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INTRODUCTION
Context to the Study

1.1

Newport is the third largest city in Wales1 and has a population of c.140,000. It is located
on the banks of the River Usk, 19 km east of Cardiff, the capital of Wales.

1.2

Formerly the largest town in the historic county of Monmouthshire, Newport became a
unitary authority in 1996 and was granted city status in 2002. A year later Newport
Unlimited was established by the Welsh Assembly Government and the City Council to
drive urban regeneration through the physical development of areas of opportunity in the
city.

1.3

Although a good start has been made to regenerating the city, much remains to be done
over the next decade. Over the next 10 years or so, Newport is expected to experience
one of the greatest transformations in the UK, with a raft of ambitious proposals and
initiatives aimed at creating a new vibrancy and sustainable economic development. A key
focus of Newport’s regeneration is the central area where the aim is to extend and
upgrade the retail offer and to attract new retailers to the city.

1.4

Given the important role of retailing in Newport’s regeneration, the City Council and
Newport Unlimited require a retail study and capacity assessment of the city to be carried
out to inform the regeneration programme and retail planning policy. This report updates
and supercedes a similar study undertaken for the Council in 20042.

1.5

Newport City Council is currently preparing the Newport Local Development Plan (LDP),
2011-2026. In January 2010, as part of the LDP process, the Council published a
Preferred Strategy, which indicated that any future retail investment should be
concentrated in the city centre. The LDP will replace the current Adopted Unitary
Development Plan, 1996-2011. This plan includes an Eastern Expansion Area where

1
2

After Cardiff and Swansea.
Retail Capacity Assessment, DTZ Pieda Consulting, July 2004.

1

Colliers International
July 2010

Newport City Council/Newport Unlimited
Retail Study and Capacity Assessment

major development is planned. The Newport Retail Park adjoins this area and for this
reason has been designated a District Centre.

Terms of Reference

1.6

Colliers CRE was instructed by Newport City Council and Newport Unlimited in March,
2010 to prepare the Retail Study and Capacity Assessment of the city. According to the
Consultants Brief, the study must serve two main objectives:-

1.7

•

to provide evidence for the LDP and inform policies and proposals in the plan; and

•

to assist in assessing future retail planning applications and proposals.

In order to meet these objectives, the Brief listed a number of study outputs that would
assist in the proper planning of the city. These are as follows:-

(a) calculation of likely expenditure available to the city centre to 2026
disaggregated by convenience goods and comparison goods;

(b) calculation of likely expenditure available to the district centres as a whole to
2026 (excluding Newport Retail Park) disaggregated by convenience goods
and comparison goods;

(c) calculation of likely expenditure available to Newport Retail Park (only) to 2026
disaggregated by convenience goods and comparison goods; and

(d) conversion of headroom expenditure at (a); (b) and (c) into retail floorspace
requirements.

1.8

The Brief also listed a number of quantitative (technical) and qualitative factors that the
study should take into account. These include:

2
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Quantitative

1.9

•

Definition of catchment areas
and available spend

•

Growth rates in expenditure
per head for convenience
goods and comparison goods

•

Trends in floorspace
efficiencies

•

Trends in internet shopping

Qualitative
•

Consumer choice

•

‘Gaps’ in the retail offer

•

Car parking charges

•

Retailer demand and retail
diversity

•

Retail employment

•

The role of retail development
in regeneration

Lastly, the Brief requested that the report should set out clear recommendations for the
policy direction of the Newport LDP, 2011-2026, and the key issues against which retail
planning applications should be assessed.

Study Approach

1.10

In preparing this report, we have drawn on our wider expertise of retail planning and
experience gained in undertaking many other retail capacity/need studies for local
planning authorities throughout the UK. Specifically, we have sought to combine
experience in terms of:
•

Research and Economics

•

Planning

•

Retail Agency

•

Consumer/Market Research

and as such the study seeks to blend detailed research with relevant commercial and
planning expertise.

1.11

Although some data was available prior to the commencement of this study, it soon
became clear that a substantial body of new information was required in order to
satisfactorily meet the objectives in a robust manner. This new data falls into two broad
categories as follows:
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we undertook a telephone survey of 1,400 households living throughout
Newport City and its shopping hinterland;

•

we have incorporated the very latest and most reliable statistics available in
relation to the following:

-

retail floorspace of existing centres and shops throughout the
city1;

-

consumer retail expenditure per head for small areas (zones),
and forecasts of growth in such expenditure, within Newport
City and its shopping hinterland2;

-

existing population totals for the city, survey area and
constituent sub areas (zones) and projections of population
through to 20263;

-

details of retail floorspace in the development pipeline within
Newport City4.

1.12

In addition, we have examined the published research from a wide range of third party
organisations in order to incorporate into the retail capacity assessment the latest data
and forecasts on:
•

the level of non-store retail sales, including consumer spending over the
internet;

•

the changing floorspace efficiency (average store productivities) of existing
retailers; and

•

appropriate existing and future benchmark average sales densities for
different categories of goods and sizes of centre.

1

This data has been generated by Colliers International as part of the study.
This data is sourced from Experian.
3
This information is sourced from Experian and Newport City Council.
4
This information is provided by Newport City Council.
2
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Structure of the Report

1.13

This report consists of two volumes. Volume 1 (this volume) comprises the Consultants
Report, whilst Volume 2 contains a number of Appendices which provide technical
information relating to the statistics and forecasts we have used, together with details of
existing retail floorspace and retail schemes in the development pipeline. This volume also
contains our detailed quantitative retail floorspace need tabulations (spreadsheets) with
separate series addressing convenience goods and comparison goods.

1.14

In terms of this volume (the main report), Section 2 describes the planning context to the
study at the national and local level.

1.15

In Section 3 we describe the key retail, economic and property market trends and draw on
recently published data as well the results of our own in-house research. The purpose of
the review is to provide a retail context to the study.

1.16

Section 4 introduces our methodology for assessing the quantitative capacity/need for
additional convenience goods and comparison goods floorspace within Newport City. The
sources of data are identified, the methodology of the ‘model’ is described and our key
assumptions are explained.

1.17

In Section 5, we consider the present scale and location of retailing provision throughout
the sub-region and, drawing on the results of the household telephone survey, examine
the current patterns of shopper behaviour for convenience goods and comparison goods
shopping. Using this information we quantify the retail trading performance of Newport
City as a whole and that of the city centre. The major competitor retail destinations to
Newport are identified and their retail offers are compared to each other and to Newport.

1.18

In Section 6 we focus on the retail economy of Newport City and describe and review the
retail offer of the city centre and district centres, as well as the out of centre retail parks,
retail warehouses and superstores.

1.19

In Section 7 we quantify the capacity/need for additional convenience goods and
comparison goods floorspace within Newport City as a whole, the city centre and District
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Centres. The assessment is carried out for the (agreed) forecast years of 2016, 2021 and
2026.

1.20

Section 8 sets out in full the results of our retail floorspace capacity/needs assessment
within Newport City and its centres. We also present our conclusions and
recommendations to the City Council on the most appropriate retail policy direction for
inclusion in the LDP.

6
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PLANNING POLICY CONTEXT
Introduction

2.1

In this section we assess the main planning policies applying to retail development in
Newport at national and local levels. The purpose of the review is to identify the main
policy requirements relating to both the technical capacity assessment and retail policy
recommendations.

Relevant Policy Documentation

2.2

Our review looks at relevant planning policy documents at the national and local levels.
These comprise:


The Wales Spatial Plan

Adopted Development Plan Documents:


Planning Policy Wales 2010



TAN4 Retail and Town Centres



Newport Unitary Development Plan 2006



East Newport Development Framework Plan, May 2007

The following emerging development plan document:


The Newport Local Development Plan 2011 – 2026

The Wales Spatial Plan

2.3

The Planning Compulsory Purchase Act 2004 placed a duty on the National Assembly for
Wales to prepare a Spatial Plan.

The first Spatial Plan was adopted in 2004 and

subsequently revised in 2008. When preparing Local Development Plans, local planning
authorities in Wales must have regard to the Spatial Plan however it is not part of the

7

Colliers International
July 2010

Newport City Council/Newport Unlimited
Retail Study and Capacity Assessment

Statutory Development Plan Framework, and consequently local development plans do not
have to “conform” in the same way as they do in England.

2.4

The Wales Spatial Plan has a 20 year agenda and it’s defined role, purpose and principles
are to :


Make sure that decisions are taken with regard to their impact beyond the immediate
sector or administrative boundaries and that the core values of sustainable
development govern everything that it does;



Set context for local and community planning;



Influence where money is spent by the Welsh Assembly Government;



To provide a clear evidence base for public, private and third sectors to develop
policy and action.

2.5

It is a principle of the Spatial Plan that development should be sustainable, which is about
improving wellbeing and the quality of life by integrating social, economic and
environmental objectives within the context of a more efficient use of natural resources. By
drawing together actions in the public, private and third sectors the Plan aims to coordinate
actions across Wales so as to move forwards towards a shared vision for the country as a
whole, and for the different defined sectors. The Plan defines 6 sectors, with Newport
falling within “South East Wales”.

2.6

The Plan has five purposes:

i)

to use a broad range of evidence to understand the different needs of different
people and places, in order to inform policy;

ii)

influencing policy – ensure Government policies are sensitive to place, and
responsive to the needs of citizens, communities and businesses in different parts
of Wales;

iii)

to provide a framework within which public, private and third sector service
providers can work together to prioritise actions and design optimum solutions;

8
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to ensure that the plans through which solutions are delivered have regard to both
regional and national spatial priorities;

v)

Aligning investment – to ensure public investment is made in places and services
where it is most needed.

2.7

The Plan defines a single Vision for Wales:

“We will sustain our communities by tackling the challenges presented by
population and economic change.

We will grow in ways which will increase

Wales’ competitiveness while assisting less well-off areas to catch up on general
prosperity levels and reducing negative environmental impacts. We will enhance
the natural and built environment and we will sustain our distinctive identities”.

2.8

Five key issues and challenges are identified facing Wales as a whole, although it is
acknowledged that there is considerable overlap between them.

i)

2.9

Building Sustainable Communities

The key challenges are identified as being to tackle deprivation; to bring about
improvements in public health and the eradication of child poverty.

ii)

2.10

Promoting a Sustainable Economy

Economic performance varies in different areas across the country. Whilst some areas
adjoining the English border have characteristics similar to the UK average, the more
western and the former coal mining areas lag behind.

iii)

2.11

Valuing our Environment

The land, marine and historical environments are identified as being fundamental to the
country’s cultural heritage, values and quality of life.

Protecting, regenerating and

enhancing these assets is identified as being essential, not only for its own sake, but for the
health and wellbeing of citizens and for economic opportunities.

9
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Climate change is identified as an impact requiring immediate action. Each of the sectors
will seek to develop practical plans to move towards becoming a low-carbon region as well
as reducing their wider “eco footprint”. These objectives go beyond the impact of carbon
emissions alone.

iv)

2.13

Achieving Sustainable Accessibility

It is accepted that citizens must be able to access job opportunities and public services
(health, social and education) if equality of opportunity is to be successfully promoted. This
is particularly so for those who face barriers to accessibility such as those on low income,
the young and the old, the disabled and those living in rural areas. Likewise, businesses
need improved access to markets to create new job opportunities and to secure those
opportunities in the longer term. Consequently the Plan seeks to develop access in ways
which achieve these objectives whilst protecting the environment.

v)

2.14

Respecting Distinctiveness

The Plan seeks to achieve a cohesive identity which sustains and celebrates what is
distinctive about Wales, both nationally as a whole and in respect of specific communities,
in order to promote Wales to the world and achieve economic, social and environmental
benefits.

South East Wales – Capital Region

2.15

Newport lies within the South East Sector which extends from Chepstow in the east to
Bridgend in the West, from the south coast as far north as the Heads of the Valleys (eg.
Ebbw Vale) and beyond Abergavenny. It describes this area as:

“An innovative skilled area offering a high quality of life – international yet
distinctively Welsh.

It will compete internationally by increasing its global

visibility through stronger links between The Valleys and the coast and with
the UK and the rest of Europe, helping to spread prosperity within the Area
and benefiting other parts of Wales.”
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Newport itself is identified as a “key settlement of national importance”, second only to
Cardiff within this sector.

2.17

Three priorities are identified for the region comprising:


the area will function as a network city region on a scale to realise its international
potential, national role and to reduce inequalities;



to link all of the areas key settlements to Cardiff or Newport by suitable high capacity
transport by the end of the Plan period.



the success of the area is reliant upon Cardiff developing its functions together with
strong and distinctive roles being developed for the other towns and cities.

The

challenge for the region is to operate as a network city region in order to take
advantage of the critical mass of population in the area as a whole, and provide the
quality of life appropriate for the 21st Century and to be able to compete with
comparable areas in both the UK and the EU.

2.18

Development in the area represents a “hand and fingers pattern of urban development”
reflecting industrial expansion since the industrial revolution. The legacy of this growth is
stark contrast between prosperity and deprivation. The intention is for the region to spread
prosperity and develop in a coherent and sustainable way in order to accommodate
population growth, pressures on transport and on the environment.

2.19

It is intended to strengthen Newport’s strategic role as the economic gateway to Wales,
thereby maximising the benefits of its connections with the Eastern Valleys. High value
developments are intended to be a dominant feature of the city’s projected employment
growth achieving the quality development befitting a regional capital area.

2.20

The port is also recognised as an important asset which can facilitate innovative investment
and high quality employment.

It is an important gateway of trade which services the

regional economy and supports existing manufacturers and industry.

Ports need good

surface transport connections to facilitate access for exports and to enable onward inward
distribution, consequently development of port facilities and port activity should be
maximised.
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The economic intention for the area is to develop a stronger presence in higher value
services and the knowledge economy, whilst also seizing opportunities to create jobs in
tourism, creative industries, renewable energy, recycling and waste.

2.22

The success of the region in making a transition to a 21st City Region offering a high quality
of life, which has transformed both internal and external perceptions, should strengthen its
distinctive character as an area with a specifically Welsh culture but a cosmopolitan
population.

The Development Plan

Planning Policy Wales

2.23

Planning Policy Wales (PPW) edition 2 was published in June 2010. It is a consolidation of
the additions to the original PPW, issued in 2002, which have been published over the
intervening period in the form of Ministerial Interim Planning Policy Statements.

The

second edition PPW does not include any substantive policy changes although it does
include a general update reflecting changes to facts, law, policies and other documents
referred to in the original document.

2.24

The purpose of PPW is to set out the land use policies of the Welsh Assembly Government.
It states that the purpose of the planning system it is to regulate the development and use
of land in the public interest. It goes on to state that the planning system must provide an
adequate and continuous supply of land available and suitable to meet the needs of society
in a way that pays regard to the principles of sustainability, particularly climate change, the
Wales Spatial Plan, and detailed policies on the different topic areas contained within PPW.

2.25

Chapter 10 addresses “Retail and Town Centres”. It identifies 4 objectives :


Secure, accessible, efficient, competitive and innovative retail provision for all the
communities of Wales, in both urban and rural areas;



Promote established town, district, local and village centres as the most appropriate
locations for retailing, leisure and other complementary functions;
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Enhance the vitality, attractiveness and viability of town, district, local and village
centres; and to



2.26

Promote access to these centres by public transport, walking and cycling.

The policy approach is to locate retail provision in proximity to other commercial
businesses, facilities for leisure, community facilities and employment. Town, district, local
and village centres are identified as the best locations for retail provision at an appropriate
scale. The greatest benefit to communities will be achieved through co-locating retail and
other services in existing centres in conjunction with the enhancement of access by means
of transport other than the private motor vehicle. This approach should also sustain and
enhance the vitality, attractiveness and viability of existing centres, as well as contributing
to a reduction in travel demand.

Technical Advice Note 4

2.27

Technical Advice Note (TAN) 4 deals with “Retailing and Town Centres”. It was published
in November 1996. It should be read in conjunction with “Planning Policy Wales” 2010
which sets out the land use policies of the Welsh Assembly Government, and forms part of
national planning policy for Wales. Local planning authorities are required to have regard
to national policy in preparing development plans and, where material, in the determination
of individual planning applications. TAN4 provides technical guidance to supplement the
policies set out in PPW, identifying those technical issues which will need to be taken into
account in planning for the retail industry.

2.28

It identifies a range of different types of information which might be useful in assisting the
preparation of development plans and determining applications. These include:


Population change;



Distribution of existing retail provision;



Looking at individual town centres, further useful information is identified for the
measurement of vitality, attractiveness and viability;



Turnover in relation to floorspace;



Commercial yield on non-domestic property;



Shopping rents;
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Retailer representation and recent / proposed change in representation;



The diversity of uses in a centre and how that has changed;



Accessibility by a choice of means of travel;



Pedestrian flows;



The proportion of vacant street level property;



Customer views;



Environmental quality;



Perception of safety / occurrence of crime.

It requires that all applications for retail developments over 2,500 sq m gross should be
supported by an impact assessment.

These studies should demonstrate whether the

applicant has adopted a sequential approach; assessed the likely economic and other
impact of proposals on retail locations (i.e. town centres, local centres and villages); the
accessibility of the site by a choice of means of transport; likely changes in travel patterns
that will arise; any significant environmental impacts.

2.30

It also states that such assessments may be necessary for smaller developments such as
those which would be likely to have a large impact on a smaller town or district centre.
These assessments should adopt a broad approach not necessarily limited by the local
authority’s administrative boundaries.

2.31

The advice note also confirms that parking standards should seek to achieve an adequate
level of town centre parking to reflect both the range of uses found and the level of public
transport alternatives. Where possible, parking in town centres should serve the centre as
a whole rather than being provided for the exclusive use of a particular occupier. Car parks
for edge of centre stores should similarly be encouraged to perform a dual role, serving the
town centre as part of an overall parking strategy.

2.32

The glossary identifies specific types of development which are reproduced in the glossary
to this study. It is of particular relevance to note the definition of the types of “centre” which
comprise:

i)

Town Centre – encompassing city, town and suburban district centres providing a
broad range of facilities and services and which fulfil a function as a focus for the
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community and public transport. Town centres exclude small parades of purely local
significance.
ii)

District Shopping Centres – groups of shops separate from the town centre which
usually contain at least one supermarket or superstore, together with a range of non
retail services.

iii) Local Centre – small groups of shops providing a range of local services such as
newsagents, sub post office, pharmacy and/or hairdresser etc.

2.33

The glossary also identifies a hierarchy of locations including:


Edge of centre – a location within 200 – 300 m easy walking distance from existing
town centre shops, providing parking facilities that serve the centre as well as the
store thus enabling one trip to serve several purposes.

2.34



Out of centre – a location separate from a town centre but still within the urban area.



Out of town – a development on land outside the urban boundary.

In terms of complying with the sequential approach, a “suitable” town centre site is one
which is acceptable for a proposed form of town centre development in terms of its location,
size, access and relationship to adjoining uses, together with any other factors pertaining to
that particular site.

Newport Unitary Development Plan 1996 – 2011

2.35

The Newport Unitary development Plan was adopted on 16 May 2006. It contains both
broad strategic policies and detailed development management policies to be used in the
assessment of planning applications.

The wider Growth Strategy seeks to regenerate

Newport as a whole, through the enhancement of the city centre, the improvement of
employment opportunities thereby reinforcing its role as the economic engine of the subregion. An Eastern Expansion Area encompassing the redundant part of the steel works
together with land to the north is defined to enable a comprehensive development to meet
the Growth Strategy objectives and provide the means of securing infrastructure investment
and improvements.
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The Plan seeks to guide developments to locations which will minimise the need to travel or
be accessible to public transport or other non-car modes, notably walking and cycling.

2.37

The Plan identifies three principal aims (para 1.18) which:

A) move towards environmentally sustainable development involving :
a) urban regeneration;
b) conservation of the natural and built environment and the prudent use of
natural resources;
c) transport.
B) facilitate improvements to the economy and general living standards;
C) conserve and enhance the built and natural environment and to counter the decline
in bio diversity.

2.38

The plan also identifies objectives for different types of development, although there is no
specific objective identified for retailing. There is however a strategic policy (SP18) which
states:

“Retail proposals in or adjoining the city centre or district centres will be permitted
where they enhance the retail function of that centre, and are at an appropriate
scale for the relevant centre.

Proposals elsewhere will be subject to an

assessment of need and phasing considerations.

A strict application of the

sequential test will be applied to all retail applications”.

2.39

The specific policies for retailing are set out in Chapter 6, which includes the justification for
Policy SP18. The written justification indicates that the plan seeks to implement national
policy to sustain and enhance town, district, local and village shopping centres as it is
considered this strategy contributes to sustainability. Established centres are considered to
usually be well related to their catchment and accessible by a variety of modes of transport.
The justification also states that new development should be at a scale appropriate for a
centre, and that the sequential test will in all cases need to be applied (para 6.1).

2.40

The justification goes on to state that major proposals outside town and district centres are
unlikely to be appropriate because of their potential adverse impact and because they are
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less likely to meet accessibility objectives. The retail capacity assessment undertaken in
2004 established that the city centre’s catchment area extends beyond the County Borough
boundary, and in the context of the growth Strategy, there will be scope for new
development, particularly in the city centre (para 6.2).

2.41

The detailed policies then go on to look at retail development proposals in different
locations comprising:


Newport City Centre



District and Local Centres



Out of Centre

(a) Newport City Centre

2.42

The objective for Newport is:

“To maintain and strengthen the vitality, functioning and attractiveness of Newport
City Centre as a major regional shopping destination”.

2.43

There are six policies relating to the City Centre which seek to favour the provision of
enhanced retail facilities, control the provision of non shop uses in both the primary,
secondary and other shopping areas; and promote a defined café quarter.

2.44

Policy R1 addresses redevelopment schemes indicating that those which enhance retail
provision will be favoured in the city centre provided that their scale, design and layout is
compatible with its overall functioning and the visual environment. The policy states:

“Redevelopment schemes involving enhanced provision of retail facilities will be
favoured within the city centre shopping area, provided that the scale, design and
layout of the proposals are compatible with the overall functioning of the city centre
and the visual environment”.

2.45

The justification for the policy refers to the core retail area being centred on Commercial
Street between Hill Street and Westgate Square (para 6.6) and also refers to a major
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scheme being promoted in the John Frost square area to provide a department store, retail
units, new car parking and related facilities (para 6.7).

2.46

Policy R2 qualifies the application of Policy R1, indicating that improved retail facilities in
the city centre will be encouraged provided there are no unacceptable adverse impacts on
the conservation area or on the free movement of pedestrians or operational requirements.
The policy states:

“Proposals for improved retail facilities in the city centre shopping area will be
encouraged provided:

i) The proposal would have no unacceptable adverse impact on the town centre
conservation area or a listed building;
ii) Free movement of pedestrians and operational requirements would not be
unacceptably adversely affected.”

2.47

The justification for the policy acknowledges that over the plan period proposals will come
forward for various forms of retail scheme in the city centre which are to be welcomed if
improvements to the city’s retailing function are to occur (para 6.8).

However such

proposals will also be considered against conservation and environment policies and high
quality design will be encouraged (para 6.8). The justification goes on to indicate that
smaller scale schemes involving permanent kiosk or pavilion type street outlets will not be
favoured if they would inhibit pedestrian flow, particularly along Commercial Street (para
6.9).

(b) District and Local Centres

2.48

The objective for the district and local centres is:

“To recognise the importance to the local community of the role of district and
other small shopping centres for retailing and other services and to encourage
schemes which would enhance such centres”
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The Plan identifies 12 district centres across the City in a range of different sizes and types.
The Plan contains two policies relating to district centres: Policy R7 both identifies the
centres and sets out the terms whereby improved shopping facilities would be favourably
considered; and Policy R8 which addresses non retail uses within those centres.

2.50

The district centres identified in Policy R7 and defined on the proposals map are:

Beechwood
Bettws
Caerleon
Caerleon Road
Clarence Place
Commercial Road
Corporation Road
Maindee
Malpas Road
Ringland
Risca Road (The Handpost)
Newport Retail Park, Spytty Road

2.51

The policy goes on to state that improved district shopping facilities will be favoured subject
to adequate parking and servicing arrangements being provided; the centres being
accessible on foot, by cycle and by public transport; and taking into account considerations
of scale, location, design and amenity.

2.52

The Plan utilises the TAN 4 definition of district centres (para 6.24). It comments that as
the form of the district shopping centres vary, local characteristics will be important in
determining acceptable forms of development within them (para 6.25).

2.53

Specific reference is made to the inclusion of Newport Cattle Market within the Commercial
Road District Centre to enable the regeneration of the Commercial Road area (para 6.25).
Elsewhere it is acknowledged opportunities may exist for schemes either in or well related
to district centres which could result in strengthening their retail function (para 6.26).
Specific reference is made to the definition of Newport Retail Park as a District Shopping
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Centre, reflecting its additional function of providing local shopping facilities for the Eastern
Expansion Area. It is considered that some remodelling “will be desirable” to enable it to
fulfil this role and also to achieve a high quality urban townscape appropriate to such a
centre (para 6.26a).

2.54

Policy R9 addresses local and neighbourhood centres. It deals with the provision of new
local facilities, including the extension of existing retail outlets or the change of use of
buildings outside town and district centres.

It states that such proposals will only be

permitted where three criteria are met;
•

the development serves an under provided area or new residential development;

•

there would be no unacceptable effect on residential amenity or the character of the
area;

•

2.55

there would be no adverse effects on the vitality and viability of any existing centre.

The justification advises there are numerous local and neighbourhood shopping centres
which usually take the form of small groupings of shop premises or single purpose built
blocks, as well as individual corner shops and garage shops, all of which serve their
immediate locality with some passing trade (para 6.29). New facilities will be considered on
their merits and in regard to the characteristics of the property and its location, the role of
the centre in meeting local shopping needs, local land use considerations, traffic, parking
and other environmental implications (para 6.29).

(c) Large Scale Retail Proposals

2.56

The objective for large scale retail proposals is:

“To ensure that the level of provision and types of retailing in out-of-town locations
does not adversely affect established centres”

2.57

The written justification acknowledges the dynamic nature of the retailing sector and that
the trend for large scale out of centre retailing may have been reversed by the shift to a
town centre first policy approach (para 6.32).
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The Plan contains two policies for large retail development, Policy R11 which deals with
proposals for new large scale retail development; and Policy R12 which deals with existing
out of centre retail sites.

2.59

Policy R11 indicates that proposals for new large scale retail development outside of the
city centre, the district centres or existing retail sites will not be permitted unless a series of
six criteria are met. The criteria require:

i)

need to be identified;

ii)

there to be no adverse effect on traditional retail centres as a consequence of
the type and range of goods sold;

iii)

sufficient highway / transportation capacity to serve the development with
satisfactory access/servicing arrangements and the incorporation of provision for
sustainable means of transport;

iv)

no adverse impact on local residential amenity due to excessive noise, traffic
generation or light pollution;

v)

the location is to be acceptable in sequential terms;

vi)

where the proposal involves the relocation of existing out of centre retail facilities
to a sequentially acceptable site, an agreement to control the future use of the
vacated land.

2.60

Major schemes for new out of town or out of centre retail developments, beyond existing
commitments, are regarded as being unnecessary during the Plan period (para 6.35). For
the purposes of clarification, the Plan confirms that this policy applies to factory outlet
centres and warehouse clubs (para 6.36).

2.61

Policy R12 indicates that extensions to existing large retail outlets, including garden
centres, the refurbishment/redevelopment of existing stores, and extension to existing
outlets outside of town and district centres, will only be permitted where six criteria are met:

i)

the development would not have an adverse effect on traditional retail centres
as a consequence of the type and range of goods sold;

ii)

the area of the site would not be increased;
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sufficient highway / transportation capacity to serve the development with
satisfactory access/servicing arrangements and the proposal incorporating
provision for sustainable means of transport;

iv)

no adverse impact on local residential amenity due to excessive noise, traffic
generation or light pollution;

v)

either a quantitative or qualitative need can be established;

vi)

the sequential test can be satisfied having regard to the availability, suitability
and viability of town and district centre sites, or edge of centre sites with less on
site parking.

Emerging Planning Policy

The Local Development Plan for Newport

2.62

The Local Development Plan will cover the period 2011 – 2026 and is expected to be
adopted in 2012, at which time it will replace the UDP. Preparation of the Plan commenced
in 2008 and at the start of 2010 the Preferred Strategy went out to public consultation. The
responses to this consultation, and the candidate sites identified during the process, are still
being considered. It is anticipated that the deposit draft will be published for consultation in
early 2011 with the public examination following at the end of the year.

2.63

The Preferred Strategy seeks to secure a pattern of development to meet the city’s needs
in a sustainable way. The vision for the City is:

“As a gateway to Wales, Newport will be a centre of regeneration that celebrates
its culture and heritage, while being a focus for diverse economic growth that will
strengthen its contribution to the region. It will be a place that people recognise as
a lively, dynamic, growing city, with communities living in harmony in a unique
natural environment”.

2.64

The Plan defines eight detailed objectives for the City over the next 15 years, although
none of these are directly related to retail development. Objective 3 relates to economic
growth and seeks to enable a diverse economy to meet the needs of both Newport and the
wider south east Wales economic region.
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Specific reference is made to “Retailing and the City Centre” with reference to MIPPS
02/2005. The continuing regeneration of the river front and inner urban areas is considered
to bring forward benefits for the city centre by increasing nearby residential population. The
city centre is also identified as the most generally accessible location by public transport
and so strong justification would be needed for significant new retail development
elsewhere unless it is of limited size that is justified for local needs. The Plan notes that a
significant level of out of town retailing is already available and is thought sufficient for that
segment of the market (para 2.114). Future investment should be concentrated in the city
centre in order to prevent further trade being lost to competing town centres, notably Cardiff
and Bristol.

2.66

Six candidate sites were put forward for some form of retail development. Five of the sites
lie to the west of the River Usk, whilst the sixth lies to the east forming part of the Newport
Retail Park District Centre adjacent to the Eastern Expansion Area.

2.67

The sites put forward are:
•

28.C3 Land off Chartist Drive, Rogerstone - a triangular area of 2.31 ha situated to
the rear of the Focus DIY store, sandwiched between the railway line and the A467
– there are no planning permissions or extant applications.

•

224. C1 and C2 – these sites lie to the northern part of Newport close to the M4
motorway. The proposal is for the relocation of the existing Sainsbury’s Superstore
(site C1) to the former gas works site (site C2) which already benefits from outline
planning permission (02/1414).

•

202. C1 – Mallards Reach – situated to the south west of Newport, this site amounts
to some 28.5 ha agricultural land and is proposed for a mixed use residential,
community facilities and local scale retail development, the purpose of which would
be to serve the residential area.

There are no planning permissions or extant

consents for this development.
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2046. C1 – this site encompasses the 28 East Retail Park to the south of the city
centre. It is proposed that the park should be allocated as a district centre and that
it should be granted open A1 consent to ensure it can better adapt to market
circumstances and avoid high vacancy rates.

There are no unimplemented

planning permissions or pending applications in relation to this development.
•

2053. C1 – Imperial Park – situated in the south west of the city, this site amounts to
6.9 ha and is currently used for storage and distribution.

It is proposed for

redevelopment for retail and/or hotel/conferencing facilities. Again there are no
unimplemented planning permissions or applications pending. The owner considers
the site suitable for both food and non food retailing and considers this particular
area is poorly served by retail provision.
•

2063. C1 – Matalan and Dutton Forshaw – this site extends to some 2.9 ha and lies
within the Newport Retail Park District Centre. The proposal is for a specific retail
allocation or for it to be retained within the district centre. The site is currently in
partial retail use and is partly vacant.

There are no unimplemented planning

permissions or pending applications.

Supplementary Planning Guidance

2.68

Newport City council has published a large number of supplementary planning guidance
documents. Supplementary Planning Guidance does not form part of the Development
Plan but is consistent with both national and Local Development Plan policies. It is a
material consideration in the determination of planning applications.

East Newport Development Framework Plan

2.69

This guidance was adopted in May 2007 and sets out the policy proposals for the Eastern
Expansion Area which is intended to create an integrated high quality and sustainable
urban extension to the City. The SPG sets out the basis on which development proposals
can be brought forward and identifies the principles and criteria against which such
proposals will be assessed.
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The Eastern Expansion Area extends to some 1,040 ha and is situated to the east of the
existing urban area, and to the south of the M4 motorway. It incorporates the redundant
part of the Llanwern steel works. The area is expected to provide 5,100 new homes in the
longer term. The housing is to be provided in two main sections, each with a village centre
providing a focus for local facilities, including a local convenience food store.

2.71

It also includes the Newport Retail Park, Newport’s largest out of town retail and leisure
park which has been designated a district Centre in the UDP. Its design is noted as not
meeting today’s standards for a district centre with poor pedestrian routes through the site
and a low standard of urban design (para 3.9).

2.72

Its district centre status is intended to provide for the future retail, leisure, community and
other needs of the eastern expansion area in an attractive way.

The UDP seeks the

remodelling of the centre to fulfil its new role, achieving a high quality urban townscape
appropriate to a district centre.

2.73

The SPG confirms the centre needs to be accessible by all modes of transport and should
provide for a wider range of land uses, including community use (para 4.32). Proposals
must be brought forward against a comprehensive Masterplan that identifies the way in
which these objectives will be met (para 4.33).

2.74

Detailed design principles are defined for the remodelling of the district centre which it is
considered can be applied over time to successive phases of development. Eleven general
principles to inform the approach to remodelling the district centre are identified:
•

a clear new structure formed from public routes and development parcels;

•

strong connections with frontages to adjoining development on the redeveloped
steel works and employment areas to the south;

•

a structure reflecting clear hierarchy of activities and uses with a concentration of
activity at the centre;

•

priority to be given to the pedestrian for internal movement within the centre;

•

a rationalisation of parking by increasing shared use and provision of common
parking to serve the centre as a whole;

•

a hierarchy of public spaces with a central formal public space at its heart;

25

Colliers International
July 2010

Newport City Council/Newport Unlimited
Retail Study and Capacity Assessment

•

a hierarchy of built form with greater significance to buildings at the centre;

•

public buildings such as meeting places, health and community centres provided at
the heart of the development;

•

for the centre to be an attractive and vital area with a range of uses and activities;

•

buildings to have frontages to the internal route network, including roads and
footpaths; and

•

a high quality public transport hub facilitating interchange between modes of
transport.

26

Colliers International
July 2010

3.

Newport City Council/Newport Unlimited
Retail Study and Capacity Assessment

RETAILING - TRENDS AND UK CONTEXT
Introduction

3.1

Although the main emphasis of this study is on preparing a quantitative retail floorspace
capacity assessment of Newport City, it is useful to set the local shopping market within
the context of long term trends. Retailing is a dynamic industry and the way it evolves will
have important implications for all parts of the UK, including for Newport City.

Retailing - Periods of Rapid Change

During the 1980s and 1990s the UK retailing industry underwent a radical transformation.
Fired by a growing volume of consumer spending, a considerable economic boom
occurred. Between 1998 and 2008, for example, retail spend rose by £85 billion (Figure
3.1). This rapid increase was due to the easy availability of credit, a booming housing
market and increasing consumer confidence, which translated into consumer expenditure.

Figure 3.1 Annual Retail Sales, 1998–2009 at Current Prices
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Source: Verdict UK Town Centre Retailing, Datamonitor, October, 2009.
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This general buoyancy and healthy consumer demand was underpinned by important
changes on the supply side, notably:• the advance of superstores and multiple retailers;
• achievement of larger economies of scale;
• introduction of attractive new store designs and systems of product presentation;
and
• superior systems of stock control and replacement.

3.4

A new generation of consumers was courted by new retailers focusing heavily on design
and market segmentation (e.g. Next, Tie Rack and The Body Shop). The aggressive
expansion of new retailers added further pressures to a widespread demand for a limited
resource, i.e. prime sites on the high street and in shopping centres. However, this was
confined almost entirely to large towns and cities, rather than smaller centres.

3.5

The 1980s and 1990’s also saw a period of financial deregulation. High Street sites were
in competition and eagerly acquired by such service providers as banks, building societies
and estate agencies.

3.6

All these market changes put upward pressures on the level of shop rents as a
consequence of the “race for space”. Between 1984 and 1988 rents nationally increased
by over 60%. This large increase was vastly in excess of the underlying growth in retail
sales and consumer expenditure (25% and 23% respectively).

As retailer demand

continued to fuel rental growth, new shopping developments in town centres and out of
centre became viable. This took the form of both major centre schemes, retail parks and
smaller “courtyard” developments, sometimes in secondary locations in the larger centres.

3.7

Between 1987 and 1996 the quantity of out of centre floorspace in the UK grew by over
87% (an increase of almost five million sq m), whereas the equivalent figure for in-town
retail floorspace showed a growth of only 0.7% (less than 0.2 million sq m). Thus in
floorspace terms virtually the whole of the net additional growth in the UK retail sector
between 1987 and 1996 was out of centre. During this time migration of the main out of
centre sectors from the high street created space into which the more traditional high
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street retail sectors expanded. By the end of 2000 out of centre shopping accounted for
27% of total retail space and 28% of retail sales, with both these figures rising to 34% and
31% respectively by 2009. Figures 3.2 to 3.4 summarise changes in the quantum of retail
sales and retail floorspace by physical location over the past decade and the relationship
between the two indicators (sales densities).

Figure 3.2 Retail Floorspace by Location, 1998-2009
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Figure 3.3 Retail Sales by Location at Current Prices, 1998-2009
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Figure 3.4 Retail Sales Densities by Location at Current Prices, 1998-2009
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In relation to high street retail the 1980s and 1990s saw an increasing concentration of
shopping provision within the UK's largest city and town centres. By 2000, for example,
the top 100 locations accounted for an estimated 36% of (town centre) floorspace and
58% of sales.

Early 1990s Recession

The results of the onset of the recession at the end of the 1980s / early 1990s are well
documented - a virtual standstill in retail sales and a sharp decline in the fortunes of high
street stores. From 1989 to the end of 1992, the general trend in retail sales at constant
prices (ie. discounting for inflation) was static (see Figure 3.5) in marked contrast to the
expectations on which some retailers’ business plans at the time was based.

Figure 3.5 Retail Sales Values vs Volumes, 1988 - 2009
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High rents and low sales resulted in many retailers (multiples and independents) having a
particularly difficult time. Some retailers closed down or down-sized their holdings
considerably. This period also saw the growth of the “discounters” (food and non-food) as
consumers became very cost conscious.

In addition, charity shops proliferated as

landlords tried to recoup lost income from voids arising from the downturn. This period
was characterised as being very much a tenants market as occupiers had substantial
negotiating clout resulting from the downturn.

3.11

Early 2009 saw the UK slide into economic recession once more. A number of these
trends are therefore being repeated. Woolworths and MFI were among the early retail
casualties of the present downturn (see later).
Retail Evolution Since the Mid 1990s

3.12

From 1996, until relatively recently, growing consumer confidence had led to increasing
retail spend, which in turn encouraged retailers to expand with strong competition for
prime sites and a resultant increase in prime rents (see Figure 3.6 overleaf). Although
prime rents rose each year from 1993-94 to 2007/08, in real terms (i.e. after taking
inflation into account) values remained lower than those achieved more than a decade
earlier. In absolute terms, the average GB prime rent rose from £592 per sq. m in 1987 to
£883 per sq. m in 1990 before falling back to £797 per sq. m in 1993. Since then, the
average rent increased annually to reach £1,400 per sq m in May 2008 before declining
once more to £1,227 per sq m in May 2010.
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Figure 3.6 Great Britain Prime Rental Performance, Nominal & Real Values (June
1987 to June 2010)
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3.13

The general confidence in retail markets since 1996, until quite recently, has been the
result of a buoyant national economy, resulting in increasing consumer affluence and
confidence. Positive economic indicators included a growth in Gross Domestic Product
(GDP), relatively low inflation and falling unemployment. This confidence in the economy
saw improvement in rents across all property sectors.

Property also witnessed a

significant increase in investment from institutional investors.

3.14

Retailers responded to these emerging consumer needs by focusing more on the
establishment of larger shops that were able to provide the full range of their products at a
competitive price. According to Verdict, high street stores are now 25% larger than a
decade ago as retailers such as Marks & Spencer and Next strive to expand floorspace to
accommodate broader ranges and services.

Typically, these new “mega” shops are

located in the larger “quality” regional centres where catchment populations are
considerable and affluent, and where retailers can maximise market share through a more
focused branch network.
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Retailing is also becoming more and more about branding and specialisation. The retail
generalists, such as W H Smith and Boots, are finding it difficult to maintain market share,
especially as the supermarkets move increasingly into non-foods. The buying power of
these operators now enables them to undercut most high street retailers on price.

3.16

There is also a growing element of convergence between retailing and leisure. Both
retailing and leisure have a developing synergy so that the shopping trip is now
increasingly seen as a “day out” rather than a regular routine or chore. An example of this
trend is the shopping trip which in itself is undertaken as a leisure activity.

This is

particularly well illustrated by the new breed of factory outlet centres which have opened
throughout the UK, where research which we have undertaken shows that up to 75% of
visits are essentially leisure based trips and are “net additional” to regular visits made to
the high street.

3.17

There has been growing pressure and competition from café, snack bar, restaurant and
licensed retail operators (e.g. JD Wetherspoon), responding to the trend of people
choosing to eat out more regularly and contributing to the concept of the evening
economy.

3.18

In key centres, international retailers have also very active. The best example of this is
central London, where locations such Oxford Street, Bond Street and Regent Street have
attracted an influx of major names including Armani, Donna Karan, Louis Vuitton and
Gianni Versace. However, demand from overseas retailers has also been healthy in a
number of the other major regional centres such as Manchester, Glasgow and Leeds.

Out of Town Retailing

Food

3.19

Food retailers continued to expand through the recession of the early 1990s, particularly
in out of centre locations. The slow growth in convenience goods expenditure (illustrated
in Figure 3.7 overleaf) contributed to the expansion plans of food retailers by forcing them
to fight for market share and to benefit further from economies of scale.
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appears to be that to increase market share and profits, there is a need to increase
floorspace.

Figure 3.7:

Consumer Retail Expenditure per Head by Goods Type, Annual
Average for the UK (Constant Prices) between 1980 and 2016

Source: Experian Forecast, January 2009

3.20

In the past, increasing floorspace was achieved mainly through new superstore
development, especially out of centre. However, with government planning policy
curtailing opportunities out of centre, the major operators are increasingly looking to
extend their existing stores. Extensions are used to accommodate non-food ranges which
have lower sales densities (than food) but generate better margins. Larger stores also
enable food store operators to diversify into services or to accommodate in-store service
use concessions (e.g. coffee shops, dry cleaners, shoe repairers and photographic
processing).

3.21

Smaller store formats have been devised by a number of major food store operators and
this has also spearheaded the movement back to town centres. An example of one of the
new formats is Tesco with its “Metro” and “Express” concepts. The promotion of town
centre living, along with the growth in one person households as well as an increasingly
ageing population, has created a market for in-town supermarkets.
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The growth in the number of larger superstores (Table 3.1) has been at the expense of
smaller supermarkets and other food specialists. The net effect of the expansion of the
superstores has been a loss of more than 32,000 food shops over the past decade.

Table 3.1 Total Grocery Store Numbers by Retailer Type, 1997-2007

Year
1997
1998
1999
2000
2001
2002
2003
2004
2005
2006
2007
% Change
1997-2007

Larger
Superstores

Supermarkets
and Smaller
Grocers

Food
Specialists

Other Stores

Total
Stores

1,084
1,117
1,150
1,180
1,235
1,292
1,319
1,351
1,385
1,434
1,480

34,438
33,766
33,586
33,228
33,040
32,785
32,523
32,423
32,288
32,138
31,958

41,493
39,407
37,996
36,157
34,240
33,155
30,856
28,963
28,244
27,750
27,123

27,667
25,691
22,480
20,756
19,208
17,644
16,349
14,194
13,373
12,540
11,760

104,682
99,981
95,212
91,321
87,723
84,876
81,047
76,931
75,290
73,862
72,321

36.5

-7.2

-34.6

-57.5

-30.9

Source: Verdict UK Grocery Retailers 2008.

Non-Food

3.23

Following many years of rapid growth, the out of town retail warehouse sector suffered a
down-turn at the end of the 1980s. By the mid 1990s it had recovered and the market
remained strong through to around 2005. This 10 year renaissance derived from a series
of innovations which, when combined, created the modern purpose-built retail park.
Schemes built in the early 1980s began to be examined critically and some were
redeveloped or extended.

Free-standing (“solus”) units started to become outmoded.

Some units were reduced in size from that typically required by DIY operators to meet the
new range of retail warehouse or “showroom” occupiers.
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The retail warehouse market continues to segment as it matures. Prime rents are paid for
space on purpose built retail parks which are accessible by a large catchment population
and which benefit from an “open” (non food) retail planning consent (the first tier “superprime”). In other locations, premiums are being paid by a wider range of retailers
(typically for smaller retail warehouses) having such a planning consent (the second tier).
With the increased use of planning conditions to restrict the use of out of town retail
warehouses to “bulky goods”, a third tier has developed in investment terms.

3.25

During recent years there has been a polarisation in the retail warehouse market between
bulky goods (weak demand) and open A1 (relatively healthy demand). There is currently
a huge total of second hand space on the market and most of this is bulky goods
restricted and often large and difficult to sub-divide. The weak bulky goods market is
typified by major events such as the collapse of Courts at the end of 2004, which resulted
in 70,000 sq m gross of vacant space coming into the market, and the down-sizing of B &
Q. Added to this are the residual units from the recent collapse of Allders, Furnitureland,
Durham Pine, Textile World, MFI etc. and on-going disposals from a number of other
retailers. Running in parallel there has been the development of new retail warehouse
floorspace that has never been occupied.
E-tailing

3.26

In 2002, the value of online retail spending was just £3.8 billion, representing 1.6% of all
UK retail sales. By 2008, however, it had grown to £18.4 billion (6.4%). Online sales
have therefore risen rapidly to become an integral part of the UK retail market, and in
many cases it is now the strength of retailers online sales that is helping to counter the
weaker in-store performance.

3.27

Consumer confidence in online retailers has risen as shoppers have tested out the
internet and found websites increasingly easy to navigate, credit card use to be secure
and delivery to be convenient and reliable. The ease of comparing the price of goods and
services has also led sales to soar, as has the increasing availability and falling price of
broadband.
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It is important to note that not all of the growth in online sales impacts directly on spend
available to the high street. Nevertheless, online sales are now beyond the point where
growth is simply cannibalisation of more traditional home shopping formats. E-tailing is
therefore now capturing some of the consumer spend that previously flowed to bricks and
mortar retailing.

3.29

This implies internet retailers are drawing trade away from the UK’s high streets. In
practice, however, some of these operators run both traditional and online operations; for
example, Argos and Tesco.

Therefore, this does not necessarily mean high street

retailers are losing out. In the case of some retailers, electronic orders are fulfilled out of
existing stores, so growing online sales may even increase the need for retail property in
certain cases.
3.30

The forecasts for e-tailing suggest that online sales will continue to increase over the next
five years, although the rate of growth is expected to slow. Perhaps of more importance
to retailers is the expectation that online sales are expected to capture an increasing
share of all retail goods sales, rising to around 11.5% by 2016 according to Experian.
Experian expects e-tailing to follow the s-curve profile of a slow start, rapid take-off and an
eventual plateau. They expect the market share of e-tailing as a proportion of total retail
to stabilise from 2016 onwards.
The Credit Crunch and Its Effects on the Retail Economy
The Economic Recession

3.31

The year, 2008, was one of the most turbulent years for the global economy in history,
primarily caused by the US sub-prime mortgage market, whereby banks around the world
were exposed to bad debts.

3.32

The actual start of the “credit crunch”, however, can be pinpointed to 9th August 2007
when investment bank BNP Paribas closed two of its funds because it could not value the
assets in them. This was followed in September 2007 by the collapse of Northern Rock
and the biggest run on a British bank in more than a century.
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Throughout 2008 a number of major events rocked the UK and global economy. On 15th
September, Lehman Brothers became the first major bank to collapse with the warning
that more would follow. This was followed by one of Britain’s biggest mortgage lenders
Bradford and Bingley being nationalised and the government taking control of £50bn
worth of mortgages and loans. In an unprecedented move six central banks around the
world including the Bank of England, US Federal Reserve and European Central Bank all
cut interest rates by half a percentage point on October 8th. This came hours after the UK
government announced details of its rescue package for the banking system including a
cash injection of £50bn and the offering up to £200bn in short-term lending support. Days
later the government announced further plans to save the British banking system by
effectively nationalising three UK banks, RBS, Lloyds TSB and HBOS injecting a total of
£37bn of taxpayers’ money into them. 2008 saw the FTSE 100 fall 31.3%, the biggest
decline in its history.

3.34

As a result of the economic downturn, the retail sector also took a severe battering.

A

string of high profile retailers went into or filed for administration including MFI, Land of
Leather, Zavvi, and most significantly Woolworths, resulting in a number of changes on
the high street.
3.35

Consumer confidence fell sharply over 2008 (see Figure 3.8 overleaf) despite efforts by
the government to get consumers spending. VAT was cut from 17.5% to 15% at the end
of November 2008 in an attempt to instil some confidence, whilst in March 2009 the latest
in a line of interest rate cuts saw the Bank of England base rate set at 0.5%, the lowest in
its history.
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3.36

Confidence in the retail sector as a whole is expected to remain weak throughout 2010,
and possibly beyond, with the likelihood of further big name retailers slipping into
administration as the UK continues to remain in an economic downturn. However, all is
not bad with many of the food store operators and value retailers continuing to buck the
trend and perform well.
Current Market Conditions and Outlook

3.37

The UK has experienced the worst economic recession since the 1930s. Although GDP
figures indicate that the country has recently moved out of recession the recovery is
expected to be long and fragile. The recession took a heavy toll with capital values for
some retail properties falling by up to half, eradicating many investor’s equity and making
banks the owners of many shopping centres and high streets. However, the large number
of retail failures during late 2007/early 2008 has largely been stemmed and although there
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are likely to be further casualties, occupier demand has been surprisingly buoyant. The
key issue is the terms upon which retailers are prepared to take a unit.
3.38

Landlords these days are often prepared to keep units occupied almost on any terms,
encouraged to do so by the Government’s implementation of full vacant rate payments.
Rent free periods and/or incentives equal to two or three years are commonplace with
there being extreme examples of five or even six years free being accepted. Short term
leases on a turnover basis are often being entered into but at least the occupancy of a unit
helps maintain vibrancy and a feeling of well being in the nation’s high streets and
shopping centres.

3.39

In the out of town retail market, vacancy is at its highest ever level as a result of a series
of administrations. Demand is currently not sufficient to match the increased supply of
space out of town despite the reduced development pipeline. However, this does mean
that there are attractive opportunities for existing retailers and new retailers to expand.

3.40

The food store sector remains healthy despite the economic downturn with like for like
sales growth being achieved. The big four operators – Tesco, Sainsburys, Asda and
Morrisons – continue to do well, whilst the likes of Waitrose and the Co-op also seek to
expand market share through the acquisition of existing stores or new store openings.
Convenience stores, in particular, are generating a lot of activity as retailers seek new
formats and new ways of securing extra trading space without having to wait the typical
three to five year timescale required to open a main store. The discounters are also
expanding on the back of changing consumer food shopping preferences with more
emphasis being placed on value.

3.41

In terms of the UK shopping hierarchy, Central London and the large dominant in and outof-town regional centres, together with the much smaller market towns are faring the best
as they did back in the economic downturn of the early 1990’s. Discount retailers and
those with very strong brands are also trading much better than those occupying the
middle market who cannot appeal on price and/or quality in an evermore discerning
market. Retailers with an effective website also continue to trade well despite the adverse
economic conditions.
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Whilst 2007 and 2008 were the years of yield weaknesses and falling capital values, 2009
was characterised by a decline in retail rents. Our data indicates that the Great Britain
average prime retail rent fell by 12.2% during the year to May 2009, the biggest annual fall
since we began our rental series in 1987. This average figure masks a big variation in
performance with many centres experiencing much larger rental falls of up to 55%. Rents
fell by a further 1.5% over the year to May 2010 and are expected to slip back even more
over the next 12 months.

3.43

New retail development has virtually stopped, whilst much of the longer term pipeline has
slipped or fallen away. This will place a significant break on new retail accommodation
over the next few years which, combined with an expected recovery in occupier demand,
could lead to a relatively quick contraction of concessions and a steep rise in rents in
around two to three years time.
Medium to Long Term Trends

3.44

In the medium to longer term the UK retail property market is likely to be impacted by a
number of important national trends, the most important of which are:•

the potential effect of internet shopping – e-tailing in the UK has grown rapidly
in recent years. Economic forecasters expect its rate of growth to level-off in
around five years time. However, should these forecasts prove wrong and
spending on-line continues to gather pace in the medium to longer term, this
will clearly divert even more spending away from ‘bricks and mortar’ shops to
the detriment of all city and town centres;

•

a rapidly ageing population – by 2016 it is estimated that there will be 2.1
million fewer people aged under 40, but 3.5 million more people over 40 years
of age;

•

a declining share of consumer expenditure – although disposable incomes
have risen every year for more than a decade, the proportion of expenditure
which is spent on retailing goods has fallen from 38.3% in 1997 to 34.4% in
2007 and is expected to fall to 31.3% by 2012;
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an increasing proportion of retail activity is becoming concentrated in the
largest towns and cities – in the 1960’s it took 200 retail locations to account
for 50% of all UK non-food sales but today this same proportion of turnover is
channelled through less than 80 retail centres and the number is forecast to
decrease even more.

Summary
3.45

The retail sector has been subject to significant changes when looked at over the medium
term. The recent economic downturn has added to the dynamic. These shifts and trends
should not be ignored. Operators are constantly monitoring changing trends in fashion
and demographics in order that consumer demand is satisfied. Retail is an evolving
process with operators constantly adapting to demand and increasingly analysing and
targeting their customers. These continual changes have important implications for
property and business location, which in turn are related to retail policy. Local authorities
should therefore regularly monitor the retail sector in order to ensure that their policies are
both up to date and appropriate.
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QUANTITATIVE RETAIL NEED: DATA SOURCES AND
ASSUMPTIONS
Objectives

4.1

The principal purpose of this study is to estimate the need or capacity for additional retail
floorspace within Newport City through to 2026. The assessment has been undertaken for
the two main categories of retailing – convenience goods and comparison goods.

4.2

Although the assessment of retail floorspace need is necessarily detailed and relatively
complex, we have at all stages sought to achieve transparency in our calculations. We
have followed a traditional approach to estimating retail floorspace need and have
incorporated the latest published data and the results of a specially commissioned
household survey. This should ensure that our assessment is up to date, comprehensive
and robust.

4.3

Section 7 of this report describes our approach to quantifying retail floorspace need, whilst
we present the results of the assessment, together with our retail planning policy
recommendations, in Section 8. In this section, we introduce the methodology, summarise
the role of the household telephone survey and (for convenience) set out in one place the
main assumptions and definitions which we have used and our principal sources of data.

Retail Need Methodology

4.4

The need for additional retail floorspace within a centre (or area) is dependent on the future
relationship between the demand for and supply of space, ideally after taking into account
the extent (if any) of any over/under trading that is occurring at the base year. The demand
for floorspace is then determined by assessing the likely growth in the volume of consumer
retail expenditure, while an assessment of floorspace supply involves quantifying the extent
to which proposed changes in the location, quality and quantity of retail floorspace will meet
the forecast increases in expenditure. Any monetary shortfall of supply relative to demand
in the future indicates there is the need for more retail floorspace in quantitative terms. The
scale of additional retail provision is then determined by converting any excess of consumer
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expenditure (or headroom expenditure) into a retail floorspace need by applying
appropriate sales densities. In practice, because shopping patterns are complex and vary
for different types of goods, the methodology utilises survey data to determine base year
shopping patterns.

4.5

Our methodology for estimating retail floorspace need is presented diagrammatically in
Figure 4.1 (overleaf). The key steps are set out below.

Step 1 Catchment Area Definition
4.6

The catchment area should be defined with regard to the study objective. For this study it
covers Newport City and its shopping hinterland.

Step 2 Analyse Consumer Demand
4.7

This involves multiplying population by consumer retail expenditure per head for the base
and forecast years. This should include resident population, but also, where it is likely to
occur, any in-flow retail expenditure from residents, workers and tourists living outside the
survey area.

Step 3 Analyse Retail Supply

4.8

This step comprises an assessment of the turnover of the retail floorspace stock at the
base year. This will involve a household survey to estimate the actual retail turnover of
centres and stores, and a comparison with estimated benchmark turnover.

Step 4 Retail Demand Vs Retail Supply at the Base Year

4.9

At this stage, the adequacy of the existing retail provision in quantitative terms is assessed.
For example, if actual turnovers assessed in Step 3 exceed the benchmark turnovers, it
could be argued that the floorspace is over-trading and, therefore, there may be an existing
need for additional retail floorspace. Alternatively, if actual turnovers are less than
benchmark levels then the floorspace may be assumed to be under-trading, signalling a
potential over-supply of existing retail floorspace.

45

QUANTITATIVE NEED METHODOLOGY
DEMAND
BASE
YEAR

Fig. 4.1

SUPPLY

Estimate Total Available Retail Expenditure
within Catchment (and sub areas) (£m)

(a) Resident population x Average spend per head
plus
(b) Take account of inflow expenditure (e.g tourists, commuters,
longer distance trips)
plus
(c) Take account of expenditure from (any) armed forces and students
living in the county - if excluded at (a)
then deduct
(d) Special forms of trading (i.e. spend not undertaken in shops)

Estimate Existing Actual Retail Turnover
within Catchment (and sub areas) (£m)
Ideally estimated by undertaking a household survey

Estimate Market Share or Level of
Retained Expenditure within
Catchment
Check if the Catchment retail
economy is trading at Equilibrium
(i.e. is there any evidence of over or
under trading)
Ideally assessed through survey work.
Should take into account affluence of local
population, retailers costs for the area and
the potential (if any) for retailers to achieve
higher turnovers in their stores without
negatively affecting shopper usage and
attitudes or operational efficiency
Convert any surplus expenditure
into an existing floorspace need or
convert any deficit expenditure into
an existing floorspace stock
over-supply or surplus
Estimate Growth in Total Available Retail
FORECAST
Expenditure
within Catchment (and sub areas)
YEAR
through to Forecast Year (£m)

(a) Increase in resident population x Increase in real average spend
per head
plus
(b) Take account of (any) changes in inflow expenditure
plus
(c) Take account of (any) changes in expenditure from armed forces
and students living in the area - if excluded at (a)
then deduct
(d) Special forms of trading (i.e. spend not undertaken in shops)

Estimate Growth in Actual Retail
Turnover within Catchment (and sub
areas) through to Forecast Year (£m)
(a) Forecast turnover of existing floorspace (take into account (any)
real changes in sales densities and potential re-use of vacant stock)
plus
(b) Forecast turnover of (any) retail floorspace commitments

Apply Market Share(s) (%)
Estimate of Total Potential Retail
Expenditure within Catchment in
Forecast Year (£m)

Subtract forecast of actual retail turnover in forecast year from total
potential retail expenditure.
If surplus expenditure, convert to a floorspace requirement (or need) by
dividing by an appropriate average sales density or if expenditure deficit,
convert to an over-supply in the same way.
plus
Take into account floorspace over or under supply at the base year (if any).
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Step 5 Changes in Retail Demand and Retail Supply through to the Forecast Year
4.10

This step projects forward total available expenditure in the catchment area and the
turnover of existing and committed retail floorspace. In simple terms, the difference
between the forecast totals of available expenditure and retail turnover gives a measure of
the need for additional retail floorspace. If there is an expenditure surplus, this is converted
into potential floorspace by dividing by an appropriate sales density. Similarly, if there is an
expenditure deficit, a floorspace over supply may exist.

The Household Telephone Survey

Objectives of the Survey

4.11

The household survey forms an important role in the assessment of retail floorspace need
since it provides important information on the current pattern of shopping activity throughout
Newport City and the surrounding area. As such, it forms the foundation upon which the
retail need estimates are built.

4.12

A major aim of the survey is to generate quantitative data on consumer retail expenditure
flows between areas or zones (where people live) and retail centres (where they spend
their money). This has been carried out for the following three types of shopping:•

convenience goods;

•

non-bulky comparison goods; and

•

bulky comparison goods.

Definition of Survey Area

4.13

We reached agreement with Newport City Council on the outer boundary of the household
survey area. The survey area is shown in Figure 4.2 overleaf. It has been drawn to
encompass the shopping catchment area of Newport City.
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Definition of Expenditure Zones

4.14

For the purpose of sampling and analysis, the survey area has been divided into 14 zones.
These zones are defined on the basis of ward boundaries and each zone comprises one or
more wards. In broad terms they relate to natural shopping activity areas on the ground
and to the size and location of retail centres.

4.15

Figure 4.2 shows the locations and general configuration of the 14 zones throughout the
survey area. These were agreed with the Council prior to the survey being carried out.
Zone 1 to 7 inclusive cover Newport City, whilst zones 8 to 14 inclusive cover the rest of the
shopping catchment area.

Sampling

4.16

In consultation with the Council an overall target sample of 1,400 completed interviews was
agreed which equates to 100 interviews per zone. Within each zone the interview sample
was drawn randomly and in proportion to the distribution of population. This ensures the
results of the survey for each zone reflect the density of population on the ground. At the
analysis stage of the survey, individual zone samples are then weighted to their appropriate
representation within the survey population to produce an overall result which is
representative of the survey area as a whole. Without this weighting, the less densely
populated zones would have a disproportionately large effect on the overall survey results,
contrary to their population size. The whole principle of weighting therefore allows the
characteristics of less densely populated zones to be represented without the unnecessary
cost of a grossly inflated sample.

Appendix 1A provides a more detailed statistical

synopsis of the sampling methodology and the degree of confidence which can be
attributed to the survey results.

The Survey Questionnaire

4.17

The survey questionnaire was drafted in consultation with Newport City Council and their
agreement was obtained prior to the commencement of interviewing.

A copy of the

questionnaire is reproduced in Appendix 1B. Fieldwork for the household survey was
carried out between 28 April and 19 May, 2010.

47

Colliers International
July 2010

Newport City Council/Newport Unlimited
Retail Study and Capacity Assessment

Survey Analysis and Results

4.18

In so far as we use the survey results to inform our assessment of retail floorspace need,
the key data which the survey generates is the percentage market share (in terms of
expenditure) of towns and other centres/stores within each of the 14 zones. This is
analysed separately for convenience goods and non-bulky and bulky comparison goods
shopping. Using this quantitative information, it is possible to build-up a detailed picture of
existing shopper behaviour within the survey area as a whole. In particular, the data allows
the existing catchment area and retail turnover of Newport City to be determined for each
broad category of goods.

Principal Data Sources

4.19

The retail capacity assessment which we present in Sections 7 and 8 utilises four major
sources of data. All of the sources are new to this study. The data sources are as follows:-

Data on shopping trips patterns and consumer retail expenditure flows
Source:

We have incorporated the results from a new household telephone
survey carried out during April/May 2010. This has been described at
paragraphs 4.11 to 4.18 above.

Data on population and population projections

Source:

For each of the 14 zones that make up the survey area, current
population estimates and projections to 2026 have been provided by
Experian. For zones 1 to 7 inclusive (those relating to Newport City),
we, in conjunction with the Council, have adjusted the Experian
population projections to reflect the substantial new planned house
building programme in the City. These adjustments are explained in
Appendix 2.
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Data on consumer retail expenditure per head
Source:

Bespoke data on average convenience goods and non-bulky and
bulky comparison goods expenditure per head for 2008 has been
obtained from Experian for the resident population living within each
of the 14 zones. The expenditure per head data is summarised in
Appendix 3B.

Data on existing retail floorspace

Source:

Estimates of existing retail floorspace in Newport City Centre are
sourced from GOAD. For the District Centres, we carried out a land
use survey and estimated retail floorspace from scaled maps using
our in-house GIS. Lastly, retail floorspace for superstores and retail
warehouses was sourced from the Institute of Grocery Distribution
(IGD) and our in-house out of town retail database respectively
Appendix 4 sets out our retail floorspace estimates in full.

Interpretation and Definitions

4.20

In addition to the principal sources of data, there are a number of further definitions,
assumptions and forecasts which we have adopted throughout this study. Although many
are referred to again in Sections 7 and 8, we hope that grouping them together below will
assist the reader in understanding the technical analysis which follows.

Study Centres

4.21

In this study, at the request of the Council, we assess the need for additional retail
floorspace for the following centres and retail groups:
•

Newport City Centre

•

District Centres (except Newport Retail Park)

•

Newport Retail Park District Centre (only)
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Other stores/shops

Composition of Main Retail Goods Categories

4.22

In this study, in order to address the requirements of the City Council, we undertake
separate retail need assessments for convenience goods and comparison goods
floorspace. Appendix 3A defines the detailed types of goods which comprise each goods
category.

Base Year

4.23

We adopt a base year of 2010, which is when the household telephone survey was carried
out that establishes the base line pattern of shopper behaviour and consumer retail
expenditure flows.

Forecast Year

4.24

The City Council has requested that we forecast retail floorspace capacity to 2026.

Price Base

4.25

All monetary figures in this report are given in constant 2008 prices. This is the price base
for the consumer expenditure per head data obtained from Experian.

Future Growth in Consumer Retail Expenditure Per Head

4.26

Future spending levels have an important bearing on the need for additional retail
floorspace. The assumptions used are therefore critical to the validity of the overall
assessment and it is vital that up to date, realistic and robust sources are used.

4.27

In this study, we adopt the latest available (August 2009) UK expenditure forecasts
published by Experian. These are set out in full at Appendix 3C and incorporate the move
by the Office of National Statistics (ONS) in 2003 to an annual chain linking approach to
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producing constant price economic aggregates. These forecasts take into account the
major downturn in the UK economy.

4.28

Experian’s expenditure forecasts are estimates of future spending based on an economic
model of disaggregated consumer spending. They differ from expenditure projections
published by Experian (and also MapInfo) that are estimates of future spending based on
the extrapolation of past trends. Experian advise that when carrying out longer term retail
capacity assessments, the use of forecasts is preferred to projections, particularly given the
UK’s present position in the economic cycle.

This is because all of the projections

extrapolate past time periods, characterised (in the main) by buoyant economic growth,
whereas the UK has recently experienced economic recession and any recovery is still
fragile and uncertain. Thus the use of projections is likely to materially over-state the
growth in consumer retail expenditure over the coming years, whereas forecasts will better
reflect the weaker economy and the current fall in spending levels. Experian recommend,
therefore, that:•

“economic forecasts are to be preferred over the projections for planning for
future demand growth”.

4.29

Following the advice of Experian, we therefore adopt their latest UK wide expenditure per
head forecasts through to 2026. These are set out in Table 4.1.

Table 4.1: Expenditure Per Head Growth Forecasts (% Per Annum)
Time Period

Goods Category

Convenience Goods

2008

2009

2010

2011

2012-16

2017-26

0.9

-0.5

-0.2

0.6

0.8

0.9

1.7

3.6

-0.1

1.2

2.3

2.7

4.8

-3.9

-0.9

0.8

2.9

3.2

2.7

1.1

-0.4

1.1

2.5

2.8

Non-Bulky Comparison
Goods
Bulky Comparison
Goods
All Comparison Goods
Source:

Experian Forecast, August 2009 (2008-2026). See Appendix 3C for full details.
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In-Flow Expenditure

4.30

By extending the household telephone survey area to well beyond Newport City (see
Figure 4.2), the objective was to capture virtually all resident trips made into the City for
shopping purposes. This approach is borne out by the pattern of market shares generated
by Newport City Centre across the 14 survey zones, which confirms that its trade
penetration falls off rapidly. This is a reflection of its modest retail offer and the close
proximity of much larger and more attractive retail centres, such as Cardiff.

4.31

Nevertheless, we do anticipate that some spending will occur in Newport City from people
living outside the survey area. This in-flow expenditure is generated by tourists, workers
and residents. For in-flow resident spend, we assume that an additional 5% of comparison
goods expenditure is attracted from beyond the survey area to Newport City Centre. For the
City Centre (only), we have sourced from CACI estimates of convenience and comparison
goods spend generated by tourists and workers. These spends for 2008 (at 2008 prices)
are net additional to resident spend and are set out in Table 4.2. Due to the current
economic downturn, we assume no real growth in either worker or tourist spend in Newport
City Centre between 2008 and 2010.

Table 4.2 Estimated Worker and Tourist Retail Expenditure in Newport City Centre

Goods Category

Workers Expenditure

Tourist Expenditure (1)

(£m)

(£m)

Convenience

12.2

0.4

Comparison

4.1

3.5

All Retail

16.3

3.9
Source: CACI, 2010.

Notes: (1) Disaggregation of tourist expenditure between convenience and comparison goods carried out by
Colliers International. All worker and tourist expenditure on comparison goods is assumed to be on non-bulky
goods.

Special Forms of Trading and E-tailing

4.32

It is normal practice in the preparation of retail need studies to make deductions from the
consumer retail expenditure per person figures adopted to allow for expenditure by ‘special
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forms of trading’ (SFT). This is retail expenditure that does not take place in shops, such as
that via mail order houses, door to door salesmen and stalls and markets. It also includes
spending using digital TV and over the internet.

4.33

Recent evidence suggests that e-tailing sales are increasing as a proportion of total retail
expenditure, although perhaps not at the rate many commentators forecast at the height of
the dot.com boom. Much of the initial growth in e-tailing was achieved through the
cannibalisation of retail expenditure on traditional catalogue-based mail order. However,
with this source almost ‘exhausted’, further gains in e-tailing have fed directly through into
an increase in retail sales through SFT. Accordingly, we feel it is prudent to take this into
account in our retail need assessment.

4.34

In preparing this study, we have examined a range of published material on the subject of
e-tailing.

However, in our view, the most appropriate and up to date research paper

available on the topic has been prepared by Experian1 and this is reproduced in full in
Appendix 3D.

4.35

Experian note that after a slow start, the UK now appears to be in the rapid growth phase of
the spread of e-tailing, although growth will eventually plateau. The company publish
separate projections of the future market share for SFT (including e-tailing) through to 2026
for convenience and comparison goods shopping.

4.36

It must be stressed that the Experian forecasts are only estimates, since it is very difficult to
predict precisely what will happen, particularly over a long time frame. Moreover, Experian
themselves note that:-

“the non-store retailing figures include supermarkets that source internet goods
sales from store space”.

4.37

Therefore, the non-store retail sales market shares in Appendix 2D for convenience goods
may be over-estimates. For this reason, we discount Experian’s non-store retailing market

1

Source: Experian Retail Planner Note on Non Store Retailing, March 2010.
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shares by 25% for convenience goods through to our forecast year of 2026. Experian also
flag up the prospect that much of the recent acceleration in e-tail retail expenditure may be
due to a “one-off” surge in the take-up of broadband. Taking into account all these factors,
our estimates for SFT are presented in Table 4.3.
Table 4.3 Estimated Share of Consumer Retail Expenditure Accounted for
by Special Forms of Trading

Convenience Goods

Comparison Goods

(%)

(%)

2008

3.7

9.6

2010

4.5

11.5

2016

5.7

13.7

2021

5.9

13.4

2026

6.2

13.0

Year

Source: Colliers International estimates based on Experian forecasts.

Turnover Allocation for Existing Retail Floorspace

4.38

It would, in our view, be wrong to assume that all of the increase in available retail
expenditure within the survey area is available to support additional retail floorspace. This is
because it is appropriate that some of the forecast growth in expenditure should be
allocated to existing retailers because the evidence confirms that existing retail shops, in
general, achieve real and necessary gains in sales productivities year on year. Rising sales
densities are driven by a number of factors including growth in floorspace efficiency and
changes in trading hours, net to gross ratios and the mix of goods. Rapidly rising costs also
mean existing retailers must grow their sales densities in real terms to remain viable.

4.39

Consequently, to avoid making a turnover allowance for existing retailers would, in our
view, lead to a “double-counting” of future available retail expenditure and thus an overestimation of the need for additional retail floorspace (ie. the consumer spend required by
existing retail floorspace would be used to justify the capacity for new retail floorspace).
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Experian has recently published a Retail Planner Briefing Note which provides their latest
forecasts for changes in retail sales densities. This is set out in Appendix 2E. For the first
time, the forecasts take into account likely changes to the stock of retail floorspace, which is
Experian’s “recommended” method. The forecasts are set out in Table 4.4, and show a
small decline over the next 12 months, prior to a return to positive average growth from
2011 through to 2026.

Table 4.4

Retail Sales Densities: Forecasts (% Per Annum)

Goods
Category

2008/9

2009/10

2010/11

2012-16

2017-26

Convenience

-1.0

-0.7

0.1

0.6

0.5

Comparison

1.1

-0.1

1.1

2.2

2.6

Source: Experian, Retail Planning Briefing Note 7.1, August 2009.

4.41

Experian further advise that for centres where there is a material over-trading at the present
time, it is likely that the potential for real gains in sales productivity in the future will be less
than the UK averages set out in paragraph 6.40. Similarly, in centres where there is
currently significant under-trading, there is likely to be potential for gains in sales
productivity in excess of the national average. However, if the monetary effects of (any)
over-trading and under-trading in the base year are fully taken into account in the retail
assessment – as is the case in this study – then it brings the centre retail economies into a
retail equilibrium position akin to the UK average and consistent with Experian’s forecasts
on the growth in store productivities. This link is important and has been established in
discussions we have had with Experian. Consequently, it is perfectly reasonable to apply
the Experian store productivity forecasts set out in Table 4.4 to the benchmark turnovers of
existing convenience and comparison goods floorspace within the centres in Newport City.

Benchmark Turnovers

4.42

In order to assess the scale of any over or under trading of the existing retail floorspace
stock in centres at the base year (2010), we compare estimated actual retail turnovers,
which are derived from the results of the household telephone survey, against estimated

55

Colliers International
July 2010

Newport City Council/Newport Unlimited
Retail Study and Capacity Assessment

benchmark turnovers. Benchmark turnover has been estimated for each broad category of
goods. The turnover estimates are built-up using published statistics on company average
sales densities1 as applied to major stores, figures adopted (and agreed) in previous retail
studies and on the basis of our professional judgement. The benchmark turnovers feed
through into our assessment of retail floorspace capacity (Appendix 5).

Forecast Sales Densities

4.43

Sales density measures the relative efficiency with which floorspace is used by retailers to
convert sales floorspace into retail turnover. We use forecast sales densities at two stages
in our retail floorspace capacity assessment:• to estimate the turnover of (any) retail commitments; and
• to convert the available residual headroom expenditure at each of the forecast years
into a capacity for additional retail floorspace.

4.44

In considering what are the most important sales densities to use it is necessary to bear in
mind the following:•

that sales densities relating to new food-based stores (which will open in the future)
are likely to be higher than those which apply to all of the existing convenience
goods floorspace stock in a centre at the base year (2010);
• that sales densities vary widely between different goods categories - being generally
higher for convenience goods floorspace; and
• that sales densities for both convenience goods and comparison goods will increase
over time due to the real increases in store productivity which we apply to all retail
floorspace (see paragraph 4.40).

1

For example, as published in UK Retail Rankings 2009, Mintel.
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In selecting what we consider to be the most realistic sales densities to adopt, we have had
regard to the characteristics of the retail economies of the centres in Newport City, as well
as published sources which give the average sales densities for leading retail operators.

4.46

Our assumed sales densities for estimating the turnover of retail floorspace in the
development pipeline (if any) and for converting available headroom expenditure into a
capacity for additional floorspace are set out in Table 4.5.

Table 4.5

Assumed Forecast Sales Densities (£ psm net)

Goods Category

Base Year

Forecast Years

2010

2016

2021

2026

Non-Bulky Comparison goods

6,000

6,763

7,689

8,742

Bulky Comparison Goods

3,000

3,382

3,845

4,371

All Comparison Goods

5,000

5,636

6,408

7,285

Convenience Goods

10,000

10,010

10,574

10,841

Note: The sales densities are higher in 2016, 2021 and 2026 because they include appropriate real increases
in store productivities as set out in Table 4.4.

Net to Gross Ratios

4.47

Where actual gross and net floorspace figures have been sourced we have used them.
However, where it has been necessary to convert from gross to net (or vice versa) we have
used the following net to gross ratios for town centre retail floorspace:• Convenience goods

65:100

All locations and formats

• Non-bulky comparison goods

65:100

City and District Centres

90:100

Retail Warehouses (Out of Centre)

65:100

City and District Centres

90:100

Retail Warehouses (Out of Centre)

• Bulky comparison goods
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Metric Conversion

4.48

Where necessary, we have converted square feet into metres (and vice versa) using the
following formulae:1 sq m = 10.764 sq ft
1 sq ft = 0.093 sq m

VAT

4.49

Expenditure and sales/turnover data used throughout the retail need assessment includes
VAT.
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SHOPPING

PATTERNS

AND

EXPENDITURE

FLOWS
Introduction

5.1

The main purpose of this section is to quantify shopper behaviour and to determine the
present retail trading performance of:•

Newport City as a whole; and

•

its principal retail area – Newport City Centre.

in relation to non-bulky and bulky comparison goods and convenience goods shopping.

5.2

The assessment draws on the results of a household telephone survey which was carried
out during April/May 2010 within Newport City and its shopping hinterland. In addition, we
refer to retail floorspace, population and consumer expenditure data. The sources of this
information have already been described in Section 4.

5.3

Using the survey results, we also identify the main characteristics of consumer behaviour
for non-bulky and bulky comparison goods and convenience goods shopping within the City
and surrounding areas.

Catchment Area Definition

5.4

The main objective of the household telephone survey was to obtain comprehensive
information on consumer shopping trip patterns and expenditure flows for non-bulky and
bulky comparison goods and convenience goods shopping within the sub-region. Our
approach permits the following important assessments to be carried out:•

for any given local area (or zone) or major centre we are able to not only estimate
its retail turnover, but also identify where these sales originate from across the subregion;
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for any given local area (or zone) we are able to not only estimate the amount of
available expenditure, but also identify the volume and source of in-flow expenditure
and the volume and destination of out flow expenditure.

5.5

Within the survey area as a whole, we sought to determine the catchment area of Newport
City Centre for non-bulky and bulky comparison goods and convenience goods shopping
using survey data on consumer retail expenditure patterns. Our analysis permits the core,
primary, secondary and tertiary catchments (where they exist) to be determined. For the
purpose of this study, we have adopted the following definitions:-

-

core catchment: comprises those zones from which the city centre attracts the
majority of generated expenditure (i.e. more than 50%);

-

primary catchment: comprises those remaining zones from which the city centre
attracts 25% or more of generated expenditure;

-

secondary catchment: comprises those remaining zones from which the city
centre attracts 10% or more of generated expenditure;

-

tertiary catchment: comprises all remaining zones from which the city centre
attracts 5% or more of generated expenditure.

5.6

Beyond the tertiary catchment, the detailed survey results show that the city centre attracts
even smaller amounts of consumer retail expenditure from additional zones. Such
expenditure flows will account for a very low proportion of Newport City Centre’s turnover
and can, for most analytical purposes, be ignored. We have therefore excluded these
zones from our definition of the city centre catchment area in this section, although such
flows (as well as expenditure from workers and tourists) are taken into account in the
quantitative retail capacity assessment (Sections 7 and 8).

Assessment of the Newport City Retail Economy as a Whole

5.7

Using the results of the household survey, we first consider the retail trading characteristics
of Newport City as a whole in relation to non-bulky and bulky comparison goods and
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convenience goods shopping at the base year of 2010. In particular, we are able to
determine the volume of expenditure in-flows and out-flows to and from the City for each
category of goods.

5.8

By relating the scale of these expenditure in-flows and out-flows to the known ‘pool’ of
available expenditure generated within City, we are able to estimate the present (2010)
retail turnover of the City by category of goods. In addition, by expressing turnover as a
proportion of available expenditure, the level of expenditure ‘retention’ can be estimated.

Non-Bulky Comparison Goods

5.9

The household survey indicates that of the £231 million of non-bulky comparison goods
expenditure generated by the residents of Newport City some £127 million leaks out to
centres in adjoining areas (Figure 5.1). Thus the City retains £104 million of its non-bulky
comparison goods spend, which equates to a retention rate of 45%. To this total, the City
attracts an estimated in-flow of £96 million1, which results in an annual non-bulky
comparison goods turnover of £200 million.

Fig 5.1: Newport City: Retail Trading Characteristics: Non-Bulky Comparison Goods,
2010

NEWPORT CITY

£96m

in-flow

Available Expenditure

£231m

- Out-flow Expenditure

£127m

= Retained Expenditure

£104m

+ In-flow Expenditure

£ 96m

£127m

out-flow

= Retail Turnover
£200m

1

Inflow spend is assumed to flow to Newport City Centre only. The total comprises of (a) £88.4 million of
inflow spend from residents living in the survey area (but outside of the city), (b) £3.5 million of in-flow spend
from tourists and (c) £4.1 million of spend from workers.
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The total non-bulky comparison goods turnover of Newport City may be broken down by
location as set out in Figure 5.2. The figures indicate that Newport City Centre currently
accounts for 79% of the City’s non-bulky comparison goods sales, whilst all the District
Centres combined attract only 16% of trade, of which 13% flows to Newport Retail Park
District Centre. Out of centre stores account for 4% of turnover, whilst the balance of 1%
flows to local centres and other small parades and corner shops.

Figure 5.2:

Newport City: Non-Bulky Comparison Goods Turnover
Disaggregated by Location, 2010
4%

1%

City Centre

13%

All District Centres *
3%

Newport Retail Park District Centre

Major Out of Centre Stores
79%

Other
* Excludes Newport Retail Park

Bulky Comparison Goods

5.11

For bulky comparison goods, the household survey indicates that £17 million of the
available spend of £88 million currently leaks out of the City to competing centres. (Figure
5.3 overleaf). Thus £71 million of locally generated bulky comparison goods expenditure is
retained within the City, equating to a retention rate of 81%. Adding to this an in-flow spend
of £36 million produces an estimated annual bulky comparison goods turnover for Newport
City of £107 million.
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Fig. 5.3:Newport City: Retail Trading Characteristics: Bulky Comparison Goods, 2010
,

NEWPORT CITY

£36m

in-flow

Available Expenditure

£88m

- Out-flow Expenditure

£17m

= Retained Expenditure

£71m

+ In-flow Expenditure

£36m

£17m

out-flow

= Retail Turnover
£107m

5.12

Figure 5.4 disaggregates the total bulky comparison goods turnover of Newport City by
location.

Unlike for non-bulky comparison goods, out of centre retailers account for a

significant 36% of overall turnover, whilst the city centre captures just 28% of trade. The
designated District Centres have a combined market share of 35%, of which 20% flows to
the Newport Retail Park District Centre. Other shops account for the balance of 1%.

Figure 5.4

Newport City: Bulky Comparison Goods Turnover Disaggregated by
Location, 2010
1%
28%

City Centre

All District Centres *

36%

Newport Retail Park District Centre

Out of Centre Stores
15%

Other
20%
* Excludes Newport Retail Park

5.13

Combining the non-bulky and bulky comparison goods turnovers indicates that Newport
City has a total comparison goods turnover of £307 million, of which 61% is generated by
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the city centre with 23% of sales accounted for by the District Centres (including 16% to
Newport Retail Park) and 15% being captured by out of centre retailers. (Figure 5.5).
Overall, 55% of all comparison goods expenditure generated by households within Newport
City is spent within the area, whilst 45% leaks out to competitor centres.

Figure 5.5

Newport City: All Comparison Goods Turnover Disaggregated by NonBulky and Bulky Goods, 2010
1%
15%

City Centre

All District Centres *
16%

Newport Retail Park District Centre

Out of Centre Stores
7%

61%

Other
* Excludes Newport Retail Park

5.14

Figure 5.6 summarises the consumer retail expenditure patterns for Newport City in
relation to all comparison goods.

Fig 5.6: Newport City: Retail Trading Characteristics: All Comparison Goods, 2010

NEWPORT CITY

£132m

in-flow

Available Expenditure

£319m

- Out-flow Expenditure

£144m

= Retained Expenditure

£175m

+ In-flow Expenditure

£132m

= Retail Turnover
£307m
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Convenience Goods

5.15

In relation to convenience goods (Figure 5.7), we estimate that Newport City currently
attracts an estimated in-flow of £61 million, but that some £26 million leaks out to
competitor centres/stores in other areas. Therefore, Newport City is a net importer of £35
million of convenience goods spend.

Moreover, the figures indicate that the retail

floorspace stock in Newport City currently retains around 89% of the convenience goods
expenditure generated within the area and has an estimated convenience goods turnover
of some £275 million.

Fig 5.7: Newport City: Retail Trading Characteristics: Convenience Goods, 2010

NEWPORT CITY

£61m

in-flow

Available Expenditure

£240m

- Out-flow Expenditure

£26m

= Retained Expenditure

£214m

+ In-flow Expenditure

£61m

£26m

out-flow

= Retail Turnover
£275m

5.16

In Figure 5.8 overleaf the convenience goods turnover of Newport City is disaggregated by
location. This confirms that out of centre stores currently account for 57% of the City’s
convenience goods trade, with the District Centres capturing 30%, including 22% to the
Newport Retail Park. The City Centre’s market share for convenience goods trade is just
9%.
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Newport City: Convenience Goods Turnover
Disaggregated by Location, 2010
4%

9%

City Centre

8%

All District Centres *

Newport Retail Park District Centre

57%

22%

Out of Centre Stores

Other
* Excludes Newport Retail Park

5.17

Combining the convenience and comparison goods categories indicates that Newport City
has an estimated total retail turnover of £582 million, of which 53% relates to comparison
goods shopping and 47% to convenience goods (see Figure 5.9). Overall, 70% or £389
million of the total retail expenditure generated by households within Newport City is spent
within the area, whilst 30% or £170 million leaks out to competitor centres. (see Figure
5.10 overleaf).

Figure 5.9

Newport City: Retail Turnover Disaggregated by
Category of Goods, 2010

43%

Comparison Goods
57%
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Fig 5.10: Newport City: Retail Trading Characteristics: All Goods (Convenience and
All Comparison Goods), 2010

NEWPORT CITY

£193m

in-flow

Available Expenditure

£559m

- Out-flow Expenditure

£170m

= Retained Expenditure

£389m

+ In-flow Expenditure

£193m

£170m

out-flow

= Retail Turnover
£582m

City Centre Catchment Area

5.18

We now turn to defining the comparison goods and convenience goods shopping
catchment areas for Newport City Centre using the results of the household survey (and the
catchment methodology set out at paragraph 5.5).

It should be borne in mind in the

following analysis that zones are dealt with in their entirety, although in practice parts of a
zone may actually fall within the retail influence of a different centre to that being described.

Non-Bulky Comparison Goods

5.19

Newport City Centre’s catchment area for non-bulky comparison goods shopping is defined
in Figure 5.11 overleaf. The map shows that the city centre is not sufficiently strong for it to
generate a core catchment, although its primary catchment extends across eight zones
(zones 1, 3 to 7, 11 and 14). In addition, its secondary catchment encompasses zone 2
(Caerleon), and its tertiary catchment covers all remaining zones (zones 8 to 10, 12 and
13). Cardiff restricts Newport’s trade draw to the west as does Cwmbran immediately to the
north.
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Fig. 5.11 Newport City Centre: Non-Bulky Comparison Goods Catchment Area
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Bulky Comparison Goods

5.20

The catchment area of the city centre for bulky comparison goods shopping is shown in
Figure 5.12 overleaf. Unlike for non-bulky comparison goods its catchment is weak both
geographically and in terms of trade penetration, although the city centre appears to attract
some trade from the Risca Valley and the Caldicot/Chepstow (zones 11 and 14
respectively). This reflects the limited bulky comparison goods retail offer of Newport city
centre; most of the City’s bulky goods offer is now located in out of centre retail
warehouses.

Convenience Goods

5.21

Convenience goods representation is too limited in Newport City Centre for it to exert any
meaningful catchment area under our definition. There are only a limited range of food
stores within the city centre and even these stores cater mainly for top-up food shopping.
However, this is typical of a larger shopping destination, which has a focus targeted
primarily at non-bulky comparison goods.

Centre Dominance

5.22

Centres or retail locations which capture the largest single share of available comparison
goods or convenience goods expenditure within a zone we describe as being dominant
within that area. Figures 5.13, 5.14, and 5.15 overleaf show town1 dominance across the
survey area for non-bulky and bulky comparison and convenience goods shopping
respectively. The maps provide a good visual indication of the relative strengths of centres
across the entire survey area for each category of goods.

Non-Bulky Comparison Goods

5.23

Newport dominates five of the 14 zones across the survey area for non-bulky comparison
goods shopping; four within the City, plus zone 11 (Risca Valley) (see Figure 5.13

1

Market shares for centre and out of centre retailing within each city or town as a whole have been
amalgamated for the assessment of ‘dominance’.
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Fig. 5.12 Newport City Centre: Bulky Comparison Goods Catchment Area
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Fig. 5.13 Dominance Map: Non-Bulky Comparison Goods
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Fig. 5.14 Dominance Map: Bulky Comparison Goods
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Fig. 5.15 Dominance Map: Convenience Goods
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overleaf). The map shows Newport is more dominant to the east than to the west due to
the strength of Cardiff. The remaining nine zones are dominated by four remaining centres.
Of these, Cardiff dominates four zones, Cwmbran three zones (including Zone 2 within
Newport City) and Bristol and Blackwood one zone each.

Bulky Comparison Goods

5.24

For bulky comparison goods shopping it also takes five towns to dominate the 14 zones
(see Figure 5.14 overleaf). However, retail park provision within Newport is sufficiently
strong for it to dominate no less than nine zones, including all seven zones within the City
area, plus zone 11 (Risca Valley) and zone 14 (Caldicot and Chepstow). Beyond this,
Cwmbran dominates two zones (zones 12 and 13), whilst Cardiff, Caerphilly and
Blackwood each dominate a single zone.

Convenience Goods

5.25

Convenience goods shopping is undertaken more locally than that for comparison goods
and this is depicted well in the dominance map for this sector (see Figure 5.15 overleaf). It
takes no less than seven different towns to dominate the 14 zones within the survey area.
Once again Newport dominates all of the seven zones within its own administrative area,
but no zones beyond. Cwmbran dominates zones 12 and 13 to the north, whilst Chepstow
achieves the largest share of spend in zone 14 to the east. To the west, the four zones are
dominated by different centres, with Cardiff, Caerphilly, Blackwood and Risca capturing the
majority of convenience goods trade in their respective areas.

Characteristics of Shopper Behaviour

5.26

Information on shopper characteristics is drawn from the household telephone survey.
Appendix 1 describes the survey methodology and sampling, and includes a copy of the
survey questionnaire.
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Non-bulky Comparison Goods

5.27

The household telephone survey1 confirms that non-bulky comparison goods shopping is
undertaken relatively infrequently by survey area residents. On average more than 61% of
households undertake their main trips monthly or less often.

5.28

For the survey area as a whole 54% of households choose their main centre because it is
convenient and close to home. For Newport City Centre the proportion is even higher at
79%. The only other significant reason given is good choice of shops/wide range of goods,
28% overall, but just 14% for the city centre. In contrast, 48% of households shop at Cardiff
City Centre because of the good choice of shops/range of goods.

5.29

Around 64% of households within the survey area use a private car to undertake their main
non-bulky comparison goods shopping (51% as a driver and 13% as a passenger). In
comparison 25% travel by bus, 7% use the train and 3% walk. For Newport City Centre,
however, almost half of shoppers use public transport (48% by bus and 1% by train), whilst
only 47% arrive by car.

5.30

Across the survey area as a whole, 97% of households start their shopping for main nonbulky comparison goods trip from home, whilst just 3% begin from work/friends/relatives
(c.1% each). Even for Newport City Centre, 96% of trips are home based, whilst for Cardiff
City Centre the figure is 94%.

5.31

For those household travelling from home to their main non-bulky comparison goods
shopping destination, 49%, on average, take 15 minutes or less, 35% 16 to 30 minutes and
16% more than 30 minutes. For trips to Newport City Centre, 43% take up to 15 minutes,
35% between 16 and 30 minutes and 21% in excess of 30 minutes, therefore indicating
slightly longer than average journey times.

5.32

Households gravitate towards Cardiff City Centre for Christmas and other special occasion
shopping. Cardiff is the ‘normal’ main centre for 27% of survey area shoppers but this

1

The text is based on the results of the household telephone survey undertaken as part of the study (the
Newport Household Telephone Survey). The survey area covers zones 1 to 14 as shown in Figures 4.2.
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increases to 32% for ‘special’ trips. The Mall at Cribbs Causeway similarly increases its
share from 4% to 5% for ‘special trips’ but its penetration remains low, although higher than
Bristol City Centre at just 1%. In contrast, Newport City Centre loses its attraction for
special occasion shopping; its share dropping to 14% from its normal 16%.

Bulky Comparison Goods

5.33

Almost 83% of survey area households visit their main centre for bulky comparison goods
shopping monthly or less often. This compares with 61% for non-bulky comparison goods
indicating that shopping for bulky items - as one may expect is undertaken less frequently.

5.34

As for non-bulky comparison goods shopping, convenience of location is the most
important reason for choosing which centre to visit, although, at 68% of households, the
proportion is higher. A good choice of retail goods/stores is the second ranked criteria
(21%). For Newport City Centre, 81% of shoppers who use it as their main centre visit
because of convenience, with only 11% doing so due to the quality and range of
shops/goods. In contrast, 37% of households who choose Cardiff City Centre as their main
centre do so because of the quality and range of its retail offer, whilst 49% are influenced
by proximity to home.

5.35

Overall, 82% of main trips for bulky comparison goods shopping are undertaken by car, a
higher proportion than for non-bulky comparison goods. Most of the remaining journeys are
made by bus (14%).

5.36

For the survey area as a whole, 99% of households carry out their main shopping for bulky
comparison goods from home. The proportion for Newport City Centre is 98%, with 2% of
trips work-based.

5.37

Some 62% of households in the survey area take 15 minutes or less to reach their main
location for bulky comparison goods from home, whilst 29% take 16 to 30 minutes and just
9% more than 30 minutes. Travelling times are therefore, on average, less than for nonbulky comparison goods, indicating that local retail facilities are used more often. For
Newport City Centre, the average travelling times are 31% (up to 15 minutes), 53% (16-30
minutes) and 16% (more than 30 minutes).
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Convenience Goods

5.38

Some 74% of convenience goods main shopping trips take place during the week (Monday
through to Friday) with 65% being carried out during the day and 9% in the evenings. In
comparison only 7% are undertaken at weekends, whilst 19% of households vary their
pattern of main food shopping.

5.39

The location of a store close to home is the main reason influencing the choice of main food
shopping destination in 65% of households. A wide choice of products available is the
second ranked reason, but this scored only 11% followed by good prices/value for money
and good quality products with 6% and 5% respectively. Significantly, free/ease of parking
is mentioned by just 3% of households.

5.40

The most common frequency of carrying out a main food shop is once a week (66% of
households), whilst an additional 25% undertake such trips even more frequently.
Shopping for convenience goods is therefore undertaken much more often than for nonbulky or bulky comparison goods.

5.41

Around 83% of survey area residents use a private car for their main food shopping (61%
as driver), whilst 10% travel by bus, 5% walk and 2% use a taxi or cycle.

5.42

Overall, 95% of main food shopping trips originate from home with 3% from work and 2%
other. For trips beginning at home, 85%, on average, take 15 minutes or less, 14%
between 16 and 30 minutes and just 1% more than 30 minutes. The importance of
convenience of location for food shopping is reflected in these travel times, which are, on
average significantly less than for either non-bulky or bulky comparison goods.

5.43

On average, some 23% of households in our survey link their main food shopping trips with
another form of shopping. The food stores which generate the highest levels of linked trips
are generally those located within town centres or on retail parks.

The types of

shop/service visited most frequently on a linked trip are financial outlets (33%),
vanity/department stores (32%), fashion shops (31%), chemists (19%), post office (18%),
specialist

food

shops

(16%),

confectioners/tobacconists/newsagents
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cafes/restaurants/pubs (9%) and charity shops (8%). Overall, for those shoppers carrying
out a linked trip, 40% drive to other shops and services, 56% walk and 4% use a bus.

The Potential for Newport City Centre to Capture Market Share

5.44

All 1,400 households in the survey were also asked whether better shopping facilities in
Newport City Centre would make them shop there more often. Encouragingly almost half
responded positively with 18% saying an improved retail offer would make them shop in the
city centre ‘much more often’, with a further 28% saying better retail facilities would make
them shop in Newport ‘a little more often’. The balance of 54% stated better shopping in
Newport would not change their current shopping behaviour.

5.45

Disaggregated by geography, 64% of households living within Newport City stated that
better shopping facilities within the City Centre would make them shop there ‘more often’,
whilst the corresponding proportion for households living in the survey area outside of the
City was 40%. This suggests that it will be more difficult to attract additional shoppers and
trips from beyond the City.

5.46

Asked what additional retail and/or other facilities they would like to see in the city centre,
the most popular choices were more/better department stores (23%), more/better/free car
parking (11%), a wider choice of shops (9%), more/better fashion/footwear shops (7%),
better quality retailing, in general (7%), improved cleanliness/improve run down appearance
(5%) and a bigger/better food store (3%).

5.47

For households living within the City, improvements to the department store offer appear
most critical, whilst for shoppers living further afield better/more/free car parking is also a
key factor.

Summary

5.48

The household telephone survey confirms that the current retail offer within Newport City as
a whole is sufficiently strong and attractive in the bulky comparison goods and convenience
goods sectors for high levels of available expenditure to be retained locally. However, in
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relation to non-bulky comparison goods, the City performs poorly with a majority of spend
(55%) leaking out to competitor locations.

5.49

This pattern of shopping behaviour is largely due to the limited non-bulky comparison
goods retail offer in Newport City Centre, which should ideally play a much more significant
role in attracting expenditure in this sector. The fact that the city centre is currently not
realising its retail potential is considered further in later sections of this report.
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THE NEWPORT CITY RETAIL ECONOMY: OVERVIEW AND
ASSESSMENT OF PERFORMANCE

6.1

In this section we examine the retail hierarchy within Newport City and consider the role
and performance of its City and District Centres, as well as out of centre retailing. The
assessment draws on data from a wide range of sources.

The Newport City Shopping Hierarchy

6.2

As shown by the catchment area maps in Section 5, in retailing terms, Newport City
Centre not only serves its own residents but also wider area which stretches up the
valleys to the north and into a rural hinterland to the east. To the west and south,
however, the City’s retail influence is constrained by the competitor city of Cardiff and
the River Severn respectively.

6.3

The defined shopping hierarchy within Newport City is as follows:•

City Centre

•

District Centres -

-

Newport City Centre

Beechwood
Bettws
Caerleon
Caerleon Road
Clarence Place
Commercial Road
Corporation Road
Maindee
Malpas Road
Ringland
Risca Road (The Handpost)
Newport Retail Park, Spytty Road

Maps of each centre are reproduced in Appendix 6.
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The City Centre is naturally the principal retail destination for shoppers, particularly for
comparison goods. As well as attracting resident retail expenditure, the city centre also
benefits from additional spend from tourists and a sizeable working population.

6.5

There are 12 District Centres in Newport City. Eight are geographically concentrated
towards the more central area of the city, whilst four – Bettws, Caerleon, Ringland and
Newport Retail Park – are located a little further out.

6.6

Newport Retail Park District Centre currently takes the form of a traditional retail park
with a mix of convenience and comparison goods retailers, leisure and catering facilities
and a number of car showrooms, although it was designated as such to serve the
planned major residential expansion on the adjoining former Llanwern steel works site.

6.7

Below the tiers of City and District Centre there are a number of smaller local centres,
parades and ‘corner shops’ located throughout the City.

These primarily provide

services and cater for top-up food shopping needs.

6.8

Newport City also contains a range of out of centre retail parks and food superstores.
The household survey indicates that the larger parks attract trade from much of the City
and even further afield, whilst the large food superstores tend to serve more localised
catchments.

6.9

We now describe the retail economies of Newport City Centre and the District Centres,
prior to focussing on out of centre retailing provision in the City.

Newport City Centre

6.10

Newport City Centre has benefited from relatively little new retail investment in recent
decades, with the original construction of the Kingsway Shopping Centre dating from
1969, although it was refurbished and extended in both 1986 and 2008. Moreover, the
planned and eagerly awaited Friars Walk retail development was killed off by the recent
economic recession when the developer went into administration.
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The city centre has therefore effectively ‘stood still’ in retail terms for many years, whilst
throughout the rest of the UK new shopping centres have been built (eg. the out of town
regional malls), and others have experienced significant expansion and improvements,
including the two ‘competitor’ retail destinations of Cardiff and Bristol. St David’s 2
opened in October 2009 in Cardiff City Centre, and included a large John Lewis
Department Store, whilst Cabot Circus considerably expanded Bristol’s retail offer on
opening in September, 2008. In addition, over the past 20 years there has been
substantial out of centre retail development within Newport City, particularly in
comparison goods shopping, and this has soaked up a sizeable share of locally
available consumer expenditure.

6.12

To ‘stand still’ in what is a dynamic and rapidly evolving retail sector is to experience a
relative decline against the competition even if in absolute terms the retail offer remains
broadly similar. This is what has happened to Newport as borne out by evidence of its
changing retail ranking and prime retail rent.

6.13

The results of the household telephone survey confirm that Cardiff City Centre and
Cwmbran Town Centre are Newport’s two principal competitor retail destinations. (See
Section 5). It is therefore interesting to compare Newport’s retail rank position against
these centres over the past decade. The comparison in Table 6.1 overleaf shows that
whilst Newport City Centre has fallen more than 100 places down the UK (VenueScore1)
ranking since 2001, Cwmbran’s fall has been only 16 places. Moreover, focusing on the
past three years, Newport has declined 31 places, whereas Cwmbran has gained 10. If
the recent trend continues it is likely that Cwmbran will climb above Newport in the UK
retail ranking for the first time within the next year or two.

1

The retail offer of each centre (or shopping venue) in the UK is evaluated using a straight forward scoring
system which takes account of the presence in each location of multiple retailers, including anchor stores,
fashion operators, non-fashion multiples and food stores. The score attached to each operator is weighted to
reflect their overall impact on shopping patterns. (eg. premier department store, 20 points down to small
‘other’ multiple, 1, point).
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Table 6.1 Newport vs Cardiff vs Cwmbran: UK Retail Rankings, 2001-2010

YEAR

NEWPORT CITY CENTRE

CARDIFF CITY CENTRE

CWMBRAN TOWN CENTRE

2001

93

14

187

2005

144

18

218

2007

163

23

213

2010

194

14

203

Change 2001-10

-101

0

-16

Source: MHE Shopping Centre Index/Javelin Group VenueScore.

6.14

Cardiff is one of the UK's leading retail destinations and St David’s 2 has resulted in the
city centre moving back up the ranking to 14th place, the position it held back in 2001.
The current 180 position performance ‘gap’ between Cardiff and Newport is substantial
and highlights the massive gulf that exists between their respective retail offers and,
given the close proximity of Cardiff to Newport, the considerable influence the Welsh
capital has on the shopping behaviour of Newport City’s residents. As recently as 2001
the two cities were ‘only’ 79 places apart and Newport was able to compete much more
effectively for consumer retail expenditure.
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Turning to prime retail rents, Figure 6.1 compares Newport City Centre’s performance
since 1987 against that of Wales as a whole and Great Britain (GB). The figures indicate
that Newport’s rental growth matched that for Wales and GB through to the turn of the
century, but since 2000 the city centre has begun to under perform. Over the past 12
months (May 2009-May 2010), Newport’s prime rent has fallen by 23%, the third biggest
decline in GB after Huddersfield (-30%) and Gillingham (-25%)1. This is almost four
times the average 6.0% rental decline for Wales, which itself was the worst performing
region in GB. The GB fall in average prime rent during 2009/10 was just 1.5%.

Fig. 6.1

Prime Retail Rental Performance: Newport City Centre vs Wales vs
Great Britain (Index 1987 = 100)
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Source: Colliers International

Source: Colliers International In-Town Retail Rents Database, 1987-2010. The database provides mid year
prime retail rents for 420 centres throughout GB.
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Figure 6.2 shows changes in absolute prime rents for Newport, Wales and GB. The
comparison shows that whilst Newport’s prime rent during the 1990’s was well above
the averages for Wales and GB1, the rental ‘gap’ has steadily shrunk since 2000 and
over the past 12 months Newport’s rent has fallen below the GB average for the first
time and is moving closer to the Wales average.

Fig. 6.2

Prime Retail Rents: Newport City Centre vs Wales vs GB, 1987-2010
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Source: Colliers International

The average rents for Wales and GB reflect the rents of the individual centres in each area that are
included in the Colliers International database. Many of these centres are smaller than Newport.
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Newport City Centre’s rental performance is compared to that for Cardiff City Centre and
Cwmbran Town Centre (its two major competitors) in Figure 6.3. In the late 1980’s and
early 1990’s Newport was more than holding its own, but it then began to fall back. From
around the turn of the century Newport’s rental performance stagnated, whilst that for
Cardiff and Cwmbran continued to improve. The big drop in prime rent at Newport over
the past 12 months has considerably widened the performance gap against its major
rivals.

Fig. 6.3

Prime Retail Rental Performance: Newport City Centre vs Cardiff City
Centre vs Cwmbran Town Centre (Index 1987 = 100)
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Figure 6.4 shows the changes in absolute prime retail rents in the three centres since
1987. Newport’s rent has consistently been well below Cardiff’s, particularly since the
late 1990s, but above that of Cwmbran. However, the past 12 months has seen
Cwmbran maintain its prime rent, whereas Newport’s fell by more than one fifth. As a
result, the rental gap between Cwmbran and Newport has narrowed considerably and
could close completely within the next year or two unless recent trends turn round.

Fig. 6.4

Prime Retail Rents: Newport City Centre vs Cardiff City Centre vs
Cwmbran Town Centre, 1987-2010
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The evidence confirms that retailing in Newport City Centre has not kept pace with either
national trends or its closest competitors over the past 10-20 years. Moreover, the
immediate outlook also appears challenging. With the new Government expected to
address the huge fiscal deficit by focusing largely on reducing public sector expenditure,
Newport has been identified as being ‘highly vulnerable’ due to its heavy reliance on
public sector employment and existing low employment rate1.

6.20

Of course, the City Council is well aware of many of these trends and the weakness of
the City Centre’s retail economy. The creation of Newport Unlimited in 2003 was
intended to lead, or facilitate, the regeneration of major areas of the City, including the
City Centre. The Master Plan for the central area revolves around shopping and the City
Council is currently assembling a substantial site through CPO and is in discussions with
potential developers. The intention is to see major retail development on the same area
as the previous Friar Walk scheme, which has been shelved.

6.21

Parallel to the proposed significant improvements in the city centre’s retail offer, there
are other important developments on-going, including a new £35 million Newport
University Campus in the city centre that will accommodate 2,500 students and staff
(funded by the University, Newport Unlimited and the City Council), and a new £25
million terminal at the railway station. There are also proposals to redevelop an area of
the city centre opposite the station for retail.

6.22

We estimate that Newport City Centre contains around 29,600 sq m net of retail goods
floorspace, of which some 24,800 sq m is estimated to trade in comparison goods
(84%). (See Appendix 4B(i)). In addition, there is a wide range of services uses,
including cafes, bars and restaurants. Appendix 6 contains a Goad plan of Newport City
Centre.

6.23

The city centre accounts for just 23% of currently occupied sales floorspace within the
City as a whole (excluding local centres/small stores), as shown in Table 6.2 overleaf.
For convenience goods, the city centre’s proportion of sales floorspace stock is 15% and

1

Source: Cities Outlook 2010, Centre for Cities, June 2010.
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for comparison goods it is 26%. Thus around three quarters of non-food retail provision
within the City is located in the District Centres or out of centre. The proportion in retail
warehouses is 43%, or 62% including the Newport Retail Park.

Table 6.2 Distribution of Occupied Retail Sales Floorspace in Newport City as a Whole, 2010

Location

Convenience Goods

Comparison Goods

All Retail Goods

Sq M Net

Col%

Sq M Net

Col%

Sq M Net

Col%

Newport City Centre

4,807

15

24,770

26

29,577

23

District Centres*

13,801

43

26,688

28

40,489

33

-

-

41,043

43

41,043

32

Out of Centre Superstores

13,261

42

2,438

3

15,699

12

TOTAL

31,869

100

94,939

100

126,808

100

Out of Centre Retail Warehouses

*Including Newport Retail Park District Centre
Source: Colliers International

6.24

In terms of the quality of retailers currently trading in Newport City Centre, the
breakdown between “premium”, “mass” and “value” (as described by CACI1) is close to
the average for all UK centres in the relevant class. The figures are set out in Table 6.3.

Table 6.3

Newport City Centre: Quality of Retail Offer

Location

Premium Retailers

Mass Retailers

Value Retailers

(%)

(%)

(%)

Newport City Centre

6.0

60.8

33.2

All UK Average Centres*

9.3

62.4

28.3

*Newport is classified by CACI as an ‘Average Centre’.
Source: CACI, 2010.

6.25

However, even when compared to other ‘UK Average Centres’, Newport has one-third
less ‘premium’ and slightly more ‘value’ retail. Against Cardiff City Centre the difference

1

CACI has given each retail fascia a quality allocation – premium, mass or value. This is based on a
combination of market knowledge, fascia turnover and shopper perception. Examples are: Value –
Poundstretcher; Mass – WHSmith and Premium – House of Fraser.
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is huge; the Welsh capital has c.23% of its retail offer classified as ‘premium’, almost
four times that of Newport.

6.26

In summary, we conclude that Newport City Centre in recent years has lost ground in
the national retail ranking and has fallen far behind its nearby rival Cardiff, and is close
to being over-taken by nearby Cwmbran. Although the City Centre benefits from the
Kingsway Shopping Centre, which has recently been refurbished, there is clear
qualitative need for further retail provision. Unfortunately, the proposed Friars Walk
Development was killed-off by the recession, although the Council continues to site
assemble through CPO and is in discussions with developers regarding a new scheme
on the same site.

The District Centres

6.27

The 12 District Centres located in Newport City are shown in Figure 6.5 overleaf, which
also highlights the wide range of affluence that exists around the City1. Five of the
District Centres are located to the west of the River Usk and seven to the east.

6.28

The District Centres contain almost 40,000 sq m net of occupied retail floorspace,
although some 21,600 sq m net (or 55%) is at the Newport Retail Park District Centre.
This latter centre is therefore larger than the remaining 11 District Centres combined.

6.29

Excluding Newport Retail Park, the biggest District Centre in terms of estimated retail
goods floorspace is Commercial Road with 5,713 sq m of net. Five other District Centres
have in excess of 1,000 sq m net, these bring Beechwood, Caerleon Road, Maindee,
Malpas Road and Corporation Road. Figure 6.6 overleaf summaries the available retail
floorspace at each centre.

1

Figure 6.5 adopts the Welsh Index of Multiple Deprivation, which is the official measure of deprivation in
small areas in Wales. The map shows five equal categories of deprivation applied to the total population.
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Fig. 6.5 Map Showing Location of District Centres in Newport City and Deprivation by Local Area
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Fig. 6.6 Estimated Retail Sales Floorspace of District Centres, Disaggregated
(1)
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(1): This chart excludes the Newport Retail Park District Centre which has an estimated
convenience goods floorspace of 4,065 sq m net and an estimated comparison goods floorspace
of 17,535 sq m net.

Source: Colliers International

6.30

In terms of comparison goods shopping, Commercial Road, Maindee and Malpas Road
are the largest, whilst for convenience goods Commercial Road is by a considerable
margin the biggest centre. The Asda superstore is located within the defined
Commercial Road District Centre and is the reason for its prominence.

6.31

In terms of numbers of units, Maindee is the biggest District Centre with 58 units, of
which 23 sell retail goods. The smallest is Ringland with just 14 units of which only
seven are shops. Table 6.4 overleaf summaries the position for all of the District
Centres.
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Table 6.4 Distribution of Units in Each District Centre (as at April 2010)

District Centre

Convenience

Comparison

Service

Vacant

Total

Goods

Goods

Units

Units

Units

Shops

Shops

Maindee

8

15

28

7

58

Commercial Road

10

8

17

22

57

Carleon Road

6

11

20

5

42

Corporation Road

4

8

14

6

32

Beechwood

4

6

17

4

31

Risca Road (Handpost)

2

7

14

2

25

Carleon

2

7

16

0

25

Malpas Road

3

6

14

0

23

Clarence Place

2

1

9

9

21

Bettws

4

3

7

3

17

Ringland

6

1

4

3

14

Sub-Total

51

73

160

61

345

Newport Retail Park

3

15

5

3

26

Total

54

88

165

64

371

Row %

15

24

44

17

100

Excludes business units and residential dwellings.
Source: Colliers International

6.32

Overall there are 345 units in the District Centres, or 371 including Newport Retail Park.
Of the total, 44% of units are service uses and 39% are retail goods shops. Voids
account for 17% of units, ranging from zero at Malpas Road and Caerleon to 39% at
Commercial Road and 43% at Clarence Place.

6.33

The District Centres are well distributed throughout the City with each serving its
immediate area for mainly day to day shopping and key local services. Table 6.5
overleaf summarises the key features of each District Centre, including catchment
population and our broad assessment of centre vitality and viability.
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(1)

Table 6.5 Summary Assessment of the Vitality and Viability of District Centres

Vitality and

District Centre

Socio-Demographics

Layout and

Key

of Local Population

Configuration

Retailers/Anchors

Maindee

Mainly least deprived

Linear, vehicular street

Caerleon Road

Least deprived

Linear, vehicular street

Mainly most deprived

Linear, vehicular street

Mainly most deprived

Linear, vehicular street

Viability
Good Vitality
& Viability

Corporation
Road
Risca Road
(the Handpost)
Average

Boots, Somerfield,
Peacocks
Boots

Cost Cutter

Vehicular street, dual

Vitality and

Caerleon

Least deprived

node (High Street and

Viability

Spar

Station Road)
Vehicular street, including
Malpas Road

Mainly most deprived

Discovery Park retail

Aldi, Wickes

warehouses
Beechwood

Mainly least deprived

Linear, vehicular street

Spar

Most deprived

Linear, vehicular street

Asda

Bettws

Most deprived

Purpose built

Spar

Ringland

Most deprived

Purpose built

Cost Cutter

Clarence Place

Mainly most deprived

Linear, vehicular street

Iceland

Commercial
Poor Vitality
& Viability

Road

(1) Excluding Newport Retail Park District Centre.

6.34

In our view, there is a strong correlation between local area deprivation and centre
vitality and viability. Maindee and Caerleon Road are the most vital and viable and are
located in areas with low levels of deprivation, whereas Commercial Road, Clarence
Place, Bettws and Ringland are situated in areas characterised by high levels of
deprivation (See also Figure 6.5). Bettws and Ringland are purpose built centres and
are in particular need of new investment. They attract a lot of walk-in business, but due
to their location little or no passing trade.
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Most of the District Centres straddle busy roads with high levels of car borne traffic.
Although this does little for the environmental quality, it is likely that they benefit from
passing trade. The presence of a food supermarket is also a positive feature, particularly
one that is embedded in the retail frontage or is well integrated within the centre as a
whole (eg. the Somerfield at Maindee). The Asda at Commercial Road and the Aldi at
Malpas Road are physically detached from the main shopping frontages of each centre
and do not appear to generate the same levels of benefits or linked trips.

Out of Centre Retailing

6.36

Out of centre retail provision has expanded rapidly in Newport City over the past 15-20
years. Today 46% of the City’s retail stock is located out of centre, a proportion that
reaches 63%, or almost two-thirds, if the retail warehouses and stores at the Newport
Retail Park are included. (See Table 6.2). The locations of retail parks and superstores
are shown in Figure 6.7 overleaf.

6.37

In relation to convenience goods shopping, there are four out of centre food-based
superstores in the City (See Appendix 4D for full details). These four stores provide
15,700 sq m of sales floorspace, of which 16% is estimated to be for comparison goods.
The four superstores are well spread around the City, each servicing its own area. There
are two further in-centre superstores, the Asda at Commercial Road District Centre and
the Tesco at the Newport Retail Park District Centre. In total five superstores are located
on the west bank of the River Usk and one on the east bank (the Tesco at Newport
Retail Park).

6.38

Turning to comparison goods, there is c.46,000 sq m net of provision out of centre in the
City (see Table 6.2). Including the retail warehouses at the Newport Retail Park would
increase this total to over 63,000 sq m net.

6.39

Figure 6.7 shows that most of the out of centre non-food retailing provision is located on
the southern fringe of the City, primarily in a series of retail parks close to the former
docks. These parks sell a wide range of comparison goods and include a number of key
high street retailers such as Next, Argos and TK Maxx. At the time of our survey in April,
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Fig. 6.7 Location of Retail Parks and Superstores in Newport City
Key
Retail Park/Retail Warehouse
Superstore

Morrisons, Rogerstone, NP10 9SA
Focus DIY, Rogerstone, NP10 9XJ

Discovery Park (Wickes), NP20 5GN
J Sainsbury, Shaftesbury Street, NP20 5YA

Corporation Road (B&Q), NP19 0XB
Asda, Lower Dock Street, NP20 2BH
Newport Retail Park, NP19 4QQ
Tesco Extra, Harlech Retail Park, NP20 3BA
Tesco, Newport Retail Park, NP19 4TX
Harlech Retail Park, NP20 3BA
Maesglas Road, NP20 2XB
28 East Retail Park, NP20 2NW

Asda, Pencarn Way, NP10 8XL

© Crown Copyright 2010. All rights reserved. Licence number 100020449.

Maesglas Retail Park, NP20 2NS
Newport West Retail Park, NP20 2NS
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a total of seven vacant retail warehouses were noted, the floorspace of which has been
excluded from our sales floorspace tables and retail need/capacity assessment.

Summary

6.40

Newport City Centre has benefited from little new retail investment over the past 20
years. As a consequence, its retail offer is not keeping pace with the competition, and
the city centre is slipping down the retail ranking and experiencing falling rents. There
appears to be a significant qualitative and quantitative need for additional retail
floorspace to be provided in the city centre, primarily in non-bulky comparison goods,
which would ‘clawback’ expenditure that is currently leaking out to competitor centres.

6.41

Elsewhere in the City, the District Centres, with the exception of the Newport Retail
Park, are all modest in size and serve their immediate, mainly walk-in, catchments.
There is a wide range in the vitality and viability of the centres with those of most
concern being located in areas of highest deprivation.

6.42

Out of centre retailing has expanded considerably in Newport over the past 15-20 years,
and now accounts for almost half of the City’s total retail floorspace stock. There is a
well dispersed pattern of food-based superstores serving the City, but retail warehouse
provision is concentrated at the southern fringe and is plentiful with seven units currently
vacant and available.
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QUANTITATIVE RETAIL NEED: METHODOLOGY AND
ASSESSMENT
Objectives

7.1

This section describes our approach to estimating the quantitative need or capacity for
additional retail floorspace within Newport City. The quantitative assessment is carried out
separately for convenience goods and comparison goods. For comparison goods (only)
the analysis has been undertaken in respect of two scenarios.

7.2

Scenario 1 (the “baseline” position) assumes that the market share of the Newport City
retail economy (as estimated at the base year of 2010) will remain constant through to the
end date of 2026.

Under this scenario, the market shares of all the centres within

Newport City and beyond also remain the same. Scenario 1 therefore assumes that the
present retail attractiveness of Newport City and its constituent centres continues through
into the future as far as 2026.

7.3

Scenario 2 acknowledges that Newport City Centre is currently performing below its
historic and rightful position in the retail hierarchy and therefore needs to considerably
improve its retail offer in order to regain the position, role and attractiveness it once had.
Accordingly, there are strong planning arguments in favour of increasing its market share
for comparison goods (only) to an acceptable level. This would go some way towards
reducing the high level of expenditure leakage from the City, particularly in non-bulky
comparison goods shopping. Under this scenario, we make realistic upwards adjustments
to the comparison goods market shares of the city centre by the forecast year of 2016 and
then retain the market shares at these higher levels though to 2026. To balance these
increases, we adjust downwards the comparison goods market shares taken by
competitor centres located outside of Newport City (ie. we assume a reduction in the
leakage of comparison goods expenditure from the City).

7.4

Assessing quantitative need under both scenarios will provide the City Council with likely
minimum and maximum requirements for additional comparison goods floorspace
through to 2026. For convenience goods, we only assess floorspace need on the basis of
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a constant market shares approach, since there are no comparable arguments in support
of enhancing the city centre’s market share for this type of shopping. In addition, the
household survey confirms that shopping for convenience goods is mainly undertaken
locally and that providing appropriate levels of provision across the City and its shopping
hierarchy is consistent with the Governments objectives for sustainability and reductions
in car use for shopping. All monetary figures given in the quantitative assessment are at
constant 2008 prices and include VAT.

7.5

The assessment provides the following information:
•

Estimates of total available retail expenditure within the shopping catchment areas
of centres within Newport City at the base year of 2010 and the forecast years of
2016, 2021 and 2026 (these years having been agreed with the City Council);

•

Estimates of the retail turnover likely to be ‘retained’ by the centres at each of the
forecast years;

•

Estimates of “headroom” expenditure and therefore retail floorspace need within the
centres at the forecast years; and

•

Quantitative retail floorspace need disaggregated into convenience goods and
comparison goods retail floorspace.

7.6

Our understanding is that the results of the need assessment will be used by the City
Council to inform future retail policies and strategies for Newport City. The results should
also assist the City Council in responding to any emerging retail proposals, although the
study is essentially strategic in scope and therefore doesn’t refer to any individual site,
scheme or development proposal.

Our Approach to Retail Floorspace Need

7.7

Our broad approach to estimating retail need comprises of seven main steps, which in
aggregate cover the three main stages of analysis:
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(i)

Forecasting consumer demand;

(ii)

Forecasting retail supply; and

(iii)

The conversion of (any) surplus retail expenditure into a retail floorspace
requirement.

7.8

We have sought to provide an analysis that is transparent and which, at the same time,
seeks to be robust. The assessment is also presented in a way that enables it to be
updated in the future as more up-to-date statistics become available and the emerging
pattern of shopping activity becomes more established.

7.9

We carry out separate quantitative retail need assessments for comparison goods and
convenience goods. Each is supported by a number of tables (spreadsheets) which are
reproduced in Appendix 5. In addition, the assessment refers to a number of key
assumptions which have already been discussed in Section 4, and are reproduced as
Appendices 3A to 3E.

7.10

In this study, although we estimate quantitative need for a range of centres and centre
groups within Newport City, we recommend that the City Council places most emphasis
on the quantitative need for total for the City as a whole, since its geographical area is
small and the centre catchments overlap considerably with each other.

7.11

We begin with an assessment of the need for additional comparison goods floorspace.
References are made to the tables in Appendix 5B, which relates to Scenario 1.
However, the tables for Scenario 2 (Appendix 5C) follow an identical sequence.

Comparison Goods Assessment

Step 1: Calculate Total Available Expenditure in the Survey Area

7.12

The household survey area (Figure 4.2) has been defined to encompass the shopping
catchment areas of all the main centres in Newport City. Within this area the quantum of
comparison goods retail expenditure generated is derived by multiplying population by
average annual expenditure per head (see Appendix 3B for the Experian spend per head
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data). This calculation is carried out for each of the 14 zones which comprise the survey
area.

7.13

Population estimates by zone and for the survey area as a whole are set out in Appendix
5B, Table 1. In addition to estimates for 2010 (the base year), population forecasts for
2016, 2021, and 2026 are also included.

7.14

Appendix 5B, Table 2 gives the average annual expenditure per person on comparison
goods for residents living in each of the 14 zones comprising our survey area. These
figures have been obtained from Experian. We have projected the per person expenditure
estimates forward to the forecast years of 2016, 2021 and 2026 by adopting Experian’s
latest 2008 – based expenditure forecasts.

7.15

At Appendix 5B, Table 3 we make deductions to the per person expenditure estimates to
account for retail expenditure which does not take place in shops such as that on mail
order shopping, door to door salesmen and market and road-side stalls. This form of
expenditure also includes e-tailing and is generally known as “special forms of trading”
(SFT).

7.16

In presenting expenditure forecasts through to 2026, we are aware that there are currently
a number of electronic shopping formats which, should they become even more widely
established, could reduce significantly the proportion of retail expenditure that is now
spent in conventional shops. We have reviewed the recently published research on the
future growth in e-tailing expenditure and concluded that SFT is likely to increase as a
proportion of total consumer retail expenditure over the next five years or so before
levelling off. This important assumption is built into our quantitative need assessment.
However, we would stress that this assumption should be reviewed from time to time,
since, were it to change significantly, it could have a material impact on future levels of
retail floorspace by either reducing or increasing the need for additional shopping
provision.

7.17

Our estimates of total available consumer retail expenditure on comparison goods at the
base year (2009) are set out in Appendix 5B, Table 4. Forecasts are also given for the
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forecast years of 2016, 2021, and 2026. The increases in available expenditure are due
to:
• The forecast growth in catchment population;
• Real annual increases in consumer comparison goods expenditure per head.

7.18

Available expenditure on comparison goods within each zone at the base year of 2010 is
disaggregated into spend on non-bulky and bulky comparison goods by applying
appropriate proportions reflecting expenditure by consumers on those detailed product
categories which constitute each broader goods category. This sub-division of expenditure
by zone is set out in Appendix 5B, Table 5. This disaggregation is necessary at this
stage in order to take into full account the results of the household telephone survey of
Newport City and its shopping hinterland.

Step 2: Application of “Market Shares” to Determine Amount of Retained
Expenditure

7.19

As a consequence of increases in the volume of consumer expenditure per head running
in tandem with population growth, we estimate that the “pool” of available expenditure on
comparison goods within the survey area will increase by some £717 million between the
base year (2010) and the latest forecast year of 2026 (Table 4).

7.20

However, not all of this growth in consumer expenditure will be spent within Newport City
and is available to support new retail floorspace in its centres. This is because competitor
centres to those within Newport City also lay claim to the same growing “pool” of
expenditure. This requires us to quantify the “market shares” of the centres in Newport
City.

7.21

Existing “market shares” for non-bulky and bulky comparison goods shopping have been
derived from the household telephone survey. The survey provides essential information
on the geographical extent of catchment areas and trade penetration around existing
centres by quantifying the pattern and volume of retail expenditure flows from each of our
defined zones (where people live and money is generated) to a range of centres and out
of centre stores (where people spend their money).
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In addition, and of critical importance, our assessment also takes into account the
distribution and volume of locally available consumer expenditure (or spending power) so
as to ensure that our retail turnover estimates are balanced against available retail
consumer expenditure.

7.23

The base year (2010) patterns of “market shares” are set out in Appendix 5B, Tables 6A
and 6B for non bulky and bulky comparison goods shopping. The “market shares” are
then applied to the 2010 “pools” of available comparison goods expenditure (as set out in
Table 4). Tables 7A and 7B give the monetary amounts of non-bulky and bulky
comparison goods expenditure flowing to Newport City (and its main centres) by zone.
The addition of these expenditure totals for each of the 14 zones gives the total amount of
non-bulky and bulky comparison goods spend flowing to a centre from the survey area.
For Newport City Centre we make an allowance for in-flow comparison goods expenditure
from outside the survey area from workers and tourists. In Appendix 5B, Table 8, the
base year (2010) monetary flows of consumer non-bulky and bulky comparison goods
expenditure to centres are combined in order to produce all comparison goods spend
flows to centres by zone. These amalgamated spends are then in turn converted into all
comparison goods centre market shares (for 2010) by zone at Appendix 5B, Table 9A.

Step 3: Determine Whether the Existing Retail Economy is Trading at Equilibrium

7.24

At this stage of the assessment we consider whether the existing comparison goods retail
economy of Newport City (and its centres) is broadly trading at equilibrium or not. This is
important because if the amount of consumer retail expenditure flowing to the City is high
in relation to the stock of available retail floorspace and this appears to be causing
problems to retailers and / or shoppers, then the City’s retail offer may be described as
over-trading. Conversely, if the expenditure flows are low relative to available retail
floorspace, then this can result in under-trading of the retail offer.

7.25

If over-trading is occurring in an area (or centre) then it is commonly assumed that the
turnover in excess of the equilibrium position is potentially available to support new
shopping provision. If this occurs, then this element of expenditure should be added to the
headroom expenditure which we later estimate from the future growth in the retail
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economy. Conversely, if an area (or centre) is under-trading at present, then it is also
logical to deduct the amount of turnover shortfall relative to the equilibrium position from
the defined headroom expenditures associated with the future growth in the retail
economy.

7.26

The problem with this kind of analysis is determining whether an area (or centre) is trading
in equilibrium or not. There are two principal difficulties. First, retailers need to achieve a
certain trading level to be viable. However, this trading level varies substantially for
individual retailers and for the same retailers for different centres across the UK, reflecting
differences in type of business, profit margins, site, costs (eg. rents), size, financial
structure and other factors. Without detailed financial data on all individual traders in an
area it is virtually impossible to determine what the average equilibrium trading level is.
The second major difficulty is that even if it can be proven that an area is trading above its
retail equilibrium position, this does not automatically mean that problems associated with
over-trading occur; these may include retailer operating difficulties, in-store congestion,
over-busy streets leading to pedestrian safety and security problems, and congested car
parks.

7.27

In estimating whether the Newport City retail economy (and its centres) is in retail
equilibrium at present in relation to comparison goods shopping, we have been
handicapped by the unavailability of sales floorspace and trading data on individual shops
in each centre. Nevertheless, we have attempted to be as robust as possible, since
material conditions of over or under-trading in the base year do suggest there is an under
or over-supply of retail floorspace already.

In theory, in order to provide an accurate

“benchmark” average sales density for a centre, one would require knowledge of the
appropriate sales per square metre of each shop comprising the centre.

Since this

information is not available, we must derive broad estimates based on a range of criteria
including:•

Published company average sales per sq m for individual retailers;

•

The breadth and depth of retailers in a centre;

•

The number of multiple traders present;

•

The size of a centre (retail floorspace) and its position in the retail hierarchy;

•

Rental levels and
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Comparable sales density estimates adopted for centres elsewhere in the UK.

The assessment suggests that a number of retail categories in Newport City are trading
poorly with low sales densities and that increases are needed in order for them to
maintain store viability. In contrast, we estimate that the limited quantum of available
comparison goods floorspace in Newport City Centre is over-trading and that there is
already ‘pent-up’ consumer demand for additional retail provision. Our benchmark (or
retail equilibrium) comparison goods turnover estimates for existing centres within
Newport City are set out at Appendix 5B, Table 8.

7.29

For comparison goods shopping, the results of the household telephone survey suggest
that the retail floorspace in Newport City as a whole is currently under-trading by around
£44 million per year, indicating that the actual turnover is lower than that required for
retailers in the area to achieve “benchmark” sales levels. This estimated expenditure
‘deficit’ (mainly in the out of centre retail warehouses) is deducted from the forecast
headroom expenditures later on in the assessment. Given that our over and under trading
figures are only ‘estimates’ and that it maybe argued that over and under-trading is more a
feature of qualitative rather than quantitative need, in Section 8 we present retail
floorspace need totals including and excluding any over and under-trading within the City
for each scenario.

Step 4: Calculate Growth in Retained Expenditure through to the Forecast Years

7.30

Having determined the base year (2010) “market shares” and levels of retained
comparison goods expenditure within Newport City as a whole and its constituent centres,
we use the principle of market shares to calculate how much more spending or trade the
City (and its centres) could expect to attract in the future as a result of the forecast growth
in available catchment area expenditure.

7.31

Our quantitative need assessment for comparison goods floorspace has been carried out
for two different scenarios as follows:• Scenario 1 -

is based on the principle that the retail economy of
Newport City Centre will maintain its existing status
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(and level of attraction) relative to competing centres
through to 2026.

This constant market share

approach provides an estimate of the quantum of
additional comparison goods floorspace that will be
required in the city centre to maintain its present role
and level of attractiveness through to 2026.
• Scenario 2 -

accepts that there are sound planning reasons for
Newport City Centre to enhance its retail role and
attractiveness over current levels in order for it to “win
back” the prominence and ranking it once held. Under
this scenario we make realistic upwards adjustments
to the city centre’s comparison goods1 market shares
by 2016 and then retain them at the higher level
through to 2026. (Note: The following commentary
describes the methodology for Scenario 1, yet the
same approach also applies to Scenario 2).

7.32

Under Scenario 1 (the constant market shares approach), for each of the forecast years
we apply the same market shares to the increased “pools” of available expenditure in
each zone.

The base year (2010) market shares from Appendix 5B, Table 9A are

therefore represented in Table 9B, prior to being applied to the available expenditure
totals at the forecast years. The calculations for the forecast years of 2016, 2021, and
2026 are set out in Appendix 5B, Tables 10, 13 and 16 respectively. Due to the increase
in demand (as a result of population growth and rising consumer expenditure per head)
the assessment produces at 2016 higher retail turnover potentials for Newport City and its
constituent centres than in the base year (2010). Similarly, the turnover potentials are
even higher for the forecast years of 2021 and 2026.

1

For convenience goods, we only estimate quantitative need using a constant market shares approach.
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Step 5: Determine Level of Potential Headroom Expenditure at the Forecast Years

7.33

It would be wrong to assume that all of the increase in turnover potential within Newport
City (and its centres) will be available by the forecast year(s) to support additional
comparison goods shopping. This is because some of the forecast growth in expenditure
must be allocated to existing retailers because the evidence confirms that they increase
their sales productivities in real terms over time.

7.34

In Appendix 5B, Table 11 the turnover allocation for existing retailers is deducted from
the 2016 turnover potential for Newport City as whole and each centre. This calculation
produces an estimate of residual turnover potential for each centre and the City as a
whole. The base year (2010) turnovers are then subtracted from the 2016 residual
turnovers to determine the quantum of potential headroom expenditure available in 2016
in each centre and for the whole City. Similar analyses are carried out in relation to
comparison goods for the forecast years of 2021 (Table 14) and 2026 (Table 17).

Step 6: Determine Level of Residual Headroom Expenditure in the Forecast Years

7.35

Appendix 5B, Table 12 sets out our calculations to estimate the residual headroom
expenditure for Newport City (and its constituent centres) at the forecast year of 2016 for
comparison goods floorspace. The same assessment is carried out for the forecast years
of 2021 (Table 15) and 2026 (Table 18).

7.36

The first stage is to adjust the potential headroom expenditures calculated for 2016 by
taking into account the extent (if any) of any over or under-trading that is occurring at each
centre and in Newport City as whole at the base year (2010). This is necessary because
the headroom expenditures set out so far assume that each centre and Newport City as a
whole are currently trading in retail equilibrium. We have already commented upon the
fact that this assumption may be viewed as unlikely.

7.37

Despite the difficulties of determining the extent of any over or under-trading within
Newport City and its centres, we consider that including such estimates makes our
quantitative need assessment more reliable and robust than ignoring them. We use the
over/under-trading estimates determined at Appendix 5B, Table 8 to “adjust” our
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headroom expenditure totals. In practice, if an area (or centre) is estimated to be undertrading at the present time, this will reduce the quantum of headroom expenditure at the
forecast year(s) since some of the growth in expenditure should be set-aside to bring the
existing retail stock up to a retail equilibrium trading position. Alternatively, if an area or
centre is over-trading, this will increase the quantum of headroom expenditure at the
forecast year(s) since the ‘surplus’ sales are assumed to be available to support additional
retail floorspace.

Appendix 5B, Table 12 sets out our calculation for making this

adjustment to the 2016 headroom expenditures for comparison goods. Tables 15 and 18
repeat the calculations for the forecast years of 2021 and 2026 respectively.

7.38

At this stage, in order to convert the adjusted headroom expenditures into residual
headroom expenditures at the forecast years of 2016, 2021 and 2026, we make further (if
applicable) deductions to account for that quantum of retail expenditure which is likely to
be soaked up by retail floorspace commitments within Newport City (commitments are
retail developments in the pipeline, which are either under construction or have planning
consent).

7.39

From information supplied to us by the City Council, we have produced a schedule of
retail commitments within Newport City disaggregated by centre / location and broad
category of goods. This schedule is reproduced in Appendix 4E. The schedule also gives
our estimate of the retail turnover of each commitment1. These turnovers are then
deducted from the adjusted headroom expenditure totals for each centre, as appropriate.
This calculation is set out in Appendix 5B, Tables 12, 15, and 18 for the forecast years of
2016, 2021 and 2026 respectively.

7.40

In our view these residual headroom expenditure totals are important because they
provide an estimate of the amount of potential turnover which will be available to Newport
City as a whole and each of its constituent centres by 2016, 2021 and 2026. In Section 8,
we describe the last step of the assessment, which is to convert these residual headroom
expenditures into retail floorspace requirements. However, the output of this last step is
dependent on the application of average sales densities and these, in practice, are likely

1

The turnovers of commitments are also assumed to grow in real terms over time and so appropriate store
productivity increases are applied.
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to vary enormously depending on the type of development that is proposed. For example,
city or town centre stores comprising non-bulky comparison goods shopping typically
trade at much higher average sales densities than retail warehouse style developments
selling mainly bulky comparison goods. We would therefore recommend that appropriate
weight is attached to the residual headroom expenditure totals, since these are not
open to the same levels of interpretation as are the retail floorspace requirements set out
in Section 8.

Convenience Goods Assessment

7.41

Our retail need assessment for convenience goods floorspace follows the same approach
as that for comparison goods. The detailed calculations underpinning the analysis are
reproduced in full in Appendix 5D, Tables 1 to 16 inclusive.

Step 1: Calculate Total Available Expenditure in the Catchment Area

7.42

At Appendix 5D, Tables 1 to 4 inclusive, the total available convenience goods
expenditure by zone is determined for the base year (2009) and the forecast years of
2016, 2021 and 2026. The analysis incorporates Experian’s estimates of average annual
spending per head on convenience goods within each zone, together with their latest
expenditure growth forecasts. We again exclude expenditure by “special forms of trading”,
although the Experian allowance is much less than for comparison goods shopping.

Step 2: Application of “Market Shares” to Determine Amount of Retained
Expenditure

7.43

Using the results of the household telephone survey we derive the base year (2010)
market shares for Newport City and its main centres within each of the 14 zones1. This
assessment is set out in Appendix 5D, Table 5. Applying the market shares to the total
“pools” of available expenditure within each zone in the base year (2010) (Table 6), gives
the monetary flows of consumer spending from each of the 14 zones to Newport City and

1

This involves grouping together the expenditure flows to individual named food stores in order to establish the overall
market share of a centre.
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its main centres. We also anticipate some tourist and worker spending on convenience
goods in Newport City Centre and this in-flow spend is included in our assessment. The
addition of the expenditure flows from each zone gives the total estimated convenience
goods turnover of Newport City as a whole and its constituent centres at the base year of
2010.

Step 3: Determine Whether Existing Retail Economy is Trading at Equilibrium

7.44

For convenience goods shopping, we now replicate the analysis carried out earlier in
relation to comparison goods, and calculate the extent of any over or under-trading within
Newport City and its main centres at the base year (2010). In estimating the equilibrium
convenience goods retail turnover in the base year we have taken into account the overall
quantity, quality and location of the existing retail offer in each centre. Appendix 5D,
Table 6 confirms that, on our estimates, convenience goods floorspace in Newport City as
a whole is over-trading by some £12 million in the base year (2010).

Step 4: Calculate Growth in Retained Expenditure through to the Forecast Years

7.45

As for comparison goods (under Scenario 1) we adopt constant market shares for each
centre and for Newport City as a whole. Appendix 5D, Table 7 therefore replicates the
centre market shares in Table 5, which in turn have been derived from the household
telephone survey. We apply the same market shares to the higher pools of available
expenditure within Newport City and its main centres at each forecast year. These
calculations are set out in Appendix 5D, Tables 8, 11 and 14 for the forecast years of
2016, 2021 and 2026 respectively.

Step 5: Determine Level of Potential Headroom Expenditure at the Forecast Years

7.46

At Appendix 5D, Tables 9, 12, and 15 we determine the levels of potential headroom
expenditure within Newport City and its constituent centres at the forecast years of 2016,
2021, and 2026 respectively. As for comparison goods, it is necessary to set aside a little
of the expenditure growth for existing retailers to account for their real gains in sales
productivity over time.
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Step 6: Determine Level of Residual Headroom Expenditure in the Forecast Years
7.47

To convert the potential headroom expenditure figures into residual headroom
expenditure estimates, we first take into account any under/over-trading that currently
exists in Newport City and its constituent centres in the base year (2010). Where undertrading exists, some of the expenditure growth is set aside to bring the existing retail offer
up to a retail equilibrium trading position. For any over-trading, the surplus spend is added
to the headroom expenditure determined later on in the assessment.

7.48

The adjusted headroom expenditure totals for Newport City as a whole and each
constituent centre for the forecast years 2016, 2021 and 2026 are set out in Appendix
5D, Tables 10, 13 and 16 respectively.

7.49

Lastly, we take into account any existing convenience goods retail commitments within
Newport City. Full details of the retail commitments including their turnover estimates are
set out in Appendix 4E. The calculations to produce the residual headroom expenditure
totals for the forecast years of 2016, 2021 and 2026 are also set out in Appendix 5D,
Tables 10, 13 and 16 respectively.

Step 7: Estimate Capacity for Additional Retail Floorspace in the Forecast Years

7.50

In Section 8 we convert these adjusted residual headroom expenditures into retail
floorspace requirements (step 7) but, as with comparison goods, these floorspace
estimates are entirely dependent on the average sales density applied to the floorspace.
For this reason, we therefore recommend that appropriate weight is attached to the
forecast quantum’s of residual expenditure available at the forecast years in relation to
convenience goods.

Summary

7.51

The main purpose of this section has been to assess in quantitative terms the likely retail
expenditure capacity within Newport City and its constituent centres through to 2026. It
must be stressed, however, that any quantitative analysis over such a long time-period
(16 years from the base year of 2010) may be subject to a significant margin of error,
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particularly in the later years, since it is based on a number of assumptions which are
difficult to forecast accurately. In addition, there are two further key assumptions which
have a material bearing on the forecast levels of residual headroom expenditure. These
are as follows:
•

Special Forms of Trading – we have assumed Experian’s forecasts for the growth
in non-store retail sales through to 2026. However, if actual growth were to exceed
these rates, which is entirely possible, then the projected levels of retail floorspace
need would be less than those forecast in this report.

•

Over / Under Trading at the base year – our household survey results indicate that
Newport City as a whole is currently over-trading in convenience goods and undertrading in comparison goods, and we have taken this into account in our quantitative
need assessment. We accept that it is difficult to establish what the true retail
equilibrium position is. However, we do not feel it is appropriate to ignore an
assumed over or under supply of existing retail floorspace. Clearly if we have overestimated the amount of over-trading, for example, the retail expenditure capacity
estimates will be lower than those set out above; conversely, if we have underestimated the amount of over-trading the capacity estimates will be higher.
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CONCLUSIONS AND RETAIL POLICY RECOMMENDATIONS
Introduction

8.1

In this final section we present our conclusions on the capacity for additional convenience
goods and comparison goods floorspace in Newport City, and then set out our
recommendations to the Council.

8.2

Retail floorspace capacity is estimated for Newport City as a whole, the city centre and a
number of other categories. Floorspace totals are produced for the (agreed) forecast years
of 2016, 2021 and 2026.

8.3

Due to the potential inaccuracies that come into play when preparing forecasts over very
long time-periods, we recommend that some caution is exercised when interpreting the
retail floorspace need figures for the later forecast years of 2021 and 2026. Nevertheless,
the need totals set out in this report do provide a good indication of the broad quantum of
additional shopping floorspace that should be planned for over the next 15 years.

The Need or Capacity for Additional Retail Floorspace

8.4

The key driver of the need for additional retail floorspace in any area is the growth in
consumer retail expenditure (population times spend per head). However, the approach
used to estimate need (if any) in this report also takes into account a number of other
factors which makes the assessment more realistic. For Newport City these are as follows:•

estimated over or under trading (if any) at 2010 (the base year) – over-trading may
be described as representing a qualitative need for additional retail provision;

•

an allowance for rising store productivities over time for existing retailers; and

•

retail floorspace commitments.
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These factors individually and collectively soak up future consumer retail expenditure
growth resulting in less spend being available to support new retail floorspace. This is the
case in Newport City.

8.6

However, in interpreting the data the Council may wish to ascertain the levels of future
floorspace capacity resulting from the exclusion of one or more of these factors.
Accordingly, the capacity estimates for the City as a whole are determined against a range
of assumptions, whilst the detailed figures in Appendix 5 will enable the Council to
calculate the headroom expenditure for any given assumption and sub-category. The
recommended approach and the approach the Council should ideally adopt to plan for
new retail allocations, is to take into account under/over trading at the base year, changing
store productivities and existing retail floorspace commitments. However, due to the current
economic downturn, it is possible that one or more of the included retail commitments may
not get built, at least by 2016. If this were to occur, then the estimated turnovers of any
unimplemented planning consents should be added to the total expenditures that are
available at the forecast years to support the need for additional retail floorspace.

8.7

For the sake of clarification, the retail floorspace capacity estimates represent the ‘net
additional’ floorspace required within Newport City (over that available in 2010) by goods
category and are non-cumulative. Moreover, it is important to stress that although the
detailed tables in Appendix 5 show a floorspace capacity in relation to out of centre, this is
merely a reflection of our methodology, which has regard to the existing market shares
(sometimes with adjustments) of each centre and goods category. In practice, all new retail
floorspace should, in line with Government planning policy, be located, wherever possible,
within existing City and District Centres.

The Constant Market Shares Approach

8.8

It is common in carrying out a quantitative assessment of future retail floorspace need to
adopt what is known as the “constant market shares” approach for convenience goods
and comparison goods shopping. This assumes that the existing (2010) market shares (in
terms of available expenditure) of Newport City and its centres are held constant through to
the design years of 2016, 2021 and 2026. As a result, in relation to these two broad
categories of goods, the following quantitative assessment provides an indication of the
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scale and distribution of additional retail floorspace that is required (if any) to maintain
today’s retail order (and relative centre attractiveness) throughout Newport City.

8.9

We consider adopting the constant market shares approach is entirely appropriate for
convenience goods shopping within the City, because a high level of expenditure retention
already exists (89%), whilst this form of shopping activity is primarily undertaken locally and
provision should therefore be made available at this level of geography. Moreover, for
reasons of sustainability, it is considered good practice to provide for convenience goods
shopping in locations that limit, or reduce, the need to travel over longer distances by car.
As such, in quantitative terms, there is no justification for increasing Newport City’s already
high retention rate or of building-up concentrations of convenience goods shopping
provision in the City at specific locations at the expense of others.

8.10

For comparison goods, however, the proportion of expenditure within the City that is
retained is much lower. Table 8.1 shows that it is more specifically in non-bulky comparison
goods that the City is under-performing; and this points to the current role and function of
the city centre1.

Table 8.1 Expenditure Retention within Newport City

Retained Expenditure

Expenditure Leakage

(%)

(£m)

Convenience

89

26

Non-Bulky Comparison

45

127

Bulky Comparison

81

17

All Comparison

55

144

Goods Category

1

Colliers International prepared a Retail Capacity Study for Cardiff County Council in March 2009 (pre – St. David’s 2). This study
indicated that Cardiff County had the following retention rates at the time – convenience (90%), non-bulky comparison (88%), bulky
comparison (79%) and all comparison (86%). The convenience and bulky comparison goods rates are almost identical to Newport City,
but the non-bulky comparison rate is significantly higher.
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In Section 5, we concluded that Newport City Centre currently accounts for 79% of the nonbulky comparison goods turnover of the City as a whole. This is not a bad performance,
and indicates that the main problem is not the city centre’s lack of dominance within the
City for non-bulky comparison goods shopping, but rather that its present retail floorspace
is not substantial enough to retain sufficient trips and spend within the City. Moreover, the
household survey indicates that the existing comparison goods retail offer of the city is
actually trading well; it is just that there is too little floorspace to prevent the high leakage
from the City in non-bulky comparison goods shopping. In other words, the size of the city
centre in retail terms is relatively small in relation to the population of the City. With the
population of the City forecast to grow by c.12,800 through to 2026, the disconnect
between the city centre’s retail offer and the City’s population will widen unless new retail
investment occurs.

8.12

For comparison goods, therefore, the constant market shares approach produces a ‘base
line’ estimate of the scale of retail floorspace need in Newport City Centre, since there are
strong planning reasons for increasing its market share in the future.

Adjusting the Market Shares for Comparison Goods

8.13

Accordingly, in relation to comparison goods, an alternative approach is required that better
reflects the results of the household survey and other research undertaken for this study,
which point to Newport City Centre not performing to its designated role and function in the
shopping hierarchy. The city centre has failed to materially improve either the quantity or
quality of its retail offer for many years, whilst competing centres haves expanded and/or
improved their retail provision. In order to meet the objectives of the Council to strengthen
the city centre, its market share for comparison goods – the category of goods most
appropriate to be sold in a large retail destination – is adjusted upwards in 2016 and
retained at this higher level through to 2021 and 2026. The adjustment in market share for
Newport City Centre means the future market shares of other centres are reduced to
compensate (market shares must add to 100%). The “adjusted market shares” approach
in relation to comparison goods shopping is presented as our Scenario 2 (NB. there is no
Scenario 2 for convenience goods shopping).
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In practice, our quantitative assessment under Scenario 2 incorporates an up-lift to
Newport City Centre’s market share of comparison goods expenditure generated within the
survey area from 15.7% at the base year of 20101 to 20.2% at 20162 (up 4.5%). The higher
market share of 20.2% is then maintained for the later design years of 2021 and 2026.
Within the City, however, the assumed increase in market share of the city centre for
comparison goods shopping is more substantial; from 26.5%3 to 38.8%4 of available
expenditure, an uplift of +12.3%. In turn, the overall market share of comparison goods
retail provision within the City rises to c.67%5 from its present 55%6. This is still well below
the market share for convenience goods of 89%7, but is considered ‘realistic’ given
consumer shopping patterns and the relative close proximity of Cardiff and Cwmbran.

Retail Capacity in Newport City as a Whole

8.15

Adopting the “constant market shares” approach, the retail floorspace capacity results for
Newport City as a whole in relation to convenience goods and comparison goods shopping
are set out in Tables 8.2 and 8.3 overleaf respectively. Table 8.4 overleaf summarises the
capacity results for comparison goods (only) under Scenario 2.

1

Source: Appendix 5C, Table 8. Turnover of city centre (in 2010) of £179.9 million drawn from survey area
expenditure of £1,147 million, gives a market share of 15.7%.
2
Source: Appendix 5C, Table 10. Forecast turnover potential of city centre (in 2016) of £265.4 million drawn
from survey area expenditure of £1,314.4 million, gives a market share of 20.2%.
3
Source: Appendix 5C, Table 8. Turnover of city centre (in 2010) of £84.8 million drawn from City (zones 1
to 7) expenditure total of £318.9 million, gives a market share of 26.5%.
4
Source: Appendix 5C, Table 10. Forecast turnover potential of city centre (in 2016) of £141.5 million drawn
from City (zones 1 to 7) expenditure total of £364.7 million, gives a market share of 38.8%.
5
Source: Appendix 5C, Table 10. Forecast turnover potential (in 2016) of all retail provision in the City as a
whole of £245.1 million as a proportion of survey area expenditure of £364.7 million, is 67%.
6
From Table 8.1.
7
From Table 8.1.
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Table 8.2: Convenience Goods Floorspace Capacity, Newport City as a Whole
2016

Assumption

Growth in consumer
retail expenditure (=a)

2021

2026

Available

Floorspace

Available

Floorspace

Available

Floorspace

Expenditure

Need

Expenditure

Need

Expenditure

Need

£m

Sq M Net

£m

Sq M Net

£m

Sq M Net

16.7

1,670

39.4

3,730

63.2

5,830

8.4

840

24.1

2,280

40.9

3,770

25.8

2,580

48.5

4,590

72.3

6,670

17.5

1,750

33.3

3,150

50.0

4,610

(25.5)

(2,550)

(10.7)

(1,020)

4.7

430

(a) after allowing for
rising store
productivities (only)
(a) after allowing for
over/under trading at
base year (only)
(a) after allowing for
rising productivities and
over/under trading
(a) after allowing for
rising store
productivities and
over/under trading, plus
commitments

Note: Figures in brackets are negative. All figures relating to store productivities, over/under-trading and commitments are
set out in Appendix 5D.
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Table 8.3: Comparison Goods Floorspace Capacity, Newport City as a Whole
(Constant Market Shares Approach: Scenario 1)
2016
Available
Assumption

Growth in consumer
retail expenditure (=a)

2021
Floorspace

Available

Expenditure

Need

£m

Sq M Net

45.4

2026
Floorspace

Available

Floorspace

Expenditure

Need

Expenditure

Need

£m

Sq M Net

£m

Sq M Net

8,060

113.6

17,730

195.1

26,780

1.2

210

15.8

2,670

36.3

4,980

5.3

940

73.5

11,470

155.0

21,280

(38.9)

(6,900)

(24.3)

(3,790)

(3.8)

(520)

(92.6)

(16,440)

(85.5)

(13,340)

(73.3)

(10,060)

(a) after allowing for
rising store
productivities (only)
(a) after allowing for
over/under trading at
base year (only)
(a) after allowing for
rising productivities
and over/under trading
(a) after allowing for
rising store
productivities and
over/under trading,
plus commitments
Note: Figures in brackets are negative. All figures relating to store productivities, over/under-trading and commitments are
set out in Appendix 5B.
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Table 8.4: Comparison Goods Floorspace Capacity, Newport City as a Whole
(Adjusted Market Shares Approach: Scenario 2)
2016
Available
Assumption

Growth in consumer
retail expenditure (=a)

2021
Floorspace

Available

Expenditure

Need

£m

Sq M Net

104.6

2026
Floorspace

Available

Floorspace

Expenditure

Need

Expenditure

Need

£m

Sq M Net

£m

Sq M Net

18,560

184.2

28,750

279.0

38,300

60.4

10,720

86.4

13,480

120.3

16,500

64.5

11,440

144.1

22,490

238.9

32,800

20.3

3,600

46.3

7,230

80.2

11,010

(33.4)

(5,930)

(14.9)

(2,330)

10.7

1,460

(a) after allowing for
rising store
productivities (only)
(a) after allowing for
over/under trading at
base year (only)
(a) after allowing for
rising productivities
and over/under trading
(a) after allowing for
rising store
productivities and
over/under trading,
plus commitments
Note: Figures in brackets are negative. All figures relating to store productivities, over/under-trading and commitments
are set out in sourced Appendix 5C.

8.16

In relation to convenience goods (Table 8.2), making an allowance for rising store
productivities eats into the headroom expenditure, although including over-trading at the
base year gives the headroom spend a boost. The effect of taking into account retail
commitments is to significantly reduce the available expenditure, producing forecast
expenditure deficits at 2016 and 2021. Therefore, the assessment produces no capacity for
additional convenience goods shopping in Newport City as a whole until beyond 2021, and
even by 2026 the capacity is just c.430 sq m net (660 sq m gross).

8.17

For comparison goods (adopting constant market shares – Scenario 1) (Table 8.3), the
impacts of allowing for rising store productivities and estimated under-trading at the base
year are both much greater than for convenience goods, whilst including commitments
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produces an expenditure deficit at each of the forecast years and therefore a ‘surplus’ of
comparison goods floorspace.

8.18

Adjusting upwards the market shares for Newport City Centre (Scenario 2 - our
recommended approach) (Table 8.4), produces a greater level of capacity for Newport City
as a whole than under Scenario 1. This is because it is assumed that Newport City Centre
will retain more spend from within the City and attract more from outside. At 2016, we
estimate under Scenario 2 a small surplus of 5,930 sq m net of comparison goods
floorspace in Newport City as a whole, reducing to 2,330 sq m net at 2021. By 2026,
however, we forecast there will be capacity to support an additional c.1,460 sq m net.

Capacity Disaggregated by Centre/Location

8.19

The capacity for additional convenience goods floorspace within Newport City is broken
down by centre/location in Table 8.5 overleaf (Note: The City-wide total is identical to that
given in Table 8.2). This disaggregation indicates that actual capacity – driven largely by
the estimated over-trading at present – emerges only at the Newport Retail Park District
Centre and out of centre by 2026, and even then is very modest. We forecast a surplus of
convenience goods floorspace in the city centre and remaining District Centres by 2026. In
broad terms, the (much larger) replacement Sainsbury and Tesco superstores (both
commitments) will soak-up much of the new available convenience goods expenditure in
the City through to 2026, leaving just enough spend to support more local provision,
perhaps to serve the new major residential areas.

8.20

We forecast relatively modest levels of capacity for additional convenience goods
floorspace within Newport City by 2026 (post commitments), because the average spend
per head of many of its residents is low – well behind the UK average – see Appendix 3B,
whilst the real annual expenditure growth rate is minimal and its impact almost negligible
once real changes in store productivities are taken into account. In addition, whilst many
thousands of new residential dwellings are planned, the growth in the City’s population will
be relatively modest because of the steep fall in average household size. Accordingly, it is
the small gain in population, in combination with the estimated current over-trading, that are
the key drivers of convenience goods floorspace capacity.
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Table 8.5: Convenience Goods Floorspace Capacity by Centre/Location, Newport City

2016

2021

2026

Without
Commitments
£M

Without
Commitments
Sq M Net

With
Commitments
£M

With
Commitments
Sq M Net

Without
Commitments
£M

Without
Commitments
Sq M Net

With
Commitments
£M

With
Commitments
Sq M Net

Without
Commitments
£M

Without
Commitments
Sq M Net

With
Commitments
£M

With
Commitments
Sq M Net

Newport City
Centre

(0.3)

(30)

(4.6)

(460)

0.7

70

(3.7)

(350)

1.8

(170)

(2.7)

(250)

District Centres

(16.8)

(1,680)

(16.8)

(1,670)

(15.7)

(1,490)

(15.7)

(1,490)

(14.7)

(1,360)

(14.7)

(1,360)

Newport Retail
Park District
Centre

25.4

2,540

3.3

330

30.7

2,900

8.1

770

36.6

3,380

13.3

1,220

Out of Centre
(incl. local
centres/parades)

9.2

920

(8.0)

(800)

17.6

1,660

0.6

60

26.3

2,430

8.8

810

Newport City
as a Whole

17.5

1,750

(25.5)

(2,550)

33.3

3,150

(10.7)

(1,020)

50.0

4,610

4.7

430

Location/Centre

Note: Figures in brackets are negative
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Turning to comparison goods, the capacity for additional floorspace by centre/location is
summarised in Table 8.6 overleaf in respect of Scenario 1 (the constant market shares
approach) and Table 8.7 overleaf for Scenario 2 (adjusted market shares). However,
because we believe strongly that Scenario 2 is the more appropriate in that it allows for the
required strengthening of Newport City Centre, we focus on the results for Scenario 2 only.

8.22

In general (with commitments), we estimate a substantial capacity for additional
comparison goods floorspace in Newport City Centre and an over-supply within the rest of
the City, even by 2026. This reflects the significant under-trading that is currently occurring
out of centre and at the Newport Retail Park District Centre, combined with the effects of
lower expenditure growth forecasts, rising store productivities and increasing e-tailing
spend.

8.23

Within Newport City Centre itself, we estimate by the forecast year of 2016 that there will
be an additional £120 million of expenditure potentially available, sufficient to support some
c.21,300 sq m net of new comparison goods floorspace. This equates to c.33,000 sq m
gross.

8.24

By 2021, there will be an estimated £152 million of expenditure potentially available,
sufficient to support c. 23,700 sq m (36,000 sq m gross) of new comparison goods
floorspace.

8.25

Lastly, at our end date of 2026, the quantum of additional comparison goods expenditure
potentially available to the city centre rises to £190 million under our Scenario 2. This
equates to a need for c.26,000 sq m net (40,000 sq m gross) of additional comparison
goods floorspace.

8.26

The retail commitments which have been taken into account in our retail floorspace
capacity assessment are set out in Appendix 4E. However, these exclude both the Friars
Walk and Cambrian Road schemes in the city centre, as although these two developments
are the subject of extant planning permissions, they have been set back by the economic
recession.
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Table 8.6: Comparison Goods Floorspace Capacity by Centre/Location, Newport City (Scenario 1 – Constant
Market Shares)

2016

2021

2026

Without
Commitments
£M

Without
Commitments
Sq M Net

With
Commitments
£M

With
Commitments
Sq M Net

Without
Commitments
£M

Without
Commitments
Sq M Net

With
Commitments
£M

With
Commitments
Sq M Net

Without
Commitments
£M

Without
Commitments
Sq M Net

With
Commitments
£M

With
Commitments
Sq M Net

Newport City
Centre

61.0

10,820

61.0

10,830

80.9

12,630

80.9

12,630

106.0

14,550

106.0

14,550

District Centres

0.5

90

0.5

90

3.0

460

3.0

460

6.3

870

6.3

870

Newport Retail
Park District
Centre

(16.1)

(2,860)

(49.3)

(8,760)

(15.0)

(2,340)

(52.9)

(8,260)

(13.0)

(1,780)

(56.0)

(7,690)

Out of Centre
(incl. local
centres/parades)

(84.3)

(14,960)

(104.8)

(18,590)

(93.2)

(14,540)

(116.5)

(18,180)

(103.1)

(14,150)

(129.6)

(17,790)

Newport City
as a Whole

(38.9)

(6,900)

(92.6)

(16,440)

(24.3)

(3,790)

(85.5)

(13,340)

(3.8)

(520)

(73.3)

(10,060)

Location/Centre

Note: Figures in brackets are negative

Table 8.7: Comparison Goods Floorspace Capacity by Centre/Location, Newport City (Scenario 2 – Adjusted
Market Shares)

2016

2021

2026

Without
Commitments
£M

Without
Commitments
Sq M Net

With
Commitments
£M

With
Commitments
Sq M Net

Without
Commitments
£M

Without
Commitments
Sq M Net

With
Commitments
£M

With
Commitments
Sq M Net

Without
Commitments
£M

Without
Commitments
Sq M Net

With
Commitments
£M

With
Commitments
Sq M Net

120.3

21,340

120.3

21,340

151.5

23,650

151.5

23,650

189.9

26,070

189.9

26,070

District Centres

0.5

90

0.5

90

3.0

460

3.0

460

6.3

870

6.3

870

Newport Retail
Park District
Centre

(16.1)

(2,860)

(49.3)

(8,750)

(15.0)

(2,340)

(52.9)

(8,255)

(13.0)

(1,780)

(56.0)

(7,690)

Out of Centre
(incl. local
centres/parades)

(84.3)

(14,960)

(104.8)

(18,590)

(93.2)

(14,540)

(116.5)

(18,180)

(103.1)

(14,150)

(129.6)

(17,790)

20.3

3,600

(33.4)

(5,930)

46.3

7,230

(14.9)

(2,330)

80.2

11,010

10.7

1,460

Location/Centre

Newport City
Centre

Newport City
as a Whole

Note: Figures in brackets are negative
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By far the largest of the two schemes was Friars Walk, which had a proposed A1/A2 retail
floorspace of c.38,000 sq m gross. Assuming that 20% of this space was for non retail
goods, then the shopping floorspace would have been 30,400 sq m gross, equating to
c.20,000 sq m net. The much smaller Cambrian Road scheme is unlikely to have added
any significant comparison goods floorspace to the city centre, since extensive demolition
of existing shops was required.

8.28

Given that we forecast – under Scenario 2 – a capacity for 21,300 sq m net of additional
comparison goods floorspace for the city centre by 2016, it is clear that this requirement
would have been met by the Friars Walk and Cambrian Road schemes if they had
proceeded. Alternatively, it may be argued that even with the economic downturn, our
assessment indicates that the potential still exists in Newport City Centre for additional
comparison goods provision to be provided on a similar scale to Friars Walk. The Council is
understood to be actively engaged in securing a new developer for such a scheme.
Although our Scenario 2 results may point to an upper limit of what is likely to be
supportable by 2016, the same assessment indicates a potential for an even larger total of
additional comparison goods floorspace by 2026 (c.26,000 sq m net).

8.29

Outside of the city centre we forecast virtually no capacity for any additional comparison
goods floorspace through to 2026. This is a result of estimated material under-trading at
present at the out of centre retail parks, as demonstrated by the existence of a number of
vacant retail warehouse units throughout the city, below UK average levels of consumer
spend per head (see Appendix 3B), real growth in store productivities for existing retailers
and modest forecasts of future real spending growth.

Retail Policy Recommendations

8.30

Newport City centre has declined in relative terms over the last decade.

Whilst new

developments have been proposed these have not come to fruition. Unless a positive policy
stance is taken towards the promotion of the City Centre, it’s relative decline is likely to
continue as competing centres, notably Cardiff and Cwmbran but also Bristol, continue to
strengthen their retail offer. There is also competition with the district centres and out of
centre locations for non bulky comparison goods trade, which is likely to intensify as
landlords manage their assets to secure increased returns. Accordingly, we recommend a
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strong city centre first approach in order to maximise the prospects for new development
coming forward which will enable the city centre to compete with larger centres elsewhere,
and to control the level and type of competition with other retail facilities within the wider city
area.

8.31

We consider that the primary role of the city centre is the sale of non bulky comparison
goods and that it should be the leading destination for the sale of these goods. It is the
improved offer of this type of product which will enable the city centre to compete more
effectively with other large centres and other provision across the city, and to trade in a
more sustainable manner.

8.32

Whilst the city centre does not perform a main bulk food shopping function, and existing
convenience provision is orientated towards top up shopping trips, we do not consider
these functions as essential to its future vitality and viability as improved non bulky
comparison goods provision. Nevertheless, should proposals come forward which would
secure the provision of a main food shopping outlet (i.e. either a large supermarket or a
superstore), the additional retail function this would introduce would enhance the city
centre’s retail offer, broadening its function, and offering the opportunity for it to secure
additional expenditure through linked shopping trips, which would also facilitate
sustainability benefits. A new city centre superstore would also serve to improve the
accessibility to large food stores of non car users. Consequently we recommend an
opportunity led approach to securing a bulk food store in or on the edge of the city centre,
but not at the expense of the ability to accommodate additional non bulky comparison
goods floorspace.

8.33

The wider city has a large number of district centres with many offering only limited
shopping facilities, including small scale, local level, convenience goods. We recommend
that the definition of district centres be reviewed to ensure those defined as such more
closely match the TAN4 definition. The benefit of this approach would be to reduce the
policy support for large new stores outside the city centre whereas the re-designation of
some as local centres would still enable appropriate local level provision to be made. We
consider that the centres at Clarence Place, Bettws and Ringland all be considered for
reclassification.
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In conjunction with this approach, control will need to be maintained over the range of
comparison goods which can be sold in the district centres to ensure that they do not
evolve into centres which will compete with the city centre to the detriment of its vitality and
viability. The appropriate use of conditions to govern the range of goods which can be sold;
the minimum unit size and total floor space of each unit is recommended.

8.35

In particular we note there is potential for Newport Retail Park District centre to change the
nature of the goods it sells and thereby to compete directly with the city centre for the sale
of non bulky comparison goods. Notwithstanding its district centre designation therefore, we
recommend that the sale of comparison goods be restricted primarily to the sale of bulky
goods so as to ensure that the centre does not evolve into a high street comparison goods
centre which undermines the continued vitality and viability of the city centre.

8.36

Newport Retail Park has been defined as a district centre in order to be able to service the
Eastern Expansion Area. We do not identify any significant requirement to accommodate
additional food shopping within the centre in order for it to do so. We are aware of the
proposals for the ‘Megabowl’ site to establish a new superstore within the centre. Whilst we
do not identify a retail need for this proposal, as the site lies within the centre we consider it
a matter of commercial competition and not one of planning policy. It remains essential
however to ensure the proposal fulfils the policy objective of serving the Expansion Area.

8.37

If the ‘Megabowl’ proposals are implemented, we do not consider the same approach
would justify a further superstore within the centre. A further expansion of convenience
retailing would change the function and character of the centre, expanding it beyond what is
appropriate in a district centre and thereby changing its position in the hierarchy. This would
have policy implications which could be sufficient to justify with holding planning
permission. Obviously an assessment would need to be made at the time and in relation to
the proposals as submitted.

8.38

Our assessment does not identify any significant quantitative need for new convenience
goods floor space across the study period. Whilst there is some scope identified at the
Newport Retail Park (excluding the current commitments) in 2016, 2021 and 2026, we
recommend that this position be reviewed as the Expansion Area is developed. We do not
identify any quantitative need for additional large out of centre convenience goods stores.
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Existing out of centre convenience goods provision is relatively modern and well dispersed
around the city and we have similarly not identified any material qualitative need for
improved provision, other than in relation to the city centre as recommended above.

8.39

There is an ample supply of out of centre bulky comparison goods units and we do not
identify any need for further provision across the study period. We anticipate that there will
be pressure to convert existing bulky goods stores to non bulky goods outlets and whilst
such proposals will need to be considered in accordance with national policy, we are
concerned such proposals could further undermine the vitality and viability of the city centre
if they come forward before significant non bulky comparison goods improvements are
secured in the city centre.

Interpreting the Retail Floorspace Capacity Estimates

8.40

The retail floorspace capacity estimates set out in Tables 8.5 to 8.7 inclusive do not take
into account existing vacant retail floorspace throughout Newport City. Unfortunately, there
is no reliable data available on the vacant retail floorspace stock in the City, although our
fieldwork confirms voids are relatively common in the city centre and District Centres (see
Table 6.4). In reality of course a good proportion of the currently available vacant
floorspace is likely to be of secondary quality and/or located in secondary locations, and
therefore unlikely to be attractive to modern retailers. For this reason, simply deducting
vacant stock (even if known) from the retail floorspace capacity totals estimated at 2016,
2021 and 2026 would represent a worse case scenario. Nevertheless, some of the vacant
floorspace is in modern, good quality units (eg. the vacant out of centre retail warehouses)
and this stock is eminently suitable for retailers and should be fully utilised prior to granting
consent to new schemes.

8.41

In interpreting the floorspace capacity estimates in Tables 8.5 to 8.7, it should be noted
that the totals are in sq m net and represent the net additional retail floorspace that could
be supported. Thus the sales floorspace of any occupied units that may be demolished
should be added to the capacity totals, whilst to convert to gross retail floorspace, the net to
gross ratios set out at paragraph 4.47 should be adopted. Moreover, the capacity totals
relate to retail floorspace only. In practice, many new retail developments contain other
uses, especially catering and other service activities. To reflect the mix of uses in new
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retail schemes, particularly those located within city centre locations, it is considered that,
on average, c.15% to 20% of new floorspace should be set aside for non-retail activities.
Clearly in applying this assumption, in practice, the Council should have full regard to the
location and type of development being proposed; clearly a large city centre scheme is
likely to include more service floorspace than an application for an out of centre stand alone
superstore, which may not have any.

8.42

Where there is no quantitative need for additional retail development as indicated by the
proceeding capacity analysis, it is likely that granting consent for material amounts of new
retail floorspace will divert sales from existing retailers within the City and therefore could
potentially impact negatively on existing centres. Trade diversion is particularly likely to
occur where the City is already retaining a large share of generated expenditure (eg. for
convenience goods) and there is only limited (or no) scope to increase turnover by clawing
back spend leaking to competitor centres/stores outside the City. The granting of consent
for a new store(s) under these circumstances is therefore unlikely to generate significant
new net additional retail employment, but rather re-distribute existing jobs around the City,
with job losses occurring elsewhere dependent on the scale and pattern of the new store’s
trade diversion.
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