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1.01

1.02

1.03

WYG Planning (hereafter ‘WYG') was commissioned by Tendring District Council (‘the Council’) in
April 2015 to undertake an updated Retail Study for Tendring. The Study replaces the previous
2006 North Essex Authorities Retail Study and 2010 Retail Study Update and forms part of the

evidence base informing the production of the new Tendring District Local Plan.

A key purpose of this Study is to provide an assessment of retail capacity in the period to 2032, and
to review the current performance of Major Town and Town Centres across the District. This is of
particular importance given recent fluctuations in the UK economy which have had a notable impact

on many town centres and the retail sector in general.

The Council is preparing a new Local Plan with recent consultation on Issue and Options Stages.
The new Local Plan will guide future development in Tendring area to 2032. The aims and

objectives for this Study therefore include consideration of the following:

Provide an up-to-date analysis of retail and town centre policy at the national level to set the
context for the review of the compliance of draft policies on such matters within the emerging

Local Plan for Tendring;

e Describe the current and emerging national and local economic trends and emerging shifts in
retail spending. Examine the implications of the trends for Tendring up to 2032, with particular

regard to the 2010 Retail Study’s population expenditure estimates;

e Present a health check (NPPG 005) on the function, classification and vitality and viability of the
District’s centres. As well as health checks, this assessment will include a review of any
potentially suitable development opportunity that conform to the sequential test to site

selection;

e Produce convenience and comparison retail expenditure floorspace capacity projections for the
period to 2032 and provide an assessment of quantitative and qualitative need for additional

retail uses;
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e If there is an identified need for additional floorspace, provide a qualitative review of existing,
committed and proposed developments, sites and opportunities in line with NPPF and NPPG,

which will be capable of withstanding scrutiny if allocated through the Local Plan; and

e In consideration of all the above and consultation with key stakeholders, make
recommendations for a retail strategy (NPPF paragraph 23 and NPPG paragraph 003) for
Tendring District Council. This will entail a thorough review of the emerging Local Plan and any
recommendations for revisions or additional policies on the basis of updates to the evidence
base and national policy guidance as well as overall conclusions and recommendations based on

each item above.

1.04  Given the above requirements, it is envisaged that the Study will act as the evidence base to assist
in the formulation of future development plan policy, as well as providing baseline information to

assist in the determination of planning applications for retail development.

1.05 In addition to considerable work “in the field” to determine the current health of all defined centres,
the Study also draws upon new empirical research, with NEMS Market Research Limited (NEMS)
undertaking surveys of 1,000 households within a defined Sub Region Study Area in May 2015.

The Sub Region Study Area for the household survey comprises seven zones which are based on
postcode sectors grouped to reflect areas which are likely to exhibit similar patterns of shopping
behaviour. The Study is informed by a comprehensive survey of existing operators within the
district and examines the existing published data sources, such as Experian Goad, Verdict, Mintel,
Venuescore and StorePoint. The Study also draws upon the population data provided by the
Council in December 2015 and the latest Experian population forecast and expenditure data in

order to establish the up-to-date position with regard to both convenience and comparison goods

capacity.

1.06  Our report is structured as follows:

o Section 2 provides a context for the Retail Study by providing an analysis of key retail trends;

o Section 3 considers the up-to-date position in respect of relevant national, regional and local

retail planning policy;
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o Section 4 presents the key findings in respect of household survey research;

o Section 5 sets out an overview of the vitality and viability of Tendring’s town centres;

o Section 6 identifies current and future population and expenditure levels within the Sub Region

and Tendring Study Areas;

o Section 7 provides our assessment of the quantitative and qualitative need for further

convenience and comparison goods retail floorspace over the assessment period; and

o Section 8 sets out our conclusions and recommendations.
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2.01  The retail property landscape across the UK has evolved significantly over the past 50 years, from
post-war redevelopment in town centres, through to the emergence of retail warehouse parks and
out-of-town regional shopping malls. For most of this period, the retail and leisure sectors have
experienced considerable expenditure growth, which has been attributed to a number of factors,
including greater disposable income, availability of credit, new technology and a general overall
increase in our standard of living. However, recent economic conditions have had a clear impact on
expenditure and convenience goods spending per capita has actually reduced in recent years. The
way in which goods are purchased has also altered due to the increased popularity of ‘e-tailing’,

which now claims more than one in every ten pounds spent in the UK.

2.02  The retail and leisure market and the need for new development continually evolves as a result of
numerous factors including demographics, consumer demands, car ownership, planning policy and
technological advancements. The share of retail spending has undergone a significant shift in the
decade since 2002, with Verdict identifying that town centre spending as a proportion of overall
spending declined from 47.7% to 39.9% at 2012. In contrast, spending in out of centre locations
has increased over the same period by 2.1% and non-store locations (principally internet retailers)
by 6.6%*. These changes have had a major impact on the format and location of retail and leisure
floorspace, which has led to recent Governments reaffirming their commitment to the ‘town centre
first’ policy approach that is now outlined in the National Planning Policy Framework (NPPF) (March
2012).

2.03 A 2014 report by Colliers? provides information regarding trends, together with forecasts for the
future of retailing in the UK. The findings confirm that the retail sector has been significantly
affected by the wider economic climate and that there is considerable uncertainty about the
strength and durability of future growth. However, Colliers reports that the recent improved
economic outlook is beginning to result in increased consumer confidence and pockets of retailer
expansion which are resulting in a reduction in vacant retail space. Furthermore, it is evident that

the UK unemployment rate is currently falling (recorded as being 5.4% between June and August

13\UK Out of Town Retailing’, Verdict Datamonitor, April 2012
2 'National Retail Barometer: Summer 2014/, Colliers, September 2014
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2.04

2.05

2.06

2015 lower than 5.6% between March to May and 6.0% for a year earlier) and that worker’s total

earnings, including bonuses, were up 3% in June to August 2015 compared to a year earlier. >

Notwithstanding these very recent encouraging signs, the economic conditions of the past few
years have had a significant impact on the public’s ability and willingness to spend their earnings on
retail goods. Since 2010 there have also been increases in taxation (for example in VAT, national
insurance contributions and capital gains tax) which also impact upon households’ spending.
Furthermore, in recent years inflation has consistently been at a level beyond average earnings
growth and a delay in reviewing business rates has been identified by both the Portas®* and

Grimsey® Reviews as a key factor affecting the success of many operators.

Recent economic conditions have resulted in significant structural changes to the high street,
whereby the pressure on retailers to remain solvent has meant that many are showing increased
signs of caution in their investment decisions. In particular, retailers are rationalising their physical
store portfolios by reducing their number of stores, abandoning their representation in weaker
centres and concentrating on acquiring sites in city centres and major regional shopping centres.
The Grimsey Review identified that the national vacancy rate at 2013 equated to over 22,000
empty shops across the top 650 town centres. The Centre for Retail Research® estimates that
overall store numbers will fall by 61,930 between 2012 and 2018, with the main impact being upon
non-food stores. The report also estimates that 316,000 people will become unemployed,

permanently or temporarily, as a result of these store closures.

To address this, many retailers have sought to re-negotiate their lease terms with landlords in order
to enable them to switch from quarterly rents to monthly agreements, with several high street firms
(including Monsoon and New Look) trying to ease the cash flow burden of paying rent three
months in advance. Furthermore, some retailers are finding it increasingly difficult to justify being
represented in every town in the UK and in less profitable markets. As a consequence, demand has
reduced considerably for ‘poorer quality premises’ in secondary locations and in many smaller
towns with a commensurate drop in value (and often rent). Large cities and towns are likely to
suffer less compared to smaller centres, given that they provide an enhanced choice for customers

and offer the greater retail and leisure ‘experience’ that consumers increasingly desire.

3 'UK Labour Market’, ONS, October 2015

*‘The Portas Review’, December 2011

5‘The Grimsey Review — An Alternative Future for the High Street’, September 2013
6 ‘Retail Futures 2018’, Centre for Retail Research, May 2013
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2.07  In summary, there has been a marked polarisation and divergence in retailer spending,
characterised by diminishing demand for secondary premises in smaller peripheral centres and
increasing interest for well located and appropriately configured floorspace in key centres. Itis
evident that whilst Central London, regional city centres and regional shopping malls are relatively
stable, a significant number of small and medium sized towns which serve a localised catchment
may need to implement innovative ideas in order to compete for expenditure and reduce trade

leakage.

2.08 Interms of retail rental values, Colliers” notes that national rates increased by 1.4% in prime retail
rents across the UK in the year to the end of May 2015. However, excluding London, the prime
rents have decreased on average by 0.3% during the corresponding period. This shows that aside
from London, rental growth remains very muted. However, there is a growing stabilisation of rents

which indicates that there may be a modest rental growth in the future.

2.09  Given current spending patterns and the wider uncertain economic climate, it is unsurprising that
Experian, which monitors and forecasts retail consumer expenditure in the UK, has in recent years
identified significant changes when reviewing its forecast growth rates for both convenience and
comparison goods expenditure over the short term. Experian’s® forecast annual per capita
convenience goods growth rate is -0.2% at 2015, +0.1% at 2016 and +0.3% at 2017. By way of
contrast, Experian® forecast in 2009 that per capita convenience goods growth would equate to

+0.8% to 0.9% per annum across these same three reporting years.

2.10  However, Experian’s forecast annual per capita comparison goods growth rates are significantly
more positive than in the recent years and are similar to those recorded prior to the recession.
Experian identifies per capita growth of +5.3% at 2015, +3.2% at 2016 and +2.9% at 2017.

2.11  Despite difficulties in recent years across the comparison goods sector, certain types of retail have
continued to perform well. The market for recreational goods has, on the whole, performed

strongly in recent years, with healthy growth attributed to supermarket sales together with the

7 *Midsummer Retail Report 2015: New Frontiers’, Colliers, July 2015
8 Experian Retail Planner Briefing Note 13 (Figure 1a), October 2015
° Experian Retail Planner Briefing Note 7.1 (Figure 1), August 2009
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growing popularity of online shopping, which continues to see an increase in sales year-on-year.
However, the manner in which such purchases are made has changed considerably, with the
increasing popularity of the internet to purchase books and music having a notable impact on the
composition of town centres. Other businesses have experienced growth in the last two years, with
the Grimsey Review™ reporting a 12% increase (equating to an additional 1,100 stores) in ‘value-
related retailing’ outlets, including second-hand, discount and charity shops. The Grimsey Review
also makes reference to the expansion of pawnbrokers, pay-day lenders and betting shops which

have collectively experienced a 17% growth in the number of such outlets since 2011.

2.12  Whilst it is not anticipated that growth in retail spending over the next ten years will mirror that
achieved after the turn of the millennium, there is expected to be some growth in comparison
goods expenditure in coming years. Consequently, there is an increasing focus from retailers on
achieving more efficient use of their floorspace, particularly given the recent poor performance of
certain national multiples, many of which have been affected by the significant increase in e-tailing
and increases in rental levels secured before 2008. As a result of the current economic climate,
retailers are more reluctant to commit to new development than they have been in previous
decades. Instead, they are more selective and are holding out for accommodation that is
appropriate both in terms of location and the type of premises provided. Indeed, retailers are
seeking to occupy larger units in order to achieve more efficient use of floorspace and attract
shoppers from a wider area. These larger floor plates enable operators to provide a greater range
of goods; for example, in 2011, when the retail market was generally stagnant, Primark opened

one million sq.ft of new retail space.

2.13  International market conditions and price deflation in some key sectors have also meant that many
high street names are becoming increasingly vulnerable to takeover. This is being pursued through
disposals, company voluntary administrations (CVAs), informal arrangements with landlords, lease
expiries and break options. More generally, whilst there is likely to be continued demand for larger,
modern retail units in the future, increased sensitivity over future viability will mean a cautious
approach to new investment for many key national retailers. Marginal locations within centres will
increasingly be rejected. Many national retailers, who would have previously considered

smaller/lower order centres in order to increase their market share, are now assessing their future

19 The Grimsey Review — An Alternative Future for the High Street’, September 2013
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strategies. Consequently, many investment decisions will be influenced by the scale of
commitment from other retailers; developers will increasingly need to promote large town centre

redevelopment schemes with anchor tenants if they are to attract other high quality retailers.

2.14  In the aftermath of the growth in the nhumber of edge and out of centre large format supermarkets
during the 1990s, development of such facilities is now more limited due to stricter planning laws
(following the publication of PPS4 and, subsequently, the NPPF) and a lack of suitable sites. As a
result, the national multiples in the food retailing sector are finding a range of other measures to

improve their market share. These include:

Offering a wider product range, such as financial and insurance products, petrol and non-food
goods;

Developing a wide range of retail models, for example small-format convenience stores in town
centres (e.g. Sainsbury’s Local, Tesco Express), smaller supermarkets mostly in town centres
(e.g. Tesco Metro), superstores (e.g. Tesco) and hypermarkets (e.g. Tesco Extra, Asda
Supercentres);

Extended opening hours;

Offering cheap products and no-frills service;

Providing an attractive and powerful brand image; Offering a home delivery service; and

Offering click and collect service.

2.15  Mintel'! identifies that the recession — allied with a period of higher inflation — has had an impact
on consumer behaviour and the wider dynamics of grocery retailing. Price, or specifically value, is
now identified as the key issue for consumers, and more shoppers are assessing whether
purchases represent value for money. Shoppers now realise that they are able to ‘trade down’ and
switch to own-label ranges or to discount retailers to save money without sacrificing on quality.
Indeed, customers are mixing value and premium in the same basket. It is noted that as weekly
food budgets fall and consumers alter their shopping habits, growth will be limited and the battle
for market share will intensify further. Winning a share of consumer spend will require more than

low prices, with shoppers increasingly seeking to source high-quality, good value food.

1 \Food & Drink Retailing’, Mintel, March 2013
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2.16

2.17

2.18

2.19

2.20

The changing UK demographics are also having a major impact on the food and grocery sector.
For example, there has been a rise in single occupancy young professional households who are
‘time poor’ and relatively ‘cash rich’. Though their baskets might be small, they tend to buy higher
value items, therefore providing an opportunity to boost volume and value growth. Elsewhere, an
ageing population profile is leading to a rise in time rich consumers who are likely to make more
frequent small trips rather than do large weekly shops. The contrasting requirements of these
markets means that retailers are seeking to open a variety of stores with a particular current focus

on discount and small convenience stores.

Verdict!? estimates that the food and grocery sector was worth an £139.5 billion in 2014, equating
to an annual growth of 2.8%. The four key supermarket chains in the UK have respective market
shares of 27.2% (Tesco), 16.3% (Asda), 15.3% (Sainsbury’s) and 9.4% (Morrisons). National
multiple retailers, which also include operators such as Co-operative Food (5.1%), Waitrose
(4.0%), Aldi (4.2%), Lidl (2.0%), Iceland (1.8%) and Waitrose (4.0%), represent a total grocery
market share of 89.1%.

There has been a recent slowdown in the growth plans of the majority of the principal supermarket
operators. Tesco, for example, indicated in April 2013 that it had scrapped plans for major store
developments on more than 100 sites and would instead focus on developing medium size units. It
then subsequently announced in January 2015 its intention to pull out of a further 49 store

development and to close 43 existing stores.

Asda is the second largest supermarket retailer in the UK, with more than 550 stores nationwide.

In contrast to Tesco’s plans, it announced in February 2015 its intention to invest £600m opening
17 new supermarkets and revamping 62 more. It also intends to open a further number of petrol
filling stations and develop locations where shoppers can pick up groceries ordered online. Asda’s

focus for additional openings is believed to be London and the south of England.

Morrisons also intends to open fewer larger stores once its current pipeline of development is
completed. Its recent focus has been on developing the small-scale M Local convenience format

store, which has significantly fewer stores than either Tesco Express or Sainsbury’s Local.

12 Figure 48 of ‘UK Food & Grocery — Verdict Sector Report’, Verdict, October 2014
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2.21

2.22

2.23

However, the retailer posted disappointing results for the year to 1 February 2015 and announced
the agreed sell-off of 140 M Local Stores in September 2015 for a £30 million loss. The retailer also

confirmed in September 2015 the closure of 11 of its supermarkets.

Sainsbury’s announced in October 2014 its intention to further develop the Sainsbury’s Local format
and to improve its online offering. However, its most significant move is to enter the discount
market under the Netto fascia, with Sainsbury’s owning a half share in Netto’s UK operation. Netto
announced the trialling of 15 stores in November 2014 clustered around the M62 corridor between
Liverpool and Hull in order to ‘test the water’. Two new build openings were announced in March

2015 in Lymm and Hull, which appears to suggest confidence in the venture.

Emboldened by changing convenience goods shopping patterns and significant increases in their
market share, Aldi and Lidl have both announced ambitious store opening targets that, if met, will
further increase pressure on the ‘main four’ operators (these being Asda, Morrisons, Sainsbury’s
and Tesco). Aldi have identified major expansion plans on top of significant store openings in
recent years, reflective of its position as the UK’s fastest growing food retailer. The retailer
announced in August 2015 plans to invest £600m into its UK business with a target for 130 new
stores over a two year investment period. Aldi also revealed plans to start trading online from
2016, initially limited to the sale of wine and non-food goods. Lidl similarly revealed plans in
November 2015 to open 40-50 stores a year over the forthcoming three year period, revising
upwards previous plans for 30-40 store openings a year. The retailer opened 20 new stores in
2014. 1In order to increase their appeal to customers, discounters increase the space dedicated to
fresh produce, new products and continue to improve on service. For example, Lidl promoted its

range of fresh bread and also launched a range of French wines to drive footfall to stores®>.

Verdict also showed that as a result of economy downturn, consumers are more willing to shop
around to make their budget stretch further. Levels of loyalty will remain low in the market as 15-
24 year old shoppers are generally more tech savvy than older consumers, making them more

likely to make use of comparison sites and shop around to ensure that they get value for money.

13 UK Food & Grocery’, Verdict, October 2014.
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2.24

2.25

2.26

More generally, the role of supermarkets has continued to develop in recent years, with the large
operators now offering a greater diversity of goods and services, via a larger number of formats
and locations. Food and non-food sales are also increasingly being driven by large supermarket
growth, with half of town centres competing with five or more supermarkets within a two mile
radius'®. Whilst the exact impacts which will arise from the opening of a new supermarket are
dependent on local circumstances, BCSC notes that there has been a significant decline in the
number of independent food retailers in recent times, including a reduction of 45% between 1996
and 2007 in the number of greengrocers. Over the same time period the market share of total
retail sales secured by supermarkets increased from 38% to 42%. Mintel™ predict that the long
term decline in the number of specialist food and drink retailers can be expected to bottom out in

coming years, helped by the shift being experienced towards convenience stores.

The daytime and evening leisure sector has undergone a major shift in the last five years, with the
reduction in the income levels of consumers having an impact on their ability to spend on these
types of discretionary activities and items. After a period of weak growth during the economic

recession, Mintel®

calculate that the value of the UK leisure market has increased by 15.3%
between 2010 and 2015, to a total value of £80 billion, with the market showing strong resilience.
Despite this growth the benefits of increased revenues for leisure operators have been largely

consumed by higher wage and utility costs.

A review of the leisure activity participation and frequency levels indicates that eating and drinking
out of the home still remain the most popular activities which people do on a monthly basis, with
the cinema the next most popular of the non-food and drink-led activities. Other activities,
including going to a theatre, tenpin bowling, attending live sporting events and visiting a zoo are,
on average, undertaken less frequently and this is at least in part reflective of their greater average
cost. As consumer confidence slowly returns following the economic downturn Mintel forecast that
growth in the leisure industry will continue at a rate similar to that achieved over the previous five

years.

1 'What Does the Future Hold for Town Centres?’, BCSC, September 2011
15 Food and Drink Retailing’, Mintel, March 2014.
16\ eisure Review’, Mintel, October 2015
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2.27

2.28

2.29

2.30

The number of leisure centres and swimming pools has increased in the past few years, although
with reductions to their sport and leisure funding budgets local authorities are increasingly being
required to adopt more commercial approaches. Mintel'” notes that 33% of adults use a health
centre or swimming pool, a reduction from 40% in 2013, although operator data suggests that
admissions have remained resilient overall pointing to losses being concentrated around more

casual users.

Research by the Leisure Database Company® indicates that the private health and fitness sector
had a market value of approximately £3.9 billion in March 2012, an increase of 1.5% over the
previous twelve month period. Mintel also notes that, whilst only 12% of adults currently use a

private health and fitness club, the potential for a further expansion of the market remains strong.

The composition of the private health and fitness sector has experienced great change in recent
years with the rise of budget gym operators presenting a challenge to the more long established

key players. Mintel*

indicate that the market has expanded significantly with a shift towards
budget operators bringing possibilities for more convenient access and affordability for the
customers. Budget operator Pure Gym has expanded to become the market leader both in terms
of number of members (520,000) and clubs (99), more than doubling the size of its estate between
2012 and 2013. At the same time Pure Gym'’s main competitor The Gym has also greatly increased
its membership (350,000) and number of clubs (63). David Lloyd Leisure and Virgin Active Group
remain the largest ‘full service’ health club chains with 440,000 and 400,000 members respectively.
Mintel have predicted 6% growth for the private sector health and fithess market up to 2018, to

reach a value of £2.8 billion in 2020.

In terms of other leisure activities, the cinema sector has struggled over the last five years with
falling admissions. Admissions of 158 million in 2014 represented a decline of 8% from that of
2011%, With returning consumer confidence and a series of high profile releases scheduled for the
coming years, it is expected that the sector will return to growth in 2015. Admission for 2015 are
estimated to be 173 million, forecast to rise to 175 million in 2020.% Mintel® identifies that the

eating out market has grown by around 9% between 2013 and 2015, to an estimated £34 billion.

173 eisure Centres and Swimming Pools’, Mintel, September 2015

18 \State of the UK Fitness Industry’, The Leisure Database Company, June 2013
¥ Health and Fitness Clubs’, Mintel, July 2013

2 'Cinemas’, Mintel, November 2014

2 'Cinemas’, Mintel, November 2015

22 'Eating Out Review’, Mintel, June 2015
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The sector is recognised as exhibiting resilient performance during the economic downturn as a key

area for discretionary spending.

2.31  The Town and Country Planning (General Permitted Development) (England) Order 2015 has
resulted in the relaxation of permitted development rights related to the change of use of buildings
and land. Amongst other rights, the 2015 Order permits the change of uses of a building and any
land within its curtilage from office use to residential use subject to a number of criteria. It is the
Government’s intention that through the relaxation of permitted development rights in this regard
that vacant, underused or failing employment premises will be put back to viability use for
residential purposes. Notwithstanding the positive benefits of this change, some concerns have

been raised that the changes may result in a downturn in office stock.

2.32  As a result of the trends in retailing, with many retailers choosing to rationalise their physical store
portfolios by reducing their number of stores and abandoning their representations in weaker
centres, there are opportunities for a wider mix of uses to be developed in town centres in order to
contribute towards their vitality and viability. Through the introduction of additional residential and
office uses in town centres, there is the opportunity to increase the town'’s centre’s walk-in
catchment by both residents and workers, thus providing more consumers and more vibrancy to

the town centre.

2.33  There is a growing need for local planning authorities to think ‘beyond retail’ when planning for
town centres in order to maintain healthy centres within the current retail climate. Such a focus
reflects the recommendations provided by the ‘Beyond Retail: Redefining the shape and purpose of
town centres’ report prepared by the Distressed Town Centre Property Task Force, published in
November 2013. The report provided a series of recommendations aimed at improving the
vibrancy of town centres by providing a focus beyond retail. It has been recognised furthermore in
recent years that in order for town centres to remain vital and viable, it is important to increase
dwell time and create town centres that are viewed as meeting places for communities. This trend
sits alongside the growing cafe culture, with food and drink uses attracting customers to centres as
well as physical purchases. An improved mix and variety of uses in the town centre can also assist

in creating a more vibrant night time economy.

13
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2.34  In recent years there has been an increased focus on the importance of markets in contributing to
the health of town centres. The Portas Review (2011) recommended the support for markets as a
key element of the High Street, including recommendations for a ‘National Market Day’ and
reducing regulations relating to market trading. The Government’s Response ‘High Streets at the
Heart of our Communities’ (March 2012) accepted the recommendations made by Portas in relation
to the importance of markets. At the same time, the NPPF specifically refers to markets as part of
ensuring the vitality of town centres and states that local planning authorities should retain and
enhance existing markets and, where appropriate, re-introduce or create new ones, ensuring that
markets remain attractive and competitive. Subsequently in July 2013, the Government published
‘The Future of High Streets’ which provided details on progress since the Portas Review, which
advised that the key to success and securing the long term future of the High Street is for
communities to strike the right balance between traditional retail and other uses for high street
property including markets, pop up shops, housing, community and social uses, and entertainment
and cultural activities. The Government backed and helped to fund the Love Your Local Market

campaign, run by the National Association of British Market Authorities with a view to:

Encourage people to take the first step on the entrepreneurial ladder;
Support local growth by increasing footfall to local markets and town centres; and

Encourage the local community to make the most of their local market and town centre.

2.35 As a result of the increased focus on the role of markets in contributing to the strength of town
centres, there has been a trend towards local authorities considering the role that the markets
within their local authority area play and consideration of the means to improve and capitalise on
the contribution markets can make towards the health of centres. There has been a trend towards
greater diversification of markets, along with traditional markets, specialist markets are developing,

for example, craft or food markets, in addition to temporary markets, such as farmers’ markets.

2.36  Despite the ‘town centre first’ planning policies which have been adopted by recent Governments,

research undertaken by Verdict?® indicates that between 2007 and 2012, the amount of out of

2 UK Out of Town Retailing’, Verdict Datamonitor, April 2012
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centre floorspace increased by 23%. However, in very recent years, Colliers notes that the demand
for out of centre representation has been limited, with those retailers seeking to acquire stores
having a pick of vacant stock which has been made available through the administration of MFI (in
November 2008), Land of Leather (in January 2009) and Focus DIY (in May 2011), Comet
(November 2012) and JJB Sports (September 2014), alongside the failure of other retailers with a
significant out-of town presence created significant voids in the landscape of retail parks. The
Local Data Company?* reported the national average vacancy rate in out of centre retail
warehouses in 2014 to be 8.0%, an increase of around 4.1% from 2012. The flooding of the
market with un-let space acted to reduce rents although the vacancies created by recent
administrations have now largely been absorbed by new interest from discount retailers such as
B&M, Home Bargains and Dunelm alongside familiar high street retailers such as Mothercare, Next
Home and TK Maxx®. The changing retailer mix at out of town destinations, buoyed by wider

planning permissions has provided a more diverse offering within the sector.

2.37  Looking forward, Colliers®® indicates that future out of centre development will fall into two main
categories. The first relates to the adaptation and refurbishment of existing stock. Colliers states
that between 80% and 90% of the retail warehousing stock that the UK requires to service demand
has already been built. Accordingly, most development activity will see landlords seeking to
improve the suitability of their property for the latest retailers and also make improvements to
improve dwell time on retail parks (for example, by seeking to introduce coffee shops and
restaurants). Older schemes may be remodelled or redeveloped to meet current needs. According
to Colliers, the other main strand of out of centre retail development relates to opportunities in

areas where there has not been a great deal of retail warehousing in the past.

2.38  Shopping centre retail development has been at a virtual standstill in recent years, but there are a
few signs that a corner may about to be turned. Cushman & Wakefield®” reports that development
activity was restrained in 2014, with an estimated 124,300 sq.m of shopping centre space added
over the course of the year, which is less than half the total added in 2013. Cushman & Wakefield
indicates that the shopping centre development pipeline for 2015 totals 154,618 sq.m and includes
the 51,100 sq.m Westfield Bradford and the 27,870 sq.m Friars Walk in Newport, both of which are

24 Wacancy Report Summary H2 2014’, Local Data Company, February 2015

2 'Midsummer Retail Report 2014: Coming up for Air’, Colliers July 2014

%6 ‘Midsummer Retail Report 2014: Coming Up for Air’, Colliers, July 2014

7 *Marketbeat Shopping Centre Development Report’, Cushman & Wakefield, September 2014
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scheduled to open in Autumn 2015. It is anticipated that next year will see the delivery of several
shopping extensions, including Birmingham'’s Grand Central centre, which when complete, will
nearly double its size to 53,000 sq.m. Cushman & Wakefield forecasts that the shopping centre
pipeline will pick up significantly from 2017 as the economic recovery and the greater availability of

finance help to bring forward new schemes and extensions that already have planning permission.

2.39  Notwithstanding this, the viability of shopping centre retail development remains, for the moment,
challenging no matter how well designed or well located a scheme is. There are three types of
scheme which have a better chance of success in the current economic climate. The first of these
will be where a town has a large, affluent catchment and an acknowledged undersupply of retail
floorspace in both town centre and out-of-town locations. The second scenario relates to schemes
which were very close to happening before the recession took hold, which may be revised to better
meet the current needs of the market. Barnsley, Macclesfield, Bradford and Lichfield are examples
of such schemes. The third opportunity relates to development where the key anchor is a
foodstore and, as a result, demand has remained strong. However, due to changes in the food
retail sector and the trading model of the ‘main four’ operators, opportunities in this latter category

are more difficult to come by.

2.40 In addition to retail, food and drink is becoming an integral part of many shopping centres. In
particular, consumers are increasingly travelling to larger centres to use the leisure facilities and
experience more of a complete ‘day out’. In the past, it was relatively typical for non-retail uses to
occupy less than 10% of shopping centre floorspace, but this has increased in recent schemes,

including Westfield in Stratford where catering and leisure units occupy over 20% of the space.

2.41  Many consumers who previously shopped in town centres and at retail parks are now increasingly
using the internet to make purchases. Experian®® identifies that internet sales’ share of total retail
sales stood at 11.7% in mid-2015 compared to just 4.7% at June 2008. The value of internet sales
in 2015 is estimated at £42.1 billion.

28 Experian Retail Planner Briefing Note 13, October 2015
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2.42  The rise in recent years of e-commerce has had a major impact upon retailers, developers and
investors alike, with the top 10 e-retailers in 2012 including Amazon UK (16%), Shop Direct (5%)
and Next (4%)®°. As access to the internet/online shopping continues to grow through digital
televisions, tablets and mobile phones, proportionally less money is anticipated to be spent on the

high street or at retail parks.

2.43  The growth in internet as a sales medium has been enabled by the increase in access to the
internet by households, which the Office for National Statistics® reports increased from 35% at
2006 to 78% in 2015. A total of 22.5 million households in Great Britain now have internet access.
The proportion of households with access to the internet is expected to increase further over the
coming years, alongside the growth in mobile phone and tablets with access via the new 4G
spectrum. The ONS states that access to the internet using a mobile phone is nearly doubled
between 2011 and 2015, from 36% to 66%. This has supported the strong growth recorded,
together with improved consumer confidence in the security of online payment, deliveries and
heavy demand for expensive electrical products available online. The option of using the internet
to ‘click and collect’ in-store at a dedicated counter is also increasing in popularity (particularly
within stores with large sales areas), with the service now accounting for around a fifth of John
Lewis internet orders.

2.44  As a consequence of such changes, the Office for National Statistics®® indicates that the number of
people using the internet to purchase goods continues to rise, with 76% of the UK population
purchasing products over the internet in 2015, compared to 53% in 2008. The most popular online
purchases were clothes/sports goods, with 55% of all adults in the UK purchasing some items via
the internet. In addition, 44% of the population bought household goods online and 23% bought
food or groceries.

2.45  Online spending continues to be the key growth opportunity for national and independent retailers,
accounting for increasing proportions of total sales. For example, online sales at Next in 2011
accounted for 44% of operating profit and 32% of group sales. With regard to foodstore
operators, food accounts for 20.5% of all internet sales, which equates to 3.1% of all food

retailing®’. Verdict's research identifies that, with the exception of Morrisons (though it is currently

29 H
Ibid
30 Statistical Bulletin: Internet Access Households and Individuals’, Office for National Statistics, August 2015
3! Thid
32 Shop Expansion and the Internet’, CBRE, May 2012
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2.46

2.47

2.48

in the process of establishing an online presence via Ocado), major retailers have seen their
business grow as online shopping has increased and, as a result, the likes of Asda and Sainsbury’s
have improved their geographical coverage and capacity. In particular, online sales at Tesco
currently exceed £2 billion, with Colliers noting that the operator has a reported 48% online grocery

market share.

It is evident that internet shopping as a whole is having an impact upon traditional high streets, in
light of increased competition and lower prices. Consequently, there is a possibility that online
retailing will continue to put some pressure on retail rental growth over the next five to ten years.
In particular, it appears likely that smaller town centres (which may be less able to offer a complete

‘shopping experience”) are likely to be the subject of greater ongoing impacts from online retailing.

Despite some variance in the estimated future growth of online shopping, it is clear that e-tailing
cannot entirely replace the ‘shopping experience’ as shopping is a social activity. In this regard,
retailers are already adopting innovative approaches to encourage people to visit their store
through ‘try before you buy’ concepts. For example, Ellis Bingham has installed Vertical Chill indoor
ice climbing walls at five stores for customers to try equipment and to interact with products. For
successful retailers, online selling provides an additional route to the market. Online retailers
benefit from demand generated through physical channels whilst high street outlets can benefit
from reaching a wider customer base through the internet. Those retailers who are likely to have a
healthy future are those who are able to combine a strong high street presence with an interesting

and closely related e-tail offer.

Growing internet and mobile commerce enable the growth of ‘click and collect’ service in stores.
The convenience of browsing and comparing a wide selection of products 24/7 offered by PCs and
more recently on smartphones and tablets is creating new forms of consumer behaviour. Retailers
innovate and explore the omni-channel offer and to embrace both click and collect service and

showroom stores.

3 High Street Performance and Evolution, Professor Neil Wrigley & Dr Dionysia Lambiri, July 2014
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2.49

2.50

2.51

Recent research **demonstrates that the presence of coffee shops typically boosts local high street
economies by 2 to 4% through a combination of increased footfall and dwell time. The result
indicates that 58% of the 2,000 consumers surveyed planned to visit coffee shops as part of their

trip to the high street.

In summary, it is evident that the retail market has undergone significant changes in recent years.
Wider economic conditions facing the UK have led to a marked decline in some previously healthy
town centres, as well as other traditional retail formats. This has principally been caused by a
decline in available expenditure, due to suppressed disposable incomes and an increase in the

proportion of expenditure committed online.

However, 2015 has seen an increase in consumer confidence, mainly driven by an improved
economic outlook as a result of falling unemployment and the availability of credit. As a
consequence, it is anticipated that expenditure growth rates will increase moving forward. Whilst
such forecasts remain below those achieved before the recession, they are significantly higher than
those recorded over the last three or four years. The growth in online sales has also impinged on
the need for new tangible floorspace. However, increased expenditure growth allied with the retail
industry embracement of innovative multi-channelling retail strategies, provides an opportunity for
town centres to widen their audience in the future and retain ground. To deliver on this, it will be
critical that town centres are flexible enough to both embrace and complement digital solutions,
whilst also providing appropriate and well managed retail floorspace that can showcase products
and services. The ability for centres to ‘move with times’ and utilise modern technology, whilst
providing a materially different experience to online shopping (partly through the inclusion of

leisure and food and drink offers), will help ensure their ongoing vitality and viability.

3 Role of Coffee Shops on High Street Report, Allegra Strategies, 2014.
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3.01

3.02

3.03

3.04

3.05

3.06

Given that this Study seeks to provide important evidence to assist in the production of future retail
planning policy, it is important to review existing national planning policy of pertinence to retail and
town centre matters to explore the context for the Study and how it may impact upon the
production of future development plan policy. We also summarise Tendring’s adopted and
emerging planning policy, insofar as it is relevant to retail and town centre matters, in order to

consider the Council’s strategy in respect of its centre.

The National Planning Policy Framework was published on 27" March 2012. In March 2014,
National Planning Policy Guidance was published in an online format, to replace all the Planning
Policy Statements, Planning Policy Guidance Notes and some Circulars in a single consolidated

document.

The main theme of the NPPF is that there should be ‘a presumption in favour of sustainable
development’. In terms of plan-making, it is stated that local planning authorities should positively
seek opportunities to meet the development needs of their area, with an emphasis on Local Plans

having sufficient flexibility to adapt to rapid change.

In terms of economic development, it is set out within the NPPF’s core principles that planning
should proactively drive and support economic development to deliver the homes, business and
industrial units, infrastructure and thriving local places that the country needs. It is emphasised that
every effort should be made to objectively identify and then meet the business and other

development needs of an area, with positive responses made to widen opportunities for growth.

The NPPF stresses the Government’s commitment to securing economic growth in order to create
jobs and prosperity, with paragraph 17 stating that the planning system should do everything it can

to support sustainable economic growth.

Paragraph 19 indicates that planning should operate to encourage and not to act as an impediment
to sustainable growth, and that significant weight should be placed on the need to support

economic growth through the planning system. The NPPF seeks to ensure that Local Planning
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authorities plan proactively to meet the development needs of business and support an economy fit

for the 21% century.

3.07 The NPPF still recognises the need to promote the vitality and viability of towns and cities through
the promotion of competition and growth management during the plan period. Paragraph 23 of
the NPPF provides guidance for local planning authorities in drawing up Local Plans, it indicates that
they should:

recognise town centres as the heart of their communities and pursue policies to support their
vitality and viability;

e define a network and hierarchy of centres that is resilient to anticipated future economic

changes;

e define the extent of town centres and primary shopping areas, based on a clear definition of
primary and secondary frontages in designated centres, and set policies that make clear which

uses will be permitted in such locations;

e  promote competitive town centres that provide customer choice and a diverse retail offer and

which reflect the individuality of town centres;

e retain and enhance existing markets and, where appropriate, re-introduce or create new ones,

ensuring that markets remain attractive and competitive;

o allocate a range of suitable sites to meet the scale and type of retail, leisure, commercial,
office, tourism, cultural, community and residential development needed in town centre. It is
important that needs for retail, leisure, office and other main town centre uses are met in full
and are not compromised by limited site availability. Local planning authorities should
therefore undertake an assessment of the need to expand town centres to ensure a sufficient

supply of suitable sites;

o allocate appropriate edge of centre sites for main town centre uses that are well connected to
the town centre where suitable and viable town centre sites are not available. If sufficient
edge of centre sites cannot be identified, set policies for meeting the identified needs in other

accessible locations that are well connected to the town centre;

e set policies for the consideration of proposals for main town centre uses which cannot be

accommodated in or adjacent to town centres;
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3.08

3.09

3.10

3.11

3.12

3.13

3.14

e  recognise that residential development can play an important role in ensuring the vitality of

centres and set out policies to encourage residential development on appropriate sites; and

e where town centres are in decline, local planning authorities should plan positively for their

future to encourage economic activity.

Paragraph 23 also indicates that needs for retail, leisure, office and other main town centre uses

should be met in full and should not be compromised by limited site availability.

Paragraph 24 requires local planning authorities to adopt a sequential approach to the
consideration of planning applications for main town centre uses that are not in an existing centre
or in accordance with an up to date Local Plan. The following paragraph 25 indicates that the
sequential approach should not apply to applications for small scale rural offices or other small

scale development.

Paragraph 26 indicates that Local Planning authorities should require an impact assessment for
retail, leisure and office development outside of town centres which are not in accordance with an
up to date Local Plan and if the development is over a proportionate, locally set threshold. Where

there is no locally defined threshold, the default threshold will be 2,500 sq m.

Paragraph 27 indicates that where an application fails to satisfy the sequential test or is likely to
have a significant adverse impact on the vitality and viability of a town centre or on existing,

planned, committed investment in a centre it should be refused.

The NPPF also recognises that retail activity should still, where possible, be focused in existing town
centres. Retail and leisure proposals which cannot be accommodated in or adjacent to the town

centre will have to satisfy a dual impact test and the sequential test.

Ensuring the Vitality of Town Centres Planning Practice Guidance was published in March 2014 and
replaces the previous Planning for Town Centres Practice Guidance. It provides a more concise

summation of how retail and main town centre planning policy is to be applied in practice.

However, the objectives of the Practice Guidance remain comparable with those of its predecessor,

with there being a stated requirement for local planning authorities to plan positively and support
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3.15

3.16

3.17

3.18

town centres to generate local employment, promote competition within and between town

centres, and create attractive and diverse places for users.

The Practice Guidance requires local planning authorities to fully assess and plan to meet needs for
main town centre uses through the adoption of a ‘town centre first’ approach. Paragraphs 002 and
003 confirm that this should be delivered through a positive vision or strategy which is
communicated through the development plan. The strategy should be facilitated through active
engagement with the private sector and other interested organisations (including Portas Pilot
organisations, Town Teams and so on). Any strategy should be based on evidence which clarifies
the current state of town centres and opportunities to meet development needs and support

centres’ vitality and viability.
Such strategies should seek to address the following matters:

o the appropriate and realistic role, function and hierarchy of town centres in the area over the
plan period, including an audit of the vitality and viability of existing town centres and their

ability to accommodate new development;

e consideration of the vision for the future of each town centre and the most appropriate mix of

uses;
o the assessment of the scale of development that a town centre can accommodate;
o the timeframe that new retail floorspace can be delivered;

e what other complementary strategies are necessary or appropriate to enhance the town centre

to deliver the vision in the future; and

e the consideration of the enhancement of car parking provision including charging and

enforcement mechanisms.

Paragraph 005 of the Practice Guidance identifies a series of key indicators which are of relevance
in assessing the health of a centre over time. Paragraph 005 goes on to state that not all
successful town centre regeneration initiatives have been retail led or focused on substantial new
development, but have instead involved improvements such as renewed public realm, parking, and

accessibility and other partnership mechanisms.

Paragraph 007 identifies the importance of planning for tourism as an important component 