West Seattle Junction Visitor Survey

This survey of 2105 area residents/shoppers took place between March 1 and March 11, 2019. The
guestions were designed by 501 Commons consultants in partnership with Lora Radford, Executive
Director of the West Seattle Junction Association (WSJA.)

The survey was administered through a partnership with the West Seattle Blog, the Junction newsletters
and multiple social media channels.

Respondent Profile
The majority of the respondents:

e Have lived in the area for over 10 years:
o 26% between 10.5 and 20 years, and
o 31% over 20 years (see Figure 1).

e Visit WSJ at varying frequencies:
o 29% visit only 1-5 times a month;
o 34% 6-10 times;
o 25% 11-20times (Figure 2.)

It is Important to remember that this profile doesn’t necessarily match all West Seattle residents; those
that took the time to complete the survey are probably more apt to visit the Junction and be interested
init.

Figure 1: Years lived in the Area Figure 2: Usual Number of Visits per Month
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Main Reason for Visit
When asked to choose from a list of main reason to visit the Junction:

e “The atmosphere / friendliness / small town feel” (30%) and “It’s close by / on the way” were
the main reasons.

e Ofthe listed reasons, “Free parking” was the option least often chosen (10%).

e Many of those that chose “other” explained that they visited for several reasons.

Figure 3: Main reason to visit WSJ
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Those that mentioned “free parking” in this question were slightly more likely to have lived in the area
over 20 years than the average participant (31%). However, they did not differ from the average in how
often they visited the junction.

Prompted Response to Potential Loss of Parking

When asked directly later in the survey how much they agreed with the statement “l would not come to
the Junction without free parking”:

e 43% agreed, but only 18% agreed strongly (see “total” column in Figure 4.)

e Another 26% of all respondents were not sure.

e Those who visit over 20 times a month were most likely to disagree (46%). The plurality of all
others were unsure.

Additionally, of the 1,219 open-ended responses, 127 people (10%) noted that the current lack of
parking availability affects their propensity to visit the junction.



Figure 4: Prompted Response to Potential Loss of Parking, by Number of Monthly Visits
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Underlying Attitudes About the Junction

Respondents also shared to what degree they agreed with other attitudes about West Seattle Junction
(see Figure 5.) There was overwhelming support for statements that spoke to WSJ’s atmosphere, as
opposed to Mall options:

e 90% agreed that “Malls are too impersonal; | love the feel of the Junction”- 60% agreed strongly.
o 88% agreed with “The Junction feels like home” — 48% agreed strongly.

Additionally, of the open-ended responses, 217 people (18%) noted how much they value local
businesses over national chains. And 117 people (10%) cited the diversity of businesses as one of their
main reasons for coming.

However, there are some negative attitudes to keep in mind:

o Almost half of respondents (46%) agreed that “The Junction is getting too over built,” but few
(8%) strongly disagreed.

o Three-quarters (75%) agreed that, “I come to the Junction only for quick errands,” although only
13% strongly agreed.



Figure 5: Underlying Attitudes about the Junction
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Conclusion

It is impossible to predict behavior with a survey; respondents cannot accurately predict what they may
do if WSJ cuts back on free parking. There are clearly strong feelings about the issue, and the association
and businesses will need to prepare for angry reactions if parking is reduced. Many respondents added
comments that they currently avoid the area due to lack of parking spaces and that paid spots could
make it more accessible.

On the other hand, there is also a great deal of support and warm feelings toward the Junction,
including appreciation for the small size and diversity of businesses in the area. Marketing messages for
the Junction can also take advantage of the clear convenience and favorable atmosphere.









Word Cloud

This word cloud is based on all open-ended responses. The bigger the word, the more it was mentioned.
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