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2017 Customer Experience 
Program 

• Visitor Survey – 2,000 Customers 

• Customer Service Training

• Mystery shop program



What makes an experience 
memorable?



2,000 customers were asked 20 questions 
around their views on Bedford Town Centre, 
The Harpur Centre and Riverside – 1,000 in 
June, 1,000 in December 

600 customers were asked within The Harpur
Centre, 300 at Riverside and 1,100 at other 
locations around the town

Geo-demographic analysis completed using 
Acorn categories by market leaders CACI

Visitor Survey - The Process



How would you rate your 
overall experience today?

Harpur Centre 
Responses

Town Centre 
Responses

July Average – 7.1July Average  – 7.3

Riverside 
Responses

Dec Average  – 7.3 Dec Average  – 7.1 Dec Average  – 7.2



Net Promoter Score 

On a scale of 0-10 how likely are you to 

recommend Bedford Town Centre/Harpur

Centre/Riverside to a friend or family?

NPS Survey Detractors Var	June Passives Var	June Promoters Var	June NPS Var	June

-18 Harpur	Centre 34.69% -2.72% 53.40% 9.80% 11.90% -7.09% -23 -5

-13 Town	Centre 33.50% 1.30% 53.90% 5.43% 12.59% -6.73% -21 -8

Riverside	 42.09% 43.77% 14.14% -28

-17 Total	 36.44% 0.68% 50.71% 5.56% 12.85% -6.24% -24 -7

June Dec



Net Promoter Score  

Survey NPS

Harpur Centre -23

Town Centre -21

Riverside -28

Overall -24



Riverside complex has improved the town 
offering, however not as much as expected 
and challenge with rough sleepers

River area is viewed really positively 

Rushden Lakes has not had a negative 
impact

Opportunity to drive the experience 
through events 

Key Findings - Positives  



Bedford viewed as a convenience town not 
a destination 

Key issues – Number of vacant units and 
rough sleepers 

Majority of visitors are not spending when 
they visit 

Retail mix is key to attract target 
demographic

Key Findings – Opportunities   



• Use the findings to market to specific 
demographics and areas 

• Focus on extending dwell time – Restaurant and 
café offering and experience key 

• Research Destination v Convenience attributes 

• Focus on attracting immediate catchment and 
new housing developments 

• Events key – For example Summer River Festival 

What’s happening?



• All customers surveyed 
in December were asked 
about Rushden Lakes

• 9.8% of customers had 
visited

• 25% of those rated it as 
their preferred location 

Rushden Lakes



What are you fantastic at?

• Overall score of 78% - Up 1%

• Team presentation

• Good product knowledge 

• Polite and courteous team

• Good Body Language 



• Top 3 opportunities across 
BedfordBID businesses -2016

− Name Badges – 17%  

− Opening Hours Signs – 39%

− Offering additional 
products/services – 36%

What could be better?

16%

54%

66%



Love Bedford Christmas Mystery Shop

Winner

This award is made to

Baby & Play

February 2018



Love Bedford Christmas Mystery Shop

Winner

This award is made to

Nicholas Anthony

February 2018



Love Bedford Christmas Mystery Shop

Winner

This award is made to

Cash Converters 

February 2018
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