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1 Introduction

1.1 Donaldsons was commissioned in December 2006 by Swindon Borough Council to
undertake a Retail and Leisure Study Update of Swindon. The purpose of the study was
to guide decisions on the amount and location of future retail floorspace to be identified in
the Local Development Framework (LDF) and to provide an update of the GVA Grimley
Retail and Leisure Study completed in 2004. The study examines retail growth until 2021
to cover the timescale of the LDF. The aim is to prepare a study that will ensure that
Swindon can fulfil its potential as a thriving retail area, as well as respond to increased
competition from other centres such as Bristol and Reading. The study focuses
principally on Swindon Town Centre, but also includes strategy advice on how to
strengthen Wroughton Village Centre and Highworth Town Centre and advice on the
nature and scale of a new District Centre to serve the Eastern Development Area.

1.2 In particular, the study seeks to:

0- Inform the LDF process.

0- Improve understanding of the patterns of retailing in the Borough and how
the various retail sectors can be strengthened.

0- Undertake Quantitative Need Forecasts

0- Assess the need for a new District Centre within the Eastern Development
Area.

0. Assess retail and leisure demand

0- Assess Qualitative Needs in Swindon, Highworth and Wroughton.

0- Assess potential development sites for their suitability to be developed for
retail and leisure.

0- Propose a Retail Strategy

1.3 This assessment has examined the strengths and weaknesses of the town centre in
terms of the current mix of shops, services and other land uses, and the identification of
gaps in provision. A variety of data sources has been used in undertaking this study,
including Experian Goad data on shop floor space and the Focus database for
information on retailers’ requirements. As this is an update to the previous GVA Grimley
(GVAG) Swindon Retail and Leisure Study 2004 we have used their Household Interview
Survey of shopping patterns in Swindon and its catchment area, as this is the most up to
date survey available.

1.4 As background to our assessment, in Section 2, we review the principal national trends in
retailing and retail development, and draw out the implications for new retail development
in Swindon. An important change since the 2004 Retail and Leisure Study was
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completed, has been the publication of PPS6 in 2005. This sets out new planning
policies for town centres which local authorities will be expected to follow in their plan
making, implementation and decisions on planning applications. In Section 3 therefore,
we review PPS6 and set out the principal implications for retail development in Swindon.

15 Section 4 sets out our findings on retailer demand following our correspondence and
discussions with the main food retailers, and analysis of retailers’ requirements. This
work was undertaken in order to provide a check on our retail capacity forecasts;
because if operators are interested in locating in the area, this can be a further indication
of need for new retail floorspace. Section 5 describes our forecasting of retail capacity in
the study area. It describes the technical basis of our RECAP forecasting Model; and
sets out the retail capacity forecasts and our overall assessment of the need for new
retail development in the town centre.

1.6 Section 6 discusses the qualitative need for retail development within Swindon. Section
7 discusses the qualitative need in, and gives strategy advice for Highworth and
Wroughton. Section 8 sets out our leisure assessment which includes an overview of
existing leisure facilities, a summary of responses from leisure operators who may have a
requirement for space within Swindon and the surrounding area and an assessment of
demand for new facilities.

1.7 In Section 9, we discuss potential retail and leisure development opportunities, the
advantages of each, the benefits which different potential developments would be
expected to bring, and ways in which they could be brought forward. Our principal
findings and conclusions on each topic are set out at the end of each section of the
report, and are summarised in Section 10.
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2 Recent National Trends in Retailing and Retail
Development

2.1 In this Section, we comment in broad terms on national trends in retailing and retail
development, and the implications for planning policy and development in Swindon
Borough. They are described in no particular order of importance.

Shakeout of Food Retailers

2.2 The acquisition of Safeway by Morrisons and its after effects has been an important
feature of the food retailing ‘landscape’ for the last two years. As a result of the
acquisition, Morrisons sold a large number of stores (over 200) to other retailers; and the
Safeway ‘brand’ has now disappeared followed Morrisons’ conversion programme for the
retained former Safeway stores, and conversion by the purchaser, of those which were
sold. Morrisons now has almost 400 stores, compared with only 125 before the
acquisition. According to Verdict Research, ‘the Morrison-Safeway conversion
programme has aided Sainsbury and hit Asda’, since the socio-demographic profile of
Morrisons’ customers is closest to that of Asda; whilst Sainsburys has attracted many
former Safeway customers who didn’t like the Morrisons brand.

2.3 The most successful of the food retailers in 2005 has been Tesco, which has significantly
increased its market share. Over the last five years, Tesco has captured just over half
the increase in value of the entire UK grocery sector, and is now the largest food retailer
by a substantial margin. According to Verdict in 2006, ‘Tesco’s market share gains over
the past five years have amounted to more than six times those of the rest of the Top
Four put together'.

2.4 The ‘deep discount’ food retailers continue to expand their representation. All three, Aldi,
Lidl and Netto are actively seeking new stores, although the pace of development may
have slowed somewhat recently as sites and planning permissions become harder to
obtain. There are some signs of the size of their new stores increasing slightly. In
contrast, KwikSave has struggled in recent years since its acquisition by Somerfield,
which has closed many of its stores and suffered declining sales densities at the
KwikSave chain. Recently, Somerfield has sold 278 of the 380 KwikSave stores, with
Aldi taking 20, Lidl about 7 and Netto 19. The few retained have been converted to the
Somerfield format.
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Growth of Branded Local Food Stores

25 The opportunities for development of new food superstores are diminishing, due to
increasing market saturation, and tightened national planning policies restricting out-of-
centre development (as discussed in Section 3 below). However, food sales have not
suffered the recent downturn in the rate of growth suffered by comparison goods sales.
To maintain their growth in food retailing market share therefore, the major food retailers
have moved aggressively into local convenience goods stores. Both Tesco and
Sainsburys have bought existing chains of such shops and converted them to their own
branded formats. Marks & Spencer is rolling out its ‘Simply Food’ format of small shops
and stores, and has recently bought a number of stores from Iceland. The major food
retailers have also moved into petrol forecourt retailing on a substantial scale, with
formats such as Tesco Express, and Marks & Spencer Simply Food. In addition, the
major food retailers have developed compact store formats for smaller towns, such as
market towns; which hitherto depended on small town centre supermarkets and specialist
food shops and markets.

Comparison Goods Sales by Food Retailers

2.6 Over a long period, convenience goods expenditure growth has come nowhere near the
very high rates of growth in comparison goods expenditure achieved since the mid
1990s. The main food retailers are therefore increasingly moving into comparison goods
sales to drive company growth. Existing food superstores are being extended wherever
possible; with the great majority of the extension floorspace used for the sale of
comparison goods. The size of new superstores is also increasing substantially. Thus
for example, Tesco is promoting its Tesco Extra stores, which can be up to twice as large
as the largest superstores of a few years ago. Based on ONS data, Mintel estimates that
in 1999, the large grocers accounted for 35.1% of all retail sales in the UK, and that this
had risen to 36.4% by 2004.

2.7 Asda is now developing non-food only stores to extend the range of its ‘Asda Living’ and
‘George’ branded homewares and clothing respectively. Some of these are in or on the
edge of town centres. This demonstrates that it is not essential for food retailers to
extend their existing superstores or develop ever larger superstores, in order to capture
more of the non-food market. Under the sequential approach, such outlets should
wherever possible be in or on the edge of town centres. Asda’s proposals demonstrate
that although less desirable for retailers, such an approach can be made to work.
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Pressures on Small Retailers

2.8 There is a widely held perception that the growth of superstores, and the move into local
food retailing by the major operators has had a serious impact on small retailers, many of
which are independent. The House of Commons All-Party Parliamentary Small Shops
Group has recently enquired into this perceived phenomenon, and published its report,
‘High Street Britain: 2015’ IN 2006. The report concluded, inter alia, ‘Large retailers find it
much easier to offer improved propositions to affluent customers, attracting enough
spend away from small shops to stop them trading, resulting in all consumers, within a
specific catchment to become reliant on the large retailers’. The report also concluded,
‘The biggest losers, however, will be the consumers. Restricted choice of store brands,
restricted choice of available products restricted choice of shopping locations, higher
prices and reduced customer service are all strong possibilities in 2015. Although some
consumers today may be benefiting from a competitive market this is entirely
unsustainable and cannot continue’.

29 The report went on to observe that current trends threaten social inclusion, with
potentially adverse effects for society. A number of recommendations were made to
government, aimed at ameliorating the competitive environment for small retail
businesses. Perhaps partly as a result of the Group’s report, the Office of Fair Trading
and the Competition Commission are now undertaking a new Inquiry into the
supermarket ‘industry’.

2.10 Research published in November 2004 by the National Retail Planning Forum in the
report ‘The Role and Vitality of Secondary Shopping — A New Direction’ concluded that
over the previous 10 years, there had been a significant change in secondary shopping.
In such locations, the number of retailers had declined, but the number of service
businesses had increased. The result was that in general, shop vacancy rates in
secondary shopping areas had fallen — although there were specific pockets of decline
and high vacancy, usually easily explicable by locational factors. The research also
concluded that secondary shopping areas are much more diverse in their composition
than prime retail areas, and are heavily dependent on independent businesses. A
number of recommendations were put forward for enhancing the prosperity of secondary
shopping areas.
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Growth in Retail Expenditure

2.11 Since the late 1990s, there has been very substantial growth in retail expenditure on
comparison goods. Over the period 1998 to 2004, per capita expenditure on comparison
goods in the UK grew at an annual average of 8.5% in real terms. This is well above the
historic long term trend (1978 to 2004) of 4.8% pa, and the ultra-long term trend (1964 to
2004) of 3.8% pa. For convenience goods, the growth has been much less, at 0.8% pa
over the period 1998 to 2004. Even this is significantly above the long term trend of 0.3%
pa and the ultra-long term trend of 0.1% pa. In addition, there has been some population
growth. Over the period 1971 to 2004, for example, the UK population grew by almost
7%. The combined effect of population growth and growth in per capita expenditure has
been substantial increases in total retail expenditure, and hence sales, particularly for
comparison goods.

2.12 Very recently, the rate of growth in expenditure has fallen. From 2004 to 2005, growth in
average per capita expenditure on convenience goods fell to only 0.1%; and on
comparison goods to only 2.9%. In its report ‘European Retail Forecasts to 2010’, Mintel
states ‘The UK is coming to the end of an extended consumer boom.....The boom was
fuelled by low interest rates and a booming housing market, which encouraged
consumers to borrow. Consumer debt reached £1trillion in late 2004 and has edged
downwards since then.” A further factor helping to maintain retail spending has been
price deflation in comparison goods, largely owing to globalisation and outsourcing of
manufacturing to China. The MaplInfo/OEF price index for comparison goods in 2005
was 14.7% below its 1998 peak.

2.13 For the outlook, Mintel is cautiously optimistic. They conclude ‘whilst in some respects
the economy looks very delicately poised, with consumer debt and the housing market at
exceptionally high levels, the fundamentals of the economy look to be in good shape.....It
is quite possible to set out a credible case for a recession, but at present [September
2005] we think this unlikely.....Consumers are cautious at the moment. They are
deferring spending but not cutting back on their lifestyles. We expect this to be the
pattern of consumer behaviour for the next couple of years.” Since September 2005,
there has been no sign of recession, and in fact housing prices are now rising at a higher
rate than in 2004/5, partly driven by reductions in the numbers of sellers as a result of the
increases in stamp duty. There are also a few signs of increase in the rate of growth of
retail expenditure.

Retail Sales Densities

2.14 Since the end of the economic recession in the early 1990s, a substantial amount of new
retail floorspace has been developed. Much of it has been in the form of food
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superstores and retail warehouses, located on out-of-centre sites. Town centre
development has been mainly in large and medium sized towns — the top 200 or so
centres by size in the country. However, provision of new floorspace has not matched
growth in expenditure, with the result that sales densities generally have been rising, both
in town centres and superstores and retail warehouses. Sunday trading and extended
weekday opening hours have enabled existing floorspace to absorb substantial growth.
Sales of higher value goods as incomes have risen, which do not necessarily need more
space for storage, display and sale (and may need less owing to the trend for
miniaturisation), has also resulted in higher sales densities. In practice, sales densities
have proved to be highly elastic, and the concept of ‘overtrading’ needs to be applied with
some caution.

Shopping Centre Development Pipeline

2.15 As at September 2006, the UK had around 3.38 million sq m of shopping centre space
with planning permission and under construction. In space terms, this is equivalent to
about 22 Bluewaters. 60% of this is expected to be delivered before 2010. Because of
the geographic spread, over-supply in any particular region should be avoided. The
apparent surge in short to medium term development is not a new phenomenon.
Lengthy development cycles result in a time lag between favourable market conditions
(the high growth of expenditure since the late 1990s referred to above) and delivery of
new shopping centres.

2.16 Letting prospects for this space currently remain good. The most sought after ‘anchor’
stores, Debenhams, House of Fraser and John Lewis are trading well, and continue to
acquire the right stores in the right locations. Other retailers, such as Next and Primark
are also acquiring major new stores in town and city centres. There is evidence of
consolidation amongst retailers, with fascia ownership being distributed amongst fewer
owners, such as Baugur, Philip Green, SSG, and venture capital companies. This trend
may point towards more positive longer term prospects for the retail property sector, as it
tends to eliminate poorer performing retailers. It also acts as a catalyst for remaining
retailers to focus on reinvention and innovation. Foreign retailers are also moving into
the UK market, for example Urban Outfitters, Brooks Brothers and Apple Computer.

2.17 There has been a long term trend towards polarisation of comparison goods retailing into
the largest town and city centres in the country at the relative expense of the smaller
centres. Thus, whereas in 1971 the 200 largest centres in the country accounted for
about 50% of all comparison goods sales, by 1996, this proportion has risen to about
75%". There is no evidence since that this trend has halted or been reversed. Indeed,
much of the ‘pipeline’ space for new shopping centres described above will be in the

! Sources: Census of Distribution 1971, and ‘National Survey of local Shopping Patterns 1996 Hillier Parker.
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2.18

2.19

2.20

larger centres, e.g. London suburbs, Plymouth, Exeter, Wolverhampton, Leicester,
Belfast. However, anticipating the policy in PPS6 for growth to be distributed more
evenly, the then President of BCSC called in 2003 for a renewed focus on development
in smaller centres. He was referring to centres with prime Zone A shop rental values of
around £1,076 per sq m (£100 per sq ft) — but these are centres between about 100" and
150" in the national total of around 1,200 significant town and district centres. In other
words, still large town centres, rather than the centres of small market towns. Only with
shop rental values at or approaching this level is substantial new town centre comparison
goods shopping centre retail development likely to be financially viable. So the
polarisation trend described above is unlikely to be reversed in the foreseeable future.
According to Javelin Group’s ‘Venuescore’, Swindon is currently ranked 49th out of 352
regional, town and major district centres nationally (i.e. the [352 largest centres). Its
prime zone A shop rental values are currently about £1,991 per sq m; so Swindon town
centre is within the group in which new retail development is likely to be financially viable.

Retail Warehouses

There remains a high demand nationally for new retail warehouses from retailers, and
support for this format from developers and investors. The range of retailers wishing to
trade from retail parks continues to widen, well beyond the traditional ‘bulky goods’
furniture, floor coverings, electrical goods and DIY goods retailers. Retailers seeking
retail park stores now include Next, Asda (with its Asda Living format), H&M Hennes,
Blacks Leisure, Debenhams, llva (the Danish furniture retailer moving into the UK),
Arcadia Group, Boots, Habitat, New Look, River Island, Argos. At the same time, PPG6
and now PPS6 have imposed the sequential approach, which theoretically makes it more
difficult to expand the supply of retail park stores. As a result, there is great pressure for
relaxation of bulky goods conditions on existing retail warehouses (usually incrementally
on a unit by unit basis), extension of existing retail parks and subdivision of large stores.

Large numbers of mezzanine floors have also been installed, taking advantage of lax
planning regulation of internal alterations, thus substantially expanding out-of-centre
trading space. There has been a dash to complete the installation of mezzanine floors
wherever possible, before the new regulations to prevent it were imposed in May 2006.
Surely a classic case of ‘shutting the stable door..."

Internet Shopping

There has been much comment in the media about internet shopping wiping out
traditional town centre shopping, and some wild estimates of its impact. The facts are
different, however. Verdict Research estimates that in 2005, online spending accounted
for approximately 3.1% of all retail expenditure. In 2006, they forecast that this will rise to
6.8% by 2010. Some of the recent growth has been at the expense of traditional non-
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store sales, in particular mail order shopping, and this trend is expected to continue.
Some of the internet shopping is from retailers which also have traditional ‘bricks and
mortar’ stores, leading to the phenomenon of ‘clicks and mortar’, i.e. traditional retailers
diversifying their channels of product distribution to embrace the internet, in parallel with
continuing store sales. This is particularly the case with the food retailers, all of whom
have internet shopping channels, in some cases sourced from local stores (e.g. Tesco).

2.21 The impact of internet shopping varies between different retail sectors. Verdict estimates
that in 2005, the lowest penetration was in health and beauty goods (1.4% of all retail
spending), and the highest, music and video (15.6%) and books (11.2%). Food and
grocery stood at 1.8% in 2005, forecast by Verdict to grow to 5.4% by 2010 (with much
being sourced from superstores rather than central warehouses, so contributing to local
store sales). In the medium term, the growth will also be uneven. For example, digital
downloads are now transforming the music and video industries. The high street retailer,
HMV, is already showing signs of suffering from this.

2.22 The above figures demonstrate that whilst the rate of growth in internet shopping has
been spectacular (from zero in the mid 1990's), the impact on traditional forms of retailing
has been very small; occurring as it has during a period of very high growth in retail
spending overall. Verdict expects that the rate of growth in internet shopping will begin to
level off as high speed access to the internet (at least by high income shoppers)
approaches saturation. This is expected within the next four years or so.

The Implications for Swindon

2.23 There are a number of important implications of the above trends for retailing and retail
development in Swindon, which may be summarised as follows:

1. Despite PPS6 and the sequential approach, there will be continued pressure for more
out-of-centre development of retail warehouses; and pressure to relax bulky goods
conditions on existing retail warehouses in Swindon. It will be important to resist such
pressure. If the quick and easy option of allowing more out-of-centre shopping is
taken, in particular for non bulky comparison goods, the slower and more difficult
town centre options such as the six project areas included within the Regeneration
Framework for Swindon, will be more difficult to achieve.

2. There will also be continued pressure from out-of-centre food retailers to develop
more space for comparison goods sales, particularly in existing out-of-centre
superstores. Again if acceded to, this will reduce the opportunity to develop more
comparison goods floorspace in the town and district centres. Instead, food retailers
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should be pressed to open non-food only stores in the town centres, perhaps to help
anchor a new town scheme.

3. Secondary shopping in Swindon as a whole will need more support, if it is to
withstand the increasing competitive pressures from major retailers. The
recommendations set out in the NRPF report referred to above should be applied
wherever possible, to improve the prosperity of secondary shopping, and help retain
its important function of providing specialist goods and services and contributing to
retail diversity in each town.

4. A new district centre in Swindon to serve the eastern expansion area will need to be
anchored by a food superstore if it is to be a commercial success. It will also need to
be in a highly accessible location, where it can serve the wider eastern expansion
area.
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3 National Planning Policy

Town Centres First

3.1 National Planning Policy for retail (and many other forms of development) is set out in
‘Planning Policy Statement 6: Planning for Town Centres’, March 2005. The key principle
of PPS6 is that new development (of retailing and the other defined uses) should be
focused in existing centres. These are the locations most accessible by public transport
and where one trip can serve several purposes; thus simultaneously facilitating switching
from cars to public transport and reducing the overall need to travel (i.e. achieving
sustainability), and improving facilities for people without cars (i.e. improving social
inclusion). Growth ‘should be accommodated by more efficient use of land and buildings
within existing centres’. Thus high density, multi-storey and mixed use development is
advocated, to make the most of available sites.

3.2 However, it won't be enough just to develop a superstore and surface car park on the
edge of a town centre, for example. In many town centres, it will be necessary to include
more value generators in order to make development financially viable, so the emphasis
on higher density and mixed uses fits well with market realities.

A Pro-active Plan-led System

3.3 The principal tool for achieving town centre development is to be the new plan-led system
of Regional Spatial Strategies and Local Development Frameworks. These development
plans are to identify hierarchies and networks of town, district and local centres; assess
the role of and needs for new development in each; and then identify and allocate sites
for such development. They should include sites capable of accommodating a range of
‘business models’ ; defined by reference to scale, format, car parking and the scope for
accommodating parts of developers’ proposals. PPS6 does not expect there to a need
for any new out-of-centre regional or sub-regional centres, or extensions to such existing
centres. Any changes to the hierarchical status of any existing centres should be dealt
with in development plans rather than via planning applications.

3.4 PPS6 recognises that there are limits to capacity arising from the layout of some town
centres, and responds by advocating extension of the town centre or the primary
shopping area, and/or designation of edge of centre sites well connected to the town
centre core. The accompanying document, ‘Planning for Town Centres: Guidance on
Design and Implementation Tools’, sets out design principles for new development; and
how Action Area Plans, masterplans and development briefs, and the new compulsory
purchase powers should be used to make it happen. The emphasis throughout is for
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3.5

3.6

3.7

local authorities to be pro-active rather than merely permissive. But they are expected to
be realistic about whether sites are likely to be suitable, viable and available; and to
identify sites sufficient to meet needs for at least 5 years from adoption of their
development plan documents.

Spreading the Growth

Over the last 30 or more years, as described in Section 2 above, the greatest growth in
retail floorspace has been in the largest centres, with the result that long distance travel
for shopping, particularly by car, has increased. In the interests of sustainability and
social inclusion, the government wants to see a more even distribution of town centre
facilities, and better services in ‘deprived areas’. PPS6 therefore expects local authorities
to consider ‘whether there is a need to rebalance the network of centres to ensure that it
is not overly dominated by the largest centres’. The emphasis of development and
regeneration can therefore be expected to switch to medium sized and smaller centres,
and it may become more difficult to obtain support for schemes in the largest centres.

Interestingly, there are few policies or principles for out-of-centre development — no doubt
mainly because the other policies are intended to mean that there will not be much of it.
In a strengthening of policy, PPS6 makes it clear that ‘planning authorities should not
regard existing out-of-centre development, comprising or mainly including main town
centre uses, such as shops, shopping centres, leisure parks or retail warehouse parks,
as centres’. The approach of pressing for such schemes to be designated as ‘centres’ in
plans or for the purposes of applying the sequential approach, is therefore now ruled out.

A Rigorous Sequential Approach

The sequential approach is fundamental to the whole of PPS6. Second priority edge-of-
centre sites are defined as, ‘For retail purposes, a location that is well connected to and
within easy walking distance (i.e.. Up to 300 metres) of the primary shopping area’; with
further guidance on other uses and the effects of barriers to movement. Thus Table 2 in
Annexe A states that ‘In determining whether a site falls within the definition of edge-of-
centre, account should be taken of local circumstances. For example, local topography
will affect pedestrians’ perceptions of easy walking distance from the centre...... A site will
not be well connected to a centre where it is physically separated from it by a barrier such
as a major road, railway line or river and there is no existing or proposed pedestrian route
which provides safe and convenient access to the centre’ Only if there are no town
centre or edge-of-centre sites can out-of-centre sites be considered, with preference
given to those well served by a choice of means of transport and with the potential for
links with the town centre. In view of the new emphasis on making it happen, it is likely
that more town centre and edge of centre sites will be brought forward. So the
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opportunities for developers to argue for out-of-centre sites should recede under the new
policies.

3.8 Developers, retailers and other operators are expected to be flexible about the scale and
format of their scheme, car parking provision, and the scope for component parts of it to
be fitted onto town centre or edge-of-centre sites (disaggregation). PPS6 states that it is
not the intention to seek arbitrary sub-division of proposals, thus leaving some scope for
those pressing for large format developments. However, it will not be enough for retailers
to argue that they sell goods which can't be sold from a town centre site; and their
difficulties in operating from a town centre location will have to be genuine and
substantial. Some regard has to be paid to business models, but it is not paramount:
what is more important is the principle of town centres first.

3.9 PPS6 confirms that extensions to out-of-centre stores (including internal alterations) are
to be subject to the sequential approach — the only exception being extensions where the
gross floorspace created does not exceed 200 sq m. Thus for example, food superstore
operators wanting to extend their out-of-centre stores to sell more comparison goods,
must consider whether they could instead open a comparison goods store in the town
centre. Asda and Tesco are already testing such stores in a few locations, and other
retailers will be likely to follow — which could generate new ‘anchors’ for town centre
schemes.

The Outlook

3.10 We can now expect more local authority-led opportunities appearing for town centre and
edge of centre development, particularly in medium sized and smaller centres. However,
some of these may be aspirational rather than realistic, because values in small centres
are sometimes too low to make new development viable. A further obstacle could be the
cost of creating good linkages or breaching barriers to pedestrian movement, to enable a
site to function as edge-of-centre. The way forward will be higher density mixed uses —
where design or heritage constraints permit. Meanwhile, the largest centres will
continue organic growth and consolidation, even if some major schemes there are
curtailed following plan-led reviews of the retail hierarchy.

3.11 Out-of-centre, once permitted developments have been implemented, there will be few
more large scale developments, at least until town centre and edge-of-centre
opportunities have been fully taken up. However, the exemption of small extensions from
the sequential approach — which does not preclude a succession of such — will provide
some opportunities for growth and consolidation of existing retail parks and superstores.
Also the concession of taking account of genuine difficulties with operating the applicants’
business models from town centre and edge-of-centre sites will provide some
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opportunities for specialist retailers. DIY stores and deep discount retailers are obvious
examples. Out-of-centre development is not over, but the balance has tipped in favour of
town centres. So values of existing out-of-centre development should rise, as owners
work at improving planning conditions to widen the range of goods permitted, and
undertaking successive small extensions.

The main points

0- Development is to be focused in existing centres.

0- New development plans are to assess the need for development and allocate
town centre and edge-of-centre sites.

0- Higher density, mixed-use schemes are advocated, and design principles
indicated.

0- Local authorities are to be pro-active in making it happen, both through planning
policies, and by exercise of their improved site assembly powers.

0- There is a stronger presumption against out-of-centre developments.

0- But small extensions to existing such schemes are conceded, and some account
is to be taken of applicants’ business models.

d0- Annual monitoring of implementation is to be undertaken and regular review of
town centre vitality and viability.

The implications for Swindon

3.12 The principal implication is that the identified Regent Place site for new retail
development in the town centre should be brought forward for new retail and other uses,
as soon as a need is identified. Town centre development is slow, expensive and
difficult, whereas out-of-centre development is relatively quick, cheap and easy.
However, government policy now no longer supports the easy option, and the Council will
be expected to be pro-active in identifying and assembling a site or sites for
development. For Swindon, The New Swindon Company has identified six town centre
and edge of centre sites for development. The challenge will be to resist pressure from
existing out-of-centre stores to extend and develop, which could jeopardise the
successful delivery of these sites. The application of the sequential test will be a strong
tool to do this.
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Retailer Demand

4.1

4.2

4.3

4.4

This section sets out the type and amount of retailer demand from retailers wanting to
locate to Swindon. The data was sourced from the Focus 2007 database; and for
convenience goods the main foodstore operators were contacted by letter.

Retailer demand for convenience goods was assessed by contacting the main food store
operators, outlining the nature of the study and seeking details from them as to their
requirements and aspirations for the Swindon area. In total, we contacted 13 foodstore
operators and received four responses. For reasons of commercial confidentiality, we
have not included each operator’s specific requirements within this report. We therefore
provide below an overview of our discussions.

All four of these retailers have requirements for Swindon. One operator requires a site of
between 1.2 acres and 1.5 acres for a 1,394 sq m store and associated car parking. The
second convenience goods store requires premises of between 465 sq m and 651 sq m.
A further requirement is from a retailer who already has representation within Swindon
and is specifically looking for sites in the south east sector of the town. They require a
store of approximately 6,500 sq m gross with 4,000 sq m sales area and associated car
parking. This retailer has been actively searching for suitable sites for some time. The
final store does not have a requirement for Swindon as it currently stands, but has
expressed interest in increasing its representation in respect of the Eastern Development
Area. Further, on the Focus database, Majestic Wine has a requirement for between 186
sg m and 465 sq m of floorspace.

Table 4.1 summarises retailers’ requirements and the amount of floorspace required by
comparison goods retailers, who would like to locate to the area, broken down by sector:

Table 4.1: Swindon Retailers’ Requirements - Comparison Goods

Type No. of Minimum |Maximum
Requirements(sq m sqm

Clothes and Footwear 15 3,950 7,556

Furniture and Floor coverings 6 16,241 21,648

Audio Visual equipment 335 743

Hardware, DIY, garden products 232 279

Other comparison goods 418 767

3
1
Chemists, medicine & beauty goods 2 149 325
3
0

TOTAL 3 22,114 32,276

Source: Focus, 2007
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4.5

4.6

4.7

4.8

4.9

The number of requirements is good for a town of its size. The largest number of
requirements for space comes from clothing and footwear retailers, with a range of
between 3,950 sq m and 7,556 sq m required from 15 retailers. The type of comparison
goods retailers who have requirements, particularly within the clothing and footwear
category can be classed as ‘value’ retailers such as charity shops, small-scale multiples
and ‘youth brands’ such as Fat Face and La Senza.

Furniture and floor covering retailers required the greatest amount of floorspace of
between 16,241sq m and 21,648 sq m, the retailers interested include Furniture Village,
Carpetsdless and lkea. These type of retailers prefer retail warehouse accommodation,
which implies that there will be pressure to develop more retail warehouses in Swindon.
Other retailers requiring space within the town included audio visual retailers, a Hardware
retailer, two chemists and three ‘other comparison goods’ retailers which included a
bookshop and a gift shop

There were a number of other requirements posted on the Focus database including five
requirements from car accessory shops and tyre fitters. This group of retailers required a
total of between 10,502 sq m and 12,035 sq m of space. From the leisure sector Rileys
Ltd (pool and snooker club operator) require between 929 sq m and 1,115 sq m. Holiday
Inn has also posted a requirement on the database for an hotel, however no details of
floorspace required is given. A3/A4/A5 operators have 15 requirements for space.
Leisure is discussed further in Section 8.

From the services sector there are seven requirements. These retailers require between
776 sq m and 1,375 sq m of floorspace. They include two hairdressers, a gym, two
health clinics, a loans company and a video store. There were a number of other
requirements posted on the Focus database including five requirements from car
accessory shops and tyre fitters. This group of retailers required a total of between
10,502 sq m and 12,035 sq m of space. Table 4.2 summarises the requirements within
Swindon.

Table 4.2: Swindon Retail, Service and Leisure Requirements — Summary

Comparison |Convenience| Services (incl [ A3/A4/A5| Leisure
car shops)

Total

No. of requirements 30 2 12 15 2

61

Sg m Minimum 22,114 651 11,278 2,847 929

37,819

Sg m Maximum 32,276 1,208 13,410 5,138 1,115

53,147

Source: Focus, 2007

In total the required level of floorspace within Swindon town centre is between 37,819 sq
m and 53,147 sq m. Swindon has a total of 61 retail and service business requirements
which is reasonable for its size. The range of retailers and services requesting
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floorspace is diverse, which is a positive indicator that Swindon is a potentially attractive
location to a range of businesses. Diversity will add to the vitality and viability of the town
centre.

Conclusions on Retailer Demand

4.10 A number of conclusions can be drawn from this overview of retailers’ and services’
requirements within Swindon Town Centre. Four foodstore operators would be interested
in expanding their retail offer within the Borough, and one specifically mentioned being
interested in locating within the Eastern Development Area.

4.11 There are retailer requirements for premises across most of the sectors of comparison
goods. Clothing and footwear retailers have the highest number of requirements,
whereas furniture and floor covering retailers require the most floorspace. The level of
demand for space in Swindon is reasonable and the diversity of businesses wanting to
locate in the town centre is broad, thus having the potential to help maintain its vitality
and viability in the future. The level of demand can be expected to increase when the
development at Regent Place is offered to the market. It is likely that some of these
retailers will move into the Regent Place scheme when it is completed, whilst others may
move to any vacant units which could occur if existing retailers relocate within Regent
Place.
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5 Quantitative Need for Retail Development

5.1 In this section, we examine the current retail performance of Swindon Town Centre, out
of centre main food stores, Highworth Town Centre and Wroughton Village Centre within
the Borough. We have also assessed the quantitative expenditure capacity available to
support further floorspace within the Borough. This study therefore includes the
preparation of up-to-date forecasts of the capacity for additional retail floorspace in the
Borough, which will be supportable by increases in the population and expenditure of
catchment area residents and visitors. In this section, we describe our RECAP
forecasting Model, and set out our forecasts of the additional retail floorspace which will
be supportable by growth in available expenditure in the period up to 2021.

THE DONALDSONS RECAP MODEL

5.2 There are a number of possible approaches to forecasting the amount of additional shop
floorspace supportable in any town, and the retail impact of proposed retail development.
Some use driving time isochrones to define catchment areas, whilst others use some
form of gravity model of retail attraction; or a crude assessment of overall market share
of available expenditure, which is considered appropriate for the proposed retail
development. All need an assessment of existing shopping facilities in the area, and the
amount of expenditure available in the catchment area.

5.3 The effectiveness of the various forecasting methods varies considerably. Conventional
gravity models base the extent of the trade draw of different centres on their size, and on
theoretical measures of attractiveness and accessibility. In reality, other important
factors, including the type and quality of retailers, shoppers’ perceptions, the level of
parking provision, and the retail environment, can also influence the trading pattern.
Forecasts based on driving time isochrones to determine catchment areas rely heavily
on assumptions and judgement rather than measures of the actual pattern of shopping
visits from residential areas to shopping centres, foodstores and retail warehouses.
Overall market share based methods are inherently unreliable because they rely on
estimates derived from one location being applied to another with different catchment
area characteristics; and because the result depends substantially on the assumptions
about the extent of the catchment area in each location.

5.4 To overcome these and other problems of such approaches, Donaldsons has developed
its new RECAP retail capacity forecasting Model. The main difference between our
approach and conventional gravity models is that the RECAP Model uses the results of a
Household Interview Survey to identify the actual shopping patterns in the catchment
area. By this means, it is possible to model realistically existing flows of catchment area
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5.5

5.6

5.7

expenditure to town centres, foodstores and retail warehouses; as the basis for
predicting the existing and future capacity for further retail development.

In summary, the RECAP Model uses the results of the GVAG Household Interview
Survey as its objective measured ‘baseline’, using a conventional and widely accepted
step by step approach, to complete the following tasks:-

0- Calculate the total amount of convenience and comparison goods expenditure
which is available within the eleven zones comprising the catchment area;

0- Allocate the available expenditure to Swindon Town Centre and non-town centre
main food stores, Highworth Town Centre and Wroughton Village Centre, based
on the results of the Household Interview Survey of shopping patterns (Appendix

1); so as to obtain estimates of current sales and forecast future sales in each;

0- Compare the estimated sales in the town centres and non-town centre food
stores with existing floorspace (and in the case of main food stores and retail

warehouses, with sales based on estimated company average performance); so
as to assess the current trading performance of each shopping destination, and

the capacity to support further growth in floorspace;

The RECAP Model is a very useful tool for retail planning, which avoids the potential
inaccuracies arising from assumptions about existing trade draw patterns and market

shares which are often inherent in other forecasting methods. It is based on forecasting
methods which have been used and refined in a large number of retail studies on behalf

of public sector clients. In particular, forecasts made using the method on which the

RECAP Model is based have been accepted by Planning Inspectors and the Secretary

of State at many Public Inquiries. The Model has been used to prepare the expenditure

and retall capacity forecasts set out in this report.

When using the RECAP Model capacity forecasts as a guide to future planning policy, it

is also important to remember that the further ahead the forecasting date, the less
certain the forecast. Thus the forecasts for 2011 are more reliable than those for 2016
and 2021. In particular for these later dates, we suggest that forecasts such as these
should be treated with some caution, since they only indicate the broad order of
magnitude of retail capacity at those dates, if all of the forecast trends occur. For this
reason we recommend that the forecasts should be reviewed and revised by not later
than about 2011 in the light of events, based on a new Household Interview Survey of
shopping patterns, and taking account of the effects of any development which has
occurred in the meantime. Furthermore, the long term growth in the use of internet

shopping is as yet unknown (although it has to some degree been taken into account in
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this report), and reinforces the need to revise the forecasts of retail floorspace capacity
well in advance of 2021.

5.8 The detailed RECAP Model tables are set out in Appendix 2, and this section should be
read in conjunction with that Appendix.

PRINCIPAL DATA INPUTS
Catchment Area and Household Interview Survey

5.9 This report is an update of the previous GVAG Retail and Leisure Study, December 2004.
The Household Interview Survey undertaken for the GVAG report is relatively up-to-date.
No new significant retail development has been undertaken since the GVAG study was
completed, therefore the shopper patterns of retailing are unlikely to have changed.
Because of the above, it was decided by Swindon Borough Council that a new
Household Interview Survey was not needed for this update. In line with PPS6
requirements to use the most up-to-date survey data, we have used the 2004 Household
Interview Survey as the bases for our retail capacity forecasts.

5.10 The catchment area was defined by reference to postcodes districts and sectors. This
catchment area for the Household Interview Survey extended to Calcot and Burford in the
north, Wantage in the east, North Tidworth in the south and Malmesbury and
Chippenham in the west. The catchment area was divided into 11 zones. Zones 1 to 6
formed the core zones, closest to Swindon, with zones 1 and 2 including Swindon Town
Centre. Zones 7 to 11 formed the peripheral zones. A catchment area map can be
found at Appendix 1. The results of this survey are included at Appendix 1. Interviewing
and data processing was undertaken by Research and Marketing Ltd in 2004. A random
sample of 1,000 households was interviewed by telephone, of which 129 were in
Catchment Zone 1 and 126 were in Catchment Zone 2 where Swindon is located. The
other interviews were spread between the remaining zones.

5.11 Whilst less detailed for comparison goods than our own Household interview Surveys, the
results of the GVAG survey provide a reasonably detailed picture of where the residents
of the Swindon catchment area shop for main food and top up convenience goods
shopping and for comparison goods shopping in Swindon. We have also modelled
convenience goods provision in Highworth Town Centre and Wroughton Village Centre.

Catchment Population

5.12 Population forecasts were obtained from Maplnfo as a ‘Swindon Area Profile Report’,
setting out the 2007 population of each of the eleven catchment zones, together with
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trend based forecast populations for 2011, 2016 and 2021. The resulting catchment
area population forecasts by zone are set out in RECAP Model Table 1 in Appendix 2.
They show the population of the catchment area as a whole increasing from 467,602 in
2007 to 549,923 by 2021. Thisis an increase of almost 18% over the period 2007 to
2021, or about 1.2% per annum, which is substantial.

Forecasting Dates

5.13 We have prepared base year estimates of retail sales as at 2007. Our forecasts have
been prepared for the years 2011, 2016 and 2021. Projections beyond 2021 would be
too far ahead to be realistic. As indicated above, the longer ahead of these forecasts i.e.
2021 should be treated as a broad guide only, and reviewed and updated well before
that date.

Price Basis

5.14 All monetary values in this report are in 2004 prices, unless otherwise indicated.

Per Capita Expenditure

5.15 We obtained from Maplnfo average per capita expenditure on convenience and
comparison goods in the catchment area in 2004 (which were the most up-to-date
available). After deducting expenditure on special forms of trading, these amount to
£1,717 for convenience goods and £3,186 for comparison goods. These base figures
are set out in RECAP Model Table 2 in Appendix 2. Table 2 indicates the breakdown of
the comparison goods figure into the five different categories of comparison goods
expenditure covered by Questions 6 to 10 in the Household Interview Survey.

5.16 The base figures for the year 2004 in Table 2 have been increased to allow for actual
and expected growth over the forecasting period to 2021. For convenience goods, we
have applied the actual growth 2004 to 2005 indicated in Maplnfo Brief 06/02, followed
by the Maplinfo ‘best fit' trend rate of 0.90% per annum, for the period 2005 to 2021. For
comparison goods, we have applied the actual growth 2004 to 2005 of 2.9%, followed by
the ultra long term trend rate of 3.8% per annum for the period 2005 to 2021. Reflecting
the recent downturn in the rate of growth of comparison goods expenditure, this is
slightly below the econometric forecast of 4.3% per annum by Oxford Economic
Forecasting set out in MaplInfo Brief 06/02, but significantly below the long term and
medium trend rates of growth of 4.8% pa and 5.5% pa respectively.

5.17 We consider that the ultra-long term trend based growth rate of 3.8% pa realistically
takes account of the current downturn in growth of retail expenditure, and the medium
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term economic outlook. It is significantly below the historically very high rates of growth
of the last few years, which are exceptional in relation to the trend. It would be
unrealistic to assume that the recent high level of growth will continue annually
throughout the 14 year forecasting period. The ultra long term trend spans the period
1964 to 2005, thus covering several economic cycles.

5.18 The ultra long term trend does not take full account of the potential growth in on line
shopping via the internet or interactive digital TV. Whilst this is currently growing rapidly,
it still accounts for only a very small proportion of total retail spending (3.1% in 2005,
according to Verdict Research); and is focused mainly on particular retail categories e.g.
electrical goods, music and video, homewares, and books. Verdict forecasts that on-line
sales will grow to 6.8% of all retail sales by 2010, but that some of this growth will be at
the expense of traditional special forms of trading, in particular mail order. Verdict also
forecasts that the rate of growth in on-line sales will level off as access to the internet
reaches practical saturation. To adopt an annualised average rate of growth in per
capita expenditure on comparison goods of 3.8% per annum over the entire forecasting
period, when growth for the previous few years has been significantly above this level,
therefore makes an implicit allowance for further growth in such non traditional forms of
shopping. In any event, periodic review of the forecasts will enable the assumed growth
rates to be adjusted as necessary in the light of actual growth in both overall per capita
expenditure and the proportion of it taken by on-line shopping, and the forecasts revised
accordingly.

5.19 The combined effect of the forecast growth in population and in per capita expenditure is
that we expect total catchment expenditure on convenience goods (set out in Table 3 in
Appendix 2) to increase by about £273 m (33%) over the period 2007 to 2021; and total
catchment area expenditure on comparison goods to increase by about £1,623m (98%)
over the same period. This compares with growth in total catchment area population of
almost 18% over the period. Thus just under half of the growth in catchment area
expenditure on convenience goods is due to expected growth in population; but only a
small proportion of the growth in catchment area expenditure on comparison goods is
accounted for by forecast growth in population. This means that the comparison goods
floorspace capacity forecasts are very insensitive to the population growth assumptions,
and much more sensitive to the assumptions about growth in per capita expenditure,
particularly in the later part of the forecasting period.

Shopping Patterns in the Catchment Area
5.20 As indicated above, in 2004 a Household Interview Survey of shopping patterns was

commissioned by GVAG in the Swindon catchment area. We have included the
unweighted tables of results in Appendix 1. We have used the results as a key input to
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our RECAP Forecasting Model in Appendix 2. Thus for Swindon Town Centre for
example, in Table 5 we have combined the results of the question about main food
shopping with those of the question about top up food and convenience goods shopping,
to provide a weighted average market share of total convenience goods expenditure in
each zone which is attracted to main foodstores and other convenience goods shops in
Swindon town centre. These weighted averages are then rounded to the nearest integer
and used (with a correction factor described below) in Table 7 to indicate the pattern of
attraction of convenience goods expenditure to shops and stores in Swindon town centre.
A similar approach has been used for the main foodstores in Highworth Town Centre and
Wroughton Village Centre, in Tables 22 and 24 (Highworth), and 30 and 32 (Wroughton),
in Appendix 2.

5.21 In the case of comparison goods, for Swindon town centre, for example, we have applied
the results of the Household Interview Survey for each of the five categories of
comparison goods, weighting the market shares for each according to per capita
expenditure on each category (as indicated by Maplnfo); to provide a weighted average
market share of all comparison goods expenditure which is attracted from each zone by
shops and stores in the town centre. The market shares for each individual goods
category and the weighted averages are set out in Table 6; the final column (weighted
average), of which is rounded to the nearest integer, and applied (with the adjustment
described below) in Table 7 to indicate the market shares of all comparison goods
expenditure attracted from each zone by shops in Swindon town centre. Similar tables
apply to the other comparison goods shopping destinations in Swindon, i.e. Tables 14
and 15 for non-central superstores and retail warehouses in Swindon. We have not
modelled comparison goods in Highworth Town Centre or Wroughton Village Centre
because the market shares from the Household Interview Survey are too small to be
statistically reliable, due to the small number of comparison goods shops in each centre.

5.22 It has been necessary to use market share correction factors in the case of Swindon
town centre comparison and convenience goods, convenience goods in the out-of-centre
main food stores in Swindon, and convenience goods in Highworth and Wroughton.

5.23 The market share correction factors correct anomalies which occur as a result of
respondents’ interpretation of the Household Interview Survey questions. The application
of the correction factors bring sales densities of shops and stores to a more realistic level
than that which is shown as a direct result of the Household Interview Survey. Thus for
comparison goods in Swindon Town Centre, the results from the Household Interview
Survey showed the comparison goods retailers over trading to a very unrealistic degree
when compared with the sales densities estimated for other comparable centres,
therefore a correction factor of 50% has been applied to lower the sales densities to a
more realistic level. For comparison goods, respondents were asked where they did
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‘most of’ their shopping for the categories of comparison goods surveyed, therefore the
survey did not adequately identify where they sometimes (but not most often) shop for
these comparison goods. Further, the Household Interview Survey omitted the Designer
Outlet Centre as a shopper destination, and we have therefore had to omit that
development from our RECAP Model. The Designer Outlet Centre does attract a high
number of shoppers, and responses to the Household Interview Survey may have been
affected by this omission. Thus a substantial number of responses for Swindon town
centre should probably more realistically have been assigned to the Designer Outlet
Centre.

5.24 For town centre convenience goods the household survey results were boosted by 150%
to increase sales densities to a realistic trading level. If the Household Interview Survey
results were used directly, the sales densities produced would be lower than would be
financially viable for the operators. Therefore, the convenience stores within the town
centre were under-represented in the Survey. Itis likely that respondents use these
stores more frequently for top-up shopping and the occasional main food shopping trip
than is represented by the Survey; as the Household Interview Survey question asks
where respondents do ‘most of’ their main food shopping and makes no provision for
smaller, but more frequent, main food shopping trips. A corresponding correction factor
of 95% has been applied to the non-central main food stores. The effect of these two
correction factors has been to transfer in the Model expenditure from the non-central
stores to the town centre, so as to make the Model represent the current position more
accurately.

5.25 For Highworth, and to a greater extent Wroughton, market share correction factors have
also been used to bring sales densities up to more realistic trading levels than those
represented in the Household Interview Survey, 150% has been applied for Highworth
Town Centre and 175% for Wroughton Village Centre. The convenience stores within
the centres were under-represented in the Household Interview Survey results; and it is
likely that in both centres, respondents use the food stores more than the survey results
show.

Visitor Expenditure

5.26 We have not allowed for any expenditure in the town centre, and in non-town centre
main food stores and retail warehouses, by visitors from outside the catchment area
covered by the Household Interview Survey. This is because Swindon town centre is not
a noted destination for tourists and other visitors. Whilst we would expect some such
expenditure by visitors to occur, we would also expect some expenditure by catchment
area residents in other locations outside the catchment area, in addition to that which is
indicated by the results of the Household Interview Survey. To a substantial degree, this
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additional outflowing expenditure would be likely to offset any inflowing visitor
expenditure.

Existing Shop Floorspace

5.27 For main food stores in Swindon Town Centre, and the non-town centre main food stores
in Swindon, we have used floorspace data published by the Institute of Grocery
Distribution (IGD), supplemented where necessary with information from Experian Goad.
Details of these shops and stores in Swindon are set out in Table 10 (town centre) and
18 (non-central). For Highworth Town Centre and Wroughton Village Centre we have
used floorspace data provided by Swindon Borough Council. Details of these shops and
stores in Highworth and Wroughton are set out in Table 27 (Highworth) and Table 35

(Wroughton).

5.28 For comparison goods floorspace in Swindon, we have used the results of the most
recent Experian Goad survey. To this we have added the net comparison good sales
area in the relevant main food stores, and subtracted any demolitions which are likely to
occur due to new committed developments. The resulting total comparison goods shop
floorspace in Swindon Town Centre is estimated as 67,235 sq m net. This figure is
included in RECAP Model Table 12, Appendix 2.

Sales Densities in Main Food Stores

5.29 For the existing main food stores in Swindon Town Centre, the non-town centre main
food stores in Swindon, and the main food stores in Highworth Town Centre and
Wroughton Village Centre we have applied estimated company average space
allocations and convenience goods sales densities based on information published by
Verdict Research. These are set out in Tables 10, 18, 27 and 35 for Swindon Town
Centre, non-central stores, Highworth Town Centre and Wroughton Village Centre
respectively.

Development Scenarios Assessed

5.30 We have assessed two scenarios for development:

0- Scenario 1 — the ‘baseline’ scenario, which assumes that there will be no change in
the market shares of available expenditure attracted from the catchment area through
the period to 2021, despite the future Regent Place development in Swindon town
centre. For the purposes of this study the Regent Place scheme has been treated as
a committed development, as it enjoys a Local Plan policy commitment and a
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