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1.1

1.2

1.3

1.4

1.5

1.6

NTRODUC&I ®8QOPE OF STUDY

Warwick District Council (WDC) and Stratford-on-Avon District Council (SDC) (hereafter referred to as the
&ouncilsg instructed Lambert SmithHa mpt o n 0 Z20223dhéepare the Retail and Town Centre Uses
Study (RTCUS). This study provides the robust evidence needed by the Council to inform the review and
preparation of the emerging South Warwickshire Local Plan (SWLP) - a suite of Local Plans that Warwick
District Council and Stratford-upon-Avon are preparing jointly and will eventually replace the existing WDC
Local Plan and the existing SDC Core Strategy.

By way of reference there were plans to merge Stratford-on-Avon and Warwick District Councils. However
in April 2022, Leaders of both Councils jointly concluded that the proposed merger cannot go ahead as
anticipated. Notwithstanding this it was decided to proceed with a joint retail and town centre uses study.

This study has been prepared in the context of current and emerging local, regional and national
development plan policy guidance, and other material considerations. The core planning and policy
documents relevant to this study are summarised in more detail in Section 2 and include: the National
Planning Policy Framework (NPPF), and the National Planning Practice Guidance (NPPG) as well as the
extant Warwick District Local Plan (2017) and Stratford-on-Avon District Core Strategy (2016). All planning
policy places significant weight on the development of positive plan-led visions and strategies to help
ensure the long-term vitality and viability of town centres®. When adopted the SWLP will, where necessary,
replace strategic policies in extant local plans.

The need to plan for the recovery and future success of the UKG6s cities,
more critical following the wide-ranging impacts of the COVID-19 pandemic. It has effectively accelerated
many of the e c on o mi c, consumer and mar ket trends that
and high streets since the 2008 economic recession (including, for example, the growth of online shopping
purchases and leisure activities). This study will necessarily take account of the likely short, medium and
long term impacts of these trends and the pandemic on the towns in South Warwickshire, and on the future
capacity and market demand for new retail, commercial leisure and town centre uses.

This study reviews and updates previous evidence-based studies prepared for the C o u n ¢including: the
Warwick District Council Retail & Leisure Study 2018; Stratford-on-Avon District Council Comparison
Goods Retail Study (2011) and Stratford-on-Avon District Council Convenience Goods Retail Study (2008
and Update 2012). When adopted, this study will supersede these earlier studies.

Aligned with adopted and emerging planning policies and strategies at the local, regional and national
level, this study will provide recommendations on how the SWLP can support the revitalisation and
repurposing the principal centres in Warwick District (namely Leamington spa, Warwick and Kenilworth)
and those in Stratford-on-Avon District (namely Stratford-on-Avon and the Main Rural Centres of Alcester,
Bidford-on-Avon, Henley-in-Arden, Kineton, Shipston-on-Stour, Southam, Studley and Wellesbourne). In

1 Town centres or centres are defined by the NPPF (Annex 2) as city centres, town centres, district centres and local centres but exclude small parades of
shops of purely neighbourhood significance. Unless they are identified as centres in the development plan, existing out-of-centre developments, comprising
or including main town centre uses, do not constitute town centres.

have



response to the Councilds ©brief and main objective
evidence and research to provide robust advice on:

0 The relative vitality and viability of the town centres based on robust and comprehensive health
check assessments.

0 The realistic role, function and hierarchy of the principal centres in South Warwickshire over the next
5-10 years and the plan period.

0 The existing supply and future need (in quantitative terms) for new retail and town centre floorspace
in South Warwickshire.

0 The scale and type of additional retail, commercial leisure and town centre uses that should be
provided in South Warwickshire as a whole and in each principal centre to ensure their overall vitality
and viability is maintained and enhanced.

0 The capacity of South Warwickshired s pri nci pal centres t o demanm,o mmo
and/or the need to accommodate any future provision on the fringes of these centres and/or
elsewhere.

o0 Advice on the alternative role of centres to help re-establish their importance taking account of the
impacts of the pandemic and recent Government planning policy reforms (including the reforms to
the Use Classes Order and Permitted Development Rights).

0 Review and advice on future policy recommendations to inform the production of the SWLP,
including the setting of a robust local impact threshold in compliance with the NPPF (paragraph 90).

1.7 For ease of reference this study is presented in a series of inter-related Volumes. This Volume 1 study sets
out the research findings and robust policy recommendations, and is supported by:

o Volume 2 1 provides the relevant appendices setting out the detailed economic tabulations in
support of the retail capacity and leisure needs assessments.

o Volume 3 - presents the methodology and results of the telephone interviews conducted by NEMS
of over 1,200 households living in the WDC and SDC area and a wider Catchment Area.

1.8 For ease of reference this Volume 1 Study is divided into the following inter-related sections:

0 Section 2 reviews the national, regional and local planning policy context.

o0 Section 3 highlights some of the key trends that are driving the dynamic changes in the retail and
leisure sectors at the national and regional level, and how these trends have shaped (and are likely
to shape) tShoeu tlhK 6VWa ranwnidoak andhretail eaddscape over the short to long term.

0 Section 4 summarises the survey-derived market share analysis of shopping patterns for distinct
types of comparison and convenience goods purchases across the defined Catchment Area (see
Volume 3) and provides a brief profile of Sout h War wimaik sehties and she main
competition.

0 Sections 5-9 set out the health check methodology and provide robust assessments of the relative
vitality and viability of the main town centres of Leamington Spa, Stratford-on-Avon, Warwick and
Kenilworth.

0 Section 10 sets out summary reviews of the broad health of the Main Rural Centres of Alcester,
Bidford-on-Avon, Henley-in-Arden, Kineton, Shipston-on-Stour, Southam, Studley and Wellesbourne.



1.9

0 Section 11 details the key assumptions and findings of the strategic retail capacity assessment for
new convenience and comparison goods retailing up to 2050, based danrhouse CRBAT®
economic model and drawing on the results of the economic tabulations provided in Volume 2.

0 Section 12 sets out the findings of the commercial leisure needand 6 gap 6 a s,sdewirsggrae n t

the evidence and market research, including the results of the household survey.

0 Section 13 draws on the previous sections and provides recommendations to help inform the
C o u n cprepasation of robust policies and strategies aimed at maintaining and enhancing the
vitality and viability, and competitive positions of South Warwickshired sain centres over the lifetime
of the plan.

It is important to state at the outset of this study that any medium to long term forecasts should be treated
with caution. They are influenced by the dynamic changes in economic, demographic, lifestyle and market
trends; including the rise of online shopping over the last decade, and the recent (and ongoing) impacts of
the pandemic. The inherent uncertainties in forecasting are recognised by both the NPPF and NPPG. For
example, the NPPG states that assessmentsié . may need to focus on a |
five years)o  hwill flso need to take the lifetime of the plan into account and be regularly reviewed?. The
NPPF also advises that planning policies should allocate a range of suitable sites in town centres to meet
the scale and type of development likely to be needed, i é 1 0 0 k i n gtenayearslalkeads (paragraph
86d). We therefore advise the Council(s) should place greater weight on forecasts over the next five to ten-
year period, up to 2030, against the backdrop of dynamic economic, market and consumer trends.

2 PPG Paragraph 004. Reference ID: 2b-0040-20190722
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2.1 To help inform the preparation of this study, this section provides a summary of the key national, regional
and local planning policies pertaining to retail, leisure and other main town centre uses.

NATIONAL PLANNING POLICY & GUIDANCE

2.2 The latest update of the NPPF was published in July 2021 ands et s out the Goverimyment
framework for England, to help inform both plan-making and development management decisions®. The
NPPF states that the purpose of the planning system is to contribute to the achievement of sustainable
development; defined as meeting the needs of the present without compromising the ability of future
generations to meet their own needs*. The Framework (paragraph 11) sets out the presumption in favour of
sustainable development. For plan-making: Aiépl ans should positively seek
development needs of their area and be sufficiently flexible to adapt to rapid changed ( par agr aph 1
decision-taking, the onus is on local authorities to approve development proposals without delay where
they accord with an up-to-date development plan. Where development plan policy is silent, or policies are
out-of-date, permission should be granted unless there is a clear reason for refusal.

2.3 Chapter 3 (6 P I-Mank i) prgvides guidance to local authorities on preparing local plans. Paragraph 20
states that policies should set out an overall strategy for the pattern, scale and design quality of places, and
make sufficient provision for housing (including affordable housing), employment, retail, leisure and other
commercial development, alongside the provision of infrastructure and community facilities.

2.4 The NPPF requires that LPAs plan for and allocate sufficient sites to meet needs over the plan period but
apply a shorter ten-year time horizon to meeting the needs for new retail, leisure, office and other main
town centre uses. I n prepari ng dépoleibsasipunikbe undgpinaed By, relefiant and up-
to-date evidenced ( p ar a g Toaepsthre tBellocal plans and spatial strategies are relevant they should
be reviewed at least once every five years and updated as necessary (paragraph 33).

25 Chapté&nsdribng the vit al providesgudidantceoow plan-cnaking anc dedsion-taking
for retail and other town centre uses that are most relevant to the preparation of this study. Paragraph 85
specifically sets out criteria that LPAs should consider when preparing planning policies. These include: (a)
defining a network and hierarchy of town centres, and promoting their vitality and viability by allowing them
to grow and diversify and accommodate a suitable mix of uses in centres (including housing) that reflects
their needs and distinctive characters; (b) defining the extent of primary shopping area (PSAs); (c) retaining
and enhancing existing markets, and/or re-introducing and creating new ones; (d) allocating a range of
suitable sites to meet the scale and type of development likely to be needed, i é | ooki ng at | eas
a h e a@)dallocating edge of centre sites where town centre sites are not available, and advise on the
potential for identified needs to be met in alternative locations where no town or edge of centre sites can be
identified over the plan period; and (f) recognising that residential development often plays an important
role in ensuring the vitality of centres.

2 Planning law requires that applications for planning permission be determined in accordance with the development plan unless material considerations
indicate otherwise. [Section 38(6) of the Planning and Compulsory Purchase Act 2004 and section 70(2) of the Town and Country Planning Act 1990]

4 Resolution 42/187 of the United Nations General Assembly
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Paragraphs 87-91 specifically set out the requirement to apply the sequential and impact tests to determine
applications for new retail, leisure and main town centres that are neither in an existing centre, nor in
accordance with an up-to-date development plan. The NPPF (paragraph 91) states that i é wher e an
application fails to satisfy the sequential test or is likely to have significant adverse impact on one or more

of the considerations in paragraph 90, it should be refuseda

Planning Practice Guidance (PPG)

The latest update of the Planning Practice Guidance (PPG) was issued in September 2020. It provides

specific guidance on plan-making and decision-taking for retail, leisure and town centre uses, including

gui dance on Permitted Development Rights (PDR) and t
effect on 1st September 2020 (see below). The Guidance supports the policies and provisions of the NPPF;

placing significant weight on the development of positive plan-led visions and strategies for town centres.

In terms of planning for the vitality and viability of town centres, the PPG states that a wide range of
complementary uses can, if suitably located, help to support the vitality of town centres. These include
residential, employment, office, commercial, leisure/entertainment, healthcare and educational
development. Evening and night-time activities also have the potential to increase economic activity within
town centres and provide additional employment opportunities.

The PPG (paragraph 004) sets out the importance of evidence-based strategies and visions for town
centres to help establish their role and function over the plan period, the need for new retail and town
centre uses, and other interventions. However, given the uncertainty in forecasting long-term retail trends
and consumer behaviour, the PPG states that forecasts fé may need to focus on a limited period (such
as the next five years) but will also need to take the lifetime of the plan into account and be
reqularly reviewed®.

In those cases where development cannot be accommodated in town centres, the PPG requires planning
authorities to plan positively to identify the most appropriate alternative strategy for meeting the identified
need, having regard to the sequential and impact tests. A checklist is provided for local planning authorities
to consider when applying the sequential test®

The PPG also sets out sever al K e § mdy be rélevantrimaassessingtha d i ¢ a
health of town centres, and planning for their futured. Where possible and available these KPIs have been
applied to the health checksof So ut h  Wa r winankosvin demtres6 s

Guidance is also provided on PDR and determining change of use applications in town centres®. Aside
from allowing changes of use without any application process, the PDR process allows for a change of use
subject to prior approval by the local planning authority on specific planning matters.

5 Paragraph: 004 Reference ID: 2b-004-20190722

6 See NPPG paragraphs: 005 Reference ID: 2b-005-20190722, and 010 Reference ID: 2b-010-20190722.

7 Paragraph: 006 Reference ID: 2b-006-20190722

8 Paragraph: 007 Reference ID: 2b-007-20190722. Also refer to: Town and Country Planning (General Permitted Development) (England) Order 2015.



213

2.14

215

Use Classes Order & Permitted Development Rights

The Government has issued a series of reforms to the planning system since 2020 that are relevant to this

study. The reforms principally relate to Permitted Development Rights (PDR) and the Use Classes Order

(UCO)?, alongsidet he Gover nment &PannMhfortheFutdradp e(rp uibl i shed and Aug
the 2021 Planning Reform Bill.

The new UCO came into effect from 15t September 2020 and is relevanttot he Co un anakingand p| an
decision-taking on new retail, leisure and town centre uses. The new UCO amended and revoked a

number of use classes under the 1987 Order and has replaced them with much broader use classes. In
summary, the main reforms introduced by the new UCO include!©:

0 a new Class E (commercial, business and service uses): which subsumes the former Use
Classes Al (shops), A2 (financial and professional services) and A3 (restaurants and cafés). It also
incorporates: the former Class B1 (commercial, business and service uses), comprising office,
research and development and light industry; Class D1(non-residential institutions) in part,
comprising medical or health services, clinics, creches, day nurseries and day centres; and Class D2
(assembly and leisure) in part, comprising gyms or areas for indoor recreation.

0 a new Class F1 (learning and non-residential institutions): which includes some of the former
uses under Class D1 (non-residential institutions), including museums, public libraries, art galleries,
schools, and places of worship.

0 a new Class F2 (local community uses): which comprises (former Class Al) shops defined as
beingfAiénot more than 280 sgm mostly selling essent
fromanot her s i.MhislUse Classhals@iricludes former Class D2 (assembly and leisure),
such as meeting places/halls, indoor/outdoor swimming baths, skating rinks, and outdoor sport and
recreation.

0 an extension to the Sui Generis uses (which fall outside the specified use classes) to include the
former Use Classes A4 (pubs and drinking establishments) and A5 (hot food takeaways). It also
incorporates some uses previously classified under D2 (assembly and leisure), including cinemas,
concert halls, live music venues, bingo and dance halls.

The Government also issued the new PDR on 1st August 20211 that permits the change of Class E to
Class C3 (residential), subject to prior approval applications. This PDR replaces the two existing
commercial to residential PDRs under Class O (office to residential) and Class M (conversion of shops,
financial services, betting offices and pay day loan or mixed uses to residential), with a new Class MA. In
launching the PDR the Government stated that the regulations will give fi éreater freedom for buildings
and land in our town centres to change use without planning permission and create new homes from the
regeneration of vacant and redundant buildingsd?. The PDR (Class MA) does contain some conditions and
limitations, such as: (i) it only applies to buildings that have been vacant for a least three continuous
months; and (ii) it does not apply to buildings with a cumulative floorspace of more than 1,500 sgm.

9 The Town and Country Planning (Use Classes) (Amendment) (England) Regulations 2020/757 was laid before Parliament on 215 July 2020 and amended
the Town and Country Planning (Use Classes) Order 1987.

101t should be noted that reference is also made throughout this study to classifications defined by the previous 1987 UCO.
1 Town and Country Planning (General Permitted Development etc.) (England) (Amendment) Order 2021
2 PM Boris Johnson has announces the most radical reforms to our planning system since the Second World War
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Although it does not apply to Listed Buildings, it can be applied in a Conservation Area (subject to an
impact assessment if it involves converting the ground floor). Since it was introduced, we are aware some
local authorities are planning to bring in new Article 4 restrictions under the GPDO to prevent parts of their
area from being converted (including, for example, Westminster City Council and a number of other London
Boroughs).

DEVELOPMENT PLAN CONTEXT

As previously mentioned, the emerging South Warwickshire Local Plan (SWLP) is a suite of Local Plans
that WDC and SDC are preparing jointly and will eventually replace the existing WDC Local Plan and SDC
Core Strategy. The South Warwickshire Local Plan will set out a long term spatial strategy for homes, jobs,
infrastructure and climate change across both districts.

This Plan is in the preliminary stages of production. A Scoping and Call for sites consultation was
completed in June 2021 and more recently an Issues and Options consultation concluded in March 2023

The following provides a brief summary of the current policy context pertaining to both Council areas and
its main town centres relevant to the preparation of this study.

Warwick District Local Plan (2017)

The Local Plan was adopted in September 2017. It is the overarching local policy document for the district

and guidingt he areads development until 2029.
Figure 2.1: Warwick District: Spatial Portrait
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Policies for retail and town centre uses include:

il

Policy TC1 (Protecting and Enhancing the Town Centres) sets out that development proposals for
main town centre uses will be permitted in town centres if they are of an appropriate scale with regard
to the role and function of the town centre. It ensures that proposals will also reflect the character and
form of the town centre.

Policy TC2 (Directing Retail Development) directs new retail development in the retail town centres
first. Where suitable sites are not available in the retail areas, sites on the edge-of-centre will be
considered and if no suitable sites are available in any of these preferred locations, out-of-centre sites
will be considered. When considering edge-of-centre sites, preference will be given to accessible sites
that are well connected to the retail area. An assessment of impact will be required when a
development exceeds 500sgm gross floorspace.

Policy TC3 (Safeguarding Existing and Potential Retail Floorspace) protects town centre retail
areas by restricting a change of use within Class A to other uses outside Class A, except for areas
within defined Secondary Frontages. Change to hotels (Use Class C1) and assembly and leisure uses
(Use Class D2) will be permitted subject to Policy TC7 (see below).

Policy TC4 (Chandos Street Town Centre Development Allocation, Royal Leamington Spa Town
Centre) designates Chandos Street car park as the focus of major town centre development proposal
for retail and main town centre uses.

Policy TC5 (Providing for Shopping Growth in Royal Leamington Spa Town Centre) states that
proposals which satisfy the sequential test in Royal Leamington Spa will be permitted if:

o It can be demonstrated that the proposal meets retail needs in a way that is of an appropriate scale

that respects the character and form of the town centre;

0 Proposals create strong and direct pedestrian links between the existing main shopping areas along

the primary retail frontages and the development; and

0 The impact of the proposal upon traffic movement is fully considered and appropriate measures to

promote public transport and provide car parking are included in the proposal.
Policy TC6 (Primary Retail Frontages) sets out the requirements in Primary Frontages. It stipulates
that changes of use from Use Class Al to Use Class A2, A3, A4 or A5 will be permitted provided that:
no more than 25% of the total length of the frontage would result in non-Al use; and that the proposal
would not contribute to creating a continuous non-Al frontage of more than 16 metres.

Policy TC7 (Secondary Retail Areas) sets out the requirements in Secondary Areas. It stipulates
that changes of use from Use Class Al to Use Class A2, A3, A4, A5, C1 or D2 will be permitted
provided that:

0 no more than 50% of the total length of the frontage would result in non-Al use; and that

o0 the proposal would not contribute to creating a continuous non-Al frontage of more than 16 metres.
Policy TC8 (Warwick Café Quarter) states that changes of use from Use Class Al and A2 to Use
Class A3 or A4 will be permitted within Market Place. For A3 or A4 uses, permitted development rights
for change of use to A2 from A3 or A4 will be removed.

Policy TC9 (Royal Leamington Spa Restaurant and Café Quarter) states that changes of use from
Use Class Al to Use Class A3 will be permitted within Regent Court for A3 uses, permitted
development rights for change of use to A2 will be removed.



1 Policy TC11 (Warwick Town Centre Mixed Use Area) states that within the mixed use area of
Warwick town centre, development of residential, shops, financial and professional services,
restaurants and cafes, drinking establishments, hot food takeaways, or hotels, leisure and assembly,
and business uses will be permitted.

1 Policy TC12 (Protecting Town Centre Employment Land and Buildings) states that the
redevelopment or change of use of existing employment land and buildings to non-B Class Uses will
not be permitted.

1 Policy TC13 (Protecting the Residential Role of Town Centres) states that changes of use from
residential to non-residential uses within the predominantly residential areas in the town centres will
only be permitted if the proposed use maintains the residential character of the area.

1 Policy TC14 (Protecting Residential Uses on Upper Floors) restricts a change of use from
residential to other uses on upper floors of buildings within Town Centres.

1 Policy TC15 (Access to Upper Floors in Town Centres) states that development that denies
access to the upper floors of buildings within the town centres will not be permitted.

1 Policy TC16 (Design of Shopfronts) states that new or replacement shopfronts will be permitted
where: they firstly, relate in scale, proportion, material and decorative treatment to the upper parts of
the building and to adjoining shopfronts; and secondly, where they do not involve single shopfronts
spreading over two or more frontages.

1 Policy TC17 (Local Shopping Facilities) states that changes of use within local shopping centres
from Al to A2, A3, A4, or A5 will only be permitted if: the shop has been vacant for one year and
marketed for at least nine months; where it is demonstrated that the proposed use will significantly
increase pedestrian footfall and will not reduce frontage below 50%; and where it can be
demonstrated to meet an important unmet local need controlled by a planning application. The policy
also protects local shops outside town and local shopping centres by restricting a change of use from
Al to A2, A3, A4 or A5. In terms of rural shops and services, it states that the development or
expansion of existing shops and local services will be permitted where these meet local retail or
service needs. Proposals which result in the loss of such units will not be permitted unless: the unit is
no longer financially viable; the unit has been marketed for 12 months; and that all reasonable options
have been pursued

1 Policy TC18 (Farm Shops) states that the development and the extension of farm shops will be
permitted where: the conversion of, or construction of a new building is of an appropriate scale and
integrated into the landscape; and that that development does not have an impact on existing rural
shops. Conditions will be applied to control the sale of goods which are not produced locally to a
maximum of 25%.

2.21  Other relevant policies include:

1 Policy CT1 (Directing New Meeting Places, Tourism, Leisure, Cultural and Sports Development)
states that this type of development will be permitted in Town Centres in accordance with the Town
Centre policies. Where suitable sites are not available in-centre, edge-of-centre will be considered and
if no suitable sites are available in these preferred locations, out-of-centre sites will be considered.

1 Policy CT2 (Directing New or Extended Visitor Accommodation) states that new or extended
hotels will be permitted in Town Centres in accordance with the Town Centre policies. Visitor
accommodation within rural areas will be permitted where it is located within the Growth Villages and
will be appropriate in scale and character.



1 Policy CT3 (Protecting Existing Visitor Accommodation in Town Centres) states that
redevelopment of change of use from visitor accommodation at ground floor level within the Town
Centres will only be permitted where it can be demonstrated that: the site is within a retail area; there
is evidence of capacity to meet need; and the accommodation is no longer viable or no other parties
are willing to acquire it for that use.

Stratford-on-Avon District Core Strategy (2016)

222 The Core Strategy was adopted in July 2016 and sets
policies.

223 PolicyCS.150n O0Di stri but i ondewmifs thé®dstnet fuocpomet parts@nd the broad network
of centres across the District. This comprises:

1 A - Main Town: Stratford-upon-Avon - The principle settlement in the District and the main focus for
housing and business development. The role of the town centre as a focus of shopping, services and
tourism will be maintained.

1 B - Main Rural Centres - Alcester, Bidford-on-Avon, Henley-in-Arden, Kineton, Shipston-on-Stour,
Southam, Studley and Wellesbourne. ldentified as suitable locations for housing and business
development and the provision of local services.

1 C - New Settlements - Land in the vicinity of Gaydon and Lighthorne Heath to the west of the M40
and Land at Long Marston Airfield

1 D - Local Service Villages - A wide range of villages fall into this category, in accordance with the
level of local services available.

1 E - Large Rural Brownfield Sites - To encourage the effective use of previously developed land.

1 F - All other settlements - Development is restricted to small-scale community-led schemes which
meet a need identified by the local community.

1 G - Local Needs Schemes - Within and adjacent to settlements, development may include small-
scale community-led schemes brought forward to meet a need identified by that community.

2.24  The spatial portrait for the District shows these centres and locations:

10



Figure 2.2: Stratford-on-Avon District: Spatial Portrait
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2.25 Policy CS.23 underpins Retail Development and Main Centres. The strategic objective of this policy is
stated to be: AiTo support the role and function of the District's town and main rural centres, retail and
commercial uses in them will have been retained and strengthened. Specifically, additional comparison

goods retail floorspace will have been provided in Stratford-upon-Avon town centre on appropriate sites. 0

11
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The policy itself states that retail development and other commercial uses should be provided to help
strengthen the function and cnmarualcengeas forotte bendfitof
residents, businesses and visitors. The respective roles of Stratford-upon-Avon town (or Main Rural
Centre) centres will be supported through the encouragement of new and enhanced shopping and
other business and community uses.

In term of impact thresholds, large-scale comparison retailing schemes exceeding 1,000 square
metres (gross) and convenience retailing scheme exceeding 2,500 square metres (gross) should be
located within or on the edge of Stratford-upon-Avon town centre or the commercial core of a Main
Rural Centre or to serve the needs of proposed settlements Gaydon / Lighthorne Heath and Long
Marston Airfield. Large-scale proposals promoted elsewhere in the District require a Retail Impact
Assessment to justify that there are no other suitable sites within (or on the edge of Stratford-upon-
Avon) and that the proposal would not have significant adverse impact on the vitality and viability of
the centres.

Retail (Class Al) should remain the predominant activity at ground floor level on the primary
shopping and at least 60% of the total gross floorspace at ground floor level on each primary street
should be retained in this use. The change of use of a property from one falling within Class Al of
the Town and Country Planning (Use Classes) Order to one within another class will be resisted
unless the proposal satisfies the provisions of Policy CS.25 Healthy Communities. The provision of
new shops in neighbourhood centres and villages will be encouraged.

The core strategy also has a number of area specific strategies. Of particular relevance is Policy AS.1 on
Stratford-upon-Avon. It states that the Council will apply the following principles in considering
development proposals and other initiatives relating to the Stratford-upon-Avon area:

(o]

(o]

(o]

(0]

Provide opportunities for existing companies to expand and to attract new companies to the town.
Investigate the potential for an Innovation Centre in the town.

Provide additional non-bulky comparison goods retail floorspace in the town centre, ideally through
the redevelopment of Town Square.

Improve the physical and functional links between the town centre and the Maybird Retail Park.
Support uses which create a diverse and prosperous night-time economy for residents and visitors.
Improve the quality and variety of the visitor experience.

Support the creation of a new learning and research centre on Henley Street for the enjoyment and
study of Shakespeare.

Investigate the provision of a major conference facility in or well-related to the town.

Support the provision of a creative industries hub in or well-related to the town centre.

Area strategies for Alcester, Bidford-on-Avon, Henley-in-Arden, Kineton, Shipston-on-Stour, Southam,
Studley and Wellesbourne are set out in policies AS.2-AS.9. The key town centre related policies for each
are detailed below:

1 Policy AS.2 (Alcester):

(o]

(o]

(0]

Protect and enhance the historic fabric of the town and its associated open spaces.
Assess the scope to introduce traffic management measures in the town, particularly High Street.

Improve indoor recreation and leisure facilities in the town.
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(o]

Improve outdoor play and leisure facilities on Jubilee Fields and on the western side of the town.

1 Policy AS.3 (Bidford-on-Avon):

(o]

(0]

0]

Protect and enhance the historic character of the village core.
Preserve the riverside setting of the village and the views towards it.
Assess the need for additional employment development in the village.

Enhance the role of the village centre as a focus of shops and services in order to attract more
customers.

Seek to attract more leisure visitors to the village by promoting its riverside setting and Big Meadow
recreation ground.

1 Policy AS.4 (HenleyZnZArden):

(0]

(o]

Protect the historic character and appearance of the town and the open spaces within it.

Improve the appearance of and access to Henley railway station. Preserve the riverside setting of
the village and the views towards it.

Provide scope for employment uses in the town, including small workspace units, to support local job
opportunities.

Encourage the provision of further shops in the town centre.

1 Policy AS.5 (Kineton):

(0]

Maintain the existing level of shops in the village centre and support the provision of new retail
outlets.

1 Policy AS.6 (ShipstonZdnZStour):

o Protect and enhance the character of the historic town centre.

o Diversify the local economy and increase the provision of premises for local businesses.

0 Support the vitality of the town centre, including through improved shopping and service outlets.

1 Policy AS.7 (Southam):

o Enhance the character of Southam as a historic market town.

o Provide a new community hub in the town centre, to include a library and one-stop shop facility.

(o]

Improve pedestrian and cycling links to the town centre.

o0 Strengthen the role of Southam town centre as a focus of shops and services and tourism activity.

1 Policy AS.8 (Studley):

0 Support projects to assist the environmental regeneration of the village centre.

(o]

Implement traffic management measures in the village centre.

13



o Create village 6gateway6 features to emphasise th

0 Assess the opportunity to implement a comprehensive scheme to enhance the community facilities
on High Street.

0 Investigate the scope to increase the amount of off-street car parking for people visiting the village
centre. Support projects to assist the environmental regeneration of the village centre.

o Implement traffic management measures in the village centre.

o0 Bolster the role of the village centre as a focus of local shops and services.

1 Policy AS.9 (Wellesbourne):
0 Reduce the impact of heavy goods vehicles in the village associated with the M40 Distribution Park.
o Enhance the village centre, including the attraction of new shops and services.

0 Assess the need for additional employment development in the village.

OTHER DEVELOPMENT PLANS & MATERIAL CONSIDERATIONS

2.28  There are a number of other development plans documents pertaining to town centres in Stratford-on-Avon
that are material to the preparation of this study. The more relevant documents are briefly reviewed below
to ensure the findings and recommendations of this study are fully aligned with existing and emerging
visions, strategies and policies.

Supplementary Planning Documents

2.29  The Council has prepared a number of supplementary planning documents (SPDs) that provide additional
advice and guidance on the policies in the Core Strategy. These include:

I Canal Quarter Regeneration Zone SPD (July 2018): The Canal Quarter is composed of land next to
the Stratford-upon-Avon Canal at Western Road, Wharf Road, Timothy's Bridge Road and Masons
Road on the edge of the town centre. The proposal seeks to redevelop existing industrial and
commercial land to deliver up to 650 new homes, 9,000 square metres of employment premises, a
linear park alongside the canal and a multi-purpose community facility

9 Gaydon / Lighthorne Heath Masterplan SPD (adopted July 2016): The SPD seeks to guide
developers and planners in achieving environmental, social, design and economic objectives as they
seek to create a new community at Gaydon / Lighthorne Heath. This will incorporate up to 3,000 new
homes and a substantial expansion of Jaguar Land Rover's operations.

1 Long Marston Airfield Masterplan SPD (adopted February 2018): Followed the Gover nment 0
announcement in January 2017 that Long Marston Airfield was selected as one of 14 garden villages
across the country. In February 2018, the Council adopted its Framework Masterplan SPD for the new
Long Marston Airfield Garden Village.

1 Development Requirements SPD (adopted in stages, last part adopted October 2021): provides
additional guidance on the interpretation and implementation of a number of policies within the Core
Strategy. It brings together a number of topics, acting as a single and easy-to-use point of reference.

14



2.30

2.31

2.32

2.33

Neighbourhood Plans

There are a number of neighbourhood plans that also sit alongside the Core Strategy setting out local
planning policies for particular parishes. By way of context the areas progress of neighbourhood plans is
illustrated below:

Figure 2.3: Stratford-on-Avon District: Neighbourhood Plans Details

=\ Neighbourhood Development Plan
Y~———\ progress in the Stratford-on-Avon District
A 4 as at 1 April 2022

Mowaiting Referendum

Regulation 174
& Examination
% Regulation 16

Regulation 14

Area Designation

SnCHTERR

Source: Stratford-on-Avon District Council Website

SUMMARY

In summary, the underlying objective of national, regional and local plan policy is to maintain and enhance
the vitality and viability of town centres, and to promote new sustainable development and economic
growth in town ce@dtre | ocations o6first

This policy objective is even more critical at this point in time as town centres and high streets are facing
increasing economic challenges from competing forms of retailing. These include the long term competition
from out-of-centre shopping and leisure facilities and, over the last decade, the growth in online shopping.
These trends and challenges have been further accelerated by the COVID-19 pandemic and are covered in
more detail in the next section.

It should also be pointed out that reforms to the planning system issued by the Government including
updates and changes to Permitted Development Rights (PDR); the reform of the Use Classes Order
(UCO); and the 2021 Planning Reform Bill have revoked a number of use classes under the previous UCO
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and replaced them within much broader classifications (discussed later). On this basis any policies that
reflect the previous UCO classifications will need to be amended.
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SRETAI LLEI SUREBEV/N& CENTRE TRENDS

3.1

3.2

3.3

This section summarises some of the key economic, consumer and property market trends that have
driven the changes in the retail and leisure sectors over the last decade and how town centres can respond
to these dynamic trends to remain competitive and enhance their overall vitality and viability in the future. In

also used to compare the size of different economies at a different point in time.

17

addi tion, this update has been wundertaken in the a
di stancingo measures i mplemented by the Government
the toughest trading environments for the retail and leisure sectors and this section also reports on its
immediate effects.
UK ECONOMIC OUTLOOK
In the 18-24 months prior to the COVID-19 pandemic the UK economy had been characterised by a low
growth trajectory. The Of fi ce for National Statistics (ONS) d e
(GDP)®2 increased by +0.3% (quarter-on-quarter) in the third quarter (Q3) of 2019. This represented a +1%
year-on-year increase since 2018 (Q3), which was the weakest growth recorded since 2010 (Q1).
The impact of the COVID-19 pandemic in 2020 saw the UK economy experience its biggest annual decline
in GDP (-9.9%) for over 300 years. Br i t ai nds budget deficit (i .e. t he
income from taxes) has also reached the highest levels experienced since the Second World War.
Government borrowing climbed to a record £303 billion (or 14.5% of GDP) in 2020/21.
Figure 3.1: Government Borrowing: 2019/20 compared with 2020/21
Government borrowing is £246 billion higher in 2020/21 than in 2019/20
Sources of change in public sector net borrowing between 2019/20 and 2020/21
& Day-to-day spending
p A N
300 : — _—
R Subsidies . :‘
“ | =
100
= k Increasing
borrowing
2019720 Lower Employ. Other Social Goods & Other Central Deprec- Net 2020721
borrowing  receipts support  subsidies  benefits Services day-to- Govern. iation  investment borrowing
CJRS/SEISS dayspend net debt
interest
Source: ONS, Public sector finances - March 2021
Source: House of Commons Library: Government borrowing: Peacetime record confirmed (23/04/2021)
¥Gross domestic product or GDP is a measure of the size anulrtehoeanéyedr).Itdasfs a c ou



3.4

3.5

3.6

3.7

3.8

3.9

Experian Business Strategies (Experian) predict in their latest Retail Planner Briefing Note 19 (January

2022) (6RPBN 1906) t hat Arecovery over t-dhecks édramnthen g
pandemico. The unprecedented nature of the gl obal

greater than usual uncertainty and volatility.

GDP in the UK expanded by 7.5% in 2021, making it the fastest growing economy in the G7 group of
economies. However, the UK was recovering from a lower base, having seen the largest decline in 2020, at
9.4%. However, the scale of the rebound is uncertain given inflationary pressures; households are faced
with rapidly rising inflation, an increase in the rate of national insurance contributions, energy price cap
increases, higher interest rates and the war in Ukraine.

According to the Office of Budget Responsibility’4, Consumer Price Inflation is set to peak at a 40-year high
of 11 per cent in the current quarter (well above the Bank of England target rate of 2%) is anticipated to rise
more intensely than previously anticipated. Hence there are macroeconomic shifts unfolding. Inflation has
hit a 30-year high and the backdrop for household finances looks increasingly daunting. A 6 c o st
crisisé has emerged, which will hit the | east
behaviours, weaker spending and softer confidence. Rising prices are anticipated to erode real wages and
reduce living standards by 7% cent in total over the two financial years to 2023-24%. On this basis these
are signs of a potential technical recession (two consequent quarters of declining GDP) being anticipated
over 2022-2023.

The implications are that this will result in a drop in real disposable incomes in 2022 and beyond over the
short term to 2024. Against this backdrop the latest forecast growth in GDP is projected to moderate to an
average of 4.2% in 2022 with a projected average of -0.9% by 2023 according to HM Treasury® estimates.

RETAIL SPENDING

The COVID-19 pandemic has inevitably had a dramatic impact on consumer spending and retail sales in
2020. Although consumer spending has been a key driver of economic growth since the BREXIT
referendum in June 2016, there had been increasing signs pre-COVID-19 that growth was starting to
Afsoftend. Figures show that household spending s
to the impact of BREXIT on consumer confidence.

The latest Experian!’ retail and leisure spend per head forecasts show for:

o Convenience goods: The impact of COVID-19 resulted in a significant +8.7% surge in spend per
head in 2020 but a contraction of -3.7% in 2021. This followed negative growth in 2019 (-1.2%) and
with overall growth of -0.6% between 1997 and 2020. As we describe below, the negative growth in
convenience goods spending over the last 15 years has had a significant impact on the grocery
sector and on retailer business models. Experian predict that the short term outlook for convenience
goods reflects the persistence of post-pandemic food spending trends resulting from increased work

y \
f

of
af fl

| owe

14 Office for Budget Responsibility - Economic and Fiscal Outlook (November 2022)

15 Office for Budget Responsibility- Ibid

16 HM Treasury Forecasts for the UK economy: a comparison of independent forecasts No. 424 (November 2022)
17 Source: Experian Retail Planner Briefing Note 19 (January 2022) Figures 1la and 1b.
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3.10

3.1

from home. However these are expected to fAunwi
fall in convenience spend in 2022 (-2.0%), and annual (per capita) growth over the medium to long
t e rflatlinfigd at around +0.1% up to 2040.

Comparison goods: the figures show year-on-year growth rates recovering from a low of -1.0% in
2009, to a high of +6.0% in 2015. Following modest growth of +1.6% in 2020, +1.9% in 2021 and
forecast 2.1% in 2022, Experian predict that (per capita) growth will settle at around +2.9% per
annum on average up to 2040. This growth forecast is significantly below the historic long term trend
(1997-2020) of +5.1% per annum.

These expenditure growth trends and forecasts have informed the updated assessments of retail capacity.
Clearly any further dampening of growth rates over the short to medium term due to rising inflation and the
cost of living crisis will have implications for the viability of existing retail businesses and the demand for
new space.

THE RISE OF ONLINE SHOPPING

The growth in non-store retail sales has undoubtedly had the most significant impact on consumer spend
and behaviour over the last decade, and on our High Streets and traditional shops'®. ONS figures show
that in 2020, the amount spent in online retail sales increased by 46.1% when compared with 2019 as a

whole,

the largest annual increase since 2008. Food stores reported the largest increase for total online

sales in 2020 of 79.3%

Figure 3.2: Annual Increase in Total Online Retail Sales for 2020

80

® 01 @209 @ 2020

Annual growth rate (%)

JJJuJJJ

Total reta Food stores Department  Clothing stores  Household Other stores  Mon-store
sdles online stores online  online goods stares online online
excl fuel online online

Source: ONS: Retail sales, Great Britain: December 2020 (22/01/2021)

18 Non-store retailing is commonly referred to as Special Forms of Trading (SFT). This comprises all non-store retail sales made via the internet, mail
order, stalls and markets, door-to-door and telephone sales. On-line sales by supermarkets, department stores and catalogue companies are also included
in the data collected by the Office for National Statistics (ONS).
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3.12

313

3.14

3.15

As the figure below shows, SFTés overall mar ket shar
from 5.4% in 2006 to 28.1% in 2020. In other words, online accounted for almost one in every three pounds
spent on retail goods in 2020. Of this total non-store retail sales, Experian estimate that comparison and

convenience goods retailing achieved market shares of 34.1% and 18.0% respectively in 2020.

The impact of COVID-19 has been to increase the market share of non-store retail sales following the
series of lockdowns. Ex per i ands | atest f i gur-stere nmaket shara ® tmardinallgt t h
decrease to 27.4% in 2022; and the share of comparison and convenience goods retailing to 31.9% and

19.1% respectively.

The latest Experian forecasts indicate that total SFT market shares will increase to 36.5% by 2040.
Comparison and convenience goods non-store retail sales are forecast to reach 40.2 and 25.7%

respectively by 2040.

Figure 3.3: Estimated and Projected Market Shares of Non-Store Retail Sales (SFT), 2006-2040
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Non-Store Retailing Market Sares (%)
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e e o e e o e e N e
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'otal Retail
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2040

Source: Experian Retail Planner Briefing Note 19 (January 2022) Appendix 3 and Experian Retail Planner Briefing Note 17

(February 202); Appendix 3

Experian predict that the pace of e-commerce growth will moderate over the long term as internet use is
now almost at capacity. ONS statistics show that some 92% of all UK adults have internet access and
almost all of those aged between 16-44 years in 2020'°. Hence, Experian expect that the growth of the
internet user base will be less of a driver than it has been in the past decade. Instead, generational
di fferences in internet use wil/| increasingly

born between 1981 and 1996) and 6Generation

Z0

dri ve
(anyo

grown up in digital environments and use technology more intensively. These groups will account for half of

19 Source: ONS: Internet users, UK: 2020 (Release date 06/04/2021)
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3.16

3.17

3.18

3.19

the adult population by the end of the 2020s (compared to 39% in 2019) and the bulk of retail and leisure

spending. Their preference for online shopping could

as a whole, and this will have been further accelerated by the impact of the pandemic.

Other research?, published before the impact of the pandemic, predicted that the growth in online sales
could be even faster than forecast by Experian; accounting for a substantial 53% of total retail sales by
2028. This faster growth it is argued will be driven by the significant improvements in the convenience and
choice of online purchasing through further advances in smartphones, mobile/wearable technology and
Artificial Intelligence (Al), alongside improved web-based platforms and social media. The expansion of 5G
and fibre networks, cheaper and faster deliveries (including the potential for drone deliveries, autonomous

delivery vehicl eandcelticegt 6 moptei cdrcd i @kd easi er retur:r

platform for increasing online purchases.

Whatever the forecast growth in online sales and market shares, it is clear that high streets, town centres
and physical retailers will need to work even harder to retain their existing customer base and attract new
customers over the short (post-pandemic), medium and long term.

In terms of forecasting the potential capacity for new physical retail floorspace, Experian estimate that
approximately 25% of all SFT sales for comparison goods and 70% for convenience goods are still sourced

through t brekd-and-mongbmr@odai l space, viattseamlrebamntthoboug@

distribution warehouses. On this basis, Experian adjust their SFT market shares downwards for total retail
to 17.5% in 2022, 19.5% by 2025, 21.9% by 2030 and 24.5% by 204021. These market shares are higher
t han ExpeCOADD Soreqastsd? of 15% in 2022, increasing to 21.8% by 2040. In line with
standard approaches these adjusted/recalibrated market share figures are preferred for retail capacity
assessments and used in this update.

It i s c | edigital teJolationd t lagraviih of online retailing has, and will continue to have, a
significant i mpact on Britainbés retailers, sales
been mainly concentrated on certain retail products and services (such as, for example, electrical goods,
books, music and travel). In turn, this has resulted in a reduction in the number of retailers selling these
types of products and services on the high street (examples being the rationalisation of HMV, Currys,
GAME and other stores across the UK). However this does not mean that other comparison goods
categories are immune to the impact of the internet. For example, there has been an increase in online

a n(

fashion O6storesd6 and purchases over the | ast decad:

Arcadia brands (including Topshop, Topman and Miss Selfridge) in February 2021 for £330m after Arcadia
collapsed into administration. Asos purchased the stock, which it would sell online, but has no interest in
the store portfolio. As a continuation of this trend the online fashion retailer Boohoo bought Dorothy
Perkins, Wallis and Burton in February 2021 completing the breakup of the Arcadia Group. The deal to buy
the three remaining fashion brands out of administration did not include any of the 214 UK stores.

26The Digitali2Dil®@piRreg aPdi Reporto (Retail Economics and Womble Bond Dickinso
21 Experian Retail Planner Briefing Note 19 (January 2022)
22 Experian Retail Planner Briefing Note 17 (February 2020)
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3.20

3.21

3.22

3.23

3.24

T h digifal revolutiond i s al so i mpacting on how and where peopl
example, instead of visiting the cinema or theatre, consumers can digitally stream to their televisions a vast

library of filmed entertainment on demand through say Netflix or Amazon Prime, and through new recently
launched channels by Apple and Disney. Social media, Skype, Zoom, etc. are also displacing face-to-face
interactions. The innovation and development of these alternative digital customer experiences has
accelerated during the pandemic and is exacerbating
well-resourced companies investing and competing in the digital arena, and on the other hand the small
independent businesses that serve the day-to-day needs of their local (high street) communities. Yet the
success of businesses at bot tiepeaderd and is éssentinl o aGutdessiuld e 6
high street.

In summary, both retailers and high streets will need to compete for shoppers and expenditure through a
variety of means including creating experiences that will attract the interest and attention of potential
consumers across all age and socio-economic groupings.

RETAILER BUSINESS MODELS AND REQUIREMENTS

The challenging economic conditions and growth in online sales have had a significant and permanent

impact on consumer shopping and spending behaviour. This has created significant challenges for
traditi oqamdmofAbaroksetailing and the high street. Co
having to constantly review and rapidly adapt their business strategies, requirements and store formats to

keep pace with the dynamic changes in the sector and consumer demand.

These dynamic trends are best illustrated by the changes in the grocery sector over the last decade. In the
circa 25 years up to 2010 the sector enjoyed a period of robust growth, principally driven by new larger
format store openings in predominantly edge and out of centre locations. Since 2010, the top-5 main

grocery operators have been Tes c o, Sainsburyds, A s d avho hava dramatealye an
changed their business models; their focus has been on growing market share through online sales and
new small er convenience store formats (including Te:

As a consequence, applications for large store formats have slowed to a virtual standstill over the last

decade and extant permissions have not been implemented. Previously outside of the so-called top-5
grocer s, the O6deep discountd food operators (namel
respective market shares through new store openings. As of September 2022 Aldi overtook Morrisons to
become t fowath largesdt supermarket for the first time, as grocery inflation hit a new record of 12.4%

in August 2022. Notwithstanding this the grocery and convenience sector has had buoyant sales during the
pandemic, particularly in town, district and local centres as many households have been forced to work

from home and only the foodstores and 6essenti al St
including local independents.

The non-food retail sector has also experienced a significant impact from the rise of online shopping over
the last decade, which has impacted on business models and store viability. Many well-known retailers
have either closed or have significantly reduced their store portfolios. The table below summarises some of
the higher profile ficasualtiesd since 2008.
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Table 3.1: The Largest Retailers that have gone in Administration since 2008

M&Co 262 2,700 Clothing
DW Sports 73 1,700 sportswear
Benson Beds 242 1,900 Fumiture
Harveys Fumiiture 20 240 Fumiture
TM Lewin 65 600 Clothing
Le Pain Quotidien 10 200 food and beverage

2020 Monsoon Accessories 35 530 Fashion & accessories
Oasis & Warehouse 92 2,300 Clothing
Kath Kidston 60 900 Fashion & accessories
Brighthouse 240 2,700 Household goods
Laura Ashley 155 2,350 Clothing
Oddbins 56 567 off licences
Hawkins Bazaar 22 177 toys & games
Beales 22 n/a Department Store
Select 180 2,000 clothing
Debenhams 165 25,000 Department Store
Clinton Cards 332 2,500 cards, gifts
New Look 60 1,000 Clothing

2019 Mammas & Pappas 32 740 Babywear, etc.
Mothercare 79 2,500 Babywear, etc.
Bonmarche 318 2,887 Clothing
Thomas Cook 560 9,000 Travel Agents
LK Bennett 41 480 Clothing
Patisserie Valerie 71 900 food and beverage
HMVV 133 2,200 music, DVD, games
House of Fraser 59 17,500 department

2018 Poundwaorld 350 5,300 discount
Wine Rack / Bargain Booze 760 4,000 off licences
Maplin 200 2,500 IT
Toys 'R' Us 105 3,200 toys & games

2017 Palmer & Harvey - 4,000 wholesaler
Store Twenty One 76 1,080 clothing/variety chain

2016 BHS 164 11,000 clothing/variety chain
Brantano 200 2,000 footwear

2014 phonesdU 550 5,600 mobile phones

2013 HMV 238 4,350 music
Blockbuster 528 4,190 DVDrental
Comet 236 7,000 electricals
Game 600 6,000 video games

2012 peacocks 550 9,600 clothing
1IB Sports 250 6,300 sportswear
Alexon 990 2,700 clothing

2011  Focus DIY 170 3,515 DIy

2009 Wine Rack/ Threshers/ Bottoms Up/ Victoria Wine 1,300 6,500 off licences
Zawvi 150 3,500 music
Ethel Austin 300 3,100 clothing
Adams 7N 3,200 children's dothing
Woolworths 820 30,000 variety chain
Stead & Simpson (Shoe Express/ Lilley & Skinner/ Peter Briggs) 375 3,000 footwear
Faith Shoes 281 2,000 footwear

2008  Roseby's 280 2,000 fumishings
Motor World 281 2,235 car accessories
MFI 173 1,100 fumiture
Stylo Shoes 1,067 5,400 footwear
Allied Carpets 273 2,300 floor coverings
Blacks Leisure 400 2,640 outdoorwear
TOTAL 15,330 233,305

Source:  Centre for Retail Research (2020)
Notes These fgures relate to retail corporations that went into legal adminstration in the year shown. The test for inclusionis (&) administration and (b) national sgnificance.

The table does not indicate or purport to show whether the company has dsappeared, such as Woolworths, or still survivesin a robust manner, such as HMV or
Peacocks. Appearance in the table does not imply that the brand isno longer used or does not trade. Where a retailer has suffered several failuresthe date used &
nermally the one where most asssts or staff were fvoled. Retailers that have shrunk their businesses without going through administration are not included.

3.25  Whilst 2019 was generally regarded as one of the hardest for the retail sector; with a net closure of some
7,550 retail units, this was surpassed in 2020 due to the impact of the pandemic and represented probably
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the worst year for retailers for over 25 years. The Centre for Retail Research (CRR) has identified that over
16,000 shops closed in 2020 across the UK, impacting on over 180,000 jobs. In 2021, some 11,000 shops
closed across the UK, resulting in almost 54,000 jobs.

3.26  The pandemic has accelerated the demise of a number of high profile retailers that were already struggling
due to falling sales and increasing costs/debt, including Debenhams, Oasis, Warehouse, Laura Ashley, the
Arcadia Group and Cath Kidston. John Lewis also announced the closure of four department stores and
four O0At Homed stores. This illustrates that | mpact s
locations, including centres within both Council areas.

3.27  National retailers with extensive high street store portfolios are struggling to maintain market shares and
remain profitable in the increasingly competitive environment. The higher costs of trading from high streets
compared with online and out-of-c ent re retail ing, al so means. dhihiad it
further contributing factor to the substantial number of store closures that have occurred over recent years.

3.28 In summary, although some retailers are better positioned to cope with the growth in online shopping and
the shifts in consumer behaviour and preferences, many are struggling to position themselves quickly
enough to absorb rising costs and engineer the vital transition to a more technology-focussed business
model. These trends and challenges will have been further exacerbated and accelerated by the impact of
COVID-19.

RISING OCCUPANCY COSTS

329 06Br i c ks aretalersacehaviag t@absorb higher than inflation increases in year-on-year occupancy
costs (for example, rents, business rates, service charges, utility bills, staff costs, etc). This outpaces sales
growth for many retailers, eroding profitability and resulting in more store closures.

330 As described above it is not a Al evel playing fieldbo
street and out-of-centre retailing. In response to the budgetary challenges from rising costs and tight
margins, retailers will need to drive up efficiencies and productivity from existing floorspace to remain
viable.

3.31  Itis standard practice for retail planning assessments to make a reasonable and robust allowance for the
year-on-year growth in the average sales densities of existing and new (comparison and convenience)
retail floorspace for it to remain vital and viable. However, there is limited evidence detailing actual changes
in the turnover and profitability of retailers over time. The latest Retail Planner Briefing Note (RPBN 19)
(January 2022) provides forecasts of annual floorspace productivity growth rates based on two different
scenariogsongitpnt hél 6 or s pased en limitee potential f@ronew retail development,
resulting in greater effici enclyangm§ floerspacsetscenagiodf, | owohri scph
takes account of the impact of new retail development on average retailer sales performance. The table
below sets out the differences between the two scenarios.
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CONSTANT FLOORSPACE:

2020

2021

2022

Table 3.2: Floorspace Productivity Growth Rates (year-on-year growth %)
’ ’ ' ' . 2024-2028

2023

2029-2040

Convenience Goods 6.6% -9.4% -0.9% 0.2% 0.3% 0.3%

Comparison Goods -7.2% -0.2% 6.4% 2.2% 2.4% 2.9%
CHANGING FLOORSPACE:

Convenience Goods 6.6% -9.4% 2.7% 1.6% 0.1% 0.0%

Comparison Goods -7.2% -0.2% 7.2% 2.3% 2.2% 2.6%

Source: Experian Retail Planner Briefing Note 19 (January 2022); Figures 3a/3b and 4a/4b.

As Experian explain the volatility in sales densities in 2020 and 2021 have been driven by sharp swings in
retail spending due to temporary business closures during lockdown(s). There is an expectation that there
will be a correction when shopping spending recovery becomes more established and there is near return
to more normalised shopping patterns. The medium term forecast (2024-28) shows on upgrade for
comparison goods over convenience goods. Notwithstanding this, Experian predict that budgetary
challenges from rising costs and tight margins will remain key factors underpinning floorspace efficiencies
over the coming years. Budgetary pressures mean that retailers will have to increase efficiencies from
current floorspace including through redevelopment/repurposing of existing floorspace; adoption of modern
technologyand i nnovat.i more effective
that uses internet sales to increase the sales performance of physical shops. This is against a backdrop of
weak demand for retail property, high vacancy levels and a significant fall in new retail-led development in
centres across the UK.

ons;

For these reasons we prefer to test higher
assessments, as they better reflect national trends and the need for existing retailers to increase their sales
potential and profit margins to remain viable.

RETAIL & SHOPPING CENTRE SPACE i MARKET DEMAND & INVESTMENT

the number of retailer fAcasualtieso
existing retailers and investments in towns and shopping centres across the UK. The current investment
climate is becoming increasingly polarised. The top 50 shopping locations generally have the best
prospects for attracting new investment and development. This is because they benefit from strong
catchments and the necessary critical mass of shops, leisure facilities and other uses to remain
commercially viable and attractive investment propositions.

The rise in

Outside of the top 50 it is the more secondary towns and shopping locations that potentially remain
vulnerable to further reductions in their existing retail and commercial offer. This is against the backdrop of
limited and falling demand for new shops and commercial space.

Demand for retail space in centres across the UK has fallen dramatically since 2007 and is currently at an
all-time low. In turn this fall in demand is impacting on property values and rents. For example, LSH

ZOomni-Channel
phone).

retailingdé refers to the integration of diff ernephysicalshofar bys
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research conducted before the pandemic showed that the retail sector recorded a 4.9% year-on-year fall in
rents in December 2019 and fell further in December 2020 by 9.4% and by 3.2% in December 202124, As
the figure below shows, retail has performed poorly compared with the other property sectors since 2011
with its origins back to the economic crisis in 2007/08. This trend has been further exacerbated by the
pandemic.

Figure 3.4: Property: Average Rental Growth (2011-2021) (%)
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Source: MSCI UK Quarterly Property Index (February 2022)

3.37  In simple terms many centres and shopping locations across the UK simply have too much retail floorspace
stock, or they have the Awrong typed of retail fl ool
retailers for larger format shop units. Some analysts indicate that there was as much as 30% too much
physical space in the retail sector pre pandemic. This over-supply of retail floorspace and limited market
demand is placing further pressures on the viability of existing stores and shopping centres. In turn, this
makes it difficult for landlords, investors and retailers to justify additional capital expenditure.

3.38  The shopping centre sector also has faced significant challenges over the past decade from the rise of
online shopping, falling market demand and increasing retailer failures. In recent years, the response to
diminishing demand from traditional retailers has been to turn to the casual dining and commercial leisure
(for example, cinemas) to take up surplus space. However, this is now becoming increasingly difficult due
to the pressure on disposable income and a fall in demand from food and beverage operators in an
increasingly ns atread tlat hadbeen fuaherkaecelerated by the pandemic. As a result,
shopping centre owners and landlords are struggling to retain existing tenants, let alone attract new
retailers into vacant shops.

3.39  Against this backdrop, occupiers are negotiating shorter lease terms and greater incentives from landlords
to continue trading in the face of increasing online competition and economic uncertainty. This will further
force down rents and profits across more marginal, secondary shopping locations. All these factors are

24 LSH Research (2022) using MSCI data
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resulting in a significant structural shift in retail property and shopping centres, and the way in which this
type of floorspace will be utilised in the future.

OUT-OF-CENTRE RETAILING

3.40  The development and take-up of food and non-food out-of-centre space has also slowed over recent years,
in line with the trends impacting on high streets and town centres. As described above, the main grocery
retailers have pulled back from new larger format superstore openings in edge and out of centre locations
to focus on maintaining and increasing market shares through online sales and opening smaller
convenience outlets. The exception to this is the deep discounters, Aldi and Lidl, who continue to seek new
sites in mainly edge and out-of-centre locations.

3.41  Vacancy levels in out-of-centre retail warehouses and parks have also increased over the last decade
following the closure of major operators (such as, for example, Toys R Us, Poundworld, Office Outlet, etc.),
and a reduction in the store portfolios of other major out-of-centre retailers (such as, for example, B&Q and
Homebase) . There are I|ikely to be further increases
generationo and secondary shopping |l ocations, as | ec
administration. As a result, a number of out-of-centre foodstore and retail warehouse sites are being
repurposed and/or redeveloped for alternative uses, including logistics and residential uses.

3.42  Notwithstanding this, most out-of-centre shopping locations retain their significant competitive advantages
over town centres and high streets in terms of their supply of larger format modern outlets, their lower
occupancy costs, extensive free parking and convenient access to the road network. This is still an
attractive proposition for those retailers that are still seeking space in the current market. For example, as
part of its revised business model Marks & Spencer has closed a number of its traditional high street stores
and Areplacedo these with 06Si mpl y-of-Eente tbé¢aktonso As alreault,] 6 b
retailers who previously anchored the vitality and viability of town centres, are now competing directly with
high streets for shoppers, spend and sales. A local example is in in the WDC area where M&S closed its
outlets in Market Street, Warwick and Royal Priors Shopping Centre in Leamington Spa and opened a
Foodhall at Leamington Shopping Park in August 2021 followed by an adjoining clothing and homeware
store in October 2021.

VACANCY RATES

3.43  According to Local Data Company (LDC), the UK lost 11,000 shops in 2020, with a further 18,000
estimated to close in 2021. At the end of 2020, t h
combined) according to LDC stood at 13.7%. The sharpest increase in vacancy rates was seen in
Shopping Centres category, rising from 14.4% at the end of 2019 to 17.1% at the end of 2020.

3.44  With the national lockdowns and consumers being confined to work in their local areas, centres with an
immediate residential catchment have benefited. This has resulted in cities and larger centres that are
dependent on commuting populations to suffer more adversely than smaller centres. LDC state that the
City Centre vacancy rates increased by 2.5% to 16.1% in 2020. By way of comparison, commuter towns
increased by 1.1% to 10.9% and villages by 0.4% to 11.1%. The vacancy rates for the South East area
overall increased from 10.4% in 2019 to 12.1% in 2020.
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It is anticipated that 2022 will see some return to normality following the vaccine rollout and loosening of
restrictions. Nevertheless there is likely to be a continuing level of consolidation amongst operators. LDC
estimate retail vacancy rate reaching 14.6%; leisure 11.4%; with the combined rate rising to 15.7% at the
end of 2021.

USE CLASSES ORDER & PERMITTED DEVELOPMENT RIGHTS

Since the previous retail studies undertaken by the respective Councils, the Government issued a series of
reforms to the planning system. Effectively, changes to the use classes were brought in to provide a more
flexible approach to controlling commercial land uses. This saw the replacement of Use Class Al to A5, D1
and D2 replaced with E Classes (Commercial), F1 (Learning and Non-Residential) and F2 (Local
Community Uses) and the restructuring of sui-generis uses (public houses, hot food takeaways, cinemas,
music venues, bingo etc.).

The result of these changes is that what would previously be a change of use under the subsumed use
classes is no longer considered development under the Planning Acts, and accordingly is no longer subject
to planning control. In launching the reforms the Government announced that the regulations will give

hnegreater freedom for buildings and |l and in our t owl
and create new homes from the regeneration of vacant and redundant buildings&>.

The impact of the changes will still require the definition of a town centre boundary and a primary shopping
area, or a primary O6commerciald area to be the foci
use classes can be Otranslatedé into the equivalent

assist with the interpretation of policy wording and the effective use of conditions. It is worth noting that
under the previous use-class system such categories as convenience, comparison (and bulky) goods fell
within the Al use-class and there is a long established planning pedigree of reflecting these Al retail
categories effectively in planning conditions.

The changes will have implications for primary and secondary shopping frontages, as the control of
shopping and service uses is legally less enforceable in commercial areas, as a change of use between
Class E does not constitute development and will therefore not require planning permission. It should be
noted that the effectiveness of frontage policies was declining before the pandemic and previous changes
to the UCO. However, there may still be a role to control some sui-generis uses in key town centre
locations, such as provision of fast food takeaways, betting shops, payday loan shops or other uses that
are justified to be subject to planning control.

Hence beyond 2022, town centres are likely to consolidate their retail and shopping role with more
emphasis on place and non-transaction uses, this could include high activity based land uses such as
health, education being located in more central locations and stem previous trends of decentralisation.

®Prime Ministeros Office d@RildeBsils, BRIégol ease (30/ 06/ 2020)
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The increase in city living and residential development in town centres is likely to be a growth area in the
next 10 years and could be a positive regenerative mandate. We also expect more emphasis on residential
upper floor living accompanying ground floor commercial uses.

The introduction of Class AA and AB in August 20202% (under the Permitted Development Changes
(Amendment No. 2) (2020)), allowing new residential on detached or terrace buildings in commercial or
mixed use areas could potentially lead to the loss of commercial floorspace to residential.

Furthermore, the Town and Country Planning (General Permitted Development etc.) (England)
(Amendment) Order 2021 (Order) that came into force on 21 April 2021 creates a new class of permitted
development right (Class MA) into the Town and Country Planning (General Permitted Development) Order
2015 (GPDO) authorising changes of use from Use Class E commercial uses to Use Class (C3) residential.
The changes within the Order authorise a change in the permitted use of a property or land from a use
falling with Use Class E to Use Class C3 residential use where the property has:

0 beenin Class E use for 2 years (including time in former uses i.e. A1, A2, A3, B1, D1 or D2 now
within that Class); and

0 has been vacant for at least 3 continuous months.

These changes will replace existing retail, light industrial and office to residential rights with rights applying
to all of the relatively recent Use Class E in which those uses now sit. Exercise of the right is subject to
prior approval by the local planning authority and therefore would be subject to some planning control.
Details must be submitted relating to flooding, transport, contamination, noise amenity, natural light, fire
safety and agent of change issues. The area that can be converted is capped, with a maximum size limit of
1,500 sgm of floorspace capable of conversion using the right.

The implications arising from these changes result in more flexibility and are likely to be focussed on the
peripheral parts of existing town centres, reflecting the influence of land values, but the outcomes are
unclear, particularly the likely scale of increased residential and loss of commercial space and this should
be monitored further. In addition, these use-class and permitted development rights changes have added
complexity to the types of uses that are supported in centres i particularly how the new use classes link
with the current NPPF definitions of O6main town
version of the Local Plan to set out a clear policy approach to uses in centres.

WARWICK AND STRATFORD DISTRICTS IN CONTEXT

Demographics

The resident population in Warwickshire?” overall was estimated to be 583,786 in 2020, an increase of
8.9% since 2010. Of this total, approximately 145,000 live in the Warwick District and 132,400 reside in
Stratford-On-Avon. Both districts have a higher percentage of 65+ residents in comparison to the UK
average (18.5%), with Warwick having 18.8% and Stratford-On-Avon with 25.4%.

26 The Town and Country Planning (General Permitted Development) (England) (Amendment) (No. 2) Order 2020.
27 State of Warwickshire 2022 i Warwickshire County Council
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Figure 3.5: Projected Population Growth in Warwickshire between 2020 and 2043
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Economy and Employment

3.57  In 2020 there were 61,000 full-time workers in Warwick District and 46,000 in Stratford-on-Avon District. In
terms of Mandfacttriggdd®rainatesdin Stratford-on-Avon District (17.9%), f ol | &Viwodedaleby 6
and Retail Traded ( 14 . 9 %) and adSocsh WorkHAecat |i tvhlOt4do)e | &Vanfick District,
&holesale and Retail6(14.6%) dominates f o | | o wReofessional, Stientific and Technical Activities6 a n d
Human Heal th and Sojonthaatl11®6.r k Acti vitiesbo
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Figure 3.6: Employee Jobs by Industry Type 2020

Warwick Stratford- Great
On-Avon Britain

(%) (%)

(%)

Total Employee Jobs - - -
Full-Time 68.5 68.7 67.9
Part-Time 30.3 31.3 32.1
Employee Jobs By Industry

B : Mining And Quarrying 0 0 0.2
C : Manufacturing 6.7 17.9 7.9
D : Electricity, Gas, Steam And Air Conditioning Supply 3.9 0 0.5
E : Water Supply; Sewerage, Waste Management And Remediation Activities 0.7 0.3 0.7
F : Construction 2.8 4.5 4.8
G : Wholesale And Retail Trade; Repair Of Motor Vehicles And Motorcycles 14.6 14.9 14.9
H : Transportation And Storage 3.9 1.9 5.1
| : Accommodation And Food Service Activities 6.7 9 7.2
J : Information And Communication 6.7 3.7 4.5
K : Financial And Insurance Activities 1.4 4.5 3.5
L : Real Estate Activities 1 1.9 1.8
M : Professional, Scientific And Technical Activities 11.2 9 8.7
N : Administrative And Support Service Activities 9 6 8.8
O : Public Administration And Defence; Compulsory Social Security 5.6 15 4.6
P : Education 5.6 6.7 9
Q : Human Health And Social Work Activities 11.2 10.4 13.6
R : Arts, Entertainment And Recreation 1.7 2.6 2.2
S : Other Service Activities 5.1 2.6 1.9

Source: Nomis

Gross Valued Added? (GVA) Growth

3.58 The GVA for all industries in Warwickshire in 2019 was £19,823 million. The greatest contributors by broad
industrial groups were manufacturing; wholesale and retail trade, repair of motor vehicles; and real estate
activities.

3.59 In terms of GVA per hour worked by local authority area the data indicates that both Warwick District
(E43.03) and Stratford-on-Avon District (£40.20) had a higher GVA per hour than the other districts and
boroughs in 2019.

2% Gross Value Added (GVA) measures the contribution to the economy of each individual producer, industry or sector in the United Kingdom. It is a
measure of the increase in the value of the economy due to the production of goods and services. It is measured at current basic prices, excluding taxes
(less subsidies) on products (for example, Value Added Tax).
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Figure 3.7: Nominal (smoothed) GVA per hour worked (£) by Local Authority (2004-2019)
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The GVA per filled job for Warwickshire in 2019 was £59,296. This was higher than the equivalent figures
for both the West Midlands (£50,083) and England (£57,583). Both Warwick and Stratford Districts(s) had
an above UK GVA average.

Figure 3.8: Nominal (smoothed) balanced GVA per filled job indices by Local Authority (2002-2009)
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Tourist Economy

The Economic Impact of Tourism (Warwickshire 2019) report stated that there were around 16.4m trips
were made to Warwickshire, spending an estimated £968m. It was suggested that the value of tourism to
the county was approximately £1.32bn, around 6.7% of the total GVA.
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3.62  Tourism industry brings in over 3.8m people to Warwick District each year with a combined spend of over
£282.7m and accounts for 6.6% of employment (4,832 jobs) within Warwick District.

3.63 In 2018, the Stratford-on-Avon District Economic Impact of Tourism?® reported that 6.7 million trips were
undertaken in the area with a combined spend by tourists of £368m supporting some 8,659 jobs.

Investment

3.64 The Warwickshire and Coventry area has recently seen strong developments in innovation, driven in part
The University of Warwick and Coventry University together with local industry partners. The West
Midlands Gigafactory, located in Warwick district, is set to potentialy be one of the UKo&s f
Zones (1Z). The 530,000sgm Gigafactory site is capable of hosting a 60gw/h cell manufacturing plant, is
located on the Coventry airport, adjacent to the wider Gateway South employment area established as part
of the 2017 Warwick District Local Plan. The 1Z could create a favourable climate to secure up to £3.4billion
investment needed to deliver it. This will be an important anchor in automotive investment in electric car
batteries, which already supports 50,000 research, development and manufacturing jobs.

3.65  Warwick District also secured Future High Street funding for Leamington Town Centre and £10 million has
been allocation for various projects including Town Hall improvements and regeneration of Spencer Yard.
The District has also submitted a £13m Levelling Up Fund bid to the Government for a range of integrated

transport and environment al i mprovements to.Thehbel Bat
includes draft proposals to enable the removal of through traffic from Bath Street to make this a bus only
route, with a cycle route and i mproved pedestrian en

to support increased vibrancy and further strengthen the range of shops and businesses in this part of
town, as well as significantly improving the long-standing air quality problems.

3.66  Warwick District Council and its commercial development partner Complex Development Projects have
also been promoting the Leamington Creative Quarter Programme in recent years with a regeneration plan
to turn Leamington's Old Town into a hub for creative industries. Phase One of the programme includes the
refurbishment of the Grade ll-listed United Reformed Church as the first site receiving a facelift and will
ultimately become office space for creative/digital businesses. Two further buildings in Spencer Yard are
also part of the initial phase, with the adjoining former nursery and the Old Dole Office providing over
1,858sgm of new workspace. The overall ten-year Creative Quarter Initiative is supported by a £10m grant
from the Future High Streets Fund. Furthermore, Waterloo Place on Warwick Street has been acquired by
Midlands-based property investment company The Wigley Group, while Holly Walk House, owned by
Warwickshire County Council is being refurbished with support from the Coventry & Warwickshire Local
Enterprise Partnership (CWLEP) through the Governments Get Building Fund. Both buildings are not only
part of Leami ngt on 0 srepresegtiagrepyrposirg as parbaf forwaadHthenking plans to
make the District an attractive place to live, study, work, and invest.

3.67 In Stratford-on-Avon Districtthe Counci | has submitted a bid to the Go:
relate to improvements of Bridge Street, High Street and Union Street to make them more attractive to
pedestrians and cyclists, reducing vehicle traffic.

2% Economic Impact of Tourism i Stratford-on-Avon District (2018)
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Stratford-on-Avon District Council has also submitted an Investment Plan under the UK Shared Prosperity
Fund, which if approved by the Government, would see £3.5m national funding brought into the District as
part of the UK Government's Levelling Up programme. Potential outcomes that could be achieved include:

o Improvements made to community and neighbourhoods' infrastructure;
0 Schemes to design out crime;

0 Creation and improvements to sports facilities;

o Promotion and enhancement of the visitor economy;

0 Creation and safeguarding of jobs;

o0 Strengthened support for start-up businesses;

o0 Growth of the local social economy;

o0 Increased support for economically inactive people; and

o0 Increase the number of green skills courses available within the District.

SUMMARY

Our towns, traditional high streets and shopping centres have been challenged for more than a decade by
falling market demand, rising occupancy costs and increasing competition from online and out-of-centre
shopping. These trends have been further accelerated and compounded by the COVID-19 pandemic; and
are resulting in an increase in vacant shop units, often in primary shopping areas, as retailers and
occupiers either choose to downsize and/or close stores in some locations (e.g. Marks & Spencer, John
Lewis), or they are forced out of business altogether due to failing business models and unmanageable
debts (e.g. the Arcadia Group).

Today, many of our traditional towns and shopping centres simply have too much retail space. The critical
challenge over the short, medium and long term will be how to retain existing businesses, fill/replace the
voids and attract new investment. The danger is that an increase in long-term vacancies in centres will lead
to a 6spir @hich will furthes enyenderefeelings of neglect and lack of investment confidence in
town centres, and fipusho more people to shop onl

The economic metrics across both Districts indicate a strong and diverse economy. This is underpinned by
new investment in place and funding for specific areas and units to enable repurposing to take account of
emerging trends.

As set out above, residential provision in centres is already being encouraged, including by previous
national planning changes (such as office to residential conversions through prior approval, and permitted
development for two flats above a shop), and through emerging local development plan policy. In those
cases where retail vacancies are long-term and more often than not concentrated in secondary shopping
streets/pitches, it will be necessary to plan for alternative uses and/or consider options for redevelopment.
As a result of the increasing drive towards more flexible planning through changes to the Use Classes
Order and Permitted Development Rights, there will inevitably be more mixed-uses within centres
particularly residential, and this should be encouraged and planned for through enabling planning policies.
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3.73

It will be important to maximise intergenerational residential provision in the most sustainable locations,
particularly in centres, as part of a balanced mix of uses. Therefore, consideration needs to be given to
planning policies and allocations enabling the growth of other uses, such as education, leisure and
recreation, within centres, which, along with residential, are particularly positive in terms of enhancing the
vitality of centres.
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4 CATCHMENTOMPET& TMORIKET SHARE

4.1 This section first describes the Cat ¢ h me nt Afea that lnas ybéeh defined and adopted as the
framework for this study. It then sets out the headline results of the telephone interview survey, to identify
where households normally shop for different types of convenience ( 6 f ood 6) and efoonopdadr)i
goods. The analysis of commercial leisure activity is set out in detail in Section 12 to help inform the
leisure needs assessment.

CATCHMENT (STUDY) AREA DEFINITION

4.2 The definition of an appropriate Catchment Area is an important starting point for retail and town centre
assessments. It provides the framework for the household telephone interview survey and the retail
capacity analysis.

4.3 The broad geography of the Catchment Area and composing zones has been informed by both Councilsd
previous studies. The outputs from these have been combined to form a new catchment area. In this case,
the Catchment A Posteode SectobGesgeaphy. odhcovers the entirety of the WDC and SDC
authority areas in full, as well as extending into neighbouring authorities. The figure below shows the full
extent of the Catchment Area and Zones (also refer to Volume 2; Appendix 1).
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The Catchment Area has been divided into 15 zones based on postcode geography t o al | ofwer f or
graino shopping patterns, | Ehé lzraad categprisagidne r e n
of the zones is as follows:

analysis of

0 Study Area - Zones 1- 15;

o Broad WDC area -Zones 1,2,6 & 7,

o Broad SDC area - Zones 3, 8, 9, 12, 13, 14 & 15; and

0 Broad South Warwickshire area - Zones 1-3; 6-9; & 12-15.

The zones provide the sampling framework for the household telephone interview survey (HTIS). In total,
some 1,500 telephone interviews were conducted by NEMS Market Research between 8™ July and 12t
August 2022. The NEMS method statement is explained in full in Volume 3 to this study?3°.

The zone-by-zone approach detailed at Appendix 2-5 for convenience goods and Appendix 6-9 for
comparison goods enables more detailed analysis of shopping patterns, market shares and expenditure
flows both within and outside the Study Area (Zones 1-15). The key findings are used to inform the
baseline market share analysis and the centre/store turnover estimates that underpin both the quantitative
and qualitat i assessment dhsied oudig @mmpignce with good practice.

WARWICK AND STRATFORD-ON-AVON CENTRES & COMPETITION PROFILE

Sections 6-9 provide more detailed health checks for main town centres of Leamington Spa, Stratford-
upon-Avon, Warwick and Kenilworth. These towns are supported by a network of smaller centres and
villages.

By way of overview the table below shows the scale of the retail, leisure and service provision in the main
centres (measured by outlets and floorspace) based on the information set out in Experian Goad Category
Reports3t,

Table 4.1: South Warwickshire: Main Town Centres

TOWN CENTRE OUTLETS FLOORSPACE
% of Total sqm % of Total
Leamington Spa 666 43% 117,642 43%
Stratford-upon-Avon 443 29% 92,577 33%
Warwick 271 18% 37,347 13%
Kenilworth 164 11% 29,181 11%
TOTAL 1,544 100% | 276,747 100%
Source: Experian Goad Category Reports
°NEMS ensure the sample profile is representative of the glnadeitdcerrecényt he per :

minor differences between the sample profile and population profile. The data was weighted by NEMS as explained in their appended method statement.

31 The floorspace figures set out in the Experian Goad Reports are derived from Goad Plans. They showt he 6f oot printdé fl oorspace an
the building lines. Although they do not provide a definitive report of gross or net floorspace in centres, they do provide a useful means of comparison
between centres, as all outlets are measured in a consistent manner.
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49 The following provides an overview of the main centres (also see Sections2, 6-9):

0 Leamington Spa: Leamington Spa is situated to the south of the West Midlands conurbation,
approximately nine miles from Coventry. It is the largest town and principal employment centre in the
district of Warwick. Variety store provision in Leamington Spa town centre is relatively modest since
the departure of House of Fraser in early 2022 and the closure of one of the two Marks & Spencer
stores, in Royal Priors shopping centre, Wilko in Royal Priors shopping centre and Marks & Spencer
on Parade are the only variety stores remaining. The | ar ger and more domir
shopping centres is Royal Priors, situated within the block formed by Parade, Warwick Street,
Regent Street and Park Street. The smaller Regent Court, a small, open air precinct, represents the
"restaurant and caf® quartero with representation
Bay, Creams Cafe and Yo! Sushi as well as the refurbished Regent Hotel, nhow operated by
Travelodge. Leamington Spa also has strong independent provision, including fashion and speciality
shopping, as well as bars and cafes, concentrated particularly on the secondary locations of Regent
Street, Warwick Street and Park Street. Leamington Spa itself has earned a reputation as 'Silicon
Spa' - a centre for the development of computer games, with companies such as Freestyle Games
and Codemasters based in the town.

o Stratford-upon-Avon: The town is the focus of international culture and tourism that underpin the
retail and leisure provision in the centre. National multiples include Marks and Spencer, Fat Face,
Boots, Jack Wills, Jigsaw, Holland & Barrett, Mint Velvet, The White Company, Mountain
Warehouse, White Stuff, Superdrug, Waterstones. Bridge Street is the main street housing Marks
and Spencer. The High Street has black and white Tudor style frontages giving visitors an
impression of Shakespearean times. Henley Street (famousf or S h a k ebsthplace)rhaséa snix
of gift shops, clothes shops and lifestyle shop. Meer Street near Henley Street has a collection of
independent designer shops. The centre also has a thriving market. Market day is every Friday and a
local Farmers Market is held every 1st and 3™ Saturday each month in the Market Square at the top
of Rother Street. Stratford-upon-Avond primary competition is from out of centre provision principally
the Maybird Centre and Maybrook Retail Park.

o Warwick: Warwick is a historic market town founded on the banks of the River Avon in 914 AD and
home to Warwick Castle. As with Stratford-upon-Avon the visitor economy is a dominant factor
driving the retail and leisure provision. Retail provision comprises of independent shops and
restaurants located between historic buildings. The historic Smith Street is the oldest shopping street
in Warwick with independent shops and restaurants. The centre is served by a regular market every
Saturday. The Market Square plays host to numerous events throughout the year and is the home of
the Charter Mar ket and Thetownhsl clharadteaisedntsy thé histoMtastrelete t .
pattern and benefits from associated period architecture.

o Kenilworth: Kenilworth is a historic market and by comparison to both Royal Leamington Spa and
Warwick it is a smaller centre. Its retail provision is along the linear thoroughfare of Warwick Road.
Talisman Shopping Centre represents the shopping heart of Kenilworth with national multiples such
as Waitrose, Boots. Convenience provision within the centre is anchored at either end of Warwick
Road by Sainsburyos and WaTihdrer ie oree mérKen in iogeration in Sq u a
Kenilworth which operates at Abbey End every Thursday.

410  The following provides a brief profile of the main competing centres and shopping/leisure locations outside
South Warwickshire:

o Birmingham i is the commercial, administrative and cultural capital of the West Midlands. The city
centreds est i maovee 800,600 sgro with petait peovidion is concentrated in a number
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of key streets and managed shopping centres (including The Bullring, Grand Central, The Square,
The Mailbox, Martineau Place, The Arcadian and The Cube). The Bullring is the most dominant with
some 121,000 sgm of gross floorspace. At Q2 2022 the vacancy rate in Birmingham city centre was
above average at 25%, with the Bullring area in particular having high levels over the past few years.
Prime Zone A rents in Birmingham were £230 psf at mid-2022, a cumulative decline by -28.1% since
2017. There are two large redevelopment schemes proposed in the centre including Martineau
Galleries and Arena Central, both of which initially included significant retail elements but are now
focused more on office/residential led with ancillary retail/leisure floorspace. Martineau Galleries also
forms part of Birmingham City Council 6s HS?2 Ct
developments include Arena Central (major scheme), The House of Fraser (redevelopment
proposal), and M&S relocating to Debenhams.

o Coventry i was awarded the title UK City of Culture 2021 and it was reported that £172 million of
investment was secured for a range of improvements to cultural venues and public realm. City centre
retail floorspace is estimated at approximately 121.000 sgm gross with key anchors being Marks &
Spencer on the prime part of The Precinct and Primark on Broadgate. Prime Zone A rents in in
Coventry were around £65 psf Zone A at mid-2022, a cumulative decline in prime rents of -53.6%
since 2017. There are several large scale schemes underway in Coventry including City Centre
South (Class E, hotel and residential scheme) and a new commercial district in Friargate, Station
Square. Coventry is also establishing itself as a Research and Development (R&D) hub, creating
1,000 new jobs through a long term partnership project with Jaguar Land Rover, Tata and the
Warwick Manufacturing Group (University of Warwick). Furthermore, the UK Battery Industrialisation
Centre (UKBIC) opened in 2021, creating 80 jobs, and is focused on the next generation of battery
systems for future electrification.

0 Worcester i The city centre retail floorspace in Worchester is estimated at 100,335 sgm gross. It
has three managed shopping centres (Crowngate, Cathedral Square and Reindeer Court). House of
Fraser is the only remaining department store and, despite uncertainty on its future, continues to
operate. Marks and Spencer and Primark also have a big presence within the town. The only key
development potential is reported to be the amalgamation of units in Crowngate, although this has
been in the pipeline for a number of years and no development yet undertaken. The vacancy rate in
Worcester city centre stood at 20.5%. Prime Zone A rents in Worcester were around £75 psf Zone A
at mid-2022, a decline since the end of 2017 of -42.3%

o Milton Keynes 1 functions as a regional shopping centre, employment and distribution hub. The
townos estimated retail floorspace of 156, 000 s
shopping centres: centre:mk and Midsummer Place32. There is also an extensive range and choice
of out-of-centre shopping and leisure facilities. MK largely dominates shopping and leisure trips from
within its wide catchment area. The key anchor stores in centre:mk include John Lewis and M&S.

Prime Zone A rents in 2021 were reported to be around £215 psf, down from a peak of £265 psf in
2001 and from £250 psf pre-pandemic. As for most centres across the UK, further retail rental
decline is anticipated due to the impact of the pandemic, the growth of online shopping, and a
weakening in occupier demand. The Counci |l 6s devel opment pl an (PI
25,000 new homes by 2050. New investment planned and proposed for MK and the wider area
include the regeneration of the Agora Centre in Wolverton for 115 new homes, new community

space, and independent shops®3.

32 Midsummer Place has planning approval for an extension to the commercial units (21/00445/PNNDAC).
33 Planning application reference: 20/03293/FUL.
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0 Rushden Lakes i is a major shopping and leisure complex in Rushden, with over 70 retail and
leisure outlets trading from a total estimated floorspace of circa 55,000 sgm (48,625 sgm of this total
space is devoted to retail). Owned by Crown Estates, the scheme opened in 2017 and was extended
in 2019 to include a Cineworld cinema. Anchored by M&S, Primark and JD Sports, it reportedly
attracted some 4.5m visitors in its first year, and annual trips increased to 6.3m vi si pr@r s 6
pandemic. The scheme is set within 200 acres of protected Nene Wetlands, with a lake at its heart.
Although it experienced some business closures in 2021, new retailers have also opened in the
centre (including The Works, Levis, Regatta and Mooch). A hybrid application was permitted for new
retail units, restaurants, office space and other associated development in 202034, Rushden itself is
also allocated under Policy 33 of the North Northamptonshire Joint Core Strategy (2016) for a
Sustainable Urban Extension (SUE) for approximately 2,500 new dwellings, employment uses,
ancillary facilities and open space.

o0 Banbury 1T The town centre retail floorspace is estimated at around 79,000sgm which is largely
made up by Banburyds itCaste Qudy am Chenvgll Cergren Castie Key was
extended in 2022 and is home to major retailers such as Boots, Lidl and Sports Direct. A 5,100sgm
entertainment space was opened as part of the extension which includes a cinema, bowling alley
and arcade. The retail and leisure centre has also capitalised on its location by opening restaurants
such as Pizza Express and Nandodbés within its 0Watf
As of Q4 2022, vacancy rates in Banbury town centre were at 21.6%, higher than the retail centre
average. This vacancy rate meant a slight increase compared to Q4 2021, but trends show that
notable increases in vacancy rates from 2019 onwards are now beginning to plateau. Prime Zone A
rents in Banbury were around £42 psf at the end of 2022, a decline since the end of 2017 of -44%.

o0 Redditch T town centre has an estimated 94,000sqm of retail floorspace. The Kingfisher Centre
accounts for the majority of this. Having opened in 1970 and subsequently being refurbished,
redeveloped and extended on multiple occasions since, the centre is currently home to major
retailers such as Primark, Boots, Sports Direct and H&M. A Vue Cinema and Pure Gym can also be
found as part of the centreds | eisure activity o
centre stood at 18.6% which is in line with the town centre average. Whilst vacancy rates have fallen
from Q4 2021 to Q4 2022, they are still up by more than 3% on pre-pandemic levels. Prime Zone A
rents in Redditch were around £40 psf at the end of 2022, a decline since the end of 2017 of -33.3%.

o0 Rugby i The town centre has an estimated retail floorspace of around 67,700sqm. Rugby Central
shopping centre, formerly Clock Towers shopping centre, is the larger of the two centres in Rugby.
Major retailers such as Boots, New Look, Iceland and Wilko trade from centre that opened in 1980.
An Asda superstore can be found nearby to the sho
were stable between Q4 2019 and Q2 2022 (around 15%), however they have now seen a marked
increase to 19% for Q4 2022. Key closures that have contributed to this jump in vacancy rates in
recent times include Dunel m, Pandora and a Sainsb
around £30 psf at the end of 2022, a decline since the end of 2017 of -29.4%.

o Solihull 7 town centre has an estimated 98,000sqm of retail floorspace which is largely made up by
Solihull s t wo 7sTouohwwgod and Mdall Sauare, avisich are separated by the High
Street. Touchwood is anchored by John Lewis, with other notable retailers including Zara, Apple and
Superdry. A |l eisure offering including a Cinewor|

34 Planning application ref: 19/01092/FUL. The permission allows for retail (A1) - 1,294 sqm; restaurant/café (A3) - 464 sqm; offices (B1a) - 294 sqm;
employment (B1c/B2) - 2,809 sgm; leisure and physiotherapy (D1/D2) - 635 sqm; and ancillary/servicing areas - 110 sgm.
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Touchwood a focal point of Solihull. House of Fraser anchors Mell Square, with TK Maxx, Dunelm

and New Look also | ocated within the older and
recent openings include HMV, TAG Heuer and The Real Greek, whilst Hollister, Monsoon and
Mountain Warehouse amongst others have closed. Q4 2022 vacancy rates for Solihull town centre

stood at 12.2%, comfortably below both the Q4 2022 town centre average (18.8%) and the Solihull

vacancy rate of Q4 2021 (just above 15%). Prime Zone A rents in Solihull were around £145 psf at

the end of 2022, a decline since the end of 2017 of -27.5%.

0o Evesham i The market town of Evesham has a town centre largely made up of the High Street,
Vine Street and Riverside Shopping Centre. Retail, leisure and service outlets such as Iceland,
Subway and Barclays Bank can be found on the High Street, whilst Vine Street is home to Vine
Mews which offers a quirky and quaint collection of outlets including a tearoom and shop, craft shop,
tanning salon and beauty salon. Riverside Shopping Centre comprises a scheme of approximately
10,000sgm and is anchored by Home Bargains. New Look and Sports Direct also trade within the
centre. The £10m redevelopment of a fire station saw the opening of a new 2,615sgm Waitrose store
to the southwestern edge of the town centre back in 2018. Potential plans to redevelop the Riverside
Shopping Centre are outlined within the Evesham Town Centre Investment Prospectus from May
2022. Chase Commercial Ltd purchased the site in 2017 and are working with Wychavon District
Council to develop a masterplan for the mixed-use redevelopment of the retail site which includes
the potential for 70 residential apartments, a hotel, restaurants, cafés, bars, independent retail
outlets and a theatre.

MARKET SHARE ANALYSIS

The survey-derived market share analysis is detailed in Volume 2 (see Appendix 3 for convenience goods

and Appendix 7 for comparison goods)3°.

Convenience Goods i Market Share Analysis

Convenience goods retailing is generally defined as comprising everyday essential items (including food,

drinks, newspapers/magazines and confectionery), as well as an element of non-durable housing goods

(such as washing up liquid, kitchen roll, bin bags, etc.).

The overall market share analysis (%) for all centres and stores are detailed in Table 1 (Appendix 3).

These mar k et shares have been derived from the assessn

people normally shop for their more infrequent ma i n  ( fodd purckades, and for their more frequent

day-to-day (6 t o p comvendence and grocery purchases.

Furthermore, in order t o prevent food shopping patterns being

foodstores in the Catchment Area, the survey also asked respondents where else they normally shop (if

anywhere) for their Omaind and O6top upd purchases in

responses). The market shares for these Gecondaryd s h o pupchaseg ar e s et out in Tal

main food shopping) and Tabl einBppenti@8her é top up food
%5 Please notethatth e mar ket share analysis at this stage of the ass e s)swhiehcompisesc| udes ¢

sales via the internet, mail order, stalls and markets, door to door and telephone sales
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through the application of a weighting based on judgements as to the proportion of household expenditure
normally accounted for by each type of convenience goods shopping. In this case we have applied a

reasonable and robust
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weighting
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The summary of market shares for town and out-of-centre locations in the WDC and SDC area is shown

below:

Table 4.2: Convenience Goods: Summary of Town and Out-of-Centre Market Shares

CENTRE

WARWICK DISTRICT COUNCIL AREA

1-15

1;2;6;7

3; 8-9; 12-15

STUDY AREXVDC ZONESSDC ZONESOUTH WARWICKSH
1-3; 6-9; 12-15

Royal Leamington Spa Town Centre: 1.0% 2.6% 0.2% 1.3%
Warwick Town Centre: 2.4% 5.8% 0.8% 3.1%
Kenilworth Town Centre: 7.1% 22.1% 0.1% 10.2%
Sub-total: Town Centre Stores / Centres 10.5% 30.5% 1.0% 14.6%
Sub-total: Out-of-Town Centre Stores / Centres 16.6% 39.9% 9.4% 23.5%
WARWICK DISTRICT COUNCIL AREA 27.1% 70.4% 10.5% 38.1%

STRATFORD-ON-AVON DISTRICT COUNCIL AREA
Stratford-Upon-Avon Town Centre: 0.9% 0.0% 2.4% 1.3%
Rural Centre: Alcester 1.2% 0.1% 3.2% 1.8%
Rural Centre: Bidford 0.2% 0.0% 0.6% 0.3%
Rural Centre: Henley-in-Arden 0.7% 2.0% 0.1% 1.0%
Rural Centre: Kineton 0.0% 0.0% 0.0% 0.0%
Rural Centre: Shipston-on-Stour 1.0% 0.1% 1.9% 1.1%
Rural Centre: Southam 0.5% 0.0% 0.9% 0.5%
Rural Centre: Studley 1.8% 0.0% 5.2% 2.8%
Rural Centre: Wellesbourne 1.3% 1.3% 2.5% 1.9%
Sub-total: Town Centre Stores / Centres 7.7% 3.4% 16.9% 10.7%
Sub-total: Out-of-Town Centre Stores / Centres 13.0% 3.1% 31.1% 18.2%
STRATFORD-ON-AVON DISTRICT COUNCIL ARE®.7% 6.5% 48.0% 28.9%
SOUTH WARWICKSHIRE AREA 47.8% 76.9% 58.5% 67.0%

Source: Appendix 3; Volume 2. Note: % figures may not sum due to rounding.

The main headlines for the total convenience market shares levels achieved by centres and stores by area

are summarised below.

o All the food and convenience stores in the WDC area are achieving an overall market share
(6retent i @hl%lfrenvvethirdthe wiély defined Study Area (Zones 1-15). T h e
|l evel 6 WIDC larean(Zoheb &-2; 6-7) is higher, at 70.4%. This represents a strong level of
retention in our view and is reflective of the good foodstore floorspace provision within the WDC

area.

6retent

o In comparison, stores in the SDC area food and convenience stores are achieving an overall market
share (6r et en20i7% from|wihinethe dwjdelyodefined Study Area (Zones 1-15). The
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4.18

6retenti on | eDCeted (Zonas 3;Bi9n12-15hie higBer at 48%. This is comparatively
lower than the retention level by stores in the WDC area.

0 Overall within the broader South Warwickshire area (Zones 1-3; 6-9; & 12-15) retention levels vary
with WDC area convenience stores having a retention level of 38.1% and SDC area stores with a
higher retention level of 28.9%. On this basis there is a good retention level of 67%.

0 Leamington Spa Town Centre - has a convenience goods market share of 1% from within the
Study Area (Zones 1-15) and 2.6% in the WDC area (Zones 1-2; 6-7).

0o Warwick Town Centre - is achieving a higher market share of 5.8% in the WDC area (Zones 1-2; 6-

7. This is primarily due to the Sainsburydés (Salt

o Kenilworth Town Centre - achieving the highest market share of 22.1% in the WDC area (Zones 1-
2; 6-7). The centre also the highest market share across the Study Area (7.1%) and the South
Warwickshire area (10.2%). This reflects the presence of the Sainsburys (Warwick Road); Waitrose
(Bertie Road) and Iceland (Warwick Road).

o Stratford-Upon-Avon Town Centre - is achieving lower shares of 0.9% from the Study Area, and
higher 2.4% from the SDC area (Zones 3; 8-9; 12-15).

o SDC Main Rural Centres - Collectively are achieving a 14.5% market share within the SDC area
(Zones 3; 8-9; 12-15) and 6.8% from the wider Study Area (Zones 1-15). The Aldi (Birmingham
Road) in Studley is achieving the highest market share of the Main Rural Centres in the Study Area
(Zones 1-15) of 1.5%. This is followed closely by the Sainsburys (Loxley Road) in Wellesbourne with
a Study Area market share of 1.3%. On the whole the lower level of market shares reflects the fact
that they have avitalroleand function in the SDCpriacipahas@rsingthe
more day-to-day essential (fi t -a p) @od and convenience shopping needs of their local (walkable)
catchment populations.

The figure below shows a more detailed analysis of market shares by location. This shows the strong
market shares of out-of-centre retailing locations in both the WDC area (Zones 1-2; 6-7) (39.9%) and SDC
area (Zones 3; 8-9; 12-15) of some 31.1%. This notwithstanding, the total level of retention of all
convenience centres and stores in South Warwickshire shows a 47.8% retention from across the wider
Study area (Zones 1-15), rising to 76.9% in the WDC area (1, 2; 6; 7) and 58.5% in the SDC area (Zones 3;
8-9; 12-15) and 67% in the South Warwickshire area (Zones 1-3; 6-9; 12-15). This is a good level of
retention.
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Figure 4.2: Convenience Goods: 2022 Market Shares by Location Category

B STUDY AREA 1-15 W WDC ZONES 1; 2; 6; 7 76.9%

= SDCZONES 3; 8-9; 12-15 SOUTH WARWICKSHIRE 1-3; 6-9; 12-15

WDC Town Centres WDC Out-of-Centre Locations SDC Town Centres SDC Out-of-Centre Locations Total Retention: South Warwickshire

Source: Appendix 3; Volume 2). Note: % figures may not sum due to rounding.

419 In terms of significant market shares by individual out-of-centre stores (Appendix 3) this includes the
following:

(0]

Tesco - Emscote Road (Warwick) i achieves a market share of 3.1% in the Study Area (Zones 1-15)
and 9% in the WDC area (Zones 1-2; 6-7) and 4.6% in the South Warwickshire area (Zones 1-3; 6-9;
12-15);

Sainsbury's -Tachbrook Park Drive (Leamington Spa) i achieves a market share of 3.1% in the
Study Area (Zones 1-15) and 6.8% in the WDC area (Zones 1-2; 6-7);

Aldi-Queensway (Leamington Spa) i achieves a market share of 2.4% in the Study Area (Zones 1-
15) and 4.9% in the WDC area (Zones 1-2; 6-7);

Asda - Chesterton Drive (Leamington Spa) 1 achieves a market share of 1.8% in the Study Area
(Zones 1-15) and 4.3% in the WDC area (Zones 1-2; 6-7);

Tesco Superstore-Birmingham Road (Stratford-upon-Avon) i achieves a market share of 3.3% in the
Study Area (Zones 1-15) and 8.3% in the SDC area (Zones 3; 8-9; 12-15);

Lidl 7 Maybrook Road (Stratford-upon-Avon) i achieves a market share of 0.8% in the Study Area
(Zones 1-15) and 2.1% in the SDC area (Zones 3; 8-9; 12-15)

Morrisons - Alcester Road (Stratford-upon-Avon) i achieves a market share of 2.1% in the Study
Area (Zones 1-15) and 5.2% in the SDC area (Zones 3; 8-9; 12-15);

Tesco Superstore-Kineton Road Industrial Estate (Southam) i achieves a market share of 2.4% in
the Study Area (Zones 1-15) and 5% in the SDC area (Zones 3; 8-9; 12-15);

Waitrose - The Rosebird Centre (Stratford-upon-Avon) i achieves a market share of 1.3% in the
Study Area (Zones 1-15) and 3% in the SDC area (Zones 3; 8-9; 12-15); and

Aldi - Canners Way (Stratford-upon-Avon) i achieves a market share of 1.2% in the Study Area
(Zones 1-15) and 2.9% in the SDC area (Zones 3; 8-9; 12-15).
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420  The table below shows the market shares of centres and stores located outside the WDC and SDC Council
area. This broadly represents a proxy for the & e a k aofgshoppers and spend. However, we advise that
care should be applied in interpreti ng.Thishissbecausetnlzey k e t
are dependent on how widely drawn the catchment area is, and also reflect the fact that some of the stores
located in neighbouring authorities will be more convenient and easily accessible to residents within the
WDC and SDC area, rather than necessarily reflecting any under-provision or latent need for new
convenience floorspace in the South Warwickshire (WDC & SDC) area.

Table 4.3: Convenience Goods: 2022 Market Shares: Leakage (%)

CENTRE STUDY AREXWDC ZONESSDC ZONESOUTH WARWICKSH
1-15 1;2;6;7 3;8-9;12-1% 1-3;6-9; 12-15

Banbury 4.5% 0.0% 1.2% 0.7%
Birmingham 0.1% 0.4% 0.0% 0.2%
Chipping Norton 1.0% 0.0% 0.2% 0.1%
Coventry 12.5% 4.0% 0.5% 2.1%
Daventry 4.9% 0.2% 0.3% 0.2%
Evesham 1.6% 0.0% 3.9% 2.1%
Redditch 7.3% 0.6% 20.0% 11.0%
Rugby 3.3% 0.0% 1.2% 0.7%
Solihull 1.4% 4.1% 0.2% 2.0%
Worcester 0.3% 0.0% 0.9% 0.5%
All Other Centres / Stores Elsewhere: 5.1% 3.4% 3.3% 3.3%
Sub-total 41.9% 12.6% 31.7% 22.9%
Special Forms of Trading / Internet Shopping 10.3% 10.4% 9.8% 10.1%
Sub-Total All Other Centres / SFT 52.2% 23.1% 41.5% 33.0%

Source: Appendix 3; Volume 2. Note: % figures may not sum due to rounding.

4.21  The table shows that collectively 41.9% of spending from the Study Area (Zones 1-15) is going to
centres/stores outside the area, with the residual (10.3%) taken-up by online food shopping purchases. In
comparison across the WDC area (Zones 1-2; 6-7) leakage decreases to 12.6% indicating its convenience
stores are achieving a strong o6r et entDCoarea (Zands 3;8f®,0 pp i I
12-15) this rises to a higher at 31.7%. Overall within the South Warwickshire area (Zones 1-3; 6-9; 12-15),
this increases to 22.9%.

422 The Al e a klOydrom toef wider Study Area (Zones 1-15) is reasonable in our view given the
increased competition from other neighbouring centres and foodstores in the outer zones. Of these other
food shopping locations, Coventry (12.5%) is achieving the highest market share followed by Redditch
(7.3%) and Daventry (4.9%).

423 Special Forms of Trading (SFT) is achieving a low market share of 10.3% in the widely defined Study
Area (Zones 1-15). This level is relatively constant across the WDC area (10.4%); marginally lower in the
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SDC area (9.8%) and 10.1% the South Warwickshire area (Zones 1-3; 6-9; & 12-15). These shares are
below the national average of 19.1% in 202236,

Comparison Goods i Market Share Analysis

4.24  Comparison goods®’ are generally classified as items purchased less frequently and include clothing,
footwear, household and recreational goods. For the following main categories of non-food expenditure,
each respondent was asked where they difdhenoestteelpded h
shopped.

Table 4.4: Main Categories of Comparison Goods Expenditure

Household

Survey Where do households normally shop for: See_
Question: Apanelie s
Q10 Clothing and footwear (fashion) items Table 2
Q13 Recording media (e.g. records, CDs, DVDs, etc.) Table 3
Q14 Audio-visual electrical goods (e.g. TVs, computers, iPad, cameras, phones, etc.) and all Table 4

other domestic electrical goods (e.g. kettles, fridges, freezers, dishwashers, etc.)
Q15 Books, CDs and DVDs Table 5
016 Rec_reatlonal goods, pet-related products, bicycles, games, toys, sports/camping Table 6
equipment, etc.
Q17 Furniture, carpets, other floor coverings and household textiles Table 7
Q18 DIY goods, decorating supplies & garden products Table 8
Q19 Personal care (including, electric razors, hairdryers, cosmetics, perfume, etc.); other Table 9
medical and pharmaceutical products (e.g. vitamins) and therapeutic appliances (e.g.
spectacles, hearing aids, wheelchairs, contact lenses etc.)
Q20 All other goods i including jewellery, watches, glassware, china tableware Table 10

425 Table 1 (Appendix 7) sets out the total combined market shares for all comparison goods expenditure
allocated to the main centres and stores. The market share analysis (%) takes account of the distribution
and weight of spend (£) by households on the different comparison goods categories. This ensures that
that the resultant shares are not 6skewedd by any pa
a standard approach for retail assessments. As for the analysis of convenience goods, the market shares
at this stage of the analysis include expenditure on SFT.

4.26  The summary of market shares for town and out-of-centre locations for comparison goods locations in the
WDC and SDC area is shown below:

36 Experian Retail Planner Briefing Note 19 (January 2022). Figure 5: page 19. See Section 3 for a more detailed commentary

37 please note that comparison goods and non-food shopping have the same meanings.

46



4.27

Table 4.5: Comparison Goods: Summary of Town and Out-of-Centre Market Shares
CENTRE STUDY AREXWDC ZONESSDC ZONESOUTH WARWICKSH

1-15 1;2;6;7 3;8-9;12-15 1-3;6-9; 12-15

WARWICK DISTRICT COUNCIL AREA

Royal Leamington Spa Town Centre: 4.8% 10.2% 3.2% 6.4%
Warwick Town Centre: 1.9% 5.6% 0.3% 2.7%
Kenilworth Town Centre: 4.0% 12.3% 0.1% 5.8%
Sub-total: Town Centre Stores / Centres 10.6% 28.0% 3.6% 14.9%
Sub-total: Out-of-Town Centre Stores / Centres 6.5% 14.5% 4.6% 9.2%
WARWICK DISTRICT COUNCIL AREA 17.1% 42.6% 8.2% 24.1%

STRATFORD-ON-AVON DISTRICT COUNCIL AREA

Stratford-Upon-Avon Town Centre: 3.9% 0.8% 8.3% 4.8%
Rural Centre: Alcester 0.6% 0.0% 1.7% 0.9%
Rural Centre: Bidford 0.0% 0.0% 0.1% 0.1%
Rural Centre: Henley-in-Arden 0.1% 0.2% 0.0% 0.1%
Rural Centre: Kineton 0.0% 0.0% 0.0% 0.0%
Rural Centre: Shipston-on-Stour 0.8% 0.2% 1.3% 0.8%
Rural Centre: Southam 0.4% 0.1% 1.1% 0.7%
Rural Centre: Studley 0.2% 0.0% 0.5% 0.2%
Rural Centre: Wellesbourne 0.2% 0.1% 0.5% 0.3%
Sub-total: Town Centre Stores / Centres 6.3% 1.4% 13.5% 7.9%
Sub-total: Out-of-Town Centre Stores / Centres 6.5% 2.5% 14.8% 9.1%
STRATFORD-ON-AVON DISTRICT COUNCIL ARER.7% 3.9% 28.2% 17.0%
SOUTH WARWICKSHIRE AREA 29.8% 46.5% 36.5% 41.1%

Source: Appendix 7; Volume 2. Note: % figures may not sum due to rounding.
The market shares are set out in the table and the main headlines by area are described below:

o All the main centres, stores and out-of-centre shopping locations in the WDC area are achieving an
overall market shar e ( 6r et e nl7Z.1% of alllcempaisod yoods $pend across the Study
Area (Zones 1-15) this increases to 42.6% in the core WDC area (Zones 1-2; 6-7). Within the South
Warwickshire area (Zones 1-3; 6-9; & 12-15) the market share is 24.1%.

o0 By way of comparison the main centres, stores and out-of-centre shopping locations in the SDC area
are achieving an overall mal?2.k% of allscbngarison godds spereint i o
across the Study Area (Zones 1-15). This increases to 28.2% in the core SDC area (Zones 3; 8-9;
12-15). Within the South Warwickshire area (Zones 1-3; 6-9; & 12-15) the market share attained is
17%.

0 Overall within the broader South Warwickshire area (Zones 1-3; 6-9; & 12-15) the combined
retention level (WDC and SDC area(s)) is 41.1% representing a good retention level.

0 Leamington Spa Town Centre - has a market share of 4.8% from within the Study Area (Zones 1-
15) rising to 10.2% in the core WDC area (Zones 1-2; 6-7) and the highest market share of 6.4% in
the wider South Warwickshire area (Zones 1-3; 6-9; 12-15).

o Warwick Town Centre - is achieving a market share of 5.6% in the WDC area (Zones 1-2; 6-7) and
2.7% in the South Warwickshire area (Zones 1-3; 6-9; 12-15).
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o Kenilworth Town Centre i achieves the largest market share of 12.3% in the WDC area (Zones 1-
2; 6-7) and a retention level of 5.8% in the South Warwickshire area (Zones 1-3; 6-9; 12-15).

o Stratford-Upon-Avon Town Centre i achieves a 8.3% market share in the core SDC area (Zones
3; 8-9; 12-15) and 4.8% in the South Warwickshire area (Zones 1-3; 6-9; 12-15).

0 SDC Main Rural Centres - Collectively are achieving a 5.2% market share within the core SDC area
(Zones 3; 8-9; 12-15) and a low 3.2% from within the South Warwickshire area (Zones 1-3; 6-9; 12-
15). The lower level of market shares that these are functional centres serving their local catchment
and not necessarily comparison goods centres.

428 The figure below provides a more detailed breakdown of market shares for all the Ffphysi cal o
floorspace by location and type of shopping destination. This shows that that of out-of-centre retailing
locations are showing either broadly comparable or lower levels of markets shares than town centre
locations.

o In the WDC area (Zones 1; 2; 6; 7) the out-of-centre market share stands at 14.5% and the town
centre 28%.

0 In the SDC area (Zones 3; 8-9; 12-15) the out-of-centre markets share is 14.8% against a
comparatively and marginally lower town centre market share of 13.5%.

0 The total level of retention of all comparison goods locations in South Warwickshire shows a 29.8%
retention from across the wider Study Area (Zones 1-15), rising to 46.5% in the WDC area (1; 2; 6; 7)
and 36.5% in the SDC area (Zones 3; 8-9; 12-15). Within South Warwickshire area (Zones 1-3; 6-9;
12-15) the level of market share retention is 41.1%. This is a good level of comparison goods
retention.

Figure 4.3: Comparison Goods: 2022 Market Shares by Location Category

46.5%
® STUDY AREA 1-15 WWDCZONES 1; 2; 6; 7

= SDCZONES 3; 8-9; 12-15 SOUTH WARWICKSHIRE 1-3; 6-9; 12-15

WDC Town Centres WDC Out-of-Centre Locations SDC Town Centres SDC Out-of-Centre Locations Total Retention: South Warwickshire

Source: Appendix 7; Volume 2. Note: % figures may not sum due to rounding.

429 In terms of significant market shares by out-of-centre store provision (Appendix 7) this includes the
following:
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0 Leamington-Tachbrook Park Drive i achieves a market share of 3.1% in the Study Area (Zones 1-
15); 9% in the WDC area (Zones 1; 2; 6; 7) and 4.2% in the South Warwickshire area (Zones 1-3; 6-
9; 12-15);

0 Leamington- Myton Roadi achieves a market share of 1.1% in the Study Area (Zones 1-15) and
2.4% in the WDC area (Zones 1; 2; 6; 7);

0 Leamington-Leamington Shopping Park i achieves a market share of 0.8% in the Study Area (Zones
1-15); 2.1% in the WDC area (Zones 1; 2; 6; 7);

o Stratford-Maybird Shopping Park i achieves a market share of 0.8% in the Study Area (Zones 1-15);
9.1% in the SDC area (Zones 3; 8-9; 12-15) and 5.7% in the South Warwickshire area (Zones 1-3; 6-
9; 12-15).

The table below shows that after taking account of the market share of SFT, there is 36.3% deakage0of
comparison goods expenditure to other competing centres and stores located 0o % i n t he Z&BsC ar ¢
3; 8-9; 12-15) and a and 25.6& in the South Warwickshire area (Zones 1-3; 6-9; & 12-15).

Table 4.6: Comparison Goods: 2022 Market Shares: Leakage (%)

CENTRE STUDY AREXWDC ZONESSDC ZONESOUTH WARWICKSH
1-15 1;2;6;7 3;8-9;12-15 1-3;6-9; 12-15

Banbury 5.0% 0.2% 2.3% 1.3%
Birmingham 1.0% 1.0% 1.3% 1.2%
Cheltenham 0.3% 0.0% 0.4% 0.2%
Chipping Norton 0.0% 0.0% 0.0% 0.0%
Coventry 9.6% 6.6% 0.9% 3.5%
Daventry 2.4% 0.1% 0.7% 0.4%
Evesham 1.5% 0.2% 3.1% 1.8%
Redditch 4.6% 0.5% 12.4% 6.9%
Rugby 2.7% 0.3% 1.5% 0.9%
Solihull 5.0% 10.1% 3.8% 6.7%
Worcester 0.3% 0.0% 0.9% 0.5%
All Other Centres / Stores Elsewhere: 3.8% 2.7% 1.9% 2.3%
Sub-total 36.3% 21.6% 29.2% 25.6%
Special Forms of Trading / Internet Shopping 33.9% 32.0% 34.4% 33.3%
Sub-Total All Other Centres / SFT 70.2% 53.5% 63.5% 58.9%

The main competing centres and shopping locations are:

o Coventry 1 achieving a 9.6% market share within the wider Study area (Zones 1-15) and 6.6% in
the WDC Zones (Zones 1-2; 6-7). The highest penetration is in the 6 0 u Zane B at 44% (i.e. the
zone closest to Coventry). It is also achieving a market share of 12.1% in Zone 6. Coventry also
achieves a 3.5% penetration rate in the wider South Warwickshire area (Zones 1-3; 6-9; 12-15).

0 Banbury 1 achieving a 5% market share within the wider Study area (Zones 1-15). The highest level
of penetration being achieved in Zone 10 (43.7%) and Zone 4 (14.7%). It achieves a penetration rate
of 2.3% from the SDC area (Zones 3; 8-9; 12-15).

o Solihull 7 also achieving a 5% market share within the wider Study area (Zones 1-15). The highest
level of penetration being achieved in Zone 7 (35.7%). The centre achieves a penetration rate of
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10.1% from the WDC area (Zones 1-2; 6-7) and 6.7% in the wider South Warwickshire area (Zones
1-3; 6-9; 12-15).

0 Redditch i achieving a 4.6% market share within the wider Study area (Zones 1-15). The highest
level of penetration being achieved in Zone 15 (44.7%). The centre achieves a penetration rate of
12.4% from the SDC area (Zones 3; 8-9; 12-15) and 6.9% in the wider South Warwickshire area
(Zones 1-3; 6-9; 12-15).

0 Special Forms of Trading (SFT) is achieving a market share of 33.9% from across the Study Area
(Zones -15). This level is relatively constant across the WDC area (32%); higher in the SDC area
(34.4%) and marginally lower at 33.3% in the South Warwickshire area (Zones 1-3; 6-9; & 12-15).
These market shares are marginally higher/higher than the 2022 national average figure for SFT of
31.9%°%.

4.32  The figure below shows the market share ( 6 r e t e nvarious nafeyories 6f comparison goods achieved
by WDC and SDC centres/stores within the Study Area (Zones 1-15). The figures also showthe 6 | e ak a g e «
of expenditure to competing centres, stores and shopping facilities and SFT market shares.

Figure 4.4: Study Area - Comparison Goods Market Shares: Study Area (Zones 1-15)
0.0% 10.0% 20.0% 30.0% 40.0% 50.0% 60.0% 70.0% 80.0% 90.0% 100.0%

ALL COMPARISON GOODS

CLOTHING & FOOTWEAR

RECORDING MEDIA

AUDIO VISUAL, PHOTOGRAPHIC & COMPUTER ITEMS

BOOKS, STATIONERY & DRAWING MATERIALS

PET PRODUCTS, HOBBY ITEMS, SPORTSWEAR, CAMPING, CYCLING & MUSICAL
INSTRUMENTS

FURNITURE, CARPETS, OTHER FLOOR COVERINGS AND HOUSEHOLD TEXTILES

DIY GOODS, DECORATING SUPPLIES AND GARDEN PRODUCTS

PERSONAL CARE, NON-ELECTRIC APPLIANCE S, COSMETICS

ALL OTHER GOODS (JEWLLERY,GLASSWARE, TABLEWARE HOUSEHOLD UTENSILS

= Retention u Outflow Internet / Mail Order etc

Source: Appendix 7; Volume 2. Note: % figures may not sum due to rounding.

4.33 Figure 4.5 shows that across the Study Area (Zones 1-15) online shopping accounts for 33.9% of market
share and highest amongst of the following expenditure categories:
0 Recording mediai 71.5%;
0 Clothing & Footwear 1 45.5%;
0 Audio-visual, photographic and computing i 44.9%;

0 Books and stationery i 43.5%; and

38 Experian Retail Planner Briefing Note 19 (January 2022). See Section 3 for a more detailed commentary
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0 Pet product, hobby items, sportswear, camping, cycling & musical instruments i 42.4%.

Figure 4.6 shows that within the core WDC area (Zones 1-2; 6-7) online shopping accounts for 32% of
market share with the following categories having the highest share:

0 Recording mediai 66.4%;

0 Pet product, hobby items, sportswear, camping, cycling & musical instruments 1 47.5%; and

0 Clothing & Footwear T 43%.

Figure 4.5: Comparison Goods Market Shares: WDC Area (Zones 1-2; 6-7)

0% 10% 20% 30% 40% 50% 60% 709

ALL COMPARISON GOODS

CLOTHING & FOOTWEAR

RECORDING MEDIA

AUDIO VISUAL, PHOTOGRAPHIC & COMPUTER ITEMS

BOOKS, STATIONERY & DRAWING MATERIALS

PET PRODUCTS, HOBBY ITEMS, SPORTSWEAR, CAMPING, CYCLING
& MUSICAL INSTRUMENTS

FURNITURE, CARPETS, OTHER FLOOR COVERINGS AND
HOUSEHOLD TEXTILES

DIY GOODS, DECORATING SUPPLIES AND GARDEN PRODUCTS

PERSONAL CARE, NON-ELECTRIC APPLIANCE S, COSMETICS

ALL OTHER GOODS (JEWLLERY,GLASSWARE, TABLEWARE
HOUSEHOLD UTENSILS

EWDC Retention
= Outflow-Outside South Warwickshire

u Outflow to SDC
Intemet / Mail Order etc

Source: Appendix 7; Volume 2. Note: % figures may not sum due to rounding.

Figure 4.6 also shows that within the WDC area (Zones 1-2; 6-7) has the highest retention in the Personal
Care, Non-Electric Appliances and Cosmetics category (68.7%). Additionally that outflow to the SDC area
(Zones 3; 8-9; 12-15) is highest in the DIY Goods category (9.1%) and this category also has the highest
flow to centres outside the South Warwickshire area (Zones 1-3; 6-9; & 12-15) of some 37.1%.

Figure 4.7 shows that shows that within the core SDC area (Zones 3; 8-9; 12-15) online shopping accounts
for 34.4% of market share with the following categories having the highest share:

0 Recording mediai 70%;
0 Audio-visual, photographic and computing i 49.4%;
0 Clothing & Footwear 1 46.2%;

0 Books and stationery i 42.7%; and

o Pet product, hobby items, sportswear, camping, cycling & musical instruments i 40%.
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Figure 4.6: Comparison Goods Market Shares: SDC Area (Zones 3; 8-9; 12-15)

0% 10% 20% 30% 40% 50% 60% T

ALL COMPARISON GOODS

CLOTHING & FOOTWEAR

RECORDING MEDIA

AUDIO VISUAL, PHOTOGRAFPHIC & COMPUTER ITEMS

BOOKS, STATIONERY & DRAWING MATERIALS

PET PRODUCTS, HOBBY ITEMS, SPORTSWEAR, CAMPING, CYCLING
& MUSICAL INSTRUMENTS

FURNITURE, CARPETS, OTHER FLOOR COVERINGS AND
HOUSEHOLD TEXTILES

DIY GOODS, DECORATING SUPPLIES AND GARDEN PRODUCTS

PERSONAL CARE, NON-ELECTRIC APPLIANCES, COSMETICS

ALL OTHER GOODS (JEWLLERY,GLASSWARE, TABLEWARE
HOUSEHOLD UTENSILS

= SDC Retention = Qutflow to WDC
= Qutflow-Outside South Warwickshire Intemet / Mail Order etc

Source: Appendix 7; Volume 2. Note: % figures may not sum due to rounding.

Within the SDC area (Zones 3; 8-9; 12-15) has the highest level of retention in the DIY Goods category
(44.6%). Additionally, outflow to the WDC area (Zones 1-2; 6-7) is highest in the Personal Care, Non-
Electric Appliances and Cosmetics category (10.2%). The highest flow to centres outside the South
Warwickshire area (Zones 1-3; 6-9; & 12-15) is in the category of Furniture, Carpet and Floor Coverings of
some 45.5%.

Summary
In summary the market share headlines for convenience goods retailing are:
0 SFT has a 10.3% market share in the Study Area (Zones 1-15), which is below the national average
forecast by Experian Business Strategies of 19.1% in 2022.

o The o6r et ent(.466rron wathingdHe BVD® drea iepresents a good level of retention.

o Within the SDC area t he 0r 8OCeviaih Rurah Cehtresvaeelcdlectively
achieving a 14.5% market share within the SDC area (Zones 3; 8-9; 12-15).

o Out of-centre floorspace is achieving a retention level across both the WDC area 39.9% and SDC
area of some 31.1%.

0 The level of retention of all convenience centres and stores in South Warwickshire shows a 47.8%
retention from across the wider Study area (Zones 1-15), rising to 76.9% in the WDC area (1; 2; 6; 7)
and 58.5% in the SDC area (Zones 3; 8-9; 12-15) and 67% in the South Warwickshire area.

For comparison goods the key headlines are:

o SFT6 s mar ket  Stody Area of 38.9% ik ligher than Experian national average of 31.9%
for 2022.
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Centres and stores in the WDC area are achieving an overall retention level of 17.1% of all
comparison goods spend across the Study Area (Zones 1-15) this increases to 42.6% in the core
WDC area. Within the South Warwickshire area the retention level is 24.1%.

Town centres in the WDC area collectively have 28% retention and 24.1% in the South Warwickshire
area.

In terms of specific centres, Kenilworth Town Centre achieves the largest market retention level of
12.3% in the WDC area and a retention level of 5.8% in the South Warwickshire area. Leamington
Spa Town Centre has a retention level of 4.8% from within the Study Area rising to 10.2% in the core
WDC area and the highest market share of 6.4% in the wider South Warwickshire area. Warwick
Town Centre - is achieving a market share of 5.6% in the WDC area and 2.7% in the South
Warwickshire area.

Town centres in the SDC area collectively have 13.5% retention and 7.9% in the South Warwickshire
area.

Stratford-Upon-Avon Town Centre attains a retention level of 8.3% market share in the core SDC
area and 4.8% in the South Warwickshire area. The SDC Main Rural Centres are collectively
achieving a 5.2% market share within the core SDC area (Zones 3; 8-9; 12-15) and a low 3.2% from
within the South Warwickshire area

In terms of out of-centre floorspace the WDC area market share stands at 14.5%. In the SDC area it
is a comparable 14.8%

Based on the above the town centres in the WDC area have a higher level of comparison goods
retention than out of centre floorspace (28% v/s 14.5%). Within the SDC area the town centres have
a lower level of 13.5% compared with out-of-centre floorspace (14.8%).
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SCENTRE HEALTH CHECKS:KPAPsPROACH

5.1

5.2

53

5.4

f
f
f

Sections 6-9 set out the key findings of the health checks for Leamington Spa. Warwick, Kenilworth and
Stratford-upon-Avon. These heath check assessments have been informed, where possible, by the
following Key Performance Indicators (KPIs) outlined in the National Planning Practice Guidance (NPPG)3:

1 the diversity of uses; 1 accessibility;

1 proportion of vacant street level property; 1 perception of safety and occurrence of crime;

1 commercial yields on non-domestic property; 9 state of town centre environmental quality;

fcustomersd experience a Y balancebetweenindependentsand multiples;

1 retailer representation and intentions to change 9 any evidence of barriers to new businesses opening and
representation; existing business expanding;

1 commercial rents; 1 opening hours/availability/extent to which there is an

1 pedestrian flows; evening and night time economy offer?°,

These KPIs help to identify the critical Strengths and Weaknesses of each centre from a retail and leisure
perspective; the Opportunities for new sustainable development and growth; and any current and potential
future Threats to their overall vitality and viability ( 6 SWOT6 as.sessment)

The health check and SWOT assessments draw on a number of industry standard published datasets (e.qg.
Experian Goad, PROMIS, etc.), primary market research (including the findings of the household telephone

interview survey), and L SHS will helw nndemstamdkthes tcurréninvitadity and g e n ¢

viability of Sout h Wa r wmairktewnm icantees, s1ow their health has changed over time, and their
prospects over the short, medium and longer term. Our approach and some of the key performance
indicators assessed are briefly described below:

DIVERSITY OF USES

The health check assessments have been principally informed by the latest available Experian Goad
Category reports for Leamington Spa. Warwick, Kenilworth and Stratford-upon-Avon Town Centres. These
reports set out the number and proportion of units and floorspace#! by different uses (i.e. convenience,
comparison, leisure and serviceuses). Ex per i an Goad def i ne -categones.i ces o

retail services“? - including hairdressers, beauty salons, travel agents, launderettes, opticians, etc.;
leisure services* - including cafés and restaurants, betting shops and fast food/ takeaway outlets; and

financial and professional services** - including banks, estate agents, etc..

%9 paragraph 006. Reference ID: 2b-006-20190722

“The feveningo economy generally relates tom@ahkt Reigadteeachomytiesgehatallyg
businesses and activities with late night licences that are open beyond 11pm, particularly at the weekend.

“The floorspace figures set out in the Experian Goad Repoandtlse sitareawtheuti ved
the building lines. Although they do not provide a definitive report of gross or net floorspace in centres, they do provide a useful means of comparison
between centres, as all outlets are measured in a consistent manner.

42 Since the reform of the Use Classes Order (1 September 2020) all retail services are defined as Class E (previously Class A1). This is apart from shops
not more t hmmnst28DVeslglm Mg essenti al goods é anodo,awhieastaregkmoivrcmvanetheéy
community uses).

43 Cafés and restaurants are now classified as Class E (previously Class A3); betting shopsa r e 0 s u i and)fastfaod/ taledway outletsar e 6 s ui
generisd (previously Class A5).

44 Financial and professional services are now classified as Class E (previously Class A2).
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5.8

5.9

5.10

Each centre is audited by Experian on an annual or two year cycle depending on the size of the centre. The
outlet and floorspace data in each report is drawn from the town centre boundaries defined by Experian
based on the Goad Plans for each centre. The Goad Plan boundaries are not necessarily the same as the
town centre boundaries defined by the Council on its Policies Maps. As a result, the number of units and
floorspace setoutinouranal ysi s may not relate directly to t

The Experian Goad reports also provide a useful 6gapd analysis tool t o
categories that are under or over represented in centres, benchmarked against the UK averages for all
circa 2,500+ centres and shopping locations covered by Experian Goad.

VACANCY LEVELS

The number and scale of vacancies in a centre, and the length of time properties have been vacant,
represents one of the critical KPIsusedtoas sess a centreds o v.doraxarhpleyvhigh
vacancy levels, or a concentration of vacancies in certain areas/streets, could indicate underlying
weaknesses in terms of occupier demand;forpndp o e @
the needs of modern businesses (for example, there may be too small and/or have a poor
layout/configuration). Notwithstanding this, vacancies can arise in even the strongest centres due to the
natural oO6churn6é in businesses opening and cl osin
interpreted with caution. Where possible we have assessed the changes in vacancy levels (outlets and
floorspace) over time for the four main centres based on the findings of previous evidence-based studies.

MULTIPLE AND INDEPENDENT OUTLETS

The Experian Goad reports also provide analysis of the representation of multiples and independents in
centres. A multiple is defined by Experian as being part of a network of nine or more outlets. It is widely
accepted that a good presence and mix of multiples in a centre, alongside a strong and diverse
independent offer, helps to increase the overall attraction, diversity and performance of centres. For many
centres multiples are the key anchors to their shopping and leisure offer, helping to draw visitors from wider
catchments and generate more frequent shopping trips and footfall, to the benefit of other shops,
businesses and facilities in terms of linked trips and expenditure, and longer dwell times.

STREET & COVERED MARKETS

The presence of high quality, well managed and diverse street/indoor markets and foodhalls in centres can
have a significant positive impact on their overall vitality and viability. This is recognised by the NPPF
(paragraph 86c), which states that existing markets should be retained and enhanced and, where
appropriate, new ones should be created, ensuring that markets remain attractive and competitive. It is
widely accepted that successful markets in the right locations can help increase trips to centres from a
wider catchment, attract a more diverse customer profile, generate benefits for the wider daytime and
evening economy, anandciti racsu bifstdee gionapdbmede biisinesses.

MARKET DEMAND & REQUIREMENTS

Evidence of market demand from retail and leisure operators for representation in a town centre can
provide a further indication of the overall health and attraction of centre, and investor confidence. In this
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5.14

5.15
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case evidence was drawn from standard published sources (including the Requirements List) and, where
possibl e, suppl ement ed by .HBWeGes it should benmated khattthe published
information is not definitive, as many retailers and leisure operators prefer not to make their requirements
public, as it can potentially undermine their current and future negotiating position with potential landlords.
Furthermore, market demand is often opportunity-driven, and often responds to the availability and
marketing of new development sites and regeneration opportunities.

PRIME ZONE A RENTS & COMMERCIAL YIELDS

The level of rent, that businesses are prepared to pay for retail space, and the commercial yields achieved,
provide a further indication of the relative strength of the centre and its prime retail pitch. However, it should
be noted that Prime Zone A rents and yields are not available for all centres, particularly smaller centres
where there is more limited evidence on transactions. Therefore, an assessment of Prime Zone A rents and
yields is only provided where there has been significant market activity. Evidence of average commercial
yield levels for centres is inherently more difficult to source, as it depends on the level and volume of
transactions in any one year. In general terms though, where reported yields are low, this usually
represents a particularly strong performing investment. Conversely, where the yield value is high, this
generally reflects poorer performing investments.

CUSTOMER VIEWS AND BEHAVIOUR

Our assessment of <customer s & Vv iTelepboneantedvievh Rutvey\ofi 1¢bQOr s

households conducted by NEMS Market Research (NEMS) across the 15 study zones between 8" July
and 12 August 2022. The detailed tabulations are set out in Volume 3 to this study and the survey-
derived market shares are summarised in Section 4.

Apart from helping to identifying shopping and leisure patterns across the defined catchment area and

d

zones,the household survey also asked specific quirtet i on:

WDC and SDC areas, and what improvements (if any) could persuade them to visit the centres more often
than at present.

To help inform this study we also carried out focussed stakeholder engagement by way of one-to-one
meetings to ascertain views on the relative role, attraction and performance of the main centres.

The findings of the market research surveys and stakeholder engagement provide further critical evidence
to help inform the town centre healthchecks.

TOWN CENTRE ENVIRONMENTAL QUALITY

Assessment of a nviroomentd sjuality vepresentsl a fuether KPI to help assess it overall
attraction, vitality and viability. An assessment of environmental quality (including, for example, cleanliness
and attractiveness, security, treatment of buildings and open/green spaces) was carried out as part of our

% These stakeholders were identified by the local planning authority and agreed as part of the initial stakeholder mapping exercise carried out at the
inception of the study.
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5.19

5.20

5.21

site visits and further informed by the findings of the household survey and stakeholder engagement, along
with other available reports and evidence.

ACCESSIBILITY

The accessibility of a centre is measured by the ease and convenience of access by different modes of
travel to and across the centre; including dedicated access for pedestrians, cyclists and disabled people.
This assessment was informed by the survey evidence, along with information provided by the local
planning authority, and observations undertaken as part of the centre audits and site visits.

PERCEPTION OF SAFETY AND OCCURRENCE OF CRIME

The statistics detailing crime rates for specific regions, urban areas and postcodes is based on data
sourced from crimerate.co.uk. This source aggregates open police force data on crime trends for England,
Wales, and Northern Ireland. It provides, in our view, the most complete catalogue of crime and safety
information available. This is supplemented by the feedback from the household survey, stakeholder
engagement and other research to help inform current perceptions of safety and crime for South
War wi c k sdintowe cestres.

OUT OF CENTRE PROVISION

The existing and planned out of centre retail and leisure floorspace in the Council area and neighbouring
local authority areas was determined using a number of published sources?*®, evidence provided by the
local authority (where available), and the findings of the market research surveys and town centre audits.

NEW INVESTMENT & POTENTIAL DEVELOPMENT

The Council provided evidence of all existing, committed and planned retail/leisure investment and
development in the main centres. This was further supplemented by consultation with key stakeholders to
better understand their existing and future investment plans and requirements. All new retail and leisure
floorspace identified by this study covers commitments and permissions (normally over 250 sqm gross).

I'n summary, health checks are important pl anning

overall attraction and performance of town centres and informing the preparation of robust strategies and
plans. The assessments of Key Performance Indicators (KPIs) carried out for this study are informed by the
NPPG*” and are based on different data sources and market intelligence, including published research, site
visits, stakeholder engagement and the household telephone interview surveys. Taken together these KPIs

ot

enabl e a robust assessment of each centreos SWOTs

Threats),andwilhel p to identify any significant HfAgapso i
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46 For example, we have referred to PROMIS Reports, Completely Retala nd t h eDelfaitneistti voe Gui de t opuBlishecby Trev& Lei sur e
Wood Associates. Together these datasets provide a comprehensive picture of the location, scale and operators trading outside of the main centres. These
datasets have also been supplemented by information provided by the local planning authority, where available.

47 paragraph 006. Reference ID: 2b-006-20190722
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6LEAMI NGTON SPRAENTORMMEALTH CHECK

6.1 Royal Leamington Spa is a historic spa town located in Warwickshire, approximately 3.2km from Warwick,
12.9km from Coventry and 16km miles from Stratford-upon-Avon. It is the largest town and principal
employment centre in the district of Warwick. The Warwick District Local Plan designates Royal
Leamington Spa as a Town Centre in the settlement hierarchy and it also serves as the principal shopping
and commercial centre within the District. The River Leam physically separates the new town and old town,

creating two distinct retail areas as shown below:

Figure 6.1: Leamington Spa: Town Centre Boundary
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| Allocation, Royal | Z
Town Centre)

e b )
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6.2 The ONew Towndé is the predominant r et ai ltraditonal andc 0 mme

attractive architecture the key retail areas within it include:

0 The Parade is the main street within the New Town which is characterised by Regency architecture
and attractive shopping frontages.
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0 The Royal Priors Shopping Centre opened in 1987 and can be accessed via the Parade, Warwick
Street and Regent Street.

0 The Regent Court Shopping Centre opened in 2005 and can be accessed via the Parade and
Regent Street on Livery Street. This open air precinctr e p r e s e restaarant an@ café quarterd
the centre.

0 Regent Street and Warwick Street are the key secondary streets that host a mix of independents
with cafes, restaurants and fast food outlets.

The town centre benefits from a Business Improvement District (BID) i - BID Leamingtondi which recently
announced it will continue for a fourth term from 2023 to 2038. BID Leamington delivers for the town and its
local businesses through four key activity areas namely: Promoting, Enhancing, Supporting and
Influencing.

Leamington Spa also has strong independent provision, including fashion and speciality shopping, as well
as bars and cafes, concentrated particularly on the secondary locations of Regent Street, Warwick Street
and Park Street.

Warwick District Council was awarded an allocation of £10m from the Future High Streets Fund (FHSF).
The FHSF bid was based around two key elements of creating significant creative hubs north and south of
the river Leam in Leamington Spa, and to connect these hubs and the wider town centre through active
travel measures.

Leamington Spa has earned a growing reputation as the 'Silicon Spa' - a centre for the development of
computer games, with companies such as Freestyle Games and Codemasters based in the town

DIVERSITY OF USES

The extent of the Town Centre analysed for the purpose of this study follows the boundaries set by the
Goad Experian plan#é. This enables comparisons with the health checks carried out for previous evidence-
based studies.

The table below summarises the current composition of retail, leisure and service uses and floorspace in
the defined town centre.

48 This area is broadly similar to the Leamington Spa Town Centre boundary as defined in the extant Warwick District Local Plan (2017) Proposals Map.
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Table 6.1: Leamington Spa Town Centre i composition of retail, leisure and service businesses

% of Total Qutlets % of Total Floorspace ‘

NE: QU Lean;;)n;ton Avgrlé\ge (l:g;nogurttljestss) LeagLﬂ;}ton Avgrlzlge
Comparison Retail 200 29.99% 26.99% 32,990 27.99% 30.21%
Convenience Retail 48 7.20% 9.29% 8,742 7.42% 15.48%
Retail Services 103 15.44% 15.74% 8,705 7.39% 7.20%
Leisure Services 173 25.94% 25.11% 35,582 30.19% 25.99%
Financial & Business Service 50 7.50% 8.86% 7,061 5.99% 6.70%
Vacant 92 13.79% 13.81% 24,563 20.84% 13.81%
Total 666 100%* 99.80%* 117,642 100%* 100%*

Source: Experian Goad Category Report i April 2022
Notes: (1) Figures may not sum to 100% due to rounding

(2) The floorspace figures are derived by Experian from the Goad Plan. The plans only show the footprint floorspace and
the site area, without the building lines. They should not therefore be read as a definitive report of floorspace. They do,
however, provide a useful means of comparison between centres, as all outlets are measured in a consistent manner.

There were 666 outlets in the town centre in April 2022, occupying a total floorspace of 117,642 sqm gross.
This is equivalent to an average unit size of 176 sgm gross. The split between retail and service uses is
briefly described below.

Convenience

There are 48 food and convenience outlets in the defined town centre, trading from a total estimated
(Goad) floorspace of 8,742 sgm gross. This is equivalent to an average unit size of 182 sqm gross. The
provision of both outlets (7.2%) and floorspace (7.4%) is below the UK averages for all circa 2,500 centres
covered by Experian Goad of 9.3% and 15.5% respectively.

The total number of convenience outlets recorded in the town centre has increased from 40 in 2014 but
decreased marginally from 49 in 2018. The main food stores within the town centre include Iceland (Bath
Street), Marks & Spencer (Foodhall) (The Parade), Co-Op (Clemens Street & The Parade) and Tesco (The
Parade). These are supported by a range of smaller independent convenience stores.

Benchmarked against average provision in all the 2,500+ centres monitored by Experian Goad,
Leamington Spa appears to have a good provision of convenience stores (9 outlets), bakers and
confectioners (9 outlets), health foods (4 outlets) and grocers/delicatessens (3 outlets). It has more limited
and/or no representation in the following categories: frozen food (1 outlet) fishmongers (1 outlet),
greengrocers (1 outlet), and butchers (1 outlet).

Although there is an under-provision of food and convenience retailing in the town centre generally, there is
a large provision outside the Town Centre boundary. This includes: Asda (Chesterton Drive); Morrisons
(Old Warwick Road), Sainsbury's (Tachbrook Park Drive), Marks and Spencer (Tachbrook Park Drive), Aldi
(Tachbrook Park Drive) and Lidl (Myton Road).
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Comparison

The 200 comparison outlets are trading from a total estimated (Goad) floorspace of 32,990 sqm gross. This
is equivalent to an average unit size of 165 sqm gross. The provision of outlets (30%) is higher than the
national average (27%). In contrast the provision of floorspace (28%) is below the UK average of 30.2%.

The total number of comparison outlets has fallen steadily from 2014 (255 outlets), to 236 outlets in 2018
and finally to 200 currently. The fact that provision (28%) is now below the UK average (30.2%) reflects the
loss of a number of a larger format retailers and multiples from the town over the last three years.

There are no department stores in the town following the closure of House of Fraser in early 2022 and the
closure of one of the two Marks & Spencer stores in Royal Priors shopping centre. Wilko in Royal Priors
shopping centre and Marks & Spencer on Parade are the only variety stores remaining.

Leamington Spa has above average provision in a number of comparison goods categories compared with
the Experian Goad national averages in the following: art & art dealers (7 outlets); charity shops (17
outlets); general clothing outlets (21 outlets); DIY/home improvement stores (13 outlets); fitted furniture (6
outlets); jewellers (10 outlets); ladieswear / accessories (10 outlets); telephones & accessories (13 outlets);
textiles and soft furnishings (5 outlets) toiletries / cosmetics (7 outlets) and toys/games/hobbies (6 outlets).

There is no or limited provision in the following categories benchmarked against national average including
inter alia: antique shops; catalogue showrooms; chemist & drugstores; crafts/gifts/ gardening equipment;
leather & travel goods; office supplies china carpets and flooring; department stores; DIlY/home
improvement stores; florists; leather and travel goods; and antique shops.

In addition to the impact of economic and market trends on the retail sector, which have been further
accelerated by the impacts of the pandemic, the diminishing provision (based on outlet count) may also
reflect the relatively strong provision in competing retail parks (principally Leamington Shopping Park and
The Shires Gate Retail Park), as well as from competing online and other centres and shopping facilities
elsewhere in the region.

Services

There are 326 service outlets in the town centre (including retail, leisure, and professional and financial
services), occupying some 51,348 sgm gross of total floorspace. This is equivalent to an average unit size
of 158 sgm gross. The total provision of service outlets (48.9%) is slightly below the national average figure
of 49.7%. In terms of floorspace the provision of and floorspace (43.6%) is above the national average of
39.9%.

The following provides a summary of the provision across the different retail, leisure and financial service
categories:

0 Retail services i there are 103 outlets occupying a total floorspace of 8,705 sqm gross; equivalent
to an average unit size of 85 sqm gross. Total retail service outlets have increased from 80 in 2014
to 90 in 2018 to 103 currently. However, total number of outlets is marginally below the national
average and floorspace provision is marginally above the national averages. Health and beauty
services account for 85 (83%) of the total retail service outlets. The next highest provision is
opticians (5 outlets).
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o0 Leisure services* i there is a relatively good provision of leisure uses in the town centre. The 173
leisure-related businesses represent 25.9% of total number of outlets, which is slightly above the
national average of 25.1%. The total number of leisure services has increased from 139 in 2014 to
170 in 2018 to 173 currently. These businesses occupy a total floorspace of 35,582 sgm gross, and
provision (30.2%) is also above the national average (26%). The average size of leisure units is 206
sgm. The composition of leisure services in Leamington Spa Town Centre is split fairly evenly
between bars and wine bars (20 units), cafés (38 units), restaurants (51 units) and fast
food/takeaways (29 units). There is also a good choice of public houses (11 units) located across the
Town Centre. Other leisure units include a combination of sports facilities, hotels, betting offices,
clubs and nightclubs, amusements, and cinemal/theatre.

o Financial and business services 1 the town has a below average representation of 50 outlets
(7.5% against a national average of 8.9%) and floorspace of 7,061 sgm (6%) which is below the
national average figure of 6.7%. The total number of outlets in this category has decreased from 71
in 2014 to 64 in 2018 to 50 currently. The majority of the financial and business units comprise of
property services (21 units); financial services (8 units) and retail banks (7 units).

EVENING / NIGHT TIME ECONOMY

6.22  Experian data indicates that there are 173 leisure services outlets dominated by 17 fast food and take away
outlets, followed by 9 cafes. A considerable proportion of these are independent led and spread across the
centre. Commercial leisure is seen in the form of McDonalds, Costa and Carluccios.

6.23 There is also a wide choice of leisure, arts and cultural activities. This includes the Royal Cinema, Royal
Spa Centre (Newbold Terrace) and the Vue Cinema (Portland Place) as well as Loft Theatre, Leamington
Spa (Victoria Colonnade).

6.24 A broad review of the opening hours of selected retailers / leisure service providers within the town centre
indicates that whilst retailers close by 6pm there is provision of an evening economy. It is noted that BID
Leamington is actively supporting War wi ck 5Cstatg fori ¢t
Royal Leamington Spa. This will help with leisure economy as well as enhance related perceptions on
safety and security.

“Leisure services, as def i nkad & Wine Bars;Bimgo & Amuse@entsdCafes; Gasinog &Betting Offices Cinemas, Theatres
& Concert Halls; Clubs Disco, Dance & Nightclubs; Fast Food & Take Away; Hotels & Guest Houses; Public Houses; Restaurants; Sports & Leisure
Facilitieso

50 purple Flag is an international accreditation programme by the Association of Town and City Management (ATCM) that aims to reward those destinations
that help create safe and thriving locations at night for all users. The accreditation process places a comprehensive set of standards, management
processes and good practice examples designed to help transform with a research, training and development programme to improve town and city centres.
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Table 6.2: Leamington Spa Town Centre:
Opening / Closing Times of Selected Outlets / Venues

Name Opens ‘ Closes Sunday Type
McDonalds 06:00 23:00 open F&B
Café Royal 08:30 17:00 open F&B
Basement Browns 12:00 22:00 open F&B
Grounded Kitchen 11:00 21:30 open F&B
Costa Coffee 07:00 18:00 open F&B
Giggling Squid 12:00 22:30 open F&B
Carluccio's 08:00 21:00 open F&B
Co-op 07:00 21:00 open Convenience
M&S 08:00 19:00 open Convenience
Tesco Express 06:00 23:00 open Convenience
Clarendon Fruit Store 09:00 19:00 open Convenience
Iceland Foods 09:00 18:00 open Convenience
K W Oriental 09:30 19:30 open Convenience
Supermarket
Khera Supermarkets 07:00 22:30 open Convenience
Royal Priors Shopping 09:00 17:30 open Comparison
Centre
Superdrug 08:30 17:30 open Comparison
Stiches 09:30 17:30 closed Comparison
The Dice Box 11:00 23:00 open Comparison
Regent Court Shopping  07:30 00:00 open Comparison
Centre
Royal Fabrics 09:30 17:00 closed Comparison
Barclays 09:30 16:30 closed Services
Santander 09:30 15:00 closed Services
Lloyds 09:00 17:00 closed Services
Betfred 08:00 09:30 open Services
Post Office 09:00 17:00 closed Services
Barclays 09:30 16:30 closed Services

Source: LSH Research

6.25 Analysis of footfall during various times during weekdays and weekends in October 2022 demonstrate
activity during the evening. Within The Parade evening footfall is more than during the morning. This is also
reflected in other | ocations: Livery Street (the re:
student population).
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Figure 6.2: Leamington Spa Town Centre Footfall Patterns

The Parade ‘ Livery Street Bath Street
Footfall per hour Footfall per hour Footfall per hour
00 T00 1,200

500 4

1,000
m.
800 4
400 4 400 4
300 { 300 | 1
. I I . I I
100 100 4
ol | | | . ol | || . | = |
nch

0
Morming Lunch ARemoon  Evening Night Maormng Lunct Aflerncon  Evening Night Morming Lunch  Aflenoon  Ewvening Night

— Weekday — Weekend = Weekday — Weekend — Weekday — Weekend

s o
8 8

g

Key: Morning 5am-11am; lunch 11lam-2pm; Afternoon 2pm-5pm; Evening 5pm-9pm; Night 9pm-5am
Source: Datscha

MARKETS

Leamington Spa has two regular markets within the Covent Garden Quarter which operates on the last
Sunday of the month, from January to September; and the Pump Room Gardens on the fourth Saturday of
the month. The town also hosts a number of themed and seasonal markets including:

o0 The producer market which takes place four times a year(one in each of the seasons)
0 The Autumn Market and,;
0 The Christmas Market.

As detailed in the NPPF (paragraph 86) street markets should be retained and enhanced to create vibrancy
and enhance the vitality for the centre.

VACANCIES

There are reported 92 vacant units in the town centre based on Experian Goadd datest figures. This
represents a significant increase in the number of vacant units from the 60 in 2018 but marginally below the
93 units in 2014.

The current vacancy level of 13.8% is in tandem with the national average. The total vacant floorspace of
24,563 sqm gross represents 20.8% of total floorspace which is significantly above the UK average of
13.8%. The average vacant unit size is 267 sqm gross.

MULTIPLE & INDEPENDENT REPRESENTATION

There are 154 national multiple businesses in Leamington Spa Town Centre; equivalent to 23.1% of total
(666) retail and service businesses. The total multiple floorspace of gross 38,415 sgm is equivalent to
32.6% of its total floorspace of 117,642 sgm gross. In other words, independent businesses account for
76.9% of businesses and 67.4% of floorspace.
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Table 6.3: Leamington Spa Multiple Provision i Outlets

MULTIPLES - REPRESENTATION No. Outlets % of Total Outlets
Leamington Spa UK Average

Comparison i 50.00% 40.92%
Convenience 11 7.14% 12.31%
Retalil Service 15 9.74% 9.99%
Leisure Services 32 20.78% 23.29%
Financial & Business Services 19 12.34% 13.49%
Total 154 100% 100%

Source: Experian Goad Category Report i April 2022
Notes: (1) Figures may not sum due to rounding.

As a proportion of total outlets, Leamington Spa has a higher provision of multiple businesses in the
comparison category; equivalent to 50% of all multiple outlets compared with 40.9% nationally.
Comparatively across the other remaining categories it is lower.

The high provision of multiple businesses in the comparison, and lower provision in the convenience and
financial/business service categories compared with independents, suggests that there is an imbalance in
current provision. However this is also a reflection of national patterns as multiples decrease their presence
in the line of greater competition from online shopping and rising overhead costs. Given market trends and
the impact on the multiples, Leamington Spa should look to increase its independent offer across these
distinct categories to help build resilience into its overall retail, leisure and service offer.

FOOTFALL

Pedestrian movement across the core of the town centre is generally good and most parts of the town are
well connected. Footfall data has been gathered from Datscha®!. In total, seven locations were selected
across the town centre. The figure below shows footfall patterns since 2018 capturing trends pre-pandemic,
during and after national restrictions were eased.

51 Datscha, collect data from over 10 million mobile devices. This data is provided by Fetch Analytics who access 80+ sources including mobile apps, wifi
hotspots and telecom providers (anonymised and GDPR compliant).
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Figure 6.3: Leamington Spa: Footfall Count by Location
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The figure above illustrates that the Covid lockdowns impacted the levels of footfall during 2020 with a
gradual stabilisation in 2021 and rising thereafter to almost pre-pandemic levels currently. Many streets
appear to have increased footfall than pre-pandemic levels including Warwick Street, Bath Street and
Regent Street. This is likely to be due the presence of the independent offer across these locations.

OUT-OF-CENTRE RETAIL & LEISURE

The survey-derived market shares reported in Section 4 clearly show that the town centre has suffered

from the decentralisation of retail and leisure activities over the last 10-20 years. The main edge and out of
centre retail parks in the area include:

o0 Leamington Shopping Park - this scheme located to the west of the town centre comprises 14,864
sgm of retail and leisure floorspace. The tenants include: Sainsburyds; M& S ;
Costa, Card Factory, JD Sports, TK Maxx, Subway, Clarks, Greggs, Cafe Nero and Halfords. The
retail park has a mix of good quality retail and Food & Beverage (F&B) brands and this is further
enhanced with provision for 522 parking spaces withafur t her 529 spaces #fee Sai

parking for up to 4 hours). According to GOAD (2022) there are currently 6 vacant units and one unit
under alteration.

0 Shires Gate Trade Park, Tachbrook Park Drive - is located adjacent to Leamington Shopping Park
and also has a number of large scale multiples including: Aldi, Currys, Toolstation, Travis Perkins.

This out-of-centre provision provided strong retail and leisure competition to the town centre.
MARKET DEMAND
The table shows the latest published market demand for Leamington Spa sourced from standard property

datasets, and further i nf or med by LSH6s own mar ket i

ntelligenc
representation in the town and edge/out of centre locations.
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The demand analysis indicates that there is demand from a variety of retailers. However some of these
may be for larger format stores in edge and out of centre locations; most likely as part of the tenant mix of
established or planned retail warehouse parks, and/or in stand-alone units. These include Lidl (who have
an ongoing demand for new sites and foodstores across the UK and Central England). There is stronger
demand from commercial leisure operators that should be directed to the town centre first.

Table 6.4: Leamington Spa Town Centre i Market Demand

Operator Type Category Min sgqm Max sqm
1{Salvation Army Charitable organisation Comparison 186 929
2|Bodycare Health & Beauty Supply Store Comparison 186 279
3|Age UK Charity Comparison 279 929
4|Poundstretcher Retail value store Comparison 557 2787
5|Between The Lines Gift Retailer Comparison 79 121
6|Cards Direct Greetings cards & gifts Comparison 111 167|
7|Sofas & Stuff Furniture retailer Comparison 279 465
8|Vinegar Hill Home, fashion & lifestyle products retailer {Comparison 93| 139
9|Shoezone Shoe retailer Comparison 186 372
10|Pets Corner Pet retail store chain Comparison 111 232
11|Anthropologie Women's clothing & homeware Comparison 372 743
12|MaxiSaver Discount retailer Comparison 232 557
13| The Fragrance Shop Perfume, fragrance & aftershave retailer |Comparison 46 139
14|British Heart Foundation Charity Comparison 465 743
15|Deichmann Shoe and sportswear retailer Comparison 372 557
16| TFG London Hobbs, Phase Eight, Whistles Comparison 186 465
Sub-Tota| 3,739 9,625
17|Aldi Supermarket Convenience 1672 2044
18|Grape Tree Health food store Convenience 116 0
19|Lidl Supermarket Convenience 1672 2415
Sub-Tota| 3,461 4,459
20(Everyman Cinema Cinema company Leisure 743 1394
21{Grounded Kitchen South Korean restaurant cafe Leisure 139 279
22|CUPP Bubble tea cafe Leisure 23 93
23|Amber Taverns Independent Pub Company Leisure 93| 232
24{Sommar Tap Independent bar Leisure 93 149
25(Taco Bell Fast-food restaurants Leisure 172 232
26|GDK Donor kebabs, sandwiches and burger rest|Leisure 46 232
27|Travelodge Hotel Leisure 929 3716
28|David Lloyd Leisure Health, fitness and raquets group Leisure 0 3716
29|KFC Fast food restaurant Leisure 167| 325
30|Byron Burger Burger Co Leisure 186 372
31| Tortilla California-style Mexican food Leisure 93| 232
32|Lokkum Bar & Grill Bar & Grill Leisure 111 186
33|baresca Tapas Bar & Restaurant Leisure 325 418
34|Fullers Brewery Leisure 279 557
35|Ashes Indian Cuisine Leisure 279 650
36/|The Massage Company Massage Company Leisure 195 279
Sub-Total 3,874 13,062
Overall Tota] 11,074 27,144

Source: The requirement list_ as of November 2022

COMMERCIAL INDICATORS

Commercial agents indicate that Prime Zone AbOrents in Leamington Spa are currently in the range of
£753/sgm 1 £861/sqm (£70/sqft T £80/sqft). This is a substantial decrease from the £1,292/sqm-
£1,453/sgm (£120/sqft-£135/sqft) reported in 2018. Hence prime rents in the centre are estimated to have
fallen.
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6.40 Given recent transactional activity local agents report prime retail yields in Leamington Spa are in the
region of 6.5% - 7%. Prime yields have therefore moved out from the 5%-6.5% reported in 2018.

ACCESSIBILITY, TRANSPORT & MOVEMENT

6.41 Leamington Spa is well connected and easily accessible by road, ralil, public transport, and other modes of
travel. The town is served very well by a railway station which has three key lines running through it; north
east to Birmingham (by way of Warwick and Solihull), north to Coventry and South East to London
(Reading and Oxford). Other services include trains to Stratford every two hours. Two long distance trains
operate per hour, (CrossCountry) Manchester to Bournemouth and Newcastle to Reading. A £2.4 million
investment by Network Rail on a bridge replacement at Rugby Road, Leamington has improved railway
journeys through Leamington Spa.

6.42 By road the M40 provides links to Birmingham and the north via the M42, M5 and M6, and south to
London. Connections to the M1, M4, M25 and M23 provide good access to the rest of the United Kingdom.
Birmingham Airport is located 31.4km (19.5miles) away.

6.43 Leamington Spa has 32 bus routes which serve 179 stops and has several taxi ranks within the town
centre such as along Warwick Street and Spencer Street amongst others.

6.44  The town centre road network to the North of the River has grid-like and more permeable street network
than to the south of the River Leam. The Primary Shopping Area is offered along the Parade and there are
several key routes crossing through perpendicularly to Clarendon Avenue, Warwick Street and Regent
Street.

6.45 There is a reduced speed (20mph) limit in effect when entering the town centre from Clarendon Avenue on
to The Parade. This continues through to the High Street to the south end of the town centre. This speed
restriction also includes i mportant pedestrian saf et
preventative measure to avoid pedestrian obstruction and potential congestion interference.

6.46  The Parade has wide, flat paving with multiple pedestrian crossing, ramps to slow traffic, street lighting for
visibility during the darker hours and plenty of accessible friendly features such as dropped kerbs, tactile
paving and pedestrian stops in the middle of the road to aid crossing further.

6.47  Livery Street (Regent Court) is a pedestrianised area of the town centre and Regent Priors is accessed by
pedestrians from Parade and has parking facilities to the rear on Park Street.

6.48 The south part of the town is noticeably different in its built form, where the roads are narrower, however
this part of the town centre still has wide paving, in good condition with features that enhance accessibility
(dropped kerbs / tactile paving / pedestrian crossings etc).

6.49 Interms of parking provision, Leamington Spa Town Centre has 14 car parks which provide over 1,545 car
parking spaces as shown below:
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Table 6.5: Leamington Spa Car Park Provision
No ‘ Car Park (CP) ‘ Spaces

1 Covent Garden Surface CP 72 regular; 8 disabled; 1 motorcycle; 2 electric vehicle charging bays
2 Chandos Street Surface CP 151 regular; 8 EV charging bays

3 Royal Priors Multi Storey 433 bays

4 Bedford Street Surface CP 51 regular; 2 disabled; 1 cycle hoop

5 Adelaide Bridge Surface CP 43 regular bays

6 St. Peter's Multi Storey 377 regular bays, 6 disabled bays, 4 motorcycle bays,8 EV charging bays
7 Rosefield Street Surface CP 43 regular; 2 disabled; 1 motorcycle

8 Station Approach Surface CP 97 regular; 2 electric bays

9 Station Approach (Lower Road) 19 regular; 2 electric bays

10 Bath Place Surface CP 62 regular; 3 disabled

11 Packington Place Surface CP 29 regular; 2 disabled

12 Court Street Surface CP 62 regular; 2 disabled; 1 motorcycle

13 Upper Grove Street 26 regular

Note that this table excludes Covent Garden Multi-storey car park that is closed and will form part of a future redevelopment
opportunity. Source: LSH Research

DIGITAL CONNECTIVITY

Leamington Spa currently achieves a fixed line broadband speed of between 50mbps®2 and 100+mbps.

® Under 10 Mbps

® 10-20 Mbps

® 20-30 Mbps
30-40 Mbps
40-50 Mbps
50-60 Mbps
60-70 Mbps
70-80 Mbps

® 80-90 Mbps

@ 90-100 Mbps

@ Over 100 Mpbs

Source: Consumer Data Research Centre

52 Megabits per second (mbps) are units of measurement for network bandwidth
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651 CityFibre, the UKO6s | argest irecently mamed Leamingtdn $paltogetherb r e
with Warwick as the next locations in line for a £30-million-pound investment in their digital infrastructure i
a move that will see the towns join the nationbés gro

652 This wil!/l enhameceowt he as e thredddshi ihterretouser Gagséication of the
i mmedi ate area to the town <centre shalwsl creaonsj @&nce
professional sd and . d@hsowiltalsd help to supgod new fvays of gvarking, such as
flexible hours and working from home, and help to reduce pressure on the highway network and any
associated issues such as poor air quality.

Figure 6.5 Leamington Spa: Internet User Classification
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affluent families, usually located within low-density suburbs, with populations of

mainly middle-aged and highly qualified professionals. Higher levels of engagement

for information seeking, online services and shopping, but relatively less so for
ation and entertai particularly social networks or gaming.

Access to broadband is average, possibly due to other modes of access, such as
Internet usage in public places. High levels of social media usage but low patronage
of online retailing.

i High demand for internet services by members of this group is constrained by poor
: l} infrastructure.

The level of engagement is average across most attributes.

many individuals have limited or no interaction the internet, typically used for social
networks, gaming and some limited online shopping.
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Source: Consumer Data Research Centre

ENVIRONMENT

6.53 Leamington Spa town centre is located within the Leamington Spa Conservation Area and the majority of
the buildings along (and the streets off it) including The Parade and Bath Street are listed. These buildings
are a mixture of Georgian and Victorian buildings and are in very good condition, including the Royal Pump
Rooms, the Town Hall and the All Saints Church. The town is known for its architecture and boulevard style
streets and the pedestrian experience is pleasant, particularly the town centre north of the River Leam.

6.54  Overall, there is a mix of streets types, ranging from wide linear streets to narrower curved and enclosed,
pedestrianised streets which add to the character of the town centre. The centre appears to be well kept,
clean and largely free from litter and clutter; also providing public benches and seating throughout.

6.55  The town benefits from having both green and blue infrastructures specifically along the River Leam, where
there are large areas of public open space, namely Jephson and Pump Room Gardens; with trees, flower
beds, ponds and fountains. The pavements and roads are also in good condition. Heavy traffic is observed
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along the High Street with impacts on congestion and air quality in the town centre. South of the River
Leam, the environmental quality is poorer and the buildings look more dated and tired in appearance.

CRIME & OCCURRENCE OF CRIME

According to UKCrimeStats, crime in Leamington Spa has reportedly been on a downward trend since
August 2018 but with noticeable spikes since the start of 2022.

Figure 6.6: Leamington Spa: Total Crime

Crime: Area Covered

Total Crime Aug 2018 to Aug 2022

Radford Semele

Vi &
Warwick Gates  whitnas

Source: UKCrimeStats

Of the reported crime, violent crime is the most common offence representing more than a third of the total
crime reported (lllustrated in the Crime Breakdown). Another third is made up of antisocial behaviour
(17.52%), vehicle crime (8.45%) and public order offences (6.95%).

Figure 6.7: Leamington Spa: Total Crime

Crime Breakdown i Sep 20217 Aug 2022

Burglary,2.7%

. ____ Criminal Damage and

Robbery, 0.7% Arson, 7.5%

o Drugs,2.9%

Anti-Social
Behaviour, 17.5%

Other Crime, 1.5%,

Public Order, 7

Posession of
Weapons, 1.6% _

Other Theft, 6.0%_

Bike Theft, 1.8%

Theft fromthe
Person, 1.1%

Shoplifting , 5.0%

Source: UKCrimeStats
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The normalised crime rate is higher in Royal Leamington Spa for many types of crime when compared

against the county average.

Figure 6.8: Leamington Spa: Total Crime

Crime Breakdown: Leamington Spa v/s Warwickshire
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CUSTOMER VIEWS AND BEHAVIOUR

The responses to the household telephone interview survey provide further insight with regard to what
people like about Leamington Spa and what potential improvements to the town centre could make them

visit more often than they currently do. This showed the following:

0 Of those respondents that visited Leamington Spa once a month from the Study Area (Zones (1-15)

the top
caf ®s [/

three pri mafroodr esalscopnpsi nwédroed dd rb dorovie da wvibity 6
restaurantsd as shown bel ow:
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Figure 6.9: Leamington Spa: Main Activity for Visit from Study Area (Zones 1-15)
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Figure 6.10: Leamington Spa: Main 6 L i k e s 0 udfy AreanfZoBes 1-15)
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o In terms of suggested improvements that would make respondents visit Leamington Spa more often
the majority (45%) stated 122%oshggegdt ed Omore nat igho Btrmdt mul
shops§ 6 % suggested Omore/ better par ki ngo, oré petidrf r e e
comparison retailersd Overall there is a general level of satisfaction with reference to improving the
retail offer and better / free car parking provision.

SBExcludes 6Badob Nhkesporisdsg 6
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BARRIERS TO BUSINESS

We are not aware of any immediate barriers to entry to businesses. However, in the current economic
climate the main barriers to investment for new and existing businesses will relate to the fallout from the
COVID-19 pandemic, rising inflation as well as the impact of the cost of living crisis. This will have an
impact on the operation and running of all types of business including both multiples and independents.

This is likely to affect consumer shopping patterns as well as the business plans of operators of all types.
Other factors such as operational costs and business rates are also likely to act as key challenges due to
constrained investment at local level, particularly for independents.

STAKEHOLDER CONSULTATION FEEDBACK

The health check was informed by wide-ranging engagement and discussions with key stakeholders. The
overall study findings and recommendations have also taken account of other significant engagement and
consultation carried out by other parties, including the Council, to help inform plan-making.

The table below provides a summary of the feedback we received on the relative strengths and
weaknesses of Leamington Spa town centre, the opportunities for future growth and any potential threats to
its growth.

STRENGTHS

o Town centre with historic core and buildings of architectural merit.

0 Good mix of independent and national multiples.

o Highly accessible by road and rail.

o Core of the town centre is within a 15 mins walking radius.

o Diverse mix of multiple and independent retailers and it currently has a thriving F&B economy / leisure provision.
0 Regent Court - restaaurant & café quarter is a distinct area and attracts trips / footfall to town centre.
o Growing reputation as 'Silicon Spa'.

0 Good employment/skills i growing IT hub.

o Benefits from Future High Street Fund Award.

0 The River Leam runs through the town centre.

0 Leamington BID i key organisation for promoting town centre.

o High level of internal connectivity and accessibility.

0 The town benefits from having both blue and green infrastructure which runs through the town centre.

o Benefits from historical heritage (regency architecture and Roman Spa) contributing to overall economy including tourism.
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WEAKNESSES

o Covent Garden Car Park being heavily used by shoppers despite its structural shortcomings.
0 Heavy usage of Covent Garden Car Par impacts on immediate congestion and air quality.

o Level of vacant space.

o Limited EV charging points.

o No cycle paths.

o Historic buildings are difficult to adapt to become more accessible.

o Secondary shopping areas in theold town area need more support as there is a noticeable transition of the town from north to

south.
o Restrictive planning due to the Conservation Area can be limiting on business.

o Town has a growing elderly population with different shopping requirements.

OPPORTUNITIES

0 Build on green space connections around town centre (e.g. with River Leam).

o Continued promotion of evening econmy and through eventual Purple Flag status.

o0 Capitalise on funds from Future High Street to invest in place-making initiatives and transformational projects
o Improve provision and choice of a quality hotels.

o Capitalise mmitage.on townods

o Promote Town Centre events through Leamington BID.

0 Attract more visits into Leamington Spa Town Centre from big events taking place in the surrounding area, such as the British

Grand Prix at Silverstone or cultural events in Coventry etc.

THREATS

0 Limited market demand from retailers for vacant and/or new space.

o Covent garden being a potential development site and having no parking alternative.
0 Uncertainty associated with repurposing former House of Fraser store.

0 Increase in online purchases and activity accelerated by pandemic.

o Rising vacancy levels.

o Competition from other centres and out-of-town locations including Coventry and Birmingham.

CONCLUSIONS

Leamington Spa has a number of key strengths and assets that set it apart from other centres in South
Warwickshire. These include its heritage, strategic location, good road and rail connections, strong
employment base, developing IT hub and other assets.
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However, the pandemic has accelerated many of the long-t er m negati ve trends
high streets and shopping centres, including the growth in online shopping and leisure activities. These
trends are impacting on Leamington Spaés r et ai | a.nme lokseof nwjorrregailecs ffrémethie town
(e.g. most recently House of Fraser) over recent years, for example, has left large vacant premises, which
has resulted in some inactive and unattractive retail areas, streets and shop frontages. Furthermore there
seems to be diminishing market interest with falling rents and outward movement of yields.

Notwithstanding its good rail and bus connections, visitors to the town centre mainly travel by car, attracted
by the parking provision around the town. As a result, surrounding areas and streets can become busy and
congested, particularly at peak hours.

The recent successful bids for Future High Street aligned with other public and private sector investment,
provide significant opportunities for the townods

Leami ngt on S piai digitdd coignectiviysardtgrowing ecosystem for creatives and development
of computer games which will set it apart from other centres. For the town centre it will be important to
ensure that the town centre environment and offer is able to retain the footfall and spend associated with
this growing community.
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7.1

7.2

7.3

Founded on the banks of the River Avon, Warwick is a historic town characterised by its historic street
patterns and period architecture. It is an attractive historic town surrounded by open countryside. The
centre is strategically located and approximately 16.1km from Stratford-upon-Avon; 19.3km south of
Coventry; and 25.7km from Solihull.

Due to its historic foundations, the town centre is characterised by a narrow street pattern as show below:

Figure 7.1: Warwick: Town Centre Boundary
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éource: Warwick District Local Plan (2017) with LSH annotations

Market Place is the heart of the town centre with a mix of shops, pubs and restaurants. Market Place also
plays host to numerous events throughout the year and is the home of the Charter Market and monthly
Far mer 0 s Swdma $treet is the town's busiest shopping street. Smith Street, between the castle and
St John's Museum, is the oldest shopping street in Warwick with independent shops and restaurants.
Parades of shops are found on the West Street and Coten End approaches to the town. Multiples are found
around Market Street.
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DIVERSITY OF USES

The extent of the Town Centre analysed for the purpose of this study follows the boundaries set by the
Goad Experian plan. This enables comparisons with the health checks carried out for previous evidence-
based studies.

The table below summarises the current composition of retail, leisure and service uses and floorspace in
the defined town centre.

Table 7.1: Warwick Town Centre i composition of retail, leisure and service businesses

% of Total Qutlets % of Total Floorspace ‘

No. Outlets Warwick Avngage (l;lgllnogurttljest_c?) Warwick Avngage
Comparison Retall 72 26.57% 26.99% 9,077 24.30% 30.21%
Convenience Retail 22 8.12% 9.29% 6,494 17.39% 15.48%
Retail Services 44 16.24% 15.74% 3,177 8.51% 7.20%
Leisure Services 80 29.52% 25.11% 11,910 31.89% 25.99%
Financial & Business Service 31 11.44% 8.86% 3,855 10.32% 6.70%
Vacant 22 8.12% 13.81% 2,834 7.59% 13.81%
Total 271 100%* 100%* 37,347 100%* 100%*

Source: Experian Goad Category Report i April 2022
Notes: (1) Figures may not sum to 100% due to rounding

(2) The floorspace figures are derived by Experian from the Goad Plan. The plans only show the footprint floorspace and
the site area, without the building lines. They should not therefore be read as a definitive report of floorspace. They do,
however, provide a useful means of comparison between centres, as all outlets are measured in a consistent manner.

There were 271 outlets in the town centre in April 2022, occupying a total floorspace of 37,347 sgm gross.
This is equivalent to an average unit size of 138 sgm gross. The split between retail and service uses is
briefly described below.

Convenience

There are 22 food and convenience outlets in the defined town centre, trading from a total estimated
(Goad) floorspace of 6,494 sgm gross. This is equivalent to an average unit size of 295 sqm gross. The
provision of outlets (8.1%) is below the national average (9.3%). However the provision of floorspace
(17.4%) is above the UK average of 15.5%.

The total number of convenience outlets recorded in the town centre has increased from 15 in 2014, to 18
in 2017 to 22 currently. The main food store within the town centre is the Sainsburys (Saltisford).
Benchmarked against average provision in all the 2,500+ centres monitored by Experian Goad, Warwick
has a good provision of grocers/delicatessens (5 outlets), bakers and confectioners (4 outlets),
convenience stores (3 outlets) and butchers (2 outlets). It has more limited and/or no representation in the
following categories: health foods (1 outlet), frozen food (0 outlets) fishmongers (0 outlets) and
greengrocers (0 outlets).

Although there is an under-provision of food and convenience retailing in the town centre generally, there is

a large provision outside the Town Centre boundary. This includes: Lidl (Emscote Road) , Sai riechlur y 6

(Coten End) and Tesco (Emscote Road).
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Comparison

The 72 comparison outlets are trading from a total estimated (Goad) floorspace of 9,077 sgqm gross. This is
equivalent to an average unit size of 126 sgm gross. The provision of outlets (26.6%) is broadly
comparable to the national average (27%). In contrast the provision of floorspace (24.3%) is below the UK
average of 30.2%.

The total number of comparison outlets has fallen steadily from 2014 (91 outlets), to 89 outlets in 2017 and
finally to 72 currently.

Warwick has above average provision in a number of comparison goods categories compared with the
Experian Goad national averages in the following: crafts, gifts, china & glass (7 outlets); charity shops (7
outlets); fitted furniture (6 outlets); antique shops (5 outlets); jewellers (4 outlets); art & art dealers (3
outlets); ladieswear / accessories (4 outlets); DIY/home improvement stores (3 outlets); textiles and soft
furnishings (3 outlets); toys/games/hobbies (3 outlets). general furniture (2 outlets); florists (2 outlets);
catalogue showrooms (1 outlet); children / infants clothing (1 outlet); music & musical Instruments (1
outlet); newsagents & stationers (2 outlets); and secondhand goods (1 outlets)

There is no provision in the following categories benchmarked against national average including inter alia:
department / variety stores; cycles & accessories; gardens & equipment and leather & travel goods.

Services

There are 155 service outlets in the town centre (including retail, leisure, and professional and financial
services), occupying some 18,942 sgm gross of total floorspace. This is equivalent to an average unit size
of 122 sgm gross. The total provision of service outlets (57.2%) is above the national average figure of
49.7%. In terms of floorspace the provision (43.6%) is above the national average of 39.9%.

The following provides a summary of the provision across the different retail, leisure and financial service
categories:

0 Retail services i there are 44 outlets occupying a total floorspace of 3,177 sgm gross; equivalent to
an average unit size of 72 sgm gross. Total retail service outlets have increased from 38 in 2014 to
36 in 2017 to 44 currently. However, total outlets and floorspace provision is above the national
averages. Health and beauty services account for 31 (70%) of the total retail service outlets. The
next highest provision is opticians (4 outlets).

o Leisure services® i there is a relatively good provision of leisure uses in the town centre. The 80
leisure-related businesses represent 29.2% of total outlets, which is above the national average of
25.1%. The total number of leisure services has increased from 71 in 2014 to 77 in 2017 to 80
currently. These businesses occupy a total floorspace of 11,910 sqm gross, and provision (31.9%) is
also above the national average (26%). The average size of leisure units is 149 sqm. The
composition of leisure services in Warwick is split fairly evenly between restaurants (19 units); cafés

Leisure services, as def i nkad & Wine Bars;Bimgo & AmuseGentssdCafes; Gasinog &Betting Offices Cinemas, Theatres
& Concert Halls; Clubs Disco, Dance & Nightclubs; Fast Food & Take Away; Hotels & Guest Houses; Public Houses; Restaurants; Sports & Leisure
Facilitieso
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(16 units); fast food/takeaways (12 units); bars and wine bars (11 units); and public houses (11 units)
located across the Town Centre. Other leisure units include a combination of sports facilities, hotels,
betting offices and clubs. There is no provision for bingo & amusements, nightclubs or cinema /
theatre.

o Financial and business services i the town has a below average representation of 31 outlets
(11.4% against a national average of 8.9%) and floorspace of 3,855 sqm (10.3%) which is above the
national average figure of 6.7%. The total number of outlets in this category has decreased from 36
in 2014 to a rise in 40 in 2017 to a fall of 31 currently. The majority of the financial and business units
comprise of property services (10 units); financial services (6 units) and legal services (5 units).

EVENING / NIGHT TIME ECONOMY

Experian data indicates that there are 80 leisure services outlets dominated by 19 restaurants, 16 cafés, 12
fast food / takeaways; 11 bars and wine bars; and 11 public houses. The majority of these are independent
led and spread across the centre and commercial leisure provision is seen in the form of Greggs, The
Giggling Squid, and JD Weatherspoon. There is no cinema or theatre and the evening economy centres on
the Food and Beverage (F&B) provision of the centre.

A broad review of the opening hours of selected retailers / leisure service providers within the town centre
confirms that it has a relatively active evening and night time economy in relation to F&B offer.
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Table 7.2: Warwick Town Centre:
Opening / Closing Times of Selected Outlets / Venues

Name Opens ‘ Closes Sunday Type
JD Wetherspoon 08:00 00:00 Open F&B
Pizzeria Kebab House 14:00 23:00 Open F&B
The Old Coffee Tavern 12:00 23:00 Open F&B
7 Square Restaurant 10:00 23:00 Open F&B
La Mesa 19:00 23:00 Closed F&B
Greggs 06:30 18:00 Open F&B
Dough & Brew 12:00 09:30 Open F&B
Saffron Gold 17:00 23:00 Open F&B
The Artisan Butcher 07:30 17:00 Closed Convenience
One Stop 06:00 22:00 Open Convenience
Lidl 08:00 22:00 Open Convenience
Savers Health & Beauty  09:30 17:30 Open Comparison
WHSmith 09:00 17:30 Open Comparison
Boots 08:45 17:30 Closed Comparison
Maryds Sweet 10:00 17:00 Closed Comparison
Memories
Heaphys 09:30 17:00 Closed Comparison
Age UK 09:30 16:30 Closed Comparison
Holland & Barrett 09:00 17:30 Open Comparison
The Myton Hospices 09:30 17:00 Closed Comparison
Lloyds Bank 09:00 15:30 Closed Services
Digital Riot 09:00 17:00 Closed Services
Massarella + Jones 10:00 20:00 Closed Services
Hair In The Square 09:00 18:00 Closed Services
Betfred 08:30 21:00 Open Services
Timpson 08:30 17:00 Closed Services

Source: LSH Research

7.18  Analysis of footfall across various times during weekdays and weekends in October 2022 shows evening
footfall is almost comparable to that during the morning.
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Figure 7.2: Warwick Town Centre Footfall Patterns
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MARKETS

There is a regular market in Warwick which has a history that stretches to 500 years. The Warwick Charter
Market which operates every Saturday at Market Place showcases around 60 traders. There is also a
farmersdé mar ket which operates when there is a fifth

As detailed in the NPPF (paragraph 86) street markets should be retained and enhanced to create vibrancy
and enhance the vitality for the centre.

VACANCIES

There are a reported 22 v acant units in the town centre .bhissed
represents an increase in the number of vacant units from the 16 in 2017 but lower than the 30 units in
2014.

The current vacancy level of 8.1% is lower than the national average (13.8%). The total vacant floorspace
of 2,834 sqm gross represents 7.6% of total floorspace which is also significantly below the UK average of
13.8%. The average vacant unit size is 129 sgqm gross.

MULTIPLE & INDEPENDENT REPRESENTATION

There are 35 national multiple businesses in Warwick; equivalent to 12.9% of total (271) retail and service
businesses. The total multiple floorspace of gross 10,777 sgm gross is equivalent to 28.9% of its total
floorspace of 37,347 sgm gross. In other words, independent businesses account for 87.1% of businesses
and 71.1% of floorspace.
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Table 7.3: Warwick Multiple Provision i Outlets

MULTIPLES - REPRESENTATION No. Outlets % of Total Outlets
Warwick UK Average

Comparison 11 31.43% 40.92%
Convenience 6 17.14% 12.31%
Retalil Service 4 11.43% 9.99%
Leisure Services 10 28.57% 23.29%
Financial & Business Services 4 11.43% 13.49%
Total 35 100% 100%

Source: Experian Goad Category Report i April 2022
Notes: (1) Figures may not sum due to rounding.

As a proportion of total outlets, Warwick has a higher provision of multiple businesses in the convenience
and leisure services category; equivalent to 45.7% of all multiple outlets compared with 35.6% nationally.
Comparatively across the other remaining categories it is lower.

The high provision of multiple businesses in the convenience category and lower provision in the
comparison category compared with independents, suggests that there an imbalance in current provision.
However this is also a reflection of not only national patterns as multiples decrease their presence in the
line of greater competition from online shopping and rising overhead costs but also the historic nature of
the centre and the availability of suitable space that is fit for modern retailer requirements.

FOOTFALL

Pedestrian movement across the core of the town centre is generally good and most parts of the town are
well connected. Footfall data has been gathered from Datscha®®. In total, five locations were selected
across the town centre. The figure below shows footfall patterns since 2018 capturing trends pre-pandemic,
during and after national restrictions were eased.

% Datscha, collect data from over 10 million mobile devices. This data is provided by Fetch Analytics who access 80+ sources including mobile apps, wifi
hotspots and telecom providers (anonymised and GDPR compliant).
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Figure 7.3: Warwick: Footfall Count by Location
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The figure above illustrates that the Covid lockdowns impacted the levels of footfall during 2020 with a
gradual stabilisation in 2021. Some locations have shown more resilience returning to, or exceeding, pre-
pandemic levels including Market Place / Swan Street and Market Street. At present the data indicates a
concerning level of falling footfall across the centre. This should be monitored and place based promotion

and activity should be encouraged to increase footfall and patronage.

MARKET DEMAND

The table below shows the latest published market demand for Warwick sourced from standard property

datasets, and is f ur t her informed by LSHOG6s own
representation in the town and edge/out of centre locations.

mar ket

nt el

The demand analysis indicates that there is demand from a variety of operators but primarily demand from
leisure providers. This demand should be directed to the town centre to ensure continued vitality and

viability of the centre and to subsequently address current concerns on falling footfall.
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Table 7.4: Warwick Town Centre i Market Demand

Operator Type Category Min sgm Max sqgm
1|Flawless Vape Shop Vaping hardware shop Comparison 37 93
2|Fone World Mobile Phone Retailer Comparison 28 74
3|MaxiSaver Discount retailer Comparison 232 557|
4|Pets Corner Pet retail store chain Comparison 111 232
5|Poundstretcher Retail value store Comparison 557 2,787
6|Salvation Army Charity Comparison 186 929
7| The Air Ambulance Service Charity Comparison 465 929
8|The Range Home, garden and leisure Comparison 1,394 2,787
Sub-Tota]  3,01d 8,389
9|Aldi (West Midlands) Supermarket Convenience 1,672 2,044
Sub-Tot) 1,674 2,044
10|63rd + 1st Restaurant & Bar Leisure 372 650
11|baresca Tapas Bar & Restaurant Leisure 325 418|
12(Brunning & Price Pub restaurants Leisure 418 929
13({Courtyard Hotels Leisure 186 0
14{CUPP Bubble tea cafe Leisure 23 93
15|KFC Fast food restaurant Leisure 167 325
16|Lokkum Bar & Girill Bar & Grill Leisure 111 186
17|Orange Theory Fitness Gym Leisure 372 465
18(Pizza Hut Delivery Pizza delivery Leisure 60 195
19|Residence Inn Hotels Leisure 186 929
20| The White Brasserie Company Brasserie Restaurant Leisure 372 0
21| Travelodge (Midlands) Hotels Leisure 929 3,716
Sub-Tota] 3521 7,906
Overall Tota) 8,209 18,339

Source: The requirement list_as of November 2022

COMMERCIAL INDICATORS

Commer ci al agents i ndi cat eVamwickaate cuprentlyrmethe Fange ef £323sgmir ent s

£377/sgm (£30/sqft i £35/sqft). This is similar to the position in 2018 and it has been at this static level for
some time. This is reflective of the historic nature of the centre and the availability of space within the
centre. Due to paucity of transactions, local agents were unable to provide an indication on prime yields.

ACCESSIBILITY, TRANSPORT & MOVEMENT

Warwick is very well connected, with the M40 providing linkage to Birmingham and the north via the M42,
M5 and M6, and south to London. Warwick railway station also has connections to Birmingham and
London with stops to Leamington Spa and Stratford-upon-Avon. Warwick has 41 bus routes which serve
422 bus stops and several taxi ranks.

Overall, the town centre due to its historic nature has a series of one way streets, pedestrian streets, dead
ends and streets with restricted zones. Parts of the centre have the road and pedestrian network at the
same level, creating a shared surface environment and other parts of the town centre are afforded to open
public spaces. Consequently, pedestrian crossings are largely located on the High Street and Jury Street,
dropped kerbs and tactile paving are provided throughout. Swan Street serves the main Primary Shopping
Area and is a shared service but with bollards lining up on either side.

In terms of parking provision, Warwick has 12 district council car parks with just under 2,200 spaces as
shown below:
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Table 7.5: Warwick Car Park Provision

No‘

Car Park (CP) Spaces
1 New Street CP 40 regular; 2 disabled; 1 motorcycle
2 Castle Lane CP 16 regular
3 West Gate CP 29 regular, 3 disabled
4 The Butts CP 19 regular; 1 disabled
5 Priory Road CP 42 regular; 1 motorcycle
6 Barrack Street CP 141 bays; Open on weekends only
7 West Rock CP 91 regular; 4 disabled; 1 motorcycle; 8 EV bays
8 St Nicholas Park CP 263 regular, 11 disabled , 6 motorcycle; 3 reserved.
9 Vittle Drive Car CP 71 regular, 4 disabled
10 Hampton Road CP 189 regular, 11 disabled , 11 reserved ; 8EV bays
11 Bread and Meat Close CP 64 regular, 2 disabled
12 Myton Fields CP Up to 800 spaces - no marked bays

Source: LSH Research

DIGITAL CONNECTIVITY

Warwick currently achieves a fixed line broadband speed of between 50mbps® and 70+mbps.

@ Under 10 Mbps

@ 10-20 Mbps

# 20-30 Mbps
30-40 Mbps
40-50 Mbps
50-60 Mbps
60-70 Mbps
70-80 Mbps

® 80-90 Mbps

® 90-100 Mbps
® Over 100 Mpbs

Figure 7.4: Warwick Broadband and Ultrafast Availability

Source: Consumer Data Research Centre

7.35  As previously stated, the Ci t y Fi br e, the UK6és | argest irecehttyy mamed! e n t
Warwick together with Leamington Spa as the next locations in line for a £30-million-pound investment in
their digital infrastructurei a move that will see the towns join the
communities.

56 Megabits per second (mbps) are units of measurement for network bandwidth
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In terms of current internet usage, Warwick is made up almost exclusively of e-veterans who have high
levels of engagement for information seeking online services and shopping; indicating that there is good

digital connectivity and good usage.

Figure 7.5: Warwick Internet User Classification

high levels of Internet engagement, particularly regarding social networks,
communication, streaming and gaming, but relatively low levels of online shopping,
besides groceries.

high levels of Internet engagement, and comprises fairly young populations of urban
professionals, typically aged between 25 and 34. They are experienced users and
engage with the Internet daily and in a variety of settings

affluent families, usually located within low-density suburbs, with populations of
mainly middle-aged and highly qualified professionals. Higher levels of engagement
for information seeking, online services and shopping, but relatively less so for
communication and entertainment, particularly social networks or gaming.

e-Veterans

Access to broadband is average, possibly due to other modes of access, such as
Youthful Urban Fringe  Internet usage in public places. High levels of social media usage but low patronage
of online retailing.

otionsl Utliterians ‘ﬂigh demand for internet services by members of this group is constrained by poor
infrastructure.

e-Mainstream The level of engagement is average across most attributes.

many individuals have limited or no interaction the internet, typically used for social
networks, gaming and some limited online shopping.

Despite being infrequent users, they make average use of the internet for
information

they undertake limited engagement with the internet they may have only rare
access toindeed no accessto it at all

they have the highest ratio of people that don’t have access to have access but
never engage with the internet

Source: Consumer Data Research Centre

ENVIRONMENT

Warwick town centre is steeped in history and this is evident walking throughout the entire centre, with
Medieval, Georgian, Victorian and modern architecture styles. The condition of the significant heritage

assets, such as the Eastgat e, St Marybs

Church

optimal condition. Almost the entirety of the town centre comprises listed buildings from Grade Il to Grade |
and the result is a built environment of very high quality, with the exception of some modern infill of lower

quality.

Overall, the town centre has a relatively hard urban landscape with the exception of some trees and flower

baskets. The town centre is clean and tidy and has no signs of urban neglect or decay.

CRIME & OCCURRENCE OF CRIME

According to UKCrimeStats, crime in Warwick is showing a broadly downward trend since August 2018 but

there have been noticeable spikes since the beginning of 2022.
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Figure 7.6: Warwick Total Crime

Total Crime Aug 2018 to Aug 2022

Crime: Area Covered

350

300

250

200

P eseagggaay
$555:258385%

Source: UKCrimeStats

7.40  Of the reported crime, violent crime is the most common offence representing 35.6% of the crime reported

(Mustrated in the Crime Breakdown). Another third is made up of antisocial behaviour (17.4%), vehicle
crime (7.8%), public order offences (7.4%) and other theft (6.5%).

Figure 7.7: Warwick: Total Crime

Crime Breakdown i Sep 2021 i Aug 2022
Robbery  Burglary

_Criminal Damage and Arson
) 7.7%

1.2% 3.7% _ay
Anti-Social Behaviour _

Drugs
17.4%

1.6%
|

1.5% :

Public Order _
7.4%

Posession of Weapaons
1.0%

Other Theft
6.5%
h Vehicle Crime
71.9%

Theft from the Person

“Bike Theft
0.4%

1.1%

6.9%

Source: UKCrimeStats

741

The normalised crime rate in Warwick for many types of crime is broadly comparable to the county
average.
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Figure 7.8: Warwick: Total Crime

Crime Breakdown: Warwick v/s Warwickshire
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CUSTOMER VIEWS AND BEHAVIOUR

The responses to the household telephone interview survey provide further insight with regard to what
people like about Warwick and what potential improvements to the town centre could make them visit more

often than they currently do. This showed the following:

o Of those respondents that visited Warwick once a month from the Study Area (Zones (1-15) the top
three primary reasons were 6t o0 Vvi si t c a f fdrsa ddy out evandaavishiop /mvialk d@boutd 6
followed by d o o d s h asshownnbgldw. This reinforces the point that leisure services and offer

is a key element for visiting the centre.

Figure 7.9: Warwick: Main Activity for Visit from Study Area (Zones 1-15)

30%
25%
20%

15%

To visit cafes / For aday out / For food shopping To shop at the To meet friends For work To visit bars / pubs To visit the
restaurants window shop / walk market(s) swimming pool
about

a
®

90



oln terms of “pogWarwickehél t kpsbhree responses ,were 0
6cl ose folowedbyrae & ad.iét i onal

Figure 7.10: Warwick: Main 6 L i k e s 6 udly AreanfZoBes 1-15)
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o In terms of suggested improvements that would make respondents visit Warwick more often the
majority (54%) %t stugd e 6 hd tl hbiemagidee Epar ki ngo, 3% oOf

O6more independentt ah eomgd betea cochparBdh retailersé . Overall t h
general level of satisfaction with reference to improving the retail offer and better / free car parking
provision.

BARRIERS TO BUSINESS

7.43  We are not aware of any immediate barriers to entry to businesses. However, in the current economic
climate the main barriers to investment for new and existing businesses will relate to the fallout from the
COVID-19 pandemic, rising inflation as well as the impact of the cost of living crisis. This will have an
impact on the operation and running of all types of business including both multiples and independents. It is
also likely to be the case that the historic form of the centre does not lend itself to have the space to
support modern retailer requirements.

STAKEHOLDER CONSULTATION FEEDBACK

7.44  The health check was informed by wide-ranging engagement and discussions with key stakeholders. The
overall study findings and recommendations have also taken account of other significant engagement and
consultation carried out by other parties, including the Council, to help inform plan-making.

SExcludes 6Badob Nhkesporisdsg 6
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7.45 The table below provides a summary of the feedback we received on the relative strengths and
weaknesses of Warwick town centre, the opportunities for future growth and any potential threats to its
growth.

STRENGTHS

o0 Historic heritage and buildings.

o There is a well-balanced mix of shops, and shops types of multiples and independents.
o0 Attracts many visitors and therefore has a vibrant tourist economy.

o Strong F&B representation with the majority of leisure services being made up of cafes, restaurants, bars and pubs.
0 Strong evening economy.

0 Well connected to wider locations.

0 Low vacancy rate.

o High level of connectivity and accessibility.

o0 Good level of parking.

o The historic Warwick Charter Market.

o Low Zone A rents.

o Steady evening footfall sustaining the evening economy.
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WEAKNESSES

o Small shops and floorplates as well as narrow streets due to the historic nature of the town.

0 Units not suitable for modern retailer requirements.

o Historic form of town constrains development / growth.

0 The heritage value / quality and number of listed buildings would make planning and development more difficult
o Low provision of EV charging points.

o No cycle paths.

OPPORTUNITIES

0 Healthy interest from retaliers and especially leisure operators seeking representation.

o To market and promote centre to attract both locals and visitors into the town centre.

o Improve the town centre further by way of greening and softening the urban landscape.

o Provision of bike racks / cycle ways.

o Inform local residents of activities through newsletter and social media.

o Develop a heritage guide for the centre.

o Develop a rolling programme of activity including fairs / festivals and street markets.

o Improve public realm and lighting to make centre more attractive and improve perceptions of safety, wellbeing, etc.
o Consider provision of a town centre manager to promote and co-ordinate activity across the centre.

o Refurbishment of shop frontages.

0 Build on surrounding natural landscape and build on green space connections.

THREATS

0 Limited development opportunities.

0 Increasing traffic affecting shopper experience and local businesses.
o Lack of new occupiers for vacant space.

0 High/increasing business operating costs.

o Competition from high order centres such as Leamington Spa.

o Online shopping.

CONCLUSIONS

7.46  Warwick is a relatively small and attractive historic market town. It benefits from its strategic location and is
well connected to national road and rail network. The centre benefits from a good mix of independent
businesses, and its market also makes an importantcont r i buti on to the townds of
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Vacancy levels are reported to be 8.1% of total outlets, which is below the national average of 13.8%.
Published market demand from operators for representation in the centre is healthy especially amongst
leisure operators.

Warwick is a leisure destination and the evening economy needs to be promoted further.

Footfall levels need to be monitored and place based activity and promotion should be considered as an
overall part of the marketing mix for the centre.

The town is also experiencing the long term impacts of wider market trends, including the growth in online
shopping, which have been further accelerated by the pandemic. It has a limited comparison goods offer;
although this is typical for a centre of its size and role in the hierarchy and the provision of outlets (26.6%)
is broadly comparable to the national average (27%).

Crime rates need to be monitored together with appropriate security measures reinforced to ensure the
c e n t comtiBued vitality and in safeguarding the evening economy.
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8.1

8.2

8.3

8.4

8.5

Kenilworth is a historic market town and is a smaller centre when compared to both Royal Leamington Spa
and Warwick. The centre is located approximately 9.2km from Leamington Spa, 11.3km from Warwick,
14.5km from Coventry, and 37km from Birmingham.

The centre has historic roots and close to the centre of Kenilworth is Abbey Fields, a public park covering
some 28 hectares which contain the ruins of the historic Kenilworth Abbey as well as St Nicholas church.

Due to its historic foundations, the town centre is characterised by a narrow street pattern as show below:
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Source: Warwick District Local Plan (2017) with LSH annotations

Its retail provision is along the linear thoroughfare of Warwick Road. Talisman Shopping Centre built in the
1960s and modernised in 2008 represents the contemporary heart of Kenilworth with national multiples
such as Waitrose and Boots. Convenience provision within the centre is anchored at either end of Warwick
Road by Sainsburyoés and )Waitrose (Talisman Squar

DIVERSITY OF USES

The extent of the Town Centre analysed for the purpose of this study follows the boundaries set by the
Goad Experian plan. This enables comparisons with the health checks carried out for previous evidence-
based studies.
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The table below summarises the current composition of retail, leisure and service uses and floorspace in
the defined town centre.

Table 8.1: Kenilworth Town Centre i composition of retail, leisure and service businesses

% of Total Qutlets ‘ % of Total Floorspace

No. Outlets Kenilworth Avgrlzge ggmogrt(l)estss) Kenilworth Avgrilge
Comparison Retail 52 31.71% 26.99% 8,073 34.65% 30.21%
Convenience Retail 9 5.49% 9.29% 6,447 14.93% 15.48%
Retail Services 35 21.34% 15.74% 2,852 6.00% 7.20%
Leisure Services 39 23.78% 25.11% 7,711 25.03% 25.99%
Financial & Business Service 15 9.15% 8.86% 2,081 5.15% 6.70%
Vacant 14 8.15% 13.81% 2,016 14.25% 13.81%
Total 164 100%* 100%* 29,181 100%* 100%*

Source: Experian Goad Category Report i December 2021
Notes: (1) Figures may not sum to 100% due to rounding

(2) The floorspace figures are derived by Experian from the Goad Plan. The plans only show the footprint floorspace and
the site area, without the building lines. They should not therefore be read as a definitive report of floorspace. They do,
however, provide a useful means of comparison between centres, as all outlets are measured in a consistent manner.

There were 164 outlets in the town centre as of December 2021, occupying a total floorspace of 29,181
sgm gross. This is equivalent to an average unit size of 178 sqm gross. The split between retail and service
uses is briefly described below.

Convenience

There are 9 food and convenience outlets in the defined town centre, trading from a total estimated (Goad)
floorspace of 6,447 sqm gross. This is equivalent to an average unit size of 717 sgm gross. The provision
of outlets (5.5%) is below the national average (9.3%). However the provision of floorspace (22.1%) is
above the UK average of 15.5%.

The total number of convenience outlets recorded in the town centre has diminished from 12 in 2014, to 10
in 2016 to 9 currently. The main food store provision within the centre comprises: Waitrose (Bertie Road);
Sainsburys (Warwick Road) and Iceland (Warwick Road). Benchmarked against average provision in all
the 2,500+ centres monitored by Experian Goad, Kenilworth has a good provision of supermarkets (2
outlets), health foods (2 outlets), and bakers and confectioners (2 outlets). It has limited / no
representation, amongst others, in the following categories: greengrocers (1 outlet), grocers / delicatessens
(1 outlet), frozen foods (1 outlet) and no representation of butchers, convenience stores, fishmongers.

Comparison

The 52 comparison outlets are trading from a total estimated (Goad) floorspace of 8,073 sqm gross. This is
equivalent to an average unit size of 155 sgqm gross. The provision of outlets (31.7%) is higher than the
national average (27%). In contrast the provision of floorspace (27.7%) is below the UK average of 30.2%.

The total number of comparison outlets has fallen steadily from 2014 (65 outlets), to 63 outlets in 2016 and
finally to 52 currently.
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Kenilworth has above average provision in a number of comparison goods categories compared with the
Experian Goad national averages in the following: booksellers (2 outlets); carpets & flooring (4 outlets);
charity shops (8 outlets); chemists (2 outlets); general clothing (4 outlets); variety stores (2 outlets);
DIY/home improvement stores (2 outlets); electrical goods (2 outlets); florists (3 outlets); greeting cards (2
outlets); menswear / accessories (2 outlets) as well as textiles & soft furnishings (3 outlets).

There is no provision in the following categories benchmarked against national average including inter alia:

antique

shops,

cat al oguenfasthwearr ayadem & accessbried, fttece furditare,

gardens & equipment; leather & travel goods; music & musical Instruments and toys and games.

Services

There are 89 service outlets in the town centre (including retail, leisure, and professional and financial
services), occupying some 12,644 sgm gross of total floorspace. This is equivalent to an average unit size
of 142 sgm gross. The total provision of service outlets (54.3%) is above the national average figure of
49.7%. In terms of floorspace the provision of and floorspace (36.2%) is below the national average of

39.9%.

The following provides a summary of the provision across the different retail, leisure and financial service

categories:

0 Retail services i there are 35 outlets occupying a total floorspace of 2,852 sgm gross; equivalent to
an average unit size of 81 sgm gross. Total retail service outlets have increased from 27 in 2014 to
31 in 2016 to 35 currently. Total outlets and floorspace provision are above the national averages.
Health and beauty services account for 23 (66%) of the total retail service outlets. The next highest
provision is opticians (4 outlets).

0 Leisure services®® i there is a relatively good provision of leisure uses in the town centre. The 39
leisure-related businesses represent 23.8% of total outlets, which is below the national average of
25.1%. The total number of leisure services increased from 34 in 2014 to 41 in 2016 but has gone
down to 39 currently. These businesses occupy a total floorspace of 7,711 sgm gross, and
floorspace provision (25%) is just below the national average (26%). The average size of leisure
units is 198 sqm. The composition of leisure services located across Kenilworth Town Centre is split
between restaurants (11units); cafés (8 units); bars and wine bars (5 units); fast food/takeaways (6
units); public houses (3 units); betting offices, clubs and hotels have 1 unit each. There is no
provision for bingo & amusements, nightclubs or cinema / theatre.

o Financial and business services 1 the town has a below average representation of 15 outlets
(9.2% against a national average of 8.9%) and floorspace of 2,081 sqm (5.2%) which is below the
national average figure of 6.7%. The total number of outlets in this category increased from 17 in
2014 to 19 in 2016 and falling to 15 currently. The majority of the financial and business units
comprise of property services (7 units); legal services (3 units); retail banks (3 units) and building
societies (2 units).

8Leisure

services,

as

def i nkac & Wine Bars; Biego & AmuseBenssdCafes; Gasinog &Betting Offices Cinemas, Theatres

& Concert Halls; Clubs Disco, Dance & Nightclubs; Fast Food & Take Away; Hotels & Guest Houses; Public Houses; Restaurants; Sports & Leisure

Facilitieso
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EVENING / NIGHT TIME ECONOMY

Experian data indicates that there are 39 leisure services outlets dominated by 11 restaurants, 8 cafés; 5
bars and wine bars; 6 fast food/takeaways and 3 public houses. The majority of these are independent led
and spread across the centre and commercial leisure provision is seen in the form of Greggs, Subway,
Papa Johns, Zizzi and Costa. There is no cinema or theatre and the evening economy centres on the F&B

provision of the centre.

A broad review of the opening hours of selected retailers / leisure service providers within the town centre
confirms that it has relatively active evening and night time economy in relation to F&B offer. The retailers
in compari sonb®plkasaitse

Table 8.2: Kenilworth Town Centre:

Opening / Closing Times of Selected Outlets / Venues
Name Opens ‘ Closes Sunday Type ‘

09

The Almanack 05:00 23:00 Open F&B

Forrest Coffee House 09:00 17:00 Open F&B

Ego Mediterranean 11:00 23:00 Open F&B

Coffee On The Corner 09:00 17:00 Open F&B

Indian Edge 17:30 23:00 Open F&B

Bear & Ragged Staff 11:00 00:00 Open F&B

Indian Ark 17:30 23:00 Open F&B

Iceland 09:00 18:00 Open Convenience
Waitrose 08:00 21:00 Open Convenience
Joe Richards Grocers 07:30 17:00 Closed Convenience
Sainsbury's 08:00 21:00 Open Convenience
Tree House Bookshop 10:00 17:00 Closed Comparison
Wilko 08:00 18:00 Open Comparison
James Moore & Co 09:00 17:00 Closed Comparison
Peacocks 09:00 17:30 Open Comparison
The Prom Shop 10:00 18:00 Open Comparison
True Romantica Bridal 10:00 17:00 Open Comparison
Karen Delahunty Sewing 10:00 17:00 Closed Comparison
Kelly Cooper 09:00 17:00 Closed Services
Hairdressing

HSBC Bank plc 09:30 15:30 Closed Services
Saks Kenilworth Hair & 09:00 18:00 Closed Services
Beauty

Hollow Grind Barbershop 09:00 18:00 Closed Services
Thai Lanna Treatment 10:00 20:00 Open Services
Shell 06:30 22:00 Open Services

Source: LSH Research

Analysis of footfall along Warwick Road across various times during weekdays and weekends in October
2022 shows there is a strong evening economy which is comparable to lunch and afternoon time spans.
The footfall levels are also broadly similar across weekdays and weekends.
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Figure 8.2: Kenilworth Town Centre Footfall Patterns
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Source: Datscha

MARKETS

8.19  Kenilworth has one traditional retail market which operates every Thursday at Abbey End selling a variety
of produce such as fresh fruit and vegetables, plants, fresh baking, fish and clothing.

8.20  As detailed in the NPPF (paragraph 86) street markets should be retained and enhanced to create vibrancy
and enhance the vitality for the centre.

VACANCIES

8.21  There are reported 14 vac ant units in the town centre b.alhied on
represents an increase in the number of vacant units from the 12 in 2014 and 5 in 2016.

8.22  The current vacancy level of 8.2% is lower than the national average (13.8%). The total vacant floorspace
of 2,016 sgm gross represents 14.3% of total floorspace which is above the UK average of 13.8%. The
average vacant unit size is 144 sqm gross.

MULTIPLE & INDEPENDENT REPRESENTATION

8.23  There are 46 national multiple businesses in Kenilworth; equivalent to 28% of total (164) retail and service
businesses. The total multiple floorspace of gross 12,625 sqm is equivalent to 43.3% of its total floorspace
of 29,181 sqm gross. In other words, independent businesses account for 72% of businesses and 56.7% of
floorspace.
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Table 8.3: Kenilworth Multiple Provision i Outlets

MULTIPLES - REPRESENTATION No. Outlets % of Total Outlets
Kenilworth UK Average

Comparison 14 30.43% 40.92%
Convenience 5 10.87% 12.31%
Retalil Service 9 19.57% 9.99%
Leisure Services 10 21.74% 23.29%
Financial & Business Services 8 17.39% 13.49%
Total 46 100% 100%

Source: Experian Goad Category Report i December 2021
Notes: (1) Figures may not sum due to rounding.

As a proportion of total outlets, Kenilworth has a higher provision of multiple businesses in the retail and
financial services equivalent to 37% of all multiple outlets compared with 23.5% nationally. Comparatively
across the other remaining categories it is lower.

The high provision of multiple businesses in the retail and financial services category and lower provision in
the comparison, convenience and leisure category compared with independents, suggests that there an
imbalance in current provision. However this is also a reflection of national patterns as multiples decrease
their presence in the line of greater competition from online shopping and rising overhead costs.

FOOTFALL

Pedestrian movement across the core of the town centre is generally good and most parts of the town are
well connected. Footfall data has been gathered from Datscha®. In total, four locations were selected
across the town centre. The figure below shows footfall patterns since 2018 capturing trends pre-pandemic,
during and after national restrictions were eased.

%9 Datscha, collect data from over 10 million mobile devices. This data is provided by Fetch Analytics who access 80+ sources including mobile apps, wifi
hotspots and telecom providers (anonymised and GDPR compliant).
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Figure 8.3: Kenilworth: Footfall Count by Location
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Source: Datscha

The figure above illustrates that the Covid lockdowns impacted the levels of footfall during 2020 with a
gradual stabilisation in 2021. Warwick Road has shown more resilience returning to, or exceeding, pre-
pandemic levels. Other locations (Abbey End, The Square, Station Road) have not shown the same level
of recovery. This should be monitored and place based promotion and activity should be encouraged to
increase footfall and patronage.

MARKET DEMAND

The table below shows the latest published market demand for Kenilworth sourced from standard property
datasets, and is f ur t her informed by LSHG6s own mar ket i n
representation in the town and edge/out of centre locations.

The demand analysis is comparatively lower than for Leamington Spa and Warwick but overall this
indicates that primary demand is from convenience retailers (Aldi and Lidl). Whether this is aimed at the
town centre is unknown but, in any case, this demand should be directed to the town centre to ensure
continued vitality and viability of the centre.

Table 8.4: Kenilworth Town Centre i Market Demand

Operator Type Category Min sgm Max sgm
1{Kennelpak Vaping hardware shop |[Pet store 279 465|
2|MaxiSaver Discount retailer Comparison 232 557|

Sub-Tota) 511] 1,022

3|Aldi (West Midlands) Supermarket Convenience 1,672 2,044
4|Lidl (Central England) Supermarket Convenience 1,672 2,415
Sub-Tota] 3,344 4,459

5|Amber Taverns Pub restaurants Leisure 186 0
6| The White Brasserie Compangrasserie Restaurant |Leisure 372 0
Sub-Tota) 557] 0

Overall Tota] 4,413 5,481

Source: The requirement list_ as of November 2022
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COMMERCIAL INDICATORS

Commercial agents indicate that Prime Zone 6 A6 rents i ane cltremly ih vthe rrande of
£301/sqm 1 £377/sgm (£28/sqft i £35/sqft). This is broadly a similar picture to 2018 when the range was
£323/sgm (£30/sqft). Whilst it has been at this level for some time local agents report that Kenilworth
remains a centre with a good and stable convenience offer and as such the steady rents are reflective of
the market demand and perception of the centre.

Due to paucity of transactions, local agents were unable to provide an indication on prime yields.

ACCESSIBILITY, TRANSPORT & MOVEMENT

Kenilworth is well connected with access to the main motorways (M6, M40 and M42) and more locally via
the A46 and A452. The centre has regular bus services to and from Warwick, Royal Leamington Spa and
Coventry. Trains also run regularly from Kenilworth Station to Coventry and Royal Leamington Spa. A taxi
rank is located at Abbey End.

The town centre is broadly centred on the central artery of Warwick Road and as a result is very walkable
and accessible. Warwick Road also has a 20mph speed restriction which contributes to pedestrian safety.
Although the road is relatively busy, there is sufficient paving on both sides of the road, dropped and tactile
paving, and metal bollards for pedestrian safety and to aid pedestrian road crossings. Talisman Square off
Warwick Road is a pedestrianised precinct street which leads to more retail units.

In terms of parking provision, Kenilworth has five car parks, three of which are under the control of the
Council as shown below:

Table 8.5: Kenilworth Car Park Provision

No ‘ Car Park (CP) ‘ Spaces
1 Abbey End CP (Surface Long Stay) 217 regular
2 Square West CP (Surface Long Stay) 128 regular
3 Abbey Fields CP (Long Stay) 106 regular
4 Sainsburys CP 151 regular
5 Waitrose CP 155 regular

Source: LSH Research

DIGITAL CONNECTIVITY

Kenilworth currently achieves a fixed line broadband speed of between 50mbps® and 90mbps. We are not
aware of any plans to boost the connectivity speed.

0 Megabits per second (mbps) are units of measurement for network bandwidth
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Figure 8.4: Kenilworth Broadband and Ultrafast Availability

@ Under 10 Mbps

® 10-20 Mbps

¥ 20-30 Mbps
30-40 Mbps
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60-70 Mbps
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® 80-90 Mbps

® 90-100 Mbps

@ Over 100 Mpbs

Source: Consumer Data Research Centre

In terms of current internet usage, Kenilworth, as with Warwick is made up almost exclusively of e-veterans
who have high levels of engagement for information seeking online services and shopping; indicating that
there is good digital connectivity and good usage.

Figure 8.5: Kenilworth Internet User Classification

1
high levels of Internet engagement, particularly regarding social networks,
communication, streaming and gaming, but relatively low levels of online shopping,
besides groceries.

high levels of Internet engagement, and comprises fairly young populations of urban
professionals, typically aged between 25 and 34. They are experienced users and
engage with the Internet daily and in a variety of settings

affluent families, usually located within low-density suburbs, with populations of
mainly middle-aged and highly qualified professionals. Higher levels of engagement
for information seeking, online services and shopping, but relatively less so for

c ication and entertail particularly social networks or gaming.

e-Veterans

Access to broadband is average, possibly due to other modes of access, such as
Youthful Urban Fringe  Internet usage in public places. High levels of social media usage but low patronage
of online retailing.

By e iHigh demand for internet services by members of this group is constrained by poor
" infrastructure.

The level of engagement is average across most attributes.

'many individuals have limited or no interaction the internet, typically used for social
networks, gaming and some limited online shopping.

Despite being infrequent users, they make average use of the internet for
information

they undertake limited engagement with the internet they may have only rare
access toindeed no access to it at all

they have the highest ratio of people that don’t have access to have access but
never engage with the internet

Source: Consumer Data Research Centre

ENVIRONMENT

Kenilworth has an attractive town centre with a mixture of historic and more contemporary buildings. The
town centre is generally clean and tidy throughout and benefits from some soft landscaping and flower
beds along the high street and has a good gathering point towards Abbey End where the local markets
have been held. At this point is the landmark Clock Tower at the end of the High Street which contributes to
the townds char setirng.eThe padestrianrenvsonmentiisof good quality, with wide paving,
dropped kerbs and safe places to cross. Overall the town centre is clean and tidy and has no signs of
urban neglect or decay.
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CRIME & OCCURRENCE OF CRIME

8.38  According to UKCrimeStats, crime in Kenilworth is showing a broadly downward trend since August 2018
but there have been noticeable spikes since the beginning of 2022.
Figure 8.6: Kenilworth Total Crime
Total Crime Aug 2018 to Aug 2022 Crime: Area Covered
180 Q b ‘,:‘//'
160 . i A =~ 3
84103 R o R4 ‘ /
e . ™ ,L‘ﬂ"‘w £':om“ 4 %
120 | Ladyes Hills : .
Casllle Green NC 12 b | - /
100 e \ / Par@)!” /4
w0 ,-")ilworth*\ B\ g
W D ¥
50 ; 3 /1 Windy A‘r‘b"‘.’
40 ] Bogmwell \\‘» ) 4 e
T T2 OTo2TLYTLOTOLOTOLOTOR . mmnomn/yun’%?‘:w :
2 22 22 8282 22 %2 £& 2 & 2 _ @® 4?’%
y, \ A (Y Ashow
i / e\ Riveaig, L
Source: UKCrimeStats
8.39

Of the reported crime, violent crime is the most common offence representing 36% of the crime reported.

Another third is made up of antisocial behaviour (18%), vehicle crime (9.7%); other theft (9.75) and public
order offences (7.2%).

Figure 8.7: Kenilworth: Total Crime

Crime Breakdown i Sep 2021 i Aug 2022 ‘

Robbery Burglary Criminal Damage
7.3% and Arson
= 8.7%

Drugs

Anti-Social
Behaviour
18.0%

Other Crime

2.0%
X Violent Crime
Public Order 31.7%
1.2%

Posession of

Weapons
0.1%
Other Theft
9.7%
Theft from the
Person Bike Theft Shoplifting Vehicle Crime
0.4% 0.7% 3.4% 9.7%

Source: UKCrimeStats

8.40 The normalised crime rate in Kenilworth for

many types of crime is broadly lower when compared to the
county average.
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Figure 8.8: Kenilworth: Total Crime

Crime Breakdown: Kenilworth v/s Warwickshire
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CUSTOMER VIEWS AND BEHAVIOUR

The responses to the household telephone interview survey provide further insight with regard to what
people like about Kenilworth and what potential improvements to the town centre could make them visit
more often than they currently do. This showed the following:

o Of those respondents that visited Kenilworth once a month from the Study Area (Zones (1-15) the

top three pr i maforfpodsshemingd nos nOnkfeod shoppingd f o | | wisiteodaféls y
/restaurantsd6 a s s h o.wWhs indieate®the centre serves its localised catchment.

Figure 8.9: Kenilworth: Main Activity for Visit from Study Area (Zones 1-15)

45%

40%

35%

30%

25%

20%

15%

10%
% . - 2% 2% 2%
0% | | —_—

For food shopping For non-food shopping To visit cafes / For a day out/ window To meet family To visit other gyms / To meet friends To visit personal service
restaurants shop / walk about health and fitness providers (e.g.
facilities hairdressers, beauty
salon etc.)

105

o



8.42

8.43

8.44

oln terms of ®%pabaut Kenilwoeh theltdp kespprses were 6 c | os e tdoathtornaectt,i

environment, ol | owgeodo db yf obod st oresd and 6égdod pubs,

Figure 8.10: Kenilworth: Main 6 L i k e s 6 udy AreanfZoBes 1-15)
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o In terms of suggested improvements that would make respondents visit Warwick more often the

caf ¢

majority (56%) st at ed3 bnothpgeagtdhed OGmor e nat i dreedshopsay | t2i% |
6more independent shops?©d, 2% o6more |/ better .comp:

Overall there is a general level of satisfaction with primary suggestion on improving the retail offer.

BARRIERS TO BUSINESS

We are not aware of any immediate barriers to entry to businesses. However, in the current economic
climate the main barriers to investment for new and existing businesses will relate to the fallout from the
COVID-19 pandemic, rising inflation as well as the impact of the cost of living crisis. This will have an
impact on the operation and running of all types of business including both multiples and independents.

STAKEHOLDER CONSULTATION FEEDBACK

The health check was informed by wide-ranging engagement and discussions with key stakeholders. The
overall study findings and recommendations have also taken account of other significant engagement and
consultation carried out by other parties, including the Council, to help inform plan-making.

The table below provides a summary of the feedback we received on the relative strengths and
weaknesses of Kenilworth town centre, the opportunities for future growth and any potential threats to its
growth.

BlExcludes OBadot Nkespbrisasg 0
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STRENGTHS

o High level of connectivity and accessibility.

o Well connected to wider locations.

o Strong convenience provision.

o Low vacancy rate.

o Good mix of independent and national multiples.
o Good shopping environment with pleasant street scene, with soft landscaping and historic value.
o Good leisure services offer

o Strong evening economy.

o Good level of parking.

0 Strong independent retail and service offer.

0 Low Zone Arents.

0 Regular street market.

o Benfits with linkages with surrounding green inreastructure (e.g. Abbey Fields)

o Congestion and strain on the main thoroughfare of Warwick Road.

o Low provision of EV charging points.

o No cycle paths.

OPPORTUNITIES

o To market and promote centre to attract both locals and visitors into the town centre.

o Improve the town centre further by way of greening and softening the urban landscape.

o Provision of bike racks / cycle ways.

o Inform local residents of activities through newsletter and social media.

o Develop a rolling programme of activity including fairs / festivals and street markets.

o Improve public realm and lighting to make centre more attractive and improve perceptions of safety, wellbeing, etc.
o Consider provision of a town centre manager to promote and co-ordinate activity across the centre.

o0 Refurbishment of shop frontages.

0 Build on surrounding natural landscape and build on green space connections.
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THREATS

o Increasing traffic on Warwick Road affecting shopper experience.

0 Limited development opportunities.

o Lack of new occupiers for vacant space.

0 High/increasing business operating costs.

o Competition from high order centres such as Leamington Spa / Warwick etc.

0 Online shopping.

CONCLUSIONS

Kenilworth is well connected and accessible centre. Whilst a comparatively smaller centre it has strong
convenience provision. The centre serves its local catchment and there is a good mix of multiple and
independents. It also has a strong evening economy which needs to be promoted further.

Whilst the centre benefits from a low rate of vacant properties, place making and promotion should be a
key feature to ensure resilience and vitality across the centre. Footfall levels need to be monitored and
place based activity and promotion should be considered as an overall part of the marketing mix for the
centre.

As with Warwick, crime rates need to be monitored together with appropriate security measures reinforced
to ensure the centrebs continued vitality and in
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9.1

9.2

9.3

9.4

9.5

STRATFAORDOMVONOWN CENTHEALTH
CHECK

Stratford-upon-Avon is a market town that developed along the banks of the River Avon with a history
dating back some 800 years. It is best known for being the birthplace of the playwright William
Shakespeare. The town has retained a lot of its historic architecture which also makes it a tourist
destination, attracting those interested in literature, theatre, culture and English history.

The town is easily accessible by both road and rail. It is located approximately 16km from both Leamington
Spa and Warwick and some 35km south east of Birmingham and sits on the edge of the Cotswolds.

Due to its historic foundations, the town centre is characterised by a narrow street pattern as show below:

Figure 9.1: Stratford-upon-Avon: Town Centre Boundary
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Source: Stratford-on-Avon District Core Strategy 2011-2031 with LSH annotations

The historic nature of the centre is accentuated by the number of black and white Tudor style frontages on

the High Street giving visitors an impression of Shakespearean times. Henley Street (famous for
Shakespearebs birthplace) has a mix of gi ft shops,
Henley Street has a collection of independent designer shops.

The town centre also benefits from having a BID. The Stratford-upon-Avon BID has been in operation since

2009. It represents more than 430 businesses across Stratford-Upon-Avon Town Centre. The BID6s cur r er
term extends until March 2024. The broad objectives of the BID are: to deliver a comprehensive marketing

strategy; run award-winning festivals; operate a Town Ambassador programme; deliver security initiatives

and offer a wide range of business support initiatives. Overall the BID seeks to bring more people into

Stratford Town Centre, making them stay longer and spend across the centre.
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9.9

9.10

DIVERSITY OF USES

The extent of the Town Centre analysed for the purpose of this study follows the boundaries set by the
Goad Experian plan. The table below summarises the current composition of retail, leisure and service
uses and floorspace in the defined town centre.

Table 9.1: Stratford-upon-Avon Town Centre i composition of retail, leisure and service businesses

% of Total Qutlets % of Total Floorspace

Stratford-upon- UK No. QOutlets Stratford- UK
No. Outlets

Avon Average (sgm gross) upon-Avon Average

Comparison Retall 135 30.47% 26.99% 19,556 21.12% 30.21%
Convenience Retail 26 5.87% 9.29% 2,815 3.04% 15.48%

Retail Services 55 12.42% 15.74% 5,119 5.53% 7.20%
Leisure Services 125 28.22% 25.11% 44,779 48.37% 25.99%

Financial & Business Service 38 8.58% 8.86% 5,342 5.77% 6.70%
Vacant 64 14.45% 13.81% 14,967 16.17% 13.81%

Total 443 100%* 100%* 92,577 100%* 100%*

Source: Experian Goad Category Report i May 2022
Notes: (1) Figures may not sum to 100% due to rounding

(2) The floorspace figures are derived by Experian from the Goad Plan. The plans only show the footprint floorspace and
the site area, without the building lines. They should not therefore be read as a definitive report of floorspace. They do,
however, provide a useful means of comparison between centres, as all outlets are measured in a consistent manner.

There were 443 outlets in the town centre in May 2022, occupying a total floorspace of 92,577 sgm gross.
This is equivalent to an average unit size of 209 sgm gross. The split between retail and service uses is
briefly described below.

Convenience

There are 26 food and convenience outlets in the defined town centre, trading from a total estimated
(Goad) floorspace of 2,815 sgm gross. This is equivalent to an average unit size of 108 sqm gross. The
provision of outlets (5.9%) is below the national average (9.3%) as is the provision of floorspace (3%)
against the UK average of 15.5%.

The main convenience stores present within the town centre include Marks & Spencer (Bridge Street),
Sainsbury's (Bridge Street) and Tesco Express (Bridge Street). Benchmarked against average provision in
all the 2,500+ centres monitored by Experian Goad, Stratford-upon-Avon has a good provision of bakers
and confectioners (7 outlets), convenience stores (5 outlets), grocers/delicatessens (3 outlets), off licenses
(3 outlets), newsagents (3), butchers (2 outlets), health foods (2 outlets). It has more limited and/or no
representation in the following categories: frozen food (0 outlets) fishmongers (0 outlets) and greengrocers
(O outlets).

Although there is an under-provision of food and convenience retailing in the town centre generally, there is
a large provision outside the Town Centre boundary. This includes: Aldi (Canners Way); Asda (Maybird
Retail Park); Lidl (Maybrook Road), Marks & Spencer (Maybird Retail Park), Morrisons (Alcester Road),
Tesco Superstore (Birmingham Road) and Waitrose (The Rosebird Centre).

110




9.1
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9.13

9.14

9.15

Comparison

The 135 comparison outlets are trading from a total estimated (Goad) floorspace of 19,556 sqm gross. This
is equivalent to an average unit size of 145 sgm gross. The provision of outlets (30.5%) is higher than the
national average (27%). In contrast the provision of floorspace (21.1%) is below the UK average of 30.2%.

Stratford-upon-Avon has above average provision in a number of comparison goods categories compared
with the Experian Goad national averages in the following: antique shops (4 outlets); art & art dealers (6
outlets); booksellers (3 outlets); charity shops (13 outlets); general clothing (11 outlets); crafts, gifts, china
& glass (19 outlets); variety stores (2 outlets); footwear (5 outlets); jewellers (14 outlets); ladieswear &
accessories (8 outlets); menswear & accessories (3 outlets); music & musical Instruments (1 outlet); music
& video recordings; (1 outlet); photographic & optical (1 outlet); telephones & accessories (7 outlets);
toiletries, cosmetics & beauty products (5 outlets); and toys, games & hobbies (4 outlets).

There is no provision in the following categories benchmarked against national average including inter alia:
carpets/flooring; catalogue showrooms; children/infants wear; cycles & accessories; gardens & equipment;
leather & travel goods; office supplies; and sports, camping & leisure goods.

Services

There are 218 service outlets in the town centre (including retail, leisure, and professional and financial
services), occupying some 55,240 sgm gross of total floorspace. This is equivalent to an average unit size
of 253 sqm gross. The total provision of service outlets (49.2%) is just below the national average figure of
49.7%. In terms of floorspace the provision of and floorspace (59.7%) is above the national average of
39.9%.

The following provides a summary of the provision across the different retail, leisure and financial service
categories:

0 Retalil services i there are 55 outlets occupying a total floorspace of 5,119 sqm gross; equivalent to
an average unit size of 93 sgm gross. The proportion retail service outlets is at 12.4% which is below
the national average of 15.7%. In terms of floorspace provision this too is below the national average
(5.5% against 7.2% respectively). Health and beauty services account for 40 (73%) of the total retail
service outlets. The next highest provision is opticians (6 outlets).

o0 Leisure services® i there is a relatively good provision of leisure uses in the town centre. The 125
leisure-related businesses represent 28.2% of total outlets, which is above the national average of
25.1%. These businesses occupy a total floorspace of 44,779 sgm gross, and floorspace provision of
48.49% is significantly above the national average of 26%. The average size of leisure units is 358
sgqm. The composition of leisure services in Stratford-upon-Avon is split between cafés (34 units);
restaurants (28 units); fast food/takeaways (14 units); hotels / guest houses (13 units); public houses
(13 units) and bars and wine bars (10 units). Other leisure units include a combination of sports
facilities, hotels, betting offices, cinema / theatre / concert hall, clubs and sports facilities.

2. ei sure services, as def i nkad & Wine Bars;Bimgo & AmuseGentssdCafes; Gasinog &Betting Offices Cinemas, Theatres
& Concert Halls; Clubs Disco, Dance & Nightclubs; Fast Food & Take Away; Hotels & Guest Houses; Public Houses; Restaurants; Sports & Leisure
Facilitieso
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o Financial and business services i the town has a comparable average representation of 38
outlets (8.6% against a national average of 8.9%) and floorspace of 5,342 sqm gross (5.8%) which is
marginally below the national average figure of 6.7%. The majority of the financial and business units
comprise of property services (15 units); retail banks (7 units); financial services (6 units) and legal
services (6 units).

EVENING / NIGHT TIME ECONOMY

Experian data indicates that there are 125 leisure service outlets dominated by 34 cafés, 28 restaurants, 14
fast food / takeaways; 13 hotels / guest houses; 13 public houses and 10 bars and wine bars. The majority

of these are independent led and spread across the centre and commercial leisure provision is seen,
amongst others, representedby Bel | a |t al i a, Csa Subway, Pizza Bxpress, Bhie &igdiing ¢ k
Squid,Papa Johnés, &dM®&D&KRoalgeds

The centre also provides a rich cultural and entertainment mix that comprises the Everyman Cinema (Bell
Yard Complex) and theatres including The Royal Shakespeare Theatre, Heritage Theatre (Waterside),
Stratford Playhouse and The Swan Theatre.

A broad review of the opening hours of selected retailers / leisure service providers within the town centre
confirms that it has a relatively active and diverse offer in terms of the evening and night time economy.
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Table 9.2: Stratford-upon-Avon Town Centre:

Opening / Closing Times of Selected Outlets / Venues

Name Opens ‘ Closes Sunday Type
Encore 12:00 23:00 Open F&B
Zizzi 11:30 22:00 Open F&B
Loxleys 11:30 23:00 Open F&B
Costa Coffee 08:00 18:00 Open F&B
Bella Italia 11:00 22:00 Open F&B
McDonald's 06:00 23:00 Open F&B
Giggling Squid 12:00 22:30 Open F&B
Marks and Spencer 08:30 18:30 Open Convenience
Sainsbury's Local 07:00 22:00 Open Convenience
Tesco Express 07:00 20:00 Open Convenience
Little Waitrose 00:00 00:00 Open Convenience
Farmer's Market 10:00 16:30 Closed Convenience
Saturday Market 10:00 17:00 Closed Convenience
House of Spells 09:00 18:00 Open Comparison
Superdrug 09:00 17:30 Open Comparison
Waterstones 09:00 17:30 Open Comparison
Town Square Shopping 09:00 17:30 Open Comparison
Centre
Everyman Stratford-upon- 10:00 00:00 Open Services
Avon
Barclays Bank 09:30 15:30 Closed Services
Lloyds Bank 09:00 17:00 Closed Services
Black Sheep Barber Shop 09:00 19:00 Open Services
The MAD Museum 10:00 17:00 Open Services

Source: LSH Research

Analysis of footfall across various times during weekdays and weekends in October 2022 shows that there
are good levels during the day peaking at lunch time. Furthermore there is a good level of footfall in the

evening.
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Figure 9.2: Stratford-upon-Avon Town Centre Footfall Patterns
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Source: Datscha

MARKETS
9.20 The centre also has a thriving market scene including:

o0 Traditional Charter Market every Friday
o Urban Mix Market every Saturday
o 6Upmarketd every Sunday

9.21 In addition a local Farmers Market is held on the 15t and 3 Saturday of each month in the Market Square
at the top of Rother Street. Furthermore, there are also annual markets and fairs, such as the Victorian
Christmas Market Festival and the Mop Fair.

9.22 The variety, frequency and range of markets are a positive aspect for the town centre as it attracts footfall
and spend. As detailed in the NPPF (paragraph 86) street markets should be retained and enhanced to
create vibrancy and enhance the vitality for the centre.

VACANCIES

9.23 There are reported 64 vacant units in the town centre baThied on
represents a vacancy level of 14.5% which is higher than the national average (13.8%). The total vacant
floorspace of 14,967 sqm gross represents 16.1% of total floorspace which is also above the UK average
of 13.8%. The average vacant unit size is 234 sqm gross.

MULTIPLE & INDEPENDENT REPRESENTATION

9.24  There are 106 national multiple businesses in Stratford-upon-Avon; equivalent to 23.9% of total (443) retail
and service businesses. The total multiple floorspace of gross 34,039 sgm gross is equivalent to 36.8% of
its total floorspace of 92,577 sqm gross. In other words, independent businesses account for 76.1% of
businesses and 63.2% of floorspace.
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Table 9.3: Stratford-upon-Avon Multiple Provision i Outlets

MULTIPLES - REPRESENTATION No. Outlets % of Total Outlets
Stratford-upon-Avon UK Average

Comparison 47 44.34% 40.92%
Convenience 7 6.60% 12.31%
Retalil Service 8 7.55% 9.99%
Leisure Services 28 26.42% 23.29%
Financial & Business Services 16 15.09% 13.49%
Total 106 100% 100%

Source: Experian Goad Category Report i May 2022
Notes: (1) Figures may not sum due to rounding.

As a proportion of total outlets, Stratford-upon-Avon has a higher provision of multiple businesses in the
comparison, leisure and financial services category; equivalent to 85.9% of all multiple outlets compared
with 77.7% nationally. Comparatively across the other remaining categories it is lower.

FOOTFALL

Pedestrian movement across the core of the town centre is generally good and most parts of the town are
well connected. Footfall data has been gathered from Datscha®. In total, four locations were selected

across the town centre. The figure below shows footfall patterns since 2018 capturing trends pre-pandemic,
during and after national restrictions were eased.

Figure 9.3: Stratford-on-Avon: Footfall Count by Location
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Source: Datscha

8 Datscha, collect data from over 10 million mobile devices. This data is provided by Fetch Analytics who access 80+ sources including mobile apps, wifi
hotspots and telecom providers (anonymised and GDPR compliant).
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9.29

9.30

The figure above illustrates that the Covid lockdowns impacted the levels of footfall during 2020 with a
gradual stabilisation in 2021 and growth in 2022. Most locations are returning to, or exceeding, pre-
pandemic levels including Henley Street, Bridge Street and Green Hill Street. Footfall should be regularly
monitored to understand patterns on patronage across the centre.

OUT-OF-CENTRE RETAIL & LEISURE

Stratford-upon-Avonds primary competition is from out of
(Argos, Asda Living, B&Q, Boots, Clarks, Costa, Greggs, Hobbycraft, M&S Simply Food, Matalan, New
Look, Next, Pizza Hut, Poundland, Sports Direct, Subway, Superdrug, TK Maxx and WH Smith) and
Maybrook Retail Park (Lidl, Pets at Home, Currys/PC World).

MARKET DEMAND

The table below shows the latest published market demand for Stratford-upon-Avon sourced from standard
property dataset s, and further informed by LSHOGS
representation in the town and edge/out of centre locations.

The demand analysis indicates that there is demand from a variety of operators but primarily demand from
both comparison and leisure operators. This demand should be directed to the town centre to ensure
continued vitality and viability of the centre.

Table 9.4: Stratford-upon-Avon Town Centre i Market Demand

Operator Type Category Min sgqm Max sqgm
1|Flawless Vape Shop Vaping hardware shop Comparison 37 93
2|Kennelpak Pet store Comparison 279 465|
3|Pavers Shoe retailer Comparison 158] 186
4|JoJo Maman Bebe Mother & baby brand Comparison 74 139
5|Fone World Mobile Phone Retailer Comparison 46 93
6|iCrack Phone repair specialist store. Comparison 23 102
7|Sense Charity Comparison 111 557|
8|Just for Pets Pet retailer Comparison 232 604
9|Dune London Shoe shop Comparison 74 139
10|ECigWizard Electronic Cigarette Retailer Comparison 28 93
11|MaxiSaver Discount retailer Comparison 232, 557
12| Anthropologie Women's clothing & homeware Comparison 372 743
13|Shoezone Shoe retailer Comparison 186 372
Sub-Tota| 1,852 4,143
14| Aldi (West Midlands) [Supermarket |convenience 1672 2044
Sub-Tota] 1,672 2,044
15(Brunning & Price Pub restaurants Leisure 418 929
16| The Cods Scallops Fish and chip shop Leisure 111 279
17|KFC Fast food restaurant Leisure 167| 325
18|Amber Taverns Independent Pub Company Leisure 186 0
19(baresca Tapas Bar & Restaurant Leisure 325 418
20|CUPP Bubble tea cafe Leisure 23 93
21|Sommar Tap Independent bar Leisure 93 1486
22|Coppa Club Restaurant & Bar Leisure 557 929
23|Cornish Bakery Cornish Pasties Leisure 46 279
Sub-Tota] 1,926 4,738
Overall Tota] 5,450 10,925

Source: The requirement list_ as of November 2022
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COMMERCIAL INDICATORS

9.31  According to PMA Promis the top Pr i me Z aemts in &thaBiord-upon-Avon are around £915/sgm
(E85/sqft). However, this represents a decline of 59% since 2018 when it was at £1,450 (£135/sqft).

9.32  Local agents were unable to provide an indication on prime yields due to paucity of transactions.

ACCESSIBILITY, TRANSPORT & MOVEMENT

9.33  Stratford-upon-Avon has a good transport system which includes the Heart of England Rail Partnership.
The railway links Stratford-upon-Avon to Birmingham, Leamington Spa and many other surrounding towns.
Regular buses also run throughout Stratford and the surrounding area. The bus network is made up of a
number of inter-urban services to Leamington Spa, Redditch, Evesham, Banbury, Warwick and
Birmingham, along with services connecting to local villages.

9.34  Due to the historic nature of Stratford-upon-Avon the road layout is constrained with competing demands
for space on the transport network. The town centre road network spans out from the roundabout at its
centre, with Bridge Street, Union Street, Henley Street, Wood Street (leading to Greenhill Street) and High
Street (leading to Chapel Street). Sheep Street / Ely Street run perpendicular to High Street and also
contain primary shopping frontages. Bridge Street is the widest with raised paving running down the centre
of the road to facilitate easier pedestrian crossing. The paving throughout the town centre is in good
condition and Henley Street is pedestrianised. There are also dropped kerbs, tactile paving and safe
crossing throughout. There are walking and cycling routes in both the urban area leading to the
surrounding countryside.

9.35 Interms of parking provision, there are a number of car parks available including:

Table 9.5: Stratford-upon-Avon Car Park Provision
No ‘ Car Park (CP) ‘ Spaces

1 Arden Street CP 240 Spaces
2 Church Street CP 197 Spaces
3 Windsor Street Multi-Storey CP 243 Spaces
4 Sheep Street CP 9 Spaces; (Disabled Parking Only)
5 Bridgeway Multi-Storey CP 650 spaces;
6 Bridgeway Surface CP 66 Spaces
7 Leisure Centre CP 544 Spaces
8 Recreation Ground CP 378 Spaces
9 Swans Nest Lane CP 26 Spaces
10 Rother St Multi-Storey CP 247 Spaces

Source: LSH Research
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DIGITAL CONNECTIVITY

9.36  Stratford-upon-Avon currently achieves a fixed line broadband speed of between 50mbps® which is
comparatively slower than the WDC centres. Some areas of the urban edges also fall to 30-40mbps.

Figure 9.4: Stratford-upon-Avon Broadband and Ultrafast Availability

Source: Consumer Data Research Centre

9.37 The digital connectivity speed is reflected in terms of current internet usage. Stratford-upon-Avon is made
up almost exclusively of e-Rational Utilitarians which are who are digitally constrained by poor
infrastructure.

Figure 9.5: Stratford-upon-Avon Internet User Classification

Source: Consumer Data Research Centre

54 Megabits per second (mbps) are units of measurement for network bandwidth
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