 2024, the St. Albans Downtown Program released a downtown consumer
survey online and in print. Print versions were mailed out in utility bills to approx. 4,100
property owners in the City and Town of St. Albans. The print surveys were also made available
at City Hall and downtown businesses. The availability of the online version of the survey was
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also advertised on social media and the City website.

There were 344 responses to the survey.

Responses and Discussion

# of

City or Town of Residence responses Percent
St. Albans City 196 57.3%
St. Albans Town 89 26.0%
St. Albans (not specified) 46 13.5%
Georgia 2 0.6%
Fairfax 2 0.6%
Colchester 2 0.6%
Winooski 1 0.3%
Swanton 1 0.3%
Sheldon 1 0.3%
Shelburne 1 0.3%
Fairfield 1 0.3%

Total 342 | 100.0%

Discussion: Most respondents live in the St. Albans area (96.8% in total), which was likely
heavily influenced by the surveys being mailed out in utility bills. It is suggested that future
consumer surveys should be designed and marketed to be filled out by actual downtown visitors,

as well as the general downtown market area.
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During the Workday, # of

Respondents: Responses

Stay in St. Albans 214 78.7%

Leave St. Albans 52 19.1%

Live & Work Outside 4 1.5%

Come to St. Albans 2 0.7%
Total 272 | 100.0%

Discussion: Taking into account whether respondents work and where they commute, more than
% stay in St. Albans during the workday. Less than 20% leave the community. It could be
considered whether the number of people staying the community has benefited from the post-
pandemic workplace and remote working.

Live/Work/Own

Downtown?

Live Downtown 120 42.6%

Work Downtown 54 19.1%

Live AND Work Downtown 21 7.4%

Own Property Downtown 87 30.9%
Total 282 100.0%

Discussion: The plurality of respondents (42.6%) stated that they lived downtown, while just
under 20% said that they work downtown. It seems implausible that nearly a third of
respondents (30.9%) truly own property downtown, just based on the number of properties
downtown and the wide range of surveys that were sent out. It is likely that responses to this
question were influenced by respondents confusing parts of the City with the actual boundaries
of downtown. This question should be perfected or removed in future surveys.

I Visit Downtown...
At least once per week. 273 80.3%
1-2 times per month. 50 14.7%
A few times a year. 16 4.7%
Once every few years. 1 0.3%
| have only visited once. 0 0.0%
Never. 0 0.0%
Total 340 | 100.0%

Discussion: All respondents who answered this question had visited Downtown St. Albans at
least once. It is promising that more than ¥4 (80.3%) said that they visit at least once per week.
That statistic could be a product of the fact that people who visit downtown often are more likely
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to have taken the time to fill out the survey in the first place.

What types of places do you visit when you
come to Downtown St. Albans? (select all that
apply)
Restaurants / Bakeries / Cafes. 313 91.8%
Other Services (e.g. law office, medical care, 266 78.0%
post office, UPS Store, Passport Office, etc.).
Retail Stores. 254 74.5%
Taylor Park. 204 59.8%
Cosmetic services (e.g. hair, nail salon, tattoo 152 44.6%
shop, massage or spa).
All of the Above! 77 22.6%
Total Respondents: 341 100.0%

Discussion: The responses to this question trump the assumption that most people come
downtown to shop, even though it was selected by nearly % of respondents (74.5%). However, it
should be noted that the number of true retail shops downtown has fallen in proportion to eateries
and other services over time. It is not surprising that restaurants, bakeries and cafes are the
leading category, selected by 91.8% of respondents, since they have been recognized as one of
Downtown St. Albans’ strengths in recent memory. Future survey questions like this should
probe more into the realm of “Other services,” since that category placed second (78%) among
the options.

Overall, this question helps us understand what might be bringing current customers downtown.
It does not help us know whether, for example, more retail options might attract customers who
typically don’t visit downtown at this point. Future surveys could attempt to ask the general
market what might make them more likely to visit Downtown St. Albans.

Would you visit Downtown more often if business
hours were different?

Yes 105 33.1%
No 212 66.9%
317 100.0%

Discussion: The response to this question reveals some simmering support for businesses to
change (assuming expand) their hours. As noted for the question above, this survey may be
weak in its ability to gauge that changes to hours might attract customers who typically don’t
visit downtown at this time.
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How do you hear about Downtown events, businesses
and other information?(Select all that apply)
Downtown St. Albans Facebook page. 158 | 52.8%
Front Porch Forum. 99 | 33.1%
Print newspaper. 77 | 25.8%
Other. 75| 25.1%
Downtown St. Albans website. 67 | 22.4%
Online news. 49 | 16.4%
TV. 46 15.4%
Radio. 26 8.7%
Streaming services. 6 2.0%
Total Respondents: | 299 | 100.0%

Discussion: Facebook may continue to reign supreme in Franklin County, although it should be
noted that this survey method favors utility bill payers, who tend to be older, belonging to age
groups for whom Facebook is more popular, anyway. In the open-ended portion of this question,
Instagram was only mentioned twice. Front Porch Forum is mentioned in a distance second
place at 33.1%. It should also be noted that Facebook and Front Porch Forum were the two
primary ways that this consumer survey was advertised online. It is interesting that print
newspapers are in third at 25.8%. Further analysis of the open-ended responses to this question

is required.

Do you typically notice the advertisements on your
chosen media (i.e. Paper, TV, Cable, Streaming, radio)?

Yes 194 64.2%
No 108 | 35.8%
Total 302 | 100.0%

Discussion: The responses to this question show promise that typical forms of advertising
should be considered viable tools for the Downtown Program.

Do you have children under 18?
Yes 68 | 22.4%
No 236 | 77.6%
Total 304 | 100.0%

Discussion: The vast majority of respondents did not have children under 18, however more
than 20% did answer yes, which could still represent a substantial cohort interested in activities

and options for children.
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What is your current age?
Under 18. 0 0.0%

18-29. 12 3.9%

30-39. 38 | 12.4%

40-49. 45 14.7%

50-59. 53| 17.3%

60-69. 68 | 22.1%

70+. 91 | 29.6%

Total | 307 | 100.0%

Discussion: One of the most critical qualifiers for the responses received to this survey is the
fact that more than half of the respondents (51.7%) were aged 60 years or older. That could be
seen as a significant weakness for this survey and likely stems from the means of mailing it out
in utility bills. Future survey efforts should attempt to use methodologies that attract
participation among younger age groups.

Listing Favorite and Least Favorite Aspects of

Downtown

Favorite

Restaurants/ Stores 63 25.6%
Taylor Park 51 20.7%
Farmers Market 32 13.0%
Sense of Community 24 9.8%
Town-wide Events/ Festivals 14 5.7%
Walkability 6 2.4%
Seasonal Decorations 6 2.4%

Least Favorite

Parking 55 22.4%
Drugs/ Crime/ Homelessness 22 8.9%
Accessibility 4 1.6%

Total Respondents | 246 | 100.0%

Discussion: This question was asked as a large text field to enter both favorite and least
favorites aspects of Downtown St. Albans. It received the lowest response of all other questions,
but a majority of respondents still chimed in. Restaurants, stores and Taylor Park received high
favorability responses. It is interested that events did not receive as many responses, despite the
fact that Downtown Program staff continue to hear how much the local community and
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businesses like having events. Parking is an unsurprising leader for least favorable aspects, but it
did not receive an overwhelming response at 22.4%.

General Discussion

This survey has opened the door toward learning more from current and potential visitors to
Downtown St. Albans. The responses were largely favorable, and there were only a few
surprises that challenge conventional assumptions. We assume that the respondents trended
heavily toward those that already frequent Downtown St. Albans and that skew quite high in age
(60+). More work should be done on analyzing the open-ended responses.

Future surveys should attempt to gain more insight on some of the surprises and ambiguities

from this phase. Even more important, different survey methods and marketing that attract a
broader range of age groups and don’t skew toward property owners should be used.
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