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Executive Summary

Introduction and Background

1. WYG was commi ssioned by Bl ackpool Counci l (6t he C

Leisure and Hotel Study.

2. The Study will act as an evidence base to assist in the formulation of future development plan
policy, in particular the emerging Blackpool Local Plan Part 2: Site Allocations and
Development Management Policies document and the delivery of the vision, objectives and

policies set out in the Blackpool Local Plan Part 1: Core Strategy (20122027).

3. The Study draws on new empirical research in the form of a telephone survey of 1,150
households across the defined Study Area, which comprises10 separate zones covering
Blackpool Borough and the adjacent local authority areas of Fylde and Wyre, to assess
shopping and leisure patterns within the sub -region. The Study draws on the
recommendations and strategy as set out in the previous evidence base documents, along
with the policies and guidance as set out in the Core Strategy and the 2013 Town Centre

Strategy.
Vitality and Viability

4. The Study has evaluaed the vitality and viability of Blackpool town centre and the five district
centres within the Borough. The health check assessments draw on a number of key indicators
in accordance with the NPPGand compares the findings with those from the previous Fyl de
Coast Retail Study publishedbyRo ger Ty m &RTPa)T2011.eThesStudy @ssesses
how the defined town and district centres in the Borough have performed since the last town
centre surveys were carried out, and provides recommendations with regard to how the

Council can plan for the future improvements to the centre .

5. In terms of Blackpool town centre, Houndshill Shopping Centre is functioning effectively and
accommodates a range of modern retailers. However,fol | owi ng t he shopping cen
extension in 2008, a number of retailers relocated from elsewhere within the Principal Retail
Core which resulted in a number of vacancies, most notably along Bank Hey Street. Bank Hey
Street now comprises a number of discount and value stores such as Pourdland, B&M
Bargains, Heron Foods and the Liquidation Stock Clearance. There are also a number of

charity shops throughout the town centre. In terms of leisure services, Blackpool has a
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significant and in some respects unique offer reflectingitsroleasthe UK&és premi er seas

resort, with this service sector playing a significant role in the composition of the town centre.

6. There are significant issues with vacancies and poor-quality retail stock in other parts of the
Principal Retail Core. This is also tue in more peripheral locations of the town centre ,
including at Bickerstaffe Square, where many retail and service units remain vacant since
being developed in 2014. However, it is hoped that the second phase of the scheme will help
to generate market int erest in this location. Although significant investment is taking place
within the town centre there are still clear areas of high vacancy rates and poor overall
environmental quality, and it is this lack of consistency across the centre in terms of overal |

aesthetics and offer which needs to be addressed.

7. The health of the district centres in the Borough is varied. Overall, Highfield Road, Whitegate
Drive, Red Bank Road and Bispham Village are considered to be performing relatively well and
offer a good range of retail, leisure and service facilities to serve a localised catchment and
meeti ng r e gd-dheneeds Red BaakyRoad is the only district centre anchored by a
large format foodstore, although each of the centres include a national multiple convenience

offer such as a Tesco Express or Ceoperative store.

8. Waterloo Road district centre is considered to be less vital and viable than the other four
defined district centres, with a higher than average vacancy rate, particularly in terms of the
number of units (comprising 23.4% of the total number of units in the centre, compared to a
national average of 11.2%). The current health of the centre is likely to be related to the high
levels of deprivation in the local catchment and the lack of available expenditure to feed into
the centre from residents in close proximity. WYG recommends that the defined boundary of
this district centre is consolidated to remove Bond Street from the centre given its high
vacancy rates and other opportunities to redevelop this area for alternative non -town centre
uses (residential for example) could be explored. Potential opportunities to further refurbish or
regenerate the market hall could act as a catalyst for wider improvements to the centre from a

commercial perspective, and this should be explored with the owners.

Available Expenditure

9. The Study Area is made up of 10 zones, and Zones 1 to 6 broadly cover the Blackpool
Borough administrative area. The Study Area has a resident population of approximately
311,896 persons at 2017, rising to 320,019 by 2032. It should be noted, however, that the
resident population of the Blackpool administrative area is forecast to remain broadly stable

over this period, and the forecast increase in the resident population of the St udy Area is
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therefore due to population increases in those parts of the Study Area within the Fylde and

Wyre administrative areas.

10. Using local expenditure data provided by Experian Micromarketer G3 and forecasts in Experian
Retail Planner Briefing Note 15, it is estimated that at 201 7, the resident population of the
Study Area generates some £56.8m of convenience goods expenditure. This is forecast to

increase to £661.3m by 2032, which represents an increase of £4.5m (or 0.7%).

11. In 2017, the resident population within the Study Area is identified as generating £ 884.3m of
comparison goods expenditure. This is expected to increase to £1,363.7m by 2032. This
represents an increase of £479.4m (or 55%) between 201 7 and 2032. This increase is a result
of forecast increase in catchment population and, in particular, the forecast level of

comparison goods expenditure growth over forthcoming years.

12. Experian forecasts that the overall Study Area population will increase from 311,896 at 2017
to 320,019 at 2032. This equates to an estimated population increase of 8,123 persons, or

2.6%, over the 15 year period or an increase of 542 persons per annum.

13. The inflow of expenditure from tourist spending on convenience and comparison retail goods
was estimated based on 2016 STEAM Tourism Economic Impacts data, which was undertaken
for Marketing Lancashire by Global Tourism Solutions (UK) Ltd. The STEAM data outputs
incorporate visitor profile and expenditure data provided by the Lancashire Visitor Survey
2016.

14. The STEAM data dentifies that in 2016, tourism in Blackpool generated a total of £1,496.4m
of expenditure within the local economy, of which £491.9m (32.9%) is generated by day

visitors and £1,004.5m (67.2%) is generated by staying visitors.

15. The total expenditure comprises the expenditure of visitors on a variety of categories of goods
and services, including 6food and drinkd and 6sho

economic effects of local businesses and residents spending tourism revenues locally.

16. We note that Blackpool will also benefit from inflow of expenditure from residents outside of
the Study Area due to work or other non -tourism purposes. However, there is no available
data on non-tourism visitor spending in Blackpool and the latest data provided by the ONS
suggests that approximately 10% of people working in the Borough are likely to live outside of
the Study Area. In any event, work related visits to Blackpool are likely to generate a much
lower retail spend and we anticipate that non -tourist inflow of expenditure on convenience

and comparison retail goods in Blackpool Borough is likely to be small in comparison to inflow
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from tourism expenditure and will have an immaterial impact on expenditure and turnover
figures across the Study Area as a whole. We therefore consider that our estimate of inflow

from tourism spend provides a reasonable proxy for all inflow.

Market Share

Convenience Goods

17. Of the Study Area residentsétotal £656.8m expenditure on convenience goods, 95.5% is spent
in stores and centres within the Study Area, which is referred to as the detention rate 6 The
remaining 4.5% ofthe St udy Area residentsé convenience goods
destinations outside of the St udEystingfacliteswitaimd i s r e
Blackpool Borough attract a market share of 40.2% (£264.3m) of the total £656.8m of

convenience goods expenditure generated by residents of the Study Area

18. The most popular stores within Blackpool Borough are the out-of-centre Tesco Extra at Clifton
Road Retail Park and Asda at Cherry Tree Road. Both of these stores are out of centre and
have a wide appeal across Blackpool and the wider Study Area, with many residents prepared
to travel to these stores. Sainsburydés at Red Ban
convenience goods destinations in Blackpool Borough. However, after Tesco Extra at Clifton
Road Retail Park and Asda at Cherry Tree Road, the hird most popular convenience goods
destination for residents of Blackpool is Morrisons at Squires Gate Lane. Whilst located just
outside of Blackpool Borough within the Fylde administrative area, this store functions as part

of Blackpool.

19. The role of Blackpool town centre as a convenience goods destination for the Study Area
residents is relatively limited in comparison to out -of-centre and other destinations across the
borough. However, it should be noted that Blackpool town centre is likely to benefit f rom
significant convenience goods spending by visitors to Blackpool, which is accounted for when

undertaking the overall capacity for additional convenience goods across the Borough.

20. The opening of the Sainsburyds stnoehasfalddtoTal bot Ro.
significantly increase the attraction of Blackpool town centre as a convenience goods
destination for residents across the Study Area as a whole. However, we consider that the
store has acted to maintain the market share of Blackpool tow n centre in the face of
increasing competition elsewhere both in and outside of the borough, particularly from the

di scounter stores such as Al di and Lidl, whoods do

patterns.
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Comparison Goods

21. Of the Study Arearesi dent s6 total expenditure on compari son
destinations within the Study Area, which we consider to be a high retention rate given the
proximity of the Study Area to the higher order settlement of Preston, and confirms that
comparison retail destinations within Blackpool Borough are drawing in residents from the
wider Study Area. The retention rate has increased by 3.8 percentage points since 2010

meaning that more residents are now undertaking their comparison goods shopping locally.

22. Much of this increase in the retention rate across the Study Area (i.e. all ten zones) is
attributable to an increase in local shopping by residents in those parts of the Study Area
within the Fylde and Wyre local authority area, with Cleveleys, Poulton and Kirkham all

increasing their market shares since 2010.

23. Looking at Blackpool Borough specifically, whilst the overall market share of destinations in
the Blackpool Zones (Zones 1 to 6, which broadly correspond to Blackpool Borough) has
increased slightly since 2010, this is primarily due to the substantial increase in the market

share of Blackpool Ret ai lof-derdre rktail ddstmationb or oughés mai

24, The overall comparison goods market share of Blackpool town centre has fallen by a
substantia | 8.8 percentage points since 2010, whereas
retail parks has increased. We consider that this shift reflects the diversification of the
comparison retail offer and increase in the overall quantity of out-of-centre comparison retail
floorspace in Blackpool Borough, as well as the decrease incomparison retail floorspace within

Blackpool town centre since 2007*.
Quantitative  Retail Capacity

Convenience Goods

25. Based on the current retention rates within the Borough, we do not identify a quantitative
requirement for any additional convenience goods

to 2032 once existing commitments are considered.

26. The 2011 RTP Fylde Coat Retail Study did not identify any case to alter the retention rate for

convenience goods spending due to the retention level being as expected. RTP identified a low

1 We have compared the quantity of comparison retail floorspace at 2017 with that identified at 2007 in the 2008 Fylde Coast
Retail Study, also prepared by WYG. The quantity of comparison retail floorspace at 2010 as identified in the 2011 Fylde Coas
Retail Study prepared by RTP is not fully comparable due to methodological differences in the categorisation of retail floorspace,
the treatment of upper level floorspace and the definition of the town centre boundary .
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residual expenditure up to 2026, which they stated would be sufficient to support just o ne
medium sized foodstore by 2026, given the low forecast rate of expenditure growth in the

convenience goods sector.

27. Since the 2011 Study, the Blackpool area has benefited from the delivery of the Aldi at
Blackpool Retail Park, the Aldi at Park Roadandwi t hi n Bl ackpool town centre
at Talbot Gateway (albeit this was included in the commitments in the RTP Study). As such,
any minimal identified capacity in 2011 has since been more than absorbed from a
quantitative perspective by the delivery of these foodstores. Furthermore, the latest forecast
growth rates for convenience sales are now negative year on year across the plan period,
compared to more buoyant growth rates identified by Experian at the time of the 2011 Study.
This lack of growth in convenience expenditure has an impact in respect of identifying
potential capacity for additional floorspace, in that forecasted capacity figures are now
substantially less across the board. This is compounded by the fact that Blackpool is already
well served by a range of | arger format convenience

administrative boundary and just outside the boundary in Wyre and Fylde).

Comparison Goods

28. In terms of comparison goods floorspace requirements, again based on a constant market
share across the Borough, we identify that by 202 7, there will be between 7,700 sq.m and
12,800 sg.m of comparison goods floorspace required, increasing to between 18,300 sq.m and
30,600 sq.m by 2032.

29. We note that the RTP 2011 Fylde Coast Retail Stuly assessed the quantitative need in the
comparison goods sector based on three retention scenarios; static, moderate increase and
significant increase, with varying floorspace requirements identified as a result of the three
scenarios. All three scenariosidentified a positive residual requirement for additional
comparison floorspace up to 2021. However, RTP co
would not be sensible given the identified need to make improvements in Blackpool town
centre to support its role as a sub-regionalcentre, and opted for the O6moder af

retention scenariod, given the constraints on the

30. The 2016 Core Strategy sets out a retail strategy for the Borough, which concentrates on the
clawing back of a moderate level of expenditure and increasing the retention rate within the
town centre in particular. The strategy acknowledges the importance of focussing new major

retail development in the town centre to strengthen the offer, p articularly seeking to enhance
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31.

32.

33.

34.

the fashion offer through the Houndshill Phase Il extension, and components of the Leisure

Quarter development and Winter Gardens refurbishment.

However, it is important to note that the market has further altered since the R TP Study was
published in 2011, and we are seeing a marked increase in store closures and liquidations, and
a further decrease in confidence in the retail market to open new stores (with the exception
being at the discount end of the market). As such, to p lan for any further increase in retention
across the Borough beyond that which was identified in the Core Strategy as part of the
current capacity study would be unrealistic and would not reflect the current or indeed,
forecasted trends in the market. We therefore consider that the strategy as identified in the
Core Strategy (seeking to claw back expenditure to the Borough, which has taken place) is

robust and should be carried forward.

As we set out in more detail below, we also recommend that the strategy for the Borough
focusses more on shifting the patterns of expenditure being spent at out of centre stores (but
within the Borough) back to the town centre in the first instance, along with drawing shoppers
back into Blackpool from the wider Study Area including residents in Fylde and Wyre. We note
in particular that the Leisure Quarter development will bring forward comparison floorspace
which will seek to address the levels of expenditure being spent at out of centre destinations
in the Borough, drawing shoppers back into Blackpool town centre in accordance with the

objectives of the retail strategy in the Core Strategy.

Furthermore, given the unacceptably high levels of vacant and underused property in
Blackpool town centre, some of the residual expenditure capacity for new floorspace could be
directed to support the reuse of existing vacant floorspace in the town centre in accordance
with the core planning principles set out in paragraph 17 of the NPPF, which includes that
planning should encourage the reuse of existing resources in the first instance. This will help
to reduce vacancy levels and contribute to improving the vitality and viability of Blackpool

town centre.

Qualitative Capacity

Convenience Provision

We have not identified any quantitative capacity for additional convenience floorspace across

the Borough, once committed convenience floorspace has been taken into account.
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35. When reviewing the existing convenience provision across the Borough as a whole, there is
representation of all of the O6big fourdé super mar Kk

Morrisons) and discounters (i.e. Aldi and Lidl) either within or just outside of the Borough.

36. The 2011 Fylde Coast Retail Studyidentified both a quantitative and qualitative gap in the
convenience goods provision in Blackpool town centre, and that this should be the first priority
for a qualitative improvementinthe Fylde Coast 6 s c o nisgedficaynagap irotlief e r
access to a large supermarket providing a wider and choice range of goods. The 2011 Study

stated that the proposed foodstore at Talbot Gateway could seek to meet the qualitative gap.

37. Our assessment of convenience goods shopping patterns in Section 4 and summarised above,
suggests that the choice of main food shopping destinations (i.e. those above 1,000 sq.m net
in particular) in the central and central-northern parts of the B orough (Zones 1, 2, 3 and 6) is
more limited than in the south of the Borough, particularly considering that this area
encompasses Blackpool town centre.The area within and directly to the north of the town
centre, i.e. the area between the northern extent of the town centre boun dary, Bispham
district centre and the administrative boundary of the Borough to the east, has very limited
provision by way of choices of operators. Indeed, this urban area is served principally by two
|l arge format Sai nsbury6srnextentdfthe mwneentreboundaryi n t he n

at Talbot Gateway and the second on Red Bank Road in Bispham.

38. As detailed in the Blackpool Core Strategyand as was identified in the RTP Fylde Coast Study
Blackpool suffers from severe levels of highly concentrated deprivation, particularly in the
inner areas in and surrounding Blackpool town centre. Access to a choice range of foodstore
provision is especially important in areas of high deprivation and low levels of car ownership,
which make it more difficult for re sidents to travel to foodstore provision further afield, and
can improve access to fresh and healthier food. Despite this low level of car ownership, as
stated above, residents still travel outside of Zone 1 and even Zone 2 to meet their main food
shopping requirements, demonstrating that the provision within Zones 1 and 2 do not meet
their requirements, potentially down to the range of goods or the prices of the goods on offer.
Such an issue may arise when the only foodstores on offer within walking distan ce are
retailers at the higher-end of the price spectrum such as M&S or even to a lesser extent,

Sainsburyés.

39. It is this qualitative deficiency which WYG has identified through the analysis of the results of
the study, which could be addressed through the delivery of an alternative fascia choice in this
part of the Borough, focussing on providing affordable goods for the more deprived

communities. Any potential new convenience floorspace needs to be qualitatively different to
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the offer already present in th e town centre, focussing on lower priced goods to meet the

clear deficiency.

40. Based on the findings above, we are of the view that there could be the potential to provide
an additional foodstore towards the northern periphery of Blackpool town centre should a site
within or on the edge of the centre become available. We envisage that the scale of foodstore
appropriate would fit within the 1,500 to 2,500 sq.m (gross) bracket, ensuring that the
turnover of which would not untenably impact on the existing Sainsbur yés f oodstore at
Gateway. Any additional floorspace would need to ensure that it complements, rather than
competes with the substantial investment made at Talbot Gateway in the delivery of the
Sainsburyés, whil st s e e ksidant oftZone bbtadck ntathdtowmhopper s a
centre, instead of travelling to other foodstores in Zone 5 to meet their shopping needs. As
such, in order to claw the expenditure back into the town centre, any retailer would need to
provide an offer different to th at which is already provided, and which seeks to meet the

current deficiency in terms of providing lower priced goods. It is important to note that

providing another | arge foodstore or 6ésuperstorebd
same objeciveand woul d instead compete directly with th
41. In any event, as part of the summary of strengths and opportunities within the 2013 Town

Centre Strategy, the Council identifies that key development sites within the town centre
present opportunities to enhance convenience and comparison retail and service provision and
complement qualitative improvements to the existing retail stock. The Strategy also recognises
that it will be important to ensure that new provision does not undermine the existing town
centre offer. WYG considers that this analysis is still reflective of the qualitative convenience

position as identified in the latest Study.

42. Taking this one step further, it is important that any potential development site would ideally
be located within the town centre boundary, and whilst it would need to meet both the
sequential and impact tests, it would be necessary to consider the wider benefits a new
foodstore could provide to the town centre in terms of choice, increased turnover and
encouraging linked-trips with the existing uses. For example, a store of between 1,500 sq.m
and 2,500 sg.m would require a site of approximately 0.6ha to provide the required floorspace
and associated car parking (dependent on its location), demonstrating its relatively small

scale.

43. Given the potential location within the town centre boundary, this would serve the
underprovided area to the north of the town centre and to the south of Bispham, and would

also serve the areas of deprivation within and surroun ding the town centre. As such, any sites
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outside of the town centre boundary for new convenience floorspace should be resisted, given
the lack of quantitative need and the potential impacts such a proposal could have on existing

operators within the define d centres.

Comparison Provision

44, Turning to comparison goods, we note that the 2011 Study identified a requirement to
strengthen the clothing and footwear offer within the town centre, with the Core Strategy

recognising the need to introduce higher-end retailers and quality eating establishments.

45, Modern format retail units are available within Houndshill, but as we demonstrate in detail as
part of the healthcheck analysis for Blackpool town centre, whilst this has been a positive
investment within the centr e, there are areas outside of Houndshill which have declined

further since the previous study was undertaken in 2011.

46. As also identified in Strengths and Opportunities in the 2013 Town Centre Strategy there may
be opportunities outside of Houndshill (Bank Hey Street, Adelaide Street West in particular) to
redevelop and regenerate key areas which are currently in decline and have high vacancy
rates, or areas which are dominated by lower-end retailers which are not enhancing the
centreds over al | The2laStratagyideatified that streetscapei t y .
improvements are required along these streets, and set out a series of actions to focus
specifically on the buildings in Bank Hey Street. Opportunities still exist to create new, larger
format modern units to attract retailers back into the retail core, thus seeking to claw
expenditure back from the out of centre destinations . As such, it is key that the
recommendations and actions as stipulated in the 2013 Town Centre Strategy are brought
forward, with a real push to concentrate on the medium to longer term aspirations and
outcomestoensurethatuni ts i n this part of the town centre

comparison operators.

Leisure Capacity

47. The findings from the Study regarding commercial leisure uses have demonstrated that
overall, there is a limited requirement for additional commercial leisure facilities (i.e. bingo,
ten-pin bowling facilities, cinemas and gyms) beyond those which are committed. Our
assessment has indicated that the existing facilities within the Borough and the town centre,
are sufficient from a purely quantitative perspective to meet the requirements of existing

residents.
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48.

49.

50.

51.

However, it is important to note that the quant itative assessment has not taken account of
existing commercial leisure requirements which may arise because of the inflow from tourist
visits and spending. On this basis, we have identified that from a qualitative perspective,
particularly given the curre nt nature and quality of some of the existing commercial leisure
facilities (for example, the ten -pin bowling facility on the Promenade), that there may be

opportunities to enhance the existing commercial leisure provision within the town centre.

Whilst the market is relatively weak in terms of bringing forward new commercial leisure
provision (beyond gyms and larger-format indoor recreation centres such as soft play and
trampolining parks), it should be acknowledged that i mproved facilities could have the knock-
on benefits of encouraging more visitors and residents into the town centre, and again
increasing the duration of stay for these visitors. There may be opportunities for a joined -up
approach between the public and private sector to improve on the qu alitative provision of such

uses within the town.

Hotel Capacity

Based on national hotel growth trends in 3, 4 and 5 star hotels, we calculate that the existing
and proposed hotel room offer is sufficient to meet the requirements of overnight visitors and
the extant hotel supply which is being delivered, or planned to be delivered across the centre
will exceed the required estimated level of growth in hotel bedroom supply by approximately
63 rooms There are a number of proposed new hotels across the town centre which will be of
good/high quality and meet the potential deficiency in Blackpool , which was also identified in
the 2009 Humberts Study. As such, we have not identified any quantitative or qualitative
requirement for additional hotels in Blackpool beyond those already committed within the

town centre, and which will offer a wide range and price of hotel rooms across the centre.

An ongoing monitoring of the provision and demand within Blackpool town centre will be

important, particularly following the delivery of the Winter Gardens conference centre

extension and Leisure Quarter scheme, which both have the potential to draw in additional

tourists and visitors to those already identified. There may be future requirements for

additional hotel bedrooms following the delivery of the planned investments within the town

centre, particularly in response to the delivery of the Leisure Quarter site. We acknowledge

that Policy CS21 of the Core Strategy supports hotel development in the town centre, Resort

Core and Holiday Accommodation Areastohel p strengthen the resortds
audiences year round, and this strategy should continue into Part 2 of the Local Plan, and

other supporting guidance documents. The strategy should continue to promote the reduction
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in poor quality holiday accommodation, and the increase in high quality holiday

accommaodation to meet the needs of the 21t Century visitor.

Recommendations
52. The Study has sought to assess where the forecast capacity and growth identified could be
|l ocated in the future to help i nWehawasomadeCounci | 6

recommendations in relation to the strategies which could be pursue d to either maintain or
improve the health of the Blackpool town centre in particular. One of the key issues identified
throughout the Study is the loss of comparison market share attracted to the town centre
retailers and the increase in attraction to out -of-centre destinations within the Borough. Whilst
we have identified that the overall retention rate within the Borough as a whole has increased,
in accordance with the retail strategy set out in the 2016 Core Strategy, this positive growth
has not benefited the town centre directly. There was a clear concern in the 2013 Town
Centre Strategy, which again has been brought forward into the 2016 Core Strategy, that
unless the town centre offer was made more attractive, retail expenditure from the catchment
would continue to be captured by competing destinations, undermining regeneration effort s in

the town centre.

53. As the latest Town Centre Strategy dates back to 2013, there is an opportunity to create a
new Strategy which ties together the progress made to date in the town centre and takes it a
step forward in creating one overall visionary masterplan, based on relevant agency advice as
well as town planning principles. It is th is agency advice, which again was identified in the
2013 Town Centre Strategy as vital to bringing forward any future development based on
demand, which could prove invaluable to the Council in determining a way forward for
Blackpool beyond the strategic schemes already identified in the Core Strategy. A new
approach to improving the public realm and opening up certain areas of the town centre,
particularly to provide views to and from the sea frontage into the retail core. It is key that the
town centre creates a safe and welcoming place to be in, with simple steps such as improving
lighting, paving, street furniture, public squares and signage all proven to help attract
shoppers, but also encourage them to visit again. It is true that first impressions las t and
therefore key gateways into the town centre, along with pedestrian routes from these
gateways need to be enhanced, and current work to improve these fully supported and
advertised by the Council. The 2013 Town Centre Strategy identified an issue that many day-
trip visitors to the illuminations choose not to venture beyond the Promenade into the core of
the town centre, and this issue continues today. Works to remodel the Promenade and make it

more pedestrian-friendly and opening up Blackpool Tower between the Promenade and Bank
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Hey Street have begun to address the issue.We t her ef ore support the Coun:
draw visitors into the town centre to capture their spending potential, thus supporting retailers

and leisure operators.

54, As we, and the previous strategies and retail studies have identified, the continued growth of
Bl a c k p o-oflcantse/retail garks represent a threat to the future vitality and viability of
the defined centres in the Borough. The findings of the household survey and the identified
shopping patterns within the Study Area, but particularly within the Borough (Zones 1 -6),
demonstrate that the overall retention rate attributed to the destinations within the Borough
from residents in the Study Area has increased since the 2011 RTP Study. However, the
market share attracted by retail destinations within Blackpool town centre has decreased (by
approximately 9 percentage points), indicating that the out -of-centre destinations have
increased in popularity since the previous Study, which in turn has drawn expenditure away

from Blackpool town centre.

55. It is this shift in shopping patterns and preference to shop at out -of-centre destinations (along
with the increased offer at the retail parks) which needs to be continued to be redressed to
ensure no further material degradation of the tow
short, there needs to be a shift in shopping patterns back to the town centre from out of
centre destinations. There are opportunities to achieve this through the redevelopment of key
opportunity sites within the centre to provide modern format units to retain retailers within the
centre, along with the key schemes such as the Winter Gardens refurbishment and extension,
the future phases of Talbot Gateway and the delivery of the Leisure Quarter site which has the
potential to drive substantial economic development and draw shoppers and visitors back into
the town centre. The requirement to provide retail units which meet modern occupier
requirements was set out in detail in the 2013 Strategy and brought forward into the Core
Strategy. This is still a key requirement for the town centre to enable it to successfully
compete with other town and city centres, but also with the extensive out -of-centre provision,
and promoting the redevelopment of areas within the centre to provide these units needs to

be a top priority for the Council moving forward.

56. On a smaller scale, this can also be achieved by providing a town centre environment which
offers everything that a shop per and tourist wants, including accessible and cheap car parking
which is in good supply and a mix of commercial leisure uses which increase the attraction and
provide something qualitatively different to the typical leisure use offered at retail park
destinations (i.e. going beyond typical national multiple operators who benefit from occupying

standal one 6pod6é wunits on retail par ks) . I't has t
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attractors of out of centre retailing is the free and easily accessible car p arking, which the
town centre has to compete with. Whilst we note that car parking is a key revenue for local
authorities, expensive car parking can often put shoppers off visiting centres without wider

incentives.

57. In addition, town Centre events, food an d drink markets and small festivals attracting a variety
of ages and demographics can all assist in drawing shoppers back into the town centre.
These, along with the significant provision of tourist facilities within Blackpool town centre, can
and should all act as important draws to the town centre for residents and tourists alike. The
existing tourist facilities draw in a substantial level of visitors into Blackpool, the spending of
which needs to be better captured within the retail facilities in the tow n centre. The existing
events throughout the year also act as important attractions to visitors to the town centre,
which will be further built upon through the opening of the extension to the Winter Gardens
and the development of the extensive Leisure Quarter. The 2013 Town Centre Strategy also
recognised the importance of the tourist attractions and how these (along with new innovative
developments) help to define a distinguishing offer and achieve an attractive, thriving town
centre. One key objective within the Strategy from 2013 is to strengthen the town centre as a
leisure, entertainment, cultural and business tourism destination for both residents and
visitors. This is vital, and a theme which we are keen to ensure is brought forward in any
future str ategies, in ensuring that Blackpool retains its distinctive nature, whilst improving its

facilities to attract additional visitors with higher levels of available expenditure.

58. Improvements to the offer of the town centre markets may also go some way to pro viding an
offer which out of centre destinations cannot. The 2013 Strategy clearly sets out an aspiration
to development specialist markets at St. Johns Square to broaden the retail offer, and this
could assist in adding a further dimension to providing a qualitatively different offer to that

which is provided at the retail parks within the Borough.

59. Methods to resist future out of centre development includes the imposition of tighter planning
controls through planning policy documents (both through the ado pted development plan but
also standalone guidance documents). We note that both Fylde and Wyre Councils have
standalone impact threshold guidance notes, which provide locally set threshold guidance to
control retail and leisure developments outside of defined centres. The advice provided to
Wyre and Fylde Councils accords with our advice as part of this Study, that due to the
significant pressure for large-scale out of centre retail development and the number of such
schemes which fall below the default th reshold of 2,500 sq.m set by the NPPF, there is a need

to consider lower local floorspace thresholds. Appl i cant 6s ret ai l i mpact ass

WWW.wyg.com creative minds  safe hands
15



Blackpool Retail, Leisure and Hotel Study

be robustly appraised as part of the application process, ensuring that the details submitted
adopt a robust methodology in assessing impacts, based on up-to-date evidence with regard
to shopping patterns and performance of specific retailers. We provide further

recommendations below in respect of future controls on new retail floorspace.

60. A key purpose of the 2013 town centre strategy and any future strategy is to seek to extend
6dwell timed and spend of both residents and visi:
to enhance the overall vitality and viability of the centre. We consider it imperative that early
engagement takes place with commercial agents to better understand supply and demand
within Blackpool town centre. Separate, standalone advice is required to assess the current
commercial requirements for Blackpool and the realistic prospects of attracting additional

operators into the centre.

61. There has been an aspiration to substantially improve on the quality of hotels within Blackpool
Borough but the town centre in particular, which was also identified in the 2009 Humberts
Study. The knock-on effect of improving the hotel supply in terms of attracting more affluent
tourists could substantially benefit the town centre through an increase in available
expenditure and increase in level of trips to both retail and leisure destinations in and
surrounding the town centre. The Council is already planning positively for this increase in
better quality hotels and we are seeing the implementation of hotel schemes already within
the town centre. It will therefore be important to monitor the knock -on effects of these
schemes, not only from a resident and tourist perspective but also through an increase in
investor confidence from private sector developers. The occupancy rates of the new hotels
should be monitored over the short and medium term, to establish the take-up rates of these
new rooms and the added benefit these have in terms of visitor numbers into the town centre.
However, whilst new hotels may bring in different demographics to the centre, there also has
to be the wider qualitative improvements t o the retail and leisure offer within the centre which
will ensure that visitors remain in the centre for the duration of their stay (or at least

substantial periods).

62. I'n considering the CoBlackpool viedavé puovided recoramendatiorsgy f or
in relation to appropriate town centre boundaries, primary shopping areas and retail frontages
where appropriate. Full details are provided within the main Study and the associated

appendices.
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1.0

11

111

1.1.2

1.1.3

1.14

Introduction

Instruction

WYG Pl anning (hereafter referr eBlackpaolBarsughdo WY G6) wa s

Counci l ( 6t Awgust261d to anddrtéke a Retail, Leisure and Hotel Study for the

Borough. The Council ds previous evindeslsmag base in
providedbythe Bl ackpool , Fyl de and ¢WdeCeastBaiail Studgh Counci |
published in August 2011, produced by Roger Tym& Partners (O6RTPO) . In ter

evidence basefor hotels, this was provided by the Visitor Accommodation Study for the

Fylde Coast SubRegion, produced by HLL Humberts Leisure in August 2009.

Given the length of time since the publication of the Fylde Coast Retail Study in 2011, and
the Visitor Accommodation Study in 2009, it is considered appropriate to undertake an
entirely new Study for Blackpool Borough informed by a new household shopping survey.
The Study will assist in informing the local planning authority framework and particularly the
emerging Blackpool Local Plan Part 2: Site Allocations andDevelopment Management
Policies document and the delivery of the vision, objectives and policies set out in the
Blackpool Local Plan Part 1: Core Strategy (20122027).

The key purposes of the Study are identified by the Invitation to Quote Document, which
was issued by the Council The five principal matters to be addressed by the Study are:

1 to understand the shopping behaviour of local residents living within and adjacent to

Blackpool to identify convenience and comparison goods and expenditure patterns;
I toundertake a health check assessment of the principal centres within Blackpool;

9 to assess the future quantitative capacity and qualitative need for new retail and
leisure floorspace across the Local Plan period through to 2027 and longer term to
2032;

i to assess the future capacity for 3*, 4* and 5* hotels within Blackpool;
T to provide strategic advice teaBooUdge overall fut
9 to advise on the requirement for a local ly set floorspace threshold for the NPPF impact

assessment, and f so, what that threshold should be .

In order to address the above requirements, the Study draws on new empirical research,
with NEMS Market Research Limited (NEMS) undertaking a survey of 1,150 households
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1.15

1.1.6

1.1.7

1.2

121

within the defined Study Area in October 2017. The Study Area for the household survey
comprisesten zones which are based on postcode sectors grouped together to reflect areas
which are likely to exhibit similar patterns of shopping behaviour . The six core zones which
cover the Blackpool administrative area (Zones 1, 2, 3, 4, 5 and 6) replicate zones defined by
the 2011 Fylde Coast Retail Study.

The study area identified in the 2011 Fylde Study broadly covered the administrative
boundaries of the three Fylde authorities. For the current study, the focus of the study area
is on those survey zones covering BlackpoolBorough and its primary catchment area (i.e.

Zones 1 to 14) as identified from the findings of the 2010 household survey.

As such, some of those study zones outside of the Blackpool authority area which were
previously identified in the 2011 Fylde Coast Retail Study have been amalgamated (i.e.
Zones 7, 8 and 9; and Zones 12 and 13) (see Appendix 1). We discuss this in more detail

later in the Study.

This Study also draws on the most recent Experian population and expenditure data
(published in December 2017) in order to establish the most up -to-date position with regard

to both convenience and comparison goods capacity.

Structure of Report

Our report is structured as follows:

1 Section 2 provides a context for the Study through the analysis of key retail, leisure

and hotel trends;

9 Section 3 considers local and national planning policy of relevance to retail and town

centre matters;

1 Section 4 provides a review of the results of the household survey undertaken by
NEMS Market Research irOctober 2017, and the hotel survey undertaken by WYG in
October and November 2017,

9 Section 5 considers the vitality and viability of Blackpooltown centre and the

B o r o ufiyehdéfimed district centres;

9 Section 6 identifies current and future population and expenditure levels within the

defined Study Area;

1 Section 7 provides our assessment of the future quantitative and qualitative need for

further convenience and comparison goods retail floorspace;
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1 Section 8 considers the need for additional commercial leisure development;

1 Section 9 considers the need for additional 3*, 4* and 5* hotels across the Borough;

and

1 Section 10 sets out our key conclusions and provides our recommendations in respect

of Bl ackpool 6s future retail, |l eisure and hot e
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2.0

2.1

211

21.2

2.2

221

222

Current and Emerging Retail, Leisure and Hotel Trends

Introduction

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

spent in the UK.

In order to set out the wider context for the Study, we provide an overview of prevailing
retail and leisure trends below, and summarise how these relate and could impact on

Blackpool Borough and particularly, the town centre.

Polarisation and the Decline of Secondary Centres

In recent years, shoppers have been increasingly prepared to travel in order to access a
greater choice of shops and the type of leisure facilities which are more commonly available
in larger towns and cities. As a consequence, larger retail venues (with a regional or sub-
regional role) have tended to perform relatively strongly, but a number of other secondary
destinations (particularly those proximate to larger centres) have fared less well . The
performance of many secondary destinations has also been particularly impacted upon by
the recession and the growth of internet shopping, which has resulted in many operators
and consolidating their store estate to reduce costs, believing that they can still achieve

appropriate nationwide coverage with a lesser number of stores.

Colliers reflects? on what has happened to the space within the 160 former BHS stores
across the country in their latest Midsummer Report. As Colliers reports, the take-up rate of
this space has been hugely varied as the portfolio is of a diverse quality and nature. Outside

of London, the success rate in terms of take-up is poor and just over a third of the stock had

2 Colliers Midsummer Report 2017
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found a new use. However, Colliers acknowledges that there is a positive to be taken from
the process in that it has provided opportunities for new leaders of the occupational market
to take on space, with occupiers such as Primark, Next, Aldi, Lidl, Sports Direct, TK Maxx,

Poundworld, Wilko and The Range all acquired new stores.

2.2.3 It is also evident that certain operators 1 including the Arcadia Group, through its Outfit
format which incorporates Topshop, Topman, Miss Selfridge and othersi are sometimes
prepared to close stores in smaller centres in favour of representation on a retail park . We
also note the increasing preference of fast food operatorsto i ncor por ate o6drive thr
restaurants, which has resulted in the closure of
centres. Furthermore, in November 2016, Marks & Spencer announced its intention to close
up to 30 stores and relocate or downsize a number of others. The changes will result in

clothing being sold in a lesser number of Marks & Spencer stores.

224 The selective nature of retailer demand has fuelled the polarised retail environment with
many operators focusing on key high footfall locations. The impact of these changes on
individual centres is varied with some towns performing better than others . Research into
town centre retail performance over the last decade completed by Cushman & Wakefield in
20183 identifies thatthe6 wi nni ngdé | ocations tend dsushasbe the | ar
cities or attractive cathedral towns. These locations typically benefit from low levels of
comparison floorspace provision relative to their population leading to higher sales densities,

and higher tourist and leisure spend.

2.2.5 Nevertheless, town centre resilience is more closely correlated with affluence than catchment
size. Those towns with the least resilience typically suffer from weak income profiles and low
wage growth that curtail spen ding, along with higher rates of crime and a significant
oversupply of comparison retail and leisure floorspace. The Cushman & Wakefield research
identifies that t hese least resilient centres include many seaside locations,including

Blackpool, along with many smaller centres in deprived parts of Scotland and Wales.

2.2.6 Such changes can result in particularly significant impacts on smaller and the least resilient
town centres, which have tended to be the subject of higher vacancy rates, and which have
also often suffered related reductions in commercial rental values and footfall in recent
years. A reduction in commercial rents demonstrates a lack of demand for properties and
poor take-up rates, along with high yields. Whilst low rental levels are often seen as a

negative, as they indicate a lack of demand from major retailers, there are benefits to

8 UK High Streets: Dead or Alive? Cushman & Wakefield, April 2018

WWW.wyg.com creative minds  safe hands
21



Blackpool Retail, Leisure and Hotel Study

independents and local operators seeking cheap accommodation (even rentfree in some
circumstances). In any event, as a consequence, a greater proportion of comparison goods
expenditure is being claimed by a smaller number of 6 wi n mestmations, typically cities of

regional or sub-regional importance.

2.2.7 However, such changes have also brought forward opportunities for different types of
retailer. Some available units in secondary centres have been re-occupied by household
discounters such as B&M Bargains, Poundland, Poundstretcher and WilkinsonWhilst such
lettings are valuable in bringing back premises into active use, many secondary centres are
heavily reliant on such retailers, which are generally operated at the lower end of the

market.

2.2.8 I't is also evident that some centres are seeking
increased focus on quality independent and food and drink operators. Towns are also
increasingly valuing their market as a means to differentiate themselves from retail parks
and superstores, and many markets are looking to contemporary and speciality retailers to
create interest and draw customers in. The greatest opportunities for successful vintage,

craft and food and drink markets have so far been in centres served by affluent catchments .

2.3 The End of the 6Big Four Space Raced and

23.1 Shoppers have turned away from food superstores in recent year and Mintel* suggests that
this decline is such t hat Mintdl attcbates the problenes whiaghn s i der e ¢

face superstores to two principal factors.

232 Firstly, many young people are choosing to rent within or close to town and city centres . As
a consequence, many undertake sporadic food shopping and often eat out, use takeaways,
or buy instant meals. Accordingly, when young people undertake food shopping, they often

have no greater need than that which can be serviced by a convenience store.

2.3.3 The second factor is the growth of discount operators, which have become more mainstream
in respect of both their offer and their market positioning . Mintel suggests that the
i mprovements i n Tidsuchasovider targesshétterdrésh foads and more
premium foods T means that they have become an attractive alternative to both large food

superstores and to convenience stores.

“6UK Retail Rankingsé, Mintel, April 2016
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2.3.4 As a consequence, the O6big fouré foodstore operat
Tesco) have become circumspect in respect of new store openings and, indeed, have closed
a number of existing stores. All four have suffered significant declines in their market share
over the past four or five years. As Table 2.1 below indicates, Tesco has suffered a 2.1
percentage point reduction in its share of the food retail market between 2011 and 2016,
and Morrisons has suffered a 1.8 percentage point reduction in market share. Considered
together, the market share of the O6big fourd fooc
2011 t0 52.7% in 2016 (a reduction of 5.8 percentage points) . In contrast, other retailers 1
most notably Aldi and Lidl i have benefitted from increases in their market share. Al di 6 s
market share increased from 1.9% to 5.3% (equating to an increase of 3.4 percentage
points) between 2011 and 2016.

Table 2.1: Market Share of Key UK Food Retailers

Operator

Tesco 23.7% 23.9% 23.0% 22.5% 22.0% 21.6%
Sainsbury 12.8% 13.1% 12.9% 12.8% 12.2% 11.9%
Asda 12.5% 13.3% 13.0% 13.0% 12.0% 11.5%
Morrisons 9.5% 9.3% 8.9% 8.2% 7.9% 7.7%
Aldi 1.9% 2.6% 3.3% 4.2% 4.8% 5.3%
Co-operative Food 5.5% 5.4% 5.1% 4.9% 4.8% 4.7%
Waitrose 3.5% 3.6% 3.7% 3.9% 3.9% 3.9%
Marks & Spencer 3.6% 3.7% 3.7% 3.8% 3.9% 3.9%
Lidl 1.9% 2.0% 2.0% 2.2% 2.4% 2.7%
Iceland 1.8% 1.9% 1.9% 1.9% 1.8% 1.8%

Source: UK Food & Grocery Retailer Update, Verdict, October 2016

235 The most notable expansion strategy pursued by ar
years relates to Sainsburyo6s dheoaghapadnershipwithent er tF
Netto. Netto announced the trialling of 15 stores in November 2014 clustered around the
M62 corridor between Liver pool .Taaficttwbumdwlbuild n or der
openings were announced in March 2015 in Lymm and Hull, which appeared to suggest
confidence in the venture. However, following the trial, Netto announced in July 2016 that it

would close all its UK stores by August 2016.

2.3.6 For the most part, the current str arecenfiguratmof t he &1t
and refurbishment of existing stores. In some cases, product lines are being reduced and
pricing is being made straightforward. Some operators are looking to introduce other uses to
take existing floorspace aldote Retail Graupin Septéndberac qui si t

2016 allows it to introduce Argos (which it now owns) into its stores. Small concessions of
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Habitat are also currently being testedwithi n fi ve branches of Sainsburyi
hairdressers, key cutting and shoe repairs, photo processing are all taking concession spaces

in larger Tesco and Morrison superstores.

2.3.7 Aldi and Lidl have both sought to take advantage of the structural changes in the food retall
market and have announced ambitious store opening targets that w ill further increase
pressure on t he .Abiihasidéntfiadrmajorexpansiom plans fellowing
successful Christmas sales in 2017 and after adding 76 new stores in the UK in 2017,
intending to open 70 new UK stores in 2018%, bringing its to tal number of stores to around
800. Over the longer term, it intends to trade from 1,000 UK stores by 2022 8. Aldi reports to
require sites which are freehold, in town centre or edge of centre locations with a minimum

of 1.3 acres’.

2.3.8 Lidl, who currently trad es from over 690 stores, also has substantial growth plans for 2018
andbeyond.Li dl 6s future requirements r elp@dtgé&dl v compr
and 26,500 sq.ft, with sites of 1.5 acres required for standalone units and up to 4 acres for

mixed-use schemes.

2.4 Special Forms of Trading

24.1 Many consumers who previously shopped in town centres and at retail parks are now
increasingly using the internet to make purchases. Experiar®i dent i fi es that O0speci
tradingdé (which ilaordet anddneaket saled) row comprises an astimated
14% of total UK retail sales at 2017, which compares to a market share of just 4.7% at
2008. Experian estimates that the value of non-store sales in the UK at 2017 is £55.1 billion.
It estimates that special forms of trading will increase further to account for 20% of retail
expenditure at 2022. Thereafter, it is anticipated that additional growth will be relatively
limited, with special forms of trading claiming 22.5% of UK retail ex penditure at 2035 (the

last reporting year for which Experian provides a figure).

2.4.2 The growth in internet as a sales medium has been enabled by the increase in access to the
internet by UK households, which the Office for National Statistics® reports increased from

57% of households at 2006 to 89% in 2016 . The proportion of households with access to

SArticle headlined 6AI di pursues UK expansion6, UK. Reuters.com
SArticle headlined 6Supermarkets: discounters race for spaced, Pro
7 https://www.aldi.co.uk/about -aldi/property/required -towns

8 https://www.lidl.co.uk/en/Site -Requirements-5377.htm

6Experian Retail Pl ecemeer208Bri efing Note 156, D

“oStatistical Bulletin: Internet Access Households and Individual s
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the internet is expected to increase further over the coming years and the popularity of
shopping online is also assisted by mobile phones and tablets with faster 4G network
technology. The Office for National Statistics indicates that the proportion of adults accessing
the internet using a mobile phone nearly doubled i from 36% to 66% i between 2011 and
2015.

2.4.3 It is evident that improvements in technology and an i ncreased confidence in the security of
online payments have supported substantial increases in internet sales in recent years. In
addition, the option of usi n¢gtoredtedediaatedecountert
is also increasing in popularity'. Some retailers are also seeing benefits arising from the use
of shops as éshowroomsd where shoppers can
later in their home . More progressive retailers are also providing in-store Wi-Fi (which can be
used to inform shoppers of promotions via their mobile phones) and technology points
(which can allow shoppers to browse a wider product range than that carried in store) .

Accordingly, whilst new technology and the rise of internet shopping undoubtedly provides

chall enges for traditional 6bricks and mortar

opportunities.

24.4 In addition, it is important to note that many purchases made online are actually sourced

from the shelves of &ébricks ahegotemialitotsagopodt st or e

retail floorspace. This is acknowledged by Experian which now provides adjusted market
share figures for special forms of trading*? in order to reflect purchases which are affected
through stores. The adjusted allowance for special forms of trading equates to 3.2% for
convenience goods at 2017, increasing to 3.9% at 2021, to 4.6% at 2026, to 5. 1% at 2031,
and to 5.3% at 2035 . For comparison goods, the adjusted allowance is 14.8% at 201 7,
increasing to 16.9% at 2021, to 17.5% at 2026, to 17.8% at 2031, and to 18.0% at 2035.
The adjustment is greater for comparison goods, reflecting the fact that most online food

purchases are taken from the shelves of actual stores.

2.5 Leisure and the Appetite for Additional Food and Drink

25.1 People now eat out more often and for a wider range of occasions . PWC reports that the
fundamental structural shift driven by demographic and consumer trends, has led to
considerable market growth in the restaurant sector in recent years and underpinned

significant transactional activity, particularly between 2015 and 2017. PWC also reports on

6Click and Collecto6, Mintel, September 2014
156

2Zo6Experian Retail Planner Briefing Note December 2017
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the increasing crossover between market segments with the food-to-go sector growing and
being available all day, while dine-in chains are offering take away options including
enhanced technology to encourage the use of services such as Deliveroo and Uber Eats?®.
However, in very recent months, key national brands have announced their downsizing and

closure of restaurants, including Prezzo and Jami

2.5.2 In any event, those restau rant operators still seeking to expand their portfolio, which there
are many, increasingly require units which are in amongst the retail heart of a centre, rather
than taking space within a food court . As a consequence, modern shopping mall
developments tend to mix food operators within the wider offer and upwards of a quarter of
units can be occupied by cafes and restaurants. Food and drink operators (particularly
national multiples) can be particularly attractive to landlords as long leases can often be

agreed to due to the cost of fit -outs.

25.3 Colliers'* also reports that cinema openings are on the up and that niche cinema operators,
such as Everyman, Curzon and The Light, are considered to have the potential to be
particularly complementary to shopping environments. Such cinemas have more modest land
take requirements than large multiplexes, and therefore may have a greater chance of being

incorporated in a mixed-use development.

2.5.4 The health and fitness sector has been buoyed by the popularity of budget gyms . Operators
such as Pure Gym, the Gym Group and easyGym have an operational model which is based
on low costs and high volume. Such gyms tend to have plenty of equipment in order to
encourage uses, but are characterised by basic fitouts and limited staff. Many budget gym
operators i including Pure Gym and the Gym Groupi are actively seeking to bring forward
additional facilities, with a wide range of properties (including old theatres, larger shop units
and office space) having the potential to meet their needs. The Leisure Database Company®
suggests that there were around 300 budget gyms across the country in summer 2016, but

that this figure has the potential to increase to around 1,000 in the near future.

255 There are a number of emerging leisure concepts which are also helping to anchor retail
environments, including bowling alleys, trampolining and crazy golf. These concepts can
assist centres in providing a point of difference

dwell times are increased,andass st a townds evening economy.

13 https:/iwww.pwc.co.uk /services/business-recovery/insights/restructuring -trends/restaurants-2017-food-for-thought.html

4 1bid

“As reported in the article headlined 6Why budget gyms could b
2016
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2.6 The Hotel Sector

26.1 The expectation in recent years, since the 2008 crash, has been that the hotel market would
continue to steadily grow. However, issues around Brexit, foreign exchange rates and the
slowdown in economic recovery generally has raised a degree of uncertainty, particularly

outside the London Market.

2.6.2 Hotel growth has continued in the last two years with high levels of openings in 2015 and
2016. PwC forecast continued growth in room supply in 2018 with a 4.6% increase in room

numbers in London and a 2.4% increase in the regions?6,

2.6.3 In continuing to look at growth, Budget Hotels in particular have continued to grow rapidly in
recent years, with the sector contributing approximately half of all new rooms. Premier Inn
in particular, opened more than 25 hotels in the UK in 2017 (bringing total number to over
760) , in addition they have opened 3 new 6hubd bra
Spitalfields) and Edinburgh. The location for these 2017 offerings has predominantly been in
town or city centres but has also included peripheral but accessible urban locations. The next
largest budget operator by hotel number is Travelodge who after opening 15 new hotels in
2017 and 19 in 2016, are keeping pace with Premier Inn in what is a highly competitive

market in the UK.

2.6.4 Linked to budget hotels is the rise of &édsuperbudc
i n t hefsrei ldnsod establishments. With easyHot el |l ead
aspiration to open in excess of 4,500 rooms outside the capital through both owned and

franchised properties.

2.7 Brexit

2.7.1 The referendum in June 2016 on the UKG&6s member shi
majority vote to leave the EU. The terms of withdrawal are to be negotiated wi th the
Commission within two years of formal notification by the Government . A number of
commentators have forecast that uncertainty during this time will negatively impact upon

consumer confidence and expenditure, and that investor decisions may be put on hold.

2.7.2 Whil st it would appear that the short term i mpact

has perhaps been more modest than some analysts suggested, Verdict published an

6 PWC UK Hotels Forecast 2018 6 As Good as it Getsd
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2.7.3

2.8

28.1

28.2

Economic & Retail Update in September 20167 in order to highlight potenti al future issues.

Its Update provides the following forecasts.

1 Retail growth across Britain in 2016 is expected to be flat and growth in the clothing
and footwear sector as a whole is likely to be disappointing. However, the weaker
pound means that international travellers may spend more, with international brands

and premium goods being particularly attractive.

1 A weaker pound will also lead to higher import and manufacturing costs, which
retailers will pass onto consumers. Verdict anticipates that the food and clothing and

footwear sectors will see the greatest inflationary rises.

1 Brexit may have a negative impact on the housing market and a consequential
adverse impact on those retailers who rely on householders investing in their
property. Accordingly, there may be less spending on goods such as furniture, floor

coverings, DIY and gardening goods and so on.

1 Involume terms, Verdict expects little change to the food retail sector, but notes that
inflationary pressures might mean than shoppers spend a greater proportion of their
income on their groceries and therefore have a lesser proportion to spend on other

goods.

It is therefore evident that Brexit has the potential to impact on future expenditure growth
(and also on population growth) . As such, there will be a need to monitor the impacts arising
from the UK6és exit from the EU and for any

consideration of such changes.

Implications for Blackpool

Blackpool relies heavily on the inflow of expenditure from tourists, both domestic and

overseas but it is also important that the Borough provides for its resident s in terms of both
convenience and comparison floorspace provision in accordance with national and local

policy guidance. The principal centre for the Borough is Blackpool town centre, but as we will
demonstrate | ater in the St udulilaniBpodaotkepaibamd 6 s

leisure role for residents.

The defined centres in the Borough face a number of challenges, particularly from increasing

competition from the internet, multichannel retailing, polarisation of retailing, and out -of-

di

Y6Economic & Retail Update: H2 20166, Verdict, September 2016
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centre retail/leisure developments. It is important for defined centres in the Borough to be
able to respond to continued changes in the retail and leisure sector and to provide (or
continue to provide) an offer/destination which distinguishes them from competing centres

and out-of-centre retail and leisure destinations.

2.8.3 Blackpool town centre has been subject to ongoing competition from out of centre
floorspace (both convenience and comparison), which reflects the national trend for

shoppers to choose to shop at accessible retail destinations by car in convenient locations.

2.8.4 Blackpool and the wider Fylde Coast, is unique in naure but also in terms of its location.
Situated on the coast in the North West of England, the town centre is a key destination for
residents and tourists alike. The closest sub-regional centre to Blackpool is Preston town
centre, which is a 30-minute drive along the M55. The competition from other larger centres
in relative proximity to Blackpool continues to pose an issue for Blackpool in terms of

retaining expenditure due to the wider offer and attraction of these centres .

2.8.5 As a sub-regional centre and important leisure destination benefitting from substantial
tourism, Blackpool would appear well positioned to withstand the polarisation of the retalil
market. However, Blackpool suffers from high levels deprivation and a legacy of social and
economic issues stemming from its changing role as a seaside holiday destination over the
last century, which in turn have led to negative perceptions of the centre, particularly
amongst residents of its more affluent hinterland. As part of our health check assessment in
Section 5.0 we identify that whilst Blackpool town centre has maintained representation of
almost all of the top comparison retailers, the centre suffers from a high level of vacancy and
an increasing prevalence of discount retailers. Blackpoob ability to better capitalise on its
important tourism role and draw in spending from its affluent wider catchment will therefore
be important for increasingB | a c k pesilencéts wider structural changes in the retail

market.

2.8.6 The retail strategy contained within the adopted Core Strategy, as we set out in more detail
in Section 3 below, recognises the difficulties Blackpool faces in terms of the severe levels of
highly concentrated deprivation and the importance of the town centre (and other retail and
leisure facilities in the Borough) in retaining convenience and comparison expenditure within
Bl ackpool to meet residentsd needs. The strategy
underperforming as a sub-regional centre and failing t o attract Fylde Coast residents who are
otherwise drawn to competing centres and out -of-centre retail parks. As such, the
importance of improving Blackpool as a place to shop to claw back expenditure is a key

theme within the Core Strategy.
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2.8.7

2.8.8

2.8.9

2.8.10

The uncertainties in respect of the impacts of Brexit will be an important factor in
determining the future of Blackpool, not only in terms of its retail and leisure offer but also in
terms of its tourist attraction and ability to continue to draw in visitors both from the UK but
also overseas. Due to the substantial inflow of expenditure from tourists, retaining the spend
will be key and therefore, enhancing not only the retail and leisure offer but also the tourism

offer will be important to secureBl ackpool 6s success.

The continued growth of new out -of-centre/retail park formats represents a threat to the
future vitality and viability of the defined centres in the Borough. In order to protect the

vitality and viability of centres it is important therefore that the Coun cil is not just controlling
the expansion/change of use of out-of-centre development but also plan positively for town
centre/edge-of-centre development opportunities. Suitable and available alternatives for
developers and operators must be readily available within, and on the edge of defined
centres to encourage schemes to sites which will benefit defined centres through additional
visitation and trade. Such available and suitable sites are also important in defending the
sequential approach policy requirement, which has become less stringent in recent years and
has significantly benefitted developers and land owners instead of local authorities in

attempting to direct schemes to defined centres.

The scheme at Talbot Gateway along with wider town centre imp rovement works in

Blackpool town centre have substantially enhanced the aesthetics and overall environment.
The committed town centre redevelopment schemes (Winter Gardens, Talbot Gateway Phase
2 and the cinema proposal adjacent to the Houndshill Shopping Centre) will further enhance
the centre as a destination for residents and tourists alike. It will be important to establish if
these improvements have increased the proportion of shopping trips to Blackpool town
centre and $baekdt b o ture tramaklingeorotthar destinations outside of the
Borough and wider Fylde Coast region. However, the ongoing market pressures on key
6anchordé retailers, as seen with the closure or
Marks and Spencer, will be important to monitor in respect of centres such as Blackpool.
Further closures could substantially impact on Blackpool town centre, particularly if any

future closures relate to the | arger o6anchor 6 wu

However, whilst the growth of online retailing is likely to have had a detrimental impact on
the turnover of Blackpool és retail destinations
t he Bor ough 0 stobeaefitdrom muftialannkl retailing is order to help drive

footfall and sustain retailer representation.

WWW.wyg.com creative minds  safe hands

30

N

ni



Blackpool Retail, Leisure and Hotel Study

2.8.11  Such opportunities will likely be driven in the first instance by national multiple retailers 1
and are therefore of particular relevance to larger retail venues, such as Blackpool town
centre i but there are also likely to be opportunities for smaller centres to provide click and
collect facilities, which could help encourage residents to visit the centres and access other
facilities whilst they do so. Both convenience and comparison operators provide in-house
6cl idckcoan ectd facilities which enable shoppers t
to pick up the products. This often then has knock -on benefits to retailers by encouraging
additional sales. As consumers are increasing their digital options, physicd stores are making
their locations interactive and engaging in order to attract footfall and justify the costs of
store operations. Many are using tablets and smartphones for taking payments,
demonstrating products, offering information and encouraging so cial sharing. Pop-up and
street trading opportunities have substantially increased thanks to mobile systems and Cloud
applications, enabling a business to inexpensively open and compete on high streets.
Opportunities in Blackpool for more temporary stores and food offers could be explored

further, to encourage traders to open pop -up shops and seasonal offerings.

2812 Convenience operators such as Tesco and Asda al sc
car parks, providing opportunities for shoppers to order their groceries online, and drive up
to the pods to collect their pre -packed goods. Therefore, schemes which promote such uses

should be encouraged by local authorities.

2.8.13 Tourism makes an important contribution to Blackpool and surrounding centres in Fylde in
particular including the hotel sector and the town needs to positively harness the economic
benefits of this sector, ensuring the supply of hotel bed spaces supports the continued drive
for growth and the vitality of designated centres. We note that the level of accredited hotel
provision is likely to grow substantially over the short and medium term through existing
permissions for 3*, 4* and 5* hotels within the town centre which is supported by the policy
framework in the Core Strategy and accompanying SPD This overall offer may be required
to grow further should a significant leisure scheme be forthcoming in the Borough,
particularly as part of the Council ds ambitious g

redevelopment site set out under Policy CS2) of the Core Strategy.
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3.0

3.1

3.1.1

3.2

3.21

3.2.2

3.2.3

3.24

3.25

Planning Policy Context

Introduction

Given that this Study seeks to provide important evidence to assist in the production of

future retail and town centre planning policy, it is appropriate to review existing national

planning policy of relevance to town centre matters. We also review and summarise

Bl ackpool 6s adopted planning policy, insofar as i
centre matters, in order to consider timed Council ¢
retail centres and wider provision of leisure services and its future strategy in respect of

hotel provision within the town centre and wider Borough.

National Planning Policy Framework

The National Planning Policy Framework( ¢ N PWwaB gublished in March 2012.The NPPF
replaced all former Planning Policy Statements, Planning Policy Guidance Notes and some

Circularsin a single consolidated document.

The maintheme ofthe NPPF s t hat there should be 6a presumpt.i
d e v e | o plmermsobplan -making, paragraph 14 of the NPPF states that local planning
authorities should positively seek opportunities to meet the development needs of their area,

with an emphasis on Local Plans having sufficient flexibility to adapt to rapid cha nge.

Paragraph 17 sets out a series of core planning principles which should underpin both plan-
making and decision-taking. In terms of economic development, planning should proactively
drive and support economic development to deliver the homes, business and industrial units,
infrastructure and thriving local places that the country needs . Every effort should be made
to objectively identify and then meet the housing, business and other development needs of

an area, and respond positively to wider opportun ities for growth.

TheNPPFst r esses the Governmentod6s commi anthent t o secu
paragraph 19 indicates that the planning system should do everything it can to support

sustainable economic growth.

Paragraph 20 indicates that, to help achieve economic growth, local planning authorities
should plan proactively to meet the needs of business and support an economy fit for the

215t century.
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3.2.6 Paragraph 23 indicates that planning policies should be positive and promote competitive

town centre environments and set out policies for the management and growth of centres

over the plan period. In drawing up Local Plans, local planning authorities should:

WWW.wyg.com

il

recognise town centres as the heart of their communities and pursue policies to

support their viability and vitality;

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

economic changes;

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

that make clear which uses will be permitted in such locations;

promote competitive town centres that provide customer choice and a diverse retalil

offer and which reflect the individuality of town centres;

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

new ones, ensuring that markets remain attractive and competitive;

allocate a range of suitable sites to meet the scale and type of retail, leisure,
commercial, office, tourism, cultural, co mmunity and residential development needed
in town centre. It is important that needs for retail, leisure, office and other main

town centre uses are met in full and are not compromised by limited site availability .
Local planning authorities should therefore undertake an assessment of the need to

expand town centres to ensure a sufficient supply of suitable sites;

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

the town centre;

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

be accommodated in or adjacent to town centres;

recognise that residential development can play an important role in ensuring the
vitality of centres and set out policies to encourage residential development on

appropriate sites; and

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

their future to encourage economic activity.
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3.2.7 Paragraph 23 also indicates that needs for retail, leisure, office and other main town centre

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

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

or other small-scale development.

3.2.9 Paragraph 26 indicates that local planning authorities should require an impact assessment
for retail, leisure and office development outside of town centres which are not in
accordance with an up-to-date Local Plan and if the development is over a proportionate,
locally set threshold. Where there is no locally defined threshold, the default threshold will be
2,500 sqg.m.

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

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

3.3 Ensuring the Vitality of Town Centres Planning Practice Guidance

3.3.1 The O6Ensuring the Vitality of Town Centresd Natic
published in March 2014. It provides a concise summation of how retail and main town
centre planning policy is to be applied in practice. The objectives of the Practice Guidance
remain comparable with those of its predecessor, with there being a stated requirement for
local planning authorities to plan positively and support town centres in order to generate
local employment, promote competition within and between town centres, and create

attractive and diverse places for users.

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

opportunities to meet development needs and suppc

WWW.wyg.com creative minds  safe hands
34



Blackpool Retail, Leisure and Hotel Study

3.3.3 Paragraph 003 of the Ensuring the Vitality of Town Centres Planning Practice Guidance

indicates that such strategies should seek to address the following matters:

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

centres and their ability to accommodate new development;

9 consideration of the vision for the future of each town centre and the most

appropriate mix of uses;
1 the assessment of the scale of development that a town centre can accommodate;
1 the timeframe for new retail floorspace to be delivered;

1 what other complementary strategies are necessary or appropriate to enhance the

town centre to deliver the vision in the future; and

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

enforcement mechanisms.

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

public realm, parking, and accessibility and other partnership mechanisms.

3.35 Paragraph 009 reaffirms the town centre first policy in the form of the sequential test, whi ch
requires |l ocal planning authorities to undertake
suitability and viability when preparing their local plan . Such an assessment should also
consider the scale of future needs and the type of land required to accommodate main town

centre uses.

3.4 Relaxation of Permitted Development Rights

3.4.1 At a national level, recent changes to the Town and Country Planning (General Permitted
Development) Order 1995 have sought to support the diversification and vitality of town
centress The changes foll ow the Portas Reportds recomn

surplus space in order to provide for the effective re -use of buildings.

3.4.2 The Town and Country Planning (General Permitted Development) (England) Order 2015
came into force on 15 April 2015. The Order acts, /nter alia, to consolidate and replace the

Town and Country Planning (General Permitted Development Order 1995) and to provide
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additional permitted development rights . It should be noted that conditions and restrictions
apply, and that prior approval is generally required in order to implement development . The

new rights include:

1 a permitted change of use from retail/financial services (Class A1/A2), betting offices

and pay day loans shops to residential (Class C3);

1 a permitted change of use from amusement arcade/casino (sui generis use) to

residential use (Class C3)
1 apermitted change from retail (Class A1) to financial services (Class A2);

1 a permitted change from retail/financial services (Class A1/A2) to food and drink
(Class A3);

1 a permitted change from retail/financial services (Class A1/A2), betting offices, pay

day loan shops and casinos to assembly and leisure uses (Class D2);

1 an extension of the temporary permitted development rights introduced in May 2013
for extensions to shops, offices, industrial and warehouse buildings to support

business expansion and the economy so they apply permanently;
1 the erection of click and collect facilities within the c urtilage of a retail shop; and

1 modifications to the size of an existing retail shop loading bay.

3.4.3 The Town and Country Planning (General Permitted Development) (England) (Amendment)
Order 2016 subsequently came into force on 6 April 2016. The Amendment provides for the
change of use of launderettes to residential uses as permitted development, and acts to
make permanent previous temporary provisions which permit the change of use from office
to residential use. A condition allowing the local planning authority to consider noise impacts
on the intended occupants of the development from premises in commercial use is included

in the extended right.

3.4.4 The intended consequence of the above measures is to secure the redevelopment and reuse
of premises. It is considered that the relaxation in respect of changes of us e to residential
are more likely to encourage re-use of offices in larger metropolitan areas which may benefit
from a greater supply of office buildings. However, Blackpool has seen an increase in the
change of use under permitted development rights, from commercial premises to residential
uses, resulting in a number of poor-quality and sub-standard residential units in peripheral

town centre locations.
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3.4.5

Previously, planning permission was not required for a change of use from class A4 (pub) to
certain other uses, including Class Al, provided that the pub was not listed as an Asset of
Communi ty VaTheNeighibduhd¥ Blgnning Act 2017 was given Royal Assent on
27 April 2017 and, amongst other things, legislated for changes to permitted development
rights ( 6P DRedrglevantpmovisipns bfshe Neighbourhood Planning Act 2017 led

to the amendment of PDR6s as foll ows:

1 Removing the right to demolish buildings in use (or last used) for a purpose within
Class A4 (drinking establishments) including drinking establishments with expanded

food provision.

1 Removing drinking establishments from PDR6 ander Schedule 2 Part 3 Class A of the
Order which previously allowed the change of use of drinking establishments to Class
Al (shops) or Class A2 (financal and professional services) subject to certain

limitations, conditions and restrictions.

1 Establishing a new PDR under Schedule 2 Part 3 Class AA for the change of use of a

building and land within its curtilage as follows:

o] From Class A4 (drinking establshments) to a use as a drinking establishment
with expanded food provision - a new Use Class AA (within use Class A4 and
Class A3 (restaurants and cafes); and

0 From a use as a drinking establishment with expanded food provision back to a

use solely under Class A4.

1 Removing drinking establishments from PDR under Schedule 2 Part 3 Class B which
previously allowed the change of use of drinking establishments to a use under Class

A3 (restaurants and cafes).

1 Amending the PDRb for a change of use to a state -funded school for two academic
years within Schedule 2 Part 4 Class C of the Order so that this no longer applies to
buildings within Class A4 (drinking establishments) or drinking establishments with

expanded food provision.

1 Revising the PDR for a change of use to a temporary flexible use within Classes Al,
A3and B1 under Schedule 2 Part 4 Class D of the Order so that this no longer applies
to buildings within Class A4 (drinking establishments) or drinking establishments with

expanded food provision.
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3.5 Blackpool Council Development Plan Policy

351 The Blackpool Local Plan Part 1: Core Strategy2012-2027 (Core Strategy) was adopted in
January 2016 and forms the main part of the development plan for the Borough. The Council
will also continue to have regard to the remainir
Plan 2001-2016 (Local Plan), which was adopted in June 2006. There are a number of saved

policies from the previous Local Plan that remain relevant in the context of this study.

3.5.2 Work has now commenced on the Blackpool Local Plan Part 2: Site Allocations and
Development Management Policies Document (SADMPD) and theCouncil consulted on the
Regulation 18 Scoping Document in June/July 2017. This documentset out the topics in
which it is intended to develop policies on within the document. Once adopted, SADMPDwill

replace the remaining saved policies from the Local Plan.

3.5.3 We summarise the Core Strategy and relevant Saved Local Plan policies below.
Blackpoo | Local Plan Part 1: Core Strategy

354 Policy CS1 (Strategic Location of Development) of the Core Strategysets out the overarching
spatial focus for Blackpool as regeneration and supporting growth. It identifies three
locations within the inner area of Blackp ool as the focus for growth, development and
investment, namely Blackpool town centre, the resort core and neighbourhoods within the
inner areas. The three strategic sites within the town centre of Central Business District,
Winter Gardens and Leisure Quater are specifically identified. The policy further supports

growth in South Blackpool.

3.55 Policy CS4 (Retail and Other Town Centre Uses) ofthe Core Strategy setsouttheCounci | 6 s

retail strategy. The policy states:

In order to strengthen Blackpool Town C entreds r ol eregwmmalcéntresfors u b
retail on the Fylde Coast, its vitality and viability will be safeguarded and improved

by:

a. Focusing new major retail development in the town centre to strengthen the

offer and improve the quality of the shoppi ng experience ; and

b. The preparation and implementation of a Town Centre Strategy and Action
Plan, working with stakeholders to arrest decline and restore confidence in

the town centre
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For Town, District and Local Centres within the Borough, retail and other town
centre uses will be supported where they are appropriate to the scale, role and

function of the centre.

In edge of centre and out of centre locations, proposals for new retail development
and other town centre uses will only be permitted where it can be demonstrated
that:

a. lItis atourism attraction located in the Resort Core in accordance with

policy CS21; or

b. There are no more centrally located/sequentially preferable, appropriate

sites available for the development; and

c. The proposal wo uld not cause significant adverse impact on existing

centres; and

d The proposal would not wundermine the Council és

for regenerating its centres; and

e. The proposal will be readily accessible by public transport and other

sustaina ble transport modes.

The Council, through the Site Allocations and Development Management DPD, will
identify a range of sites for new retail development in Blackpool Town Centre to

allow for new comparison goods floorspace over the plan period.

3.5.6 The supporting text to Policy CS4 refers to the previous 2011 Fylde Coast Retail Study and
the identified capacity at that time. Paragraph 5.55 states that major new development will
be focused in the town centre and that the Houndshill Phase Il extension, and any retail
components of the Leisure Quarter development and the Winter Gardens refurbishment
provide the best opportunities for the enhancement of the comparison goods offer in
Blackpooltown centre, which will complement the improvement in quality to the exist ing
retail stock. The Site Allocations and Development Management DPD will identify the
proposed sites for new retail development. Paragraph 5.56 then states that there is no
overall quantitative or qualitative need for additional convenience goods provision in

Blackpool in the short or medium term, and limited capacity to 2026.

3.5.7 Whilst Policy CS4 sets out the general retail strategy for the Borough, Chapter 7 of the Core
Strategy is dedicated to achieving the regeneration of Blackpool town centre and the Resort

Core, setting out seven policies which outline the strategy for achieving this:
1 Policy CS17: Blackpool Town Centre

1 Policy CS18: Winter Gardens
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1 Policy CS19: Central Business District (Talbot Gateway)

1 Policy CS20: Leisure Quarter (Former Central Staibn Site);
1 Policy CS21: Leisure and Business Tourism

1 Policy CS22: Key Resort Gatewaysand

1 Policy CS23: Managing Holiday Bed Spaces

3.5.8 Policy CS17 establishes Blackpool town centre as the main retail and service centre in the
Fylde Coast subrregion, identifying it as a key location for economic growth, development

and investment. The policy states:

To re -establish the town centre as the first choice shopping destination for Fylde
Coast residents and to strengthen it as a cultural, leisure and business destination
for residents and visitors, new development, investment and enhancement will be

supported which helps to re -brand the town centre by:

a. Strengthening the retail offer with new retail development, with the

principal retail core being the main foc us for major retail development;
b. Introducing quality cafes and restaurants to develop a café culture ;

c. Conserving and enhancing key heritage and entertainment assets within the

town centre and complementing these with new innovative development ;
d. Growing an office sector to create an attractive centre to do business ;

e. Enhancing the quality of buildings, streets and spaces and connecting the
different areas of the town centre, including the seafront, to improve
pedestrian movement and improve co nnections with adjoining resort and

residential areas

f.  Improving access to the town centre with vibrant and welcoming multi -

modal transport gateways; and

g. Introducing a high quality residential offer in the longer term

Assistance will be provided to assemble sites and properties where required to

facilitate major redevelopment.

3.5.9 Policy CS17 is accompanied by supporting text at paragraphs 7.4to 7.11. This text
elaborates further on how the policy will be realised and pla ces importance on the
exploitation of key assets, focussing retail development into the principal retail core and
improving connectivity between the principal retail core and other parts of the town centre.

The principal retail core comprises the main pedestrianised areas of Church Street, Victoria
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3.5.10

3.5.11

3.5.12

Street, Bank Hey Street and the Houndshill Shopping Centreand is defined by Saved Policy
SR5 of the Local Plan Leisure uses are largely accommodated along the promenade frontage
between Springdfield Road and New Bonny Street and this is defined by Saved Policy SR8

Leisure Zone

The Council has identified three strategic opportunity sites within the town centre and as
such, the previously adopted town centre boundary was extended to accommodate these
locations with the adoption of the Core Strategy. The various strategies for each of the three
sites are set out in Policies CS18, CS19 and CS20.

Policy CS18relates to the Winter Gardens, a major Victorian entertainment complex which
suffered from a lack of investme nt until the Council purchased it in 2010 . The policy seeks to

promote major refurbishment of the premises and states that:

Major refurbishment will be promoted and encouraged to enhance the appeal and
status of the Winter Gardens as a year round entertain ment, leisure and conference

venue.

Proposals must be presented in the context of a comprehensive approach, sustain
and enhance the significance of the Grade 2* Listed Building and conform to the

Winter Gardens Conservation Management Plan.

The following w ill be supported:

a. Improved theatre, conference and exhibition facilities including

maintenance of existing venues

b. Leisure and entertainment uses which could include cinema, casino,

museum, restaurants and cafes

c. Limited retail uses that complement the role of the Winter Gardens and

functionally integrate with the adjacent town centre retail core
d. Hotel/Serviced Apartments

e. Improved car and cycle parking

Substantial investment has taken place since 2010 to the Winter Gardens. Following the
acquisition, the Winter Gardens is undergoing a major programme of refurbishment projects
that has already seen extensive work to the entrances, Dome and Floral Hall, and the
opening of 2 new dining options: The Empress Grill Room and Mazzei Cafe. Early 2015 saw
the re-opening of the Opera House Foyer Bar and The Theatre Bar on Church Street.Ground
works are now also underway for the new conference and exhibition centre, which is an

extension to the Winter Gardens and will incorporate a new state -of-the-art conference

WWW.wyg.com creative minds  safe hands

41



Blackpool Retail, Leisure and Hotel Study

space to host an additional 2,000 people over two floors. The conference centre could also
be used in conjunction with the other Winter Gardens venues to achieve a total capacity of
7,000 for larger scale events. The conference and exhibition centre is due to be operational

in Spring 2019 with the first major conference announced to take place in 2020.

3.5.13 Policy CS19 regards the Central Business District (CBD), a development site in the northeast
of the town centre which is considered to be a key gatew ay into the town centre. Muse
developments have already delivered the first phase of the scheme called Talbot Gateway
which was completed in 2014 and included a new Council Office building (incorporating
ground floor retail u n i tasd)a multa-stoBey canpark. The gedosld Su p er me
phase of the development, which wil!/l compri se t he
site for a 142-bedroom hotel was granted planning permission in July 2017 (application
reference 17/0276). T h e C o uommiitdd éxgension to the tramway to link North Pier to
Blackpool North Railway Station will provide direct serviced through this part of the town.
The proposed tramway terminus is planned to form part of the redevelopment of the current
Wilko store site with the terminus to be located in the centre of the development, close to

and at the same level as the existing underpass to Blackpool North Station.

3.5.14 Policy CS19 sets out the uses that will be supported within the CBD and states that:

Comprehensive redevel opment of the Central Business District will be promoted and
encouraged for mixed -use development which will become an important anchor for
the north of the town centre; providing a welcoming arrival experience, connecting

with the wider town centre and co mplementing its retail offer.

The following uses will be supported:

a. A public transport interchange around a re -modelled railway station and

enhanced pedestrian environment

b. Retail development that supports the existing major foodstore, including

cafes and restaurants
c. Offices
d. Police Headquarters
e. Law Courts
f.  Improved public car park provision for the wider town centre
g. Hotels

h. Residential
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In addition to ne  w development, proposals to improve the appearance of existing

buildings will be supported.

3.5.15 To date, the site is being brought forward in accordance with Policy CS19 and the adopted
6TalGmdteway Pl anning Briefd (2006 )ceHeadQudrters he exce

which is currently under construction in the south of the borough on Clifton Road.

3.5.16 Policy CS20relates to the Leisure Quarter (LQ), an area which is considered to deliver an
iconic leisure-based attraction to sit alongside the Blackpool Tower and Winter Gardens. The
broad site is the focus of further developing Blackpool as a tourist destination and the Policy

states:

Comprehensive redevelopment of the entire site will be promoted and encouraged
for major leisure development of national si gnificance; where the cumulative impact
of a single or group of leisure uses will provide a compelling new reason to visit

Blackpool.

The development must:

a. Demonstrate the highest design quality, through creative architecture,
urban design and public realm that creates a landmark attraction which

responds to Blackpool éds historic townscape and

b. Integrate with and support, whilst not undermining ex isting resort core

uses and attractions

c. Provide ease of access, good vehicular and public transport connections,
quality arrival points and adequate parking facilities (to serve the

development and town centre)

d. Improve pedestrian permeability by cr eating strong active connections
through the site, and between the site and the town centre, seafront,

central corridor and surrounding resort neighbourhoods

e. Promote sustainable development through design, access, energy

conservation and operational ma nagement.

Complementary leisure uses, hotel development, ancillary retail, parking and
servicing that would add value and support the major leisure development will be

permitted.

Development proposals may be phased but must not be piecemeal in approach. If all
reasonable measures have been taken to redevelop the entire site, and this is not

possible, the retention and improvement of existing buildings will be allowed
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provided the scheme meets the development objectives set out in the supporting

Developmen t Brief.

3517 In2011the Counci |l al so adopted the O6Leisure

supports Policy CS20 to ensure proposals for the site deliver a highrquality landmark

attraction.

3.5.18 Policy CS21 turns the focus to leisure and business tourism and ®ts out the strategy for

Quarter D ¢

Bl ackpool to 6build on its status as Britainds fe

WWW.wyg.com

In order to physically and economically

regener at e

centre, the focus wildl b e osmppseattoatraagnelweni ng t he

audiences year -round. This will be achieved by supporting:

a. Proposals for new high quality tourism attractions focused on the town
centre and resort core, including major development opportunities which
have the potential to beco  me wider catalysts for regeneration to improve

the visitor experience

b. Proposals for new visitor accommodation focused on the town centre, resort
core and defined holiday accommodation areas, unless exceptional

circumstances justify a peripheral locatio n outside these areas
c. The improvement and enhancement of important existing tourist attractions

d. The improvement of existing holiday accommodation and giving marginal,
lower quality guesthouses the opportunity to convert to high quality
residential accommodation outside the defined holiday accommodation

areas.

e. New devel opment al on g builtHrentagerwhich eomplemeriss

the high quality public realm investment along the promenade to enhance

the appearance of Blackpool ds seafront

f.  The enhancement of existing and promotion of new venues and events
spaces which can accommodate a year -roun d programme of events,

festivals and conferences.

Elsewhere, outside the resort core and town centre, the Council will support new
tourism investment that is predominantly focused on existing outdoor leisure and
recreation facilities which strengthens the wider resort offer and does not

undermine resort regeneration.
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3.5.19 The supporting text of the policy acknowledges that there is a need to raise quality in all
aspects of the visitor experience in Blackpool, focusing investment and development within

the established resort core and town centre.

3.5.20 Policy CS22relatestoBl ackpool 6s 6Key Resort Gatewaysd and s

present visitors with their first impression of the resort on arrival. The policy states:

Proposals will be promoted and pursued for further improvement, remodelling and
environmental enhancement of Central Corridor as a key strategic gateway to

Blackpool and attractive point of arrival, including:

a. Redevelopment of land within and adjoining the Corridor which creates

attractive development frontages viewed from the Corridor;

b. Improved vehicular, pedestrian and cycling linkages through the Corridor

and extending the network of green infrastructure;
c. Improved parking and reception facilities;

d. Enhanced landscaping, signag e, lighting and security.

Proposals for improvement and development will be supported to regenerate
Central Drive, Lytham Road, Dickson Road and Talbot Road as prominent and

attractive gateways to the resort and town centre, including:

a. Replacing exist ing poor quality, seasonal and transient uses with more
viable uses, including quality residential uses on those frontages outside a

defined retail centre;
b. Improvements to buildings and shop frontages;
c. High quality public realm, landscaping, signag e, lighting and security;

d. Traffic calming and improved public transport, pedestrian and cycling

provision.

To facilitate major redevelopment schemes assistance will be provided to assemble

sites and properties where appropriate.

Any change in parking ~ provision as a result of major redevelopment must not

under mine the resortés ability. to accommodate visit

3.5.21 Policy CS23 seeks to manage holiday bed spaces and ensure that an economically viable
level of quality holiday accommodation is achieved in Blackpool, whilst reducing the

identified oversupply of poor quality holiday bed spaces. The policy states:
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To achieve an economically viable level of quality holiday accommodation, the
following approach will be adopted to manage a reduction in the overs upply of poor

quality holiday bed -spaces:
1. Within the main holiday accommodation areas defined in the SPD:

a. Existing holiday accommodation use will be safeguarded and new or

refurbished holiday accommodation will be supported

b. Change of use from h oliday accommodation, or the loss of sites used, or last

used, as holiday accommodation, will be resisted unless:

i.  Exceptional circumstances are demonstrated in accordance with the
SPD, or

ii. Inrelation to a promenade frontage, the proposal would provide high
quality holiday accommodation alongside a supporting new residential
offer. Such proposals would need to comply with the requirements of
the SPD.

2. Outside the main holiday accommodatio n areas:

a. Where existing holiday accommodation is viable its retention will be

supported, including measures to improve the quality of accommodation

b. Change of use from holiday accommodation to permanent residential use
will be permitted where propos als provide high quality homes which comply
with the Councilds standards for conversions or

use, scale and appearance to neighbouring properties.

3. Within the key promenade hotel frontages defined in the SPD, holiday
accommo dation use will be safeguarded and appropriate measures to enhance
the character and appearance of existing hotel buildings and frontages will be

supported, to help sustain the long -term future of the resort.

3.5.22  This policy is further supported by the Holiday Accommodation SPD which was adopted in
2011 and updated in 2017.

Blackpool Local Plan (2001 -2016) Saved Policies

3.5.23 The following saved policies from the Local Plan remain relevant to this study:

Reshaping the Resort

1 RR17 Visitor Attractions

T RR47 Amusement Arcades and Funfairs
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3.5.24

3.5.25

3.5.26

T RR11i Central Promenade and Seafront

1 RR127 Other Promenade Areas

Establishing a Thriving Sub-Regional Centre

1 SR1i Hounds Hill

1 SR5i Principal Retail Core
1 SRG6i Retail/Café Zone

1 SR7i Mixed Use Zone

1 SR8i Leisure Zones

1 SR9i1 Use of Upper Floors

Balanced and Healthy Communities

1 BH137 District Centres

i BH1471 Local Centres

1 BH1571 Change of Use of Premise Outside the Defined Centres

1 BH161 Shopping Development Outside Existing Frontages

1 BH1771 Restaurants, Cafes, Public HousesHot Food Take-Aways

1 BH187T Amusement Centres
The saved policies are being reviewed and will ultimately be superseded by the SADMPD
Excluding the town centre boundary and strategic site allocations within it, all of the retail

designations for Blackpool borough are currently designated by Saved Policies of the Local

Plan.
Blackpool Town Centre Strategy

The Blackpool Town Centre Strategy was published inMarch 2013 and outlines a long-term
vision for Blackpool town centre over the next 15-year period. The document establishes the
town centreds st r e myidéngfiessoppdrtunitiesafdt changes wiarities for

improvement, as well as setting out a five -year action plan with delivery mechanisms.

The strategy aims to improve business confidence and encourage quality investment from

both the private and public sectors, inform future decision making and co -ordinate town
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centre initiatives to achieve complementary improvements and assist with town centre

promotion and marketing.

3.5.27 The strategy is supported by six key objectives which are set out as follows:

1 Objective 1: Re-establish the town centre as the first -choice shopping destination for
Fylde Coast residents.

1 Objective 2: Strengthen the town centre as a vibrant leisure, entertainment, cultural
and business tourism destination for residents and visitors.

1 Objective 3: Grow the town centre as a place to do business by creating a Central
Business District and creative industries hub.

1 Objective 4: Create a choice of high quality homes within and around the town centre.

1 Objective 5: Improve the quality of buildings, streets and spaces and their
maintenance and management.

1 Objective 6: Provide convenient access to the town centre by all modes of travel and
enable easier pedestrian movement.

3.5.28 The strategy is a non-statutory document and does not directly form part of the Counc i | 6 s

Planning Policy Framework. Nevertheless, it is consistent with the relevant policies from the

Core Strategy relating to Blackpool town centre and is an important consideration in

undertaking this current Study. We comment in more detail on the 2013 Strategy at Section

10 under the recommendations section.
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4.0

4.1

41.1

41.2

41.3

41.4

4.2

42.1

Original Market Research

Introduction

A key requirement of this Study is the detailed understanding of shopping behaviour in
respect of both convenience and comparison goods. To this end, WYG commissioned
specialist market researchers NEMS to undertake a telephone survey ofhouseholds to
identify consumersd habits aThahoyseha@dserveganables
us to identify the market share claimed by specific retail destinations (that is, the number of
trips to, or expenditure at, a particular destination as a proportion of the total number of

trips, or total expenditure) , the frequency of visits to purchase variou s types of goods, the
incidence of linked trips, the most popular means of accessing town centre facilities, the use

of other town centre facilities, and so on.

In street surveys were also undertaken by NEMS Market Research in Blackpool town centre.
The purpose of the surveys is to provide an insight into the views and behaviours of

customers, residents and visitors in relation to their visits to Blackpooltown centre.

The undertaking of original market research enables an in-depth analysis of shopping
behaviour at a local level, and allows the evaluation of the retail turnover and trade draw of
particular centres. The use of specifically commissioned and tailored survey research is
fundamental to identifying the likely capacity for future retail floorspac e across the Study
Area. Notwithstanding this, WYG acknowledges that there can be limitations to survey
research, particularly with regard to the sample size which can be achieved, and the results

should therefore be taken to be a broad indication of consu mer preferences.
We set out the general methodological approach to the household and in street surveys
along with the key results below.

Household Survey

A survey of 1,150 households was undertaken in October 2017, which asked respondents 55
guestions relating to their retail and leisure habits. The household survey questions and full

tabulation of the results from the household survey are provided at Appendix 2.
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4.2.2 For convenience goods, respondents were questioned in respect of where they last visited
andwhere they visited 60the time befotaentiaétoéoptopar
food shopping®®. For comparison goods, respondents were gquestioned in respect of where
they last visited to purchase eight separate categories of comparison goods (6 othing and
footweard &Ds, DVDs and book$§ &mall household goods) doys and recreational goodsg

@hemist goods) &lectrical goods§ ®IY and gardening goodsd  aformituréd .

4.3 Study Area

43.1 A plan of the Study Area for the household survey is provided at Appendix 1, which is

reproduced in Figure 4.1 below.

4.3.2 The Study Area encompasses the administrative area of Blackpool Borough along with
surrounding areas to the north, east and south of
catchment (broadly the Fylde administrative area and the western half of the Wyre

administrative area).

4.3.3 The Study Area comprisesten zones based on those adopted in the 2011 Fylde Coast Retail
Study. The use of the same zone boundaries allows the comparison of shopping patterns
over time, which is helpful in considering whether the role and function of p articular centres
is changing. Zones 1 to 6 replicate those used in the 2011 Fylde Coast Retail Study. Zones 7,
8 and 9 from the 2011 Study have been amalgamated to form Zone 7 and Zones 12 and 13
have been amalgamated to form Zone 9. Zone 8 corresponds to the former Zone 10 from

the 2011 Study and Zone 10 corresponds to the former Zone 14 from the 2011 Study.

4.3.4 The Study Area and zones are based on postcode sector boundaries.Table 4.1 below sets

out the postcode sectors which comprise each of the ten zones within the Study Area. Zones

1 to 6 broadly cover the Blackpool administrative
catchment area, with Zones 7 aryatchin®ntarea.r mi ng Bl ackr
BWhich often takes the form of a o6trolley shopd and might be under

¥Which often takes t he vdvingtm pwchaseof giobeaystapes, sushras milk and bread, and is
generally undertaken on a more frequent basis
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Figure 4.1: Blackpool Study Area
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Table 4.1: Postcodes by Survey Zone
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4.4

44.1

4.4.2

4.4.3

4.4.4

4.4.5

4.4.6

Assessment of Retail Shopping Patterns

The household telephone survey allows the assessment of the convenience and comparison
goods shopping of residents across the Study Area. The household survey enables us to
identify the market share of trips claimed by specific retail destinations, which we can then
apply to the total convenience and comparison expenditure of residents to provide an

assessment of the current pattern of retail expenditure.

The assessment of the current pattern of retail expenditure is provided in Tables lato 5 at
Appendix 6 for convenience goods and Tables 9 to 28 for comparison goods. An associated
step-by-step explanation is provided below and further details are also provided in Section 6

and in the notes accompanying the tables at Appendix 6.

Population

The population within each study area zone at the base year of 2017 as set out in Tables 1a
and 9 at Appendix 6 was sourced from Experian Micromarketer G3 data (which was issued in
December 2017).

Expenditure

Per capita expenditure on convenience and compaison goods for each of the Study Area
zones at 2016 (the most recent estimates available) was also sourced from Experian
Micromarketer G3 data as set out in Table 1b and Table 9b at Appendix 6. We made a
deduction from the expenditure per capita on convenience and comparison goods to take
account of the proportion of expenditure spent through special forms of trading (i.e.
expenditure that does not take place in shops, namely internet, catalogue or mail order
shopping). The deduction for special forms of trading is based on the estimates for non-store
retail sales (adjusted for sales from stores) provided by Experian in its Retail Planner Briefing
Note 15 (December 2017), of 2.9% for convenience retail sales and 13.5% for comparison

retail sales.

The 2016 per capita expenditure data (excluding spending on special forms of trading) was
then rolled forward to the 2017 base year using the retail expenditure growth forecasts
(excluding special forms of trading adjusted for sales via stores) provided by Experian in

Retail Planner Briefing Note 15.

The total expenditure pot within each zone at 2017 is derived from the product of the
population of each zone (as set out in Table 1a at Appendix 6 for convenience goods and

Table 9a at Appendix 6 for comparison goods) and the per capita expenditure on
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4.4.7

4.4.8

449

convenience goods and each of the eight categories of comparison goods at 2017 (as set out
in Table 1a at Appendix 6 for convenience goods and Table 9b at Appendix 6 for comparison

goods).

The total convenience goods expenditure by the residents of each zone is set out in Table 2a
at Appendix 6. The total convenience goods expenditure at 2017 by the residents of each
zone is then split between main and top -up food shopping in Table 2b at Appendix 6 based

on residentsé typical w-apsdod shopping asrdeternsined frorm i n

the household survey. The Study Area residents®o

base year amounts to a total of £656.8m, of which £517.9m (78.9%) of the total
convenience goods expenditure is spent on main-food shopping and £138.9m (21.1%) is

spent on top-up food shopping.

The total comparison goods expenditure by the residents of each zone along with the total
spending in each of the eight categories of comparison goods is set out in Table 10 at
Appendix 6. In total, approximately £884.3m of comparison goods expenditure is available to

residents of the study area in the 2017 base year of which:
1 £260.6m is spent on clothing and footwear;
1 £42.4mis spent on CDs, DVDs and books;
1 £92.4m is spent on small household goods;
1 £121.9mis spent on toys and recreation goods;
1 £129.3mis spent on chemist goods;
I £112.5m is spent on electrical goods;
1 £49.6mis spent on DIY & Gardening goods; and

1 £75.6m is spent on furniture.

Pattern of Retail Expenditure

For convenience goods, te total main and top -up expenditure by the residents of each zone
(Table 2b) is then applied to the percentage shopping patterns identified from the household
survey (Table 3) to estimate t he pattern of main and top-up convenience goods spending by
the Study Area residents (Table 4). Table 5 sums the spending on main and top-up shopping
to provide an overall pattern the convenience goods spending in monetary terms and in

percentage terms.

WWW.wyg.com creative minds  safe hands

53

and

t

C

C



Blackpool Retail, Leisure and Hotel Study

4.4.10 For comparison goods, the total expenditure by the residents of each zone on each of the
eight categories of comparison goods (Table 10) is then applied to the percentage shopping
patterns identified for the associated category of comparison goods from the household
survey (Tables 11, 13, 15, 17, 19, 21, 23, 25) to estimate the pattern of spending by the
Study Area residents for each category of comparison goods (Tables 12, 14, 16, 18, 20, 22,
24, 26). Table 27 sums the spending across the eight categories of comparison goods
shopping to provide an overall pattern the convenience goods spending in monetary terms,

as well as in percentage terms (Table 28).

4.4.11 Itis emphasised that our assessment of current shopping patterns relates to the Study Area
residents and commentary relates to tangible retail destinations only (in other words,
expenditure which is committed through the internet and other special forms of trading does
not form part of the market share element of the commentary that follows). Furthermore,
the analysis that follows relates to the market s
only, and does not take account of inflow of expenditure from outside of the Study Area. The
total spend at particular destinations is not therefore necessarily equal to the total turnover
secured by those destinations, which may include inflow. Indeed, in Section 6.6, we estimate
that inflow of expenditure from tourist spending on convenience goods provides an
additional £55.2m of convenience goods expenditure at 2017 at destinations within Blackpool

Borough.

4.5 Convenience Goods S hopping Patterns

Main Destinations for Convenience Goods Expenditure Inside Blackpool Borough

45.1 Table 4.2 below summarises the estimated convenience goods turnover of the main
destinations for convenience goods shopping for the Study Area residents within Blackpool
town centre and the five district centres in the borough, along with the main out-of-centre

convenience goods shopping destinations within the borough.

45.2 Table 4.2 shows that the most popular individual convenience goods destinations within the

Blackpool Zones for the Study area residents are:

1 The out-of-centre Tesco Extra at Clifton Retail Park, which has a convenience goods

turnover of £59.8m and a market share of 9.1%;

1 The out-of-centre Asda at Cherry Tree Road which has a convenience goods turnover

of £42.3m and a market share of 6.4%;

1T Sainsburyés at Red Bank Road i n RwhithhBssank Road/
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convenience goods turnover of £24.0m and a market share of 3.7%; and

T Sainsburyds a tBlackmdl toventcentRepwhidh hasra convenience goods

turnover of £21.3m and a market share of 3.2%.

45.3 The next most popular individual destinations for convenience shopping in Blackpool are the
Aldi stores at Park Road, Waterloo Road and Blackpool Retail Park, which each achieve a
convenience goods turnover in excess of £12m, the Lidl stores at Anchorsholme Lane West,

Devonshire Road and Bloomfield Road, which each achievea turnover of over £6m.

45.4 TheSai nsburyds at T anaibfoodstoReanaBtckpool town centrd, tpgether
with other stores in Blackpool town centre collectively achieve a convenience retail turnover
of £37.2m and a market share of 5.7%; taken as a whole, Blackpool town centre is only the
fourth most popular destination within Blackpool Boroughfor spending on convenience

goods.

455 The dominance of out-of-centre foodstores in Blackpoolis evident. The two most popular
foodstores in the borough, Tesco Extra at Clifton Retail Park and Asda at Cherry Tree Road,
along with the Aldi stores at Waterloo Road and Blackpool Retail Park, and Lidl at Devonshire
Road are all out-of-centre. Spendinginthe b o r o u g h 6 s out-of-ceatre foadstores
amounts to £133.8m, well over three times that spent in Blackpool town centre as a whole
(E37.2m).

45.6 The role of Blackpool town centre as a convenience retail destination for Study Area
residents has remained broadly static since 2010 when Blackpool town centre achieved a
market share of 5.6% (compared to 5.7% at 2017). We would have expected the new
Sainsburybés supermar ket that opened in the town
the attraction and market share of Blackpool town centre for convenience retail shopping
amongst the Study Area residents. However, Table 4.4 suggests that the new food stores
that have also opened up elsewhere in Blackpool since 2010 (n particular, Aldi at Park Road)
have, in tandem with the increasing popularity of discount foodstores, acted to cancel out
any potential shift in spending to Blackpool town centre. Whilstth e new Sai nsburyoés
diverted trade to the town centre, the new stores have diverted trade from the town centre ;
overall, therefore, the market share of Blackpool town centre remains broadl y the same as at
2010.
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Table 4. 2: Main Destinations for ~ Convenience Goods Expenditure Inside Study Area

0 d 0
Destinatio Area rke 010 Marke

D o d e i~ i

pena e

BLACKPOOL BOROUGH
Blackpool Town Centre
Sai n s pTalboyRoad, Blackpool 21.3 3.2 -
Iceland, Topping Street, Blackpool 5.3 0.8 11
Other stores, Blackpool Town Centre 10.7 1.6 4.5
Blackpool Town Centre  Total 37.2 5.7 5.6
%iz'r/oo Ra/South Shore District Centre 23 03 01
Red Bank Road/Bispham District Centre
Sai ns b u rBagnk RoadRRiatkpool 24.0 3.7 4.7
gg;ﬁ:estores, Red Bank Road/Bispham District 40 06 11
Red Bank Rd/Bispham District Centre Total 28.1 4.3 5.8
Whitegate Drive District Centre Total 4.9 0.7 0.7
Highfield Road District Centre Total 1.9 0.3 0.3
Layton District Centre  Total 3.1 0.5 04
Other Stores Inside Blackpool Borough
Tesco Extra, Clifton Road Retail Park, Blackpool 59.8 9.1 9.7
Asda, Cherry Tree Road, Blackpool 42.3 6.4 7.1
Aldi, Park Road, Blackpool 15.1 2.3 -
g:giékzirginson Way Retail Park, Waterloo Road, 12.8 19 14
Aldi, Blackpool Retail Park, Blackpool 12.1 1.8 -
Lidl, Anchorsholme Lane West, Thornton-Cleveleys 7.4 1.1 -
Lidl, Devonshire Road, Blackpool 6.8 1.0 0.5
Lidl, Bloomfield Road, Blackpool 6.3 1.0 0.8
Other stores, Blackpool Borough 24.2 3.8 5.8
Blackpool Borough Total 264.3 40.2 -

Notes: 2017 Expenditure and Market Share sourced from Table 5 at Appendix 6. 2010 Market Share derived from
Spreadsheet 15, Volume 2, 2011 Fylde Coast Retail Study.
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4.5.7

45.8

Table 4. 3: Main Destinations for C onvenience Goods Expenditure Elsewhere (Outside of
Blackpool Borough ) Inside the Study Area

2017
Destinations 2017 Stgdy A(CE Blackpool
Residents Zones
Residents
Expenditure '\/Isir:g Expenditure
£m % £m
ELSEWHERE (OUTSIDE BLACKPOOL BOROUGH ) IN STUDY AREA
Morrisons, Squires Gate Lane,Blackpool 37.4 5.7 24.7
Aldi, Crescent West, Thornton-Cleveleys 29.0 4.4 7.8
g/llcglr:g;:, Amounderness Way, Thornton 412 6.3 45
'Cl;(le:i;el\gllgtro, Victoria Road West, Thornton 48 07 19
g/lli\?ei\i)rgply Food, Clifton Drive South, Thornton 53 08 11
Lidl, Clarke Street, Poulton-le-Fylde 25.0 3.8 3.7
Booths, Teanlowe Centre, Poultonle-Fylde 11.4 1.7 2.1
Aldi, Tithebarn Street, Poulton-le-Fylde 17.0 2.6 1.7
Tesco Express, Clifton Street, Lytham St Annes 2.9 0.4 1.2
Aldi, Clifton Drive, Lytham St Annes 18.4 2.8 0.9
Asda, Cop Lane, Fleetwood 31.3 4.8 0.2
Morrisons, Mill Street, Kirkham 16.5 2.5 0.2
Other stores, Elsewhere in Study Area 122.6 18.7 2.4
Elsewhere in Study Area  Total 362.7 55.2 52.4

Notes: 2017 Expenditure and Market Share sourced from Table 5 at Appendix 6. Lidl at Squires Gate Laneopened in
October 2017 and was not therefore operational at the time the household survey was undertaken.

Main Destinations for Co  nvenience Goods Expenditure Elsewhere Inside the
Study Area

Table 4.3 above sets out the main convenience goods shopping destinations for Study Area
resident sbé el s e badire.eutsida of BlacikgpooBRorouwdty but within the
Study Area). Elsewhere in the Study Area, the main convenience goods shopping
destinations for the Study Area residents are the Morrisons store at Squires Gate Lane in
Blackpool which is just within Fylde Borough, Morrisonsin Thornton-Cleveleys, Asda in
Fleetwood, Aldi in Thornton Cleveleys, Lidl in Poulton-le-Fylde, the Aldi stores in Lytham St

Annes and Poulton-le-Fylde, and Morrisons in Kirkham.

Table 4.3 further summarises the convenience goods expenditure at these stores by
residents of Zones 1 to 6. This enables us to identify the main convenience goods
destinations outside of Blackpool Borough that residents of Zones 1 to 6 are travelling to. As

set out in Section 4.3, Zones 1 to 6 broadly cover the Blackpool administrative area. For the
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purpose of our analysis we have examined the shopping patterns of the residents of Zones 1
to 6, which from here on in we refer to as the fBlackpool Zone , as pthegesigents o

of Blackpool Borough.

45.9 For residents of the Blackpool Zones, the Morrisons at Squires Gate Lanes by far the most
significant individual convenience retail destinations outside of Blackpool Borough. Whilst this
store is located just outsid e of the borough within the Fylde administrative area, it is located
adjacent to Blackpool Retail Park (the majority of which is within the borough) at the edge of
the Blackpool urban area, and functions as part of Blackpool. Indeed, spending by residents
of the Blackpool Zones accounts forsometwot hi rds of Study Area residen
at the store (£24.7m out of £37.4m).

4.5.10 The Aldi and Morrisons stores in Thornton-Cleveleys,and Lidl in Poulton-le-Fylde are the
next most significant individual convenience retail destinations outside of Blackpool Borough,

which reflects the proximity of these stores to Blackpool Borough.

Main Food and Top -up Food Shopping  Split

45.11 The split between spending on main and top-up food shopping in each of the Study Zones is
identified from the household survey and is shown in Table 6.7 in Section 6.4. Residents in
Zones 1, 2 and 3 spend a slightly higher proportion of their total convenience expenditure on

main-food shopping compared to residents in Zones 4, 5 and 6.

4.5.12 This variation is likely to be due to a combination of factors related to the level of socio -
economic deprivation and proximity to foodstores. Residents in Zones 1 and 2 encompass

those parts of the borough with the highest levels of deprivation.

Main Destinati ons for Main Food Expenditure by Zone

45.13 Table 4.4 below sets out the principal destinations for main food shopping expenditure on a

zonal basis®.

4514 I n Zone 1, the most popular foodstore by far is t
only large food supermarket within the zone. Residents in Zone 1 also travel to a variety of
foodstores in the surrounding area for their main food shopping, with the next four most
popular stores for main food shopping (Aldi at Park Road; Lidl at Devonshire Road, Asda at
Cherry Tree Road a nBdnk Baad),iwighbeach gchiesinga markkeshare of

between 10% and 11%, all located outside of Zone 1.

20 For the purposes of this study, we define the principal main food shopping destinations as those achieving a market share in
any zone of 10% or greater.
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4515 I nterestingly, only two of these storesBafkLi dlI at
Road), are located in the zones adjacent to Zone 1. The other two stores (Aldi at Park Road
and Asda at Cherry Tree Road) are located within Zone 5, and are between around 3km and
4km from the centre of Zone 1. This pattern reflects that the choice of main food shopping
destinations in Zone 1, as well as the three surrounding zones (Zone 2, 3 and 6), is relatively
limited, particularly given that Zones 1 and 2 encompass Blackpool town centre. Across these
four zones, there are only two large supermarkets that provide over 2,500 sq.m net of
floorspace, both of which are operataeaby Sainsbt
further three supermarkets that provide over 1,000 sq.m gross of floorspace also located in
this area i an M&S foodhall in Blackpool town centre and Lidl stores at Bloomfield Road and
Devonshire Road, all three are relatively small for a main food shopping destination (with net
sales areas of approximately 1,200 sg.m, 1,100 sg.m and 1,100 sg.m, respectively) and two

are operated by the same retailer (Lidl).

45.16 InZones 2 and 3, where the largest foodstores in both zones are modestly sized Lidl stores,
residents similarly travel to a range of larger supermarkets in the surrounding area for their
main food shopping. The most popular foodstore for the residents o f both Zones 2 and 3 is
Tesco Extra at Clifton Retail Park in Zone 5. A range of other stores are also significant
destinations for main food shopping for the residents for Zone 2, namely Aldi at Waterloo
Road, Asda at Cherry Tree Road, Lidl at BloomfieldRoad and Morrisons at Squires Gate,
which each achieve a market share of between 10% and 12%. The Asda at Cherry Tree
Road and Aldi at Park Road, both in Zone 5, are also significant destinations for main food

shopping for Zone 3 residents.

4.5.17 The most popular main food shopping destination for the residents of Zone 4 is Morrisons at
Squires Gate followed by Aldi at Blackpool Retail Park, which are both located within the
zone. Residents of Zone 4 also travel to the Asda at Cherry Tree Road and the Tesco Exta at

Clifton Retail Park in neighbouring Zone 5.

45.18 The most popular main food shopping destination for the residents of Zone 5 by far is the

Asda at Cherry Tree Road within the zone, followed by the Tesco Extra at Clifton Retail Park.

4.5.19 For the residents of Zone 6, the most popular destination for main food shopping is the
Sainsburyés at Red Bank Ro adClewaleyshningightburinge 6. Al di
Zone 7 and the Tesco Extra at Clifton Road Retail Park in Zone 5 are also significant main

food shopping destinations.

4.5.20 The three most popular destinations for main food shopping for the residents of Zone 7 are

the Morrisons in Thornton-Cleveleys, Asda in Fleetwood and Aldi in Thornton Cleveleys, all of

WWW.wyg.com creative minds  safe hands
59



Blackpool Retail, Leisure and Hotel Study

which are in Zone 7 itself. No individual destination i n Blackpool Borough achieves a
significant market share of expenditure; overall,

shopping expenditure is spent in destinations in Blackpool Borough.

45.21 Residents in Zone 8 primarily undertake their main food shopping in destinations in Zone 8
(Aldi in Poulton-le-Fylde, Morrisons in Thornton-Cleveleys and Asda in Fleetwood), along with
the Tesco Extra store at Clifton Retail Park in Zone 5, which is just inside Blackpool Borough.
Just 6% of main food shopping by Zone 8 re sidents are to other destinations in Blackpool

Borough.

4.5.22  The most popular destinations for main food shopping for the residents of Zone 9 include the
Al di , Sainsburyés and Booths stores in Lytham St
zone. The Morrisons store at Squires Gate, which is located just outside of Zone 9 is also a
popular destination for the Zone 9 residents, along with the Tesco store at Clifton Retail Park
in Zone 5. Further to the Tesco store at Clifton Retail Park, just 4% of main food s hopping

by Zone 9 residents are to destinations in Blackpool Borough.

4.5.23 The most popular main food shopping destination for the residents of Zone 10 are the
Morrisons in Kirkham and the Aldi in Wesham, which are both within Zone 10. Residents of
Zone 10 also travel to the Tesco Extra at Clifton Retail Park in neighbouring Zone 5 in
Blackpool Borough. Just 11% of main food shopping by Zone 10 residents are to other

destinations in Blackpool Borough.

4.5.24 Table 4.4 further reveals the wide appeal of the three most p opular convenience good
shopping destinations across the Study Area (Tesco Extra store at Clifton Road Retail Park,
the Asda at Cherry Tree Road and Morrisons at Squires Gate). The Tesco Extra store
achieves a main food market share of 10% or greater in ei ght of the ten study zones (Zones
2 to 6 and 8 to 10), reflecting that many residents travel to this store from across the Study
Area. Similarly, Asda at Cherry Tree Road is identified as a principal main food shopping
destination for residents within five of the six Blackpool Zones (Zones 1-5) and Morrisons at
Squires Gate is identified as a principal main food shopping destination for residents within

three zones (Zones 2, 4 and 9).
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Table 4. 4: Main Destinations for 6 Ma i n 6 ExXpanditdre by Zone

Zone  Main Destinations Rt
Store
1. Sai n sTalhot BoadsBlackpool (28%) Zone 1
2. Aldi, Park Road, Blackpool (11%) Zone 5
1 3. Lidl, Devonshire Road, Blackpool (10%) Zone 3
4. Asda, Cherry Tree Road, Blackpool (10%) Zone 5
5. Sai ns bBank Raad;s Bld&Rlpabl (10%) Zone 6
1. Tesco Extra, Clifton Road Retail Park, Blackpool (22%) Zone 5
2. Aldi, Parkinson Way Retail Park, Waterloo Road, Blackpool (12%) Zone 4
2 3. Asda, Cherry Tree Road, Blackpool (12%) Zone 5
4. Lidl, Bloomfield Road, Blackpool (11%) Zone 2
5. Morrisons, Squires Gate Lane,Blackpool (10%) Zone 4
6. Sai nTalbal Ropd) Blackpool (10%) Zone 1
1. Tesco Extra, Clifton Road Retail Park, Blackpool (20%) Zone 5
3 2. Asda, Cherry Tree Road, Blackpool (18%) Zone 5
3. Aldi, Park Road, Blackpool (11%) Zone 5
1. Morrisons, Squires Gate Lane, Blackpool (34%) Zone 4
4 2. Aldi, Blackpool Retail Park, Blackpool (17%) Zone 4
3. Asda, Cherry Tree Road, Blackpool (12%) Zone 5
4. Tesco Extra, Clifton Road Retail Park, Blackpool (10%) Zone 5
5 1. Asda, Cherry Tree Road, Blackpool (48%) Zone 5
2. Tesco Extra, Clifton Road Retail Park, Blackpool (19%) Zone 5
1. Sainsburyéos, Red Bank Road, Bl Zone 6
6 2. Aldi, Crescent West, Thornton-Cleveleys (19%) Zone 7
3. Tesco Extra, Clifton Road Retail Park, Blackpool (13%) Zone 5
1. Morrisons, Amounderness Way, Thornton -Cleveleys (22%) Zone 7
7 2. Asda, Cop Lane, Fleetwood (18%) Zone 7
3. Aldi, Crescent West, Thornton-Cleveleys (13%) Zone 7
4. Lidl, Clarke Street, Poulton-le-Fylde (11%) Zone 10
1. Aldi, Tithebarn  Street, Poulton -le-Fylde (21%) Zone 7
8 2. Tesco Extra, Clifton Road Retail Park, Blackpool (16%) Zone 5
3. Morrisons, Amounderness Way, Thornton-Cleveleys (14%) Zone 7
4. Asda, Cop Lane, Fleetwood (12%) Zone 7
1. Aldi, Clif ton Drive North , Lytham St Annes (20%) Zone 9
2. Morrisons, Squires Gate Lane,Blackpool (13%) Zone 4
9 3. Sainsbury's, St Andrews Road North, Lytham St Annes (12%) Zone 9
4. Tesco Extra, Clifton Road Retail Park, Blackpool (11%) Zone 5
5. Booths, Haven Road, Lytham St Anres (10%) Zone 9
1. Morrisons, Mill Street, Kirkham ( 20 %) Zone 10
10 2. Aldi, Mill Farm Sports Village, Coronation Way, Wesham (18%) Zone 10
3. Tesco Extra, Clifton Road Retail Park, Blackpool 11%) Zone 5

Source: Table 3 at Appendix 6
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Main Destinations for Top-Up Food Shopping by Zone

4.5.25 Turning to top -up shopping, Table 4.5 below sets out the principal top -up food shopping

destinations for top-up food shopping expenditure on a zonal basis*.

4.5.26 Table 4.5 highlights a clear difference in the most popular destinations for top -up shopping
compared to main food shopping expenditure; as expected, many of the principal
destinations are smaller stores located within or just outside of each zone and residents are

much less likely to travel to destinations further afield for their top -up food shopping.

4.5.27 In Zone 3, however, Blackpool town centre (in Zone 1) is the most popular destination for
top-up shopping for residents, rather than more local facilities within Zone 3 itself. This
perhaps reflects the proximity and a ccessilility of Blackpool town centre to the residents of
Zone 3 and the potential for linked trips arising as a consequence of people working or
visiting Blackpool town centre. However, it is notable that the convenience retail facilities in
Zone 3 are focused on Whitegate Drive and Talbot Road in the west of Zone 3 and there
could potentially be lack of local convenience provision serving residents to the east of Zone

3 necessitating travel to Blackpool town centre for top -up shopping.

4528 I nterestingly, foodstores operated by retailers v
very popular destinations to undertake main food shopping across Blackpool Borough and
the Study Area. Main food shopping expenditure in stores operated by discounters Aldi and
Lidl accounts for around a fifth of all spending on main food shopping by residents of five of

the Blackpool Zones (Zones :4 and Zone 6).

21 For the purposes of this study, we define the principal top -up food shopping destinations as those achieving a market share in
any zone of 10% or greater.
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Table 4. 5: Princi-ppé d&Sihappng Destinations by Zone
Main Destinations Rt
Store
1. Sai nH&lbat Ropd) Blackpool (28%) Zone 1
1 2. Lidl, Devonshire Road, Blackpool (14%) Zone 3
5. Sai ns bBank Raad Bl&Rlgabl (10%) Zone 6
2 1. Tesco Express, Andsell Road, Blackpool (13%) Zone 2
2. Tesco Express,Central Drive, Blackpool (13%) Zone 2
1. Blackpool town centre (26%) Zone 1
3 2. Co-op, Layton Road, Blackpool (15%) Zone 3
3. Co-op, Normoss Road, Blackpool(13%) Zone 3
1. Tesco Express, Marton Drive, Blackpool (15%) Zone 4
2. Morrisons, Squires Gate Lane,Blackpool (15%) Zone 4
4 3. Sainsburyés Local, Whitegate D Zone 3
4. Aldi, Blackpool Retail Park, Blackpool (12%) Zone 4
5. Tesco Express, Highfield Road, Blackpool (11%) Zone 4
1. Aldi, Blackpool Retail Park, Blackpool (19%) Zone 4
5 2. Local Shops, Zone 5 (Blackpool) (17%) Zone 5
3. Asda, Cherry Tree Road, Blackpool (4%) Zone 5
1. Sainsburyods, Red37Bpnk Road, Bl Zone 6
6 2. Co-op, Warley Road, Blackpool(12%) Zone 1
3. Tesco Express, All Hallows Road, Blackpool(11%) Zone 6
7 1. Local Shops, Zone 7 (Wyre) (13%) Zone 7
1. Hambleton (including Spar) (17%) Zone 8
2. Co-op, Sandy Lane, Poultonle-Fylde (15%) Zone 8
8 3. Co-op, Lancaster Road, Poulton-le-Fylde (12%) Zone 8
4. Pilling (12%) Zone 8
5. Stalmine (11%) Zone 8
9 1. Sainsbury's Local, Clifton Street, Lytham St Annes (25%) Zone 9
2. Co-op, Woodlands Road, Lytham St Annes (11%) Zone 9
10 1. Morrisons, Mill Street, Kirkham (22%) Zone 10

Source: Table 3 at Appendix 6

Changes in Convenience Shopping Patterns Since 2010

4.5.29 There have been some significant changes in food shopping patterns across Blackpool

Borough since the last household survey was completed in 2010 as part of the 2011 Fylde

Coast Retail Study.

4.5.30 Most notably, a number of new supermarkets have opened in the borough, namely,

Sainsburybés at Tal bot Road (Zone

1), Al di

Road, (Zone 5). The new provision has increased competition across the borough as well

helped to reduce the need for residents to trave | to stores further afield.

WWW.WYyg.com

63

creative minds  safe hands

at

Bl



Blackpool Retail, Leisure and Hotel Study

4531 I n particular, the opening of the Sainsburyds at
retention of convenience shopping expenditure within Zone 1 (from 27% at 2010 to 36% at
2017%?), as well as increased the attraction of Blackpool town centre for convenience

shopping for residents in neighbouring Zones 3 and 6.

4.5.32  Conversely, fewer residents in Zones 1 as well as Zone 2 are now travelling to the Morrisons
at Squires Gate and Asda at Cherry Tree Lane than in 2010, with residents in these zones
now choosing to shop at the closer Sainsburyds at
particular, which have since opened. Residents in these and other zones are also increasingly
undertaking their convenience goods shopping at nearby discounter stores, which were
already open in 2010, namely, the Aldi store at Waterloo Road and Lidl stores at Bloomfield

Road and Devonshire Road.

4.5.33 A new Aldi store has also opened just outside of the borough in Thornton -Cleveleys (Zone
7). As a consequence, fewer residents in Zone 6 are now completing their convenience
shopping within Zone 6 (from 50% in 2010 to 36% in 2017), with around 15% of residents

instead travelling to the new Aldi in Thornton -Cleveleys

Convenience Goods Expenditure Retention

4.5.34 Table 4.6 shows that, of the Study Arearesidentsdtotal £656.8m expenditure on
convenience goods, 95.5% is spent in stores and centres within the Study Area, which is
referred to as the detention rate 6 The remaining 4.5% ofthe St udy Area residentsbo
convenience goods expenditure is spent in destinations outside of the Study Area, and is

referred to as 06l eakagebd

4.5.35 This is a particularly high rate of convenience goods expenditure retention and indicates that
the convenience goods facilities in the Study Area are meeting the needs of its residents.
Convenience goods shopping patterns tend to be relatively localised as residents generally
seek to source such goods close to home. Nevertheless, a small amount of convenience
goods expenditure leakage to destinations beyond the Study Area is to be expected as some
residents will inevitably undertake convenience shopping whilst travelling beyond the Study
Area for work or other purposes. Moreover, in rural or remote areas (such as the parts of
Wyre and Fylde covered by Study Area Zones 8 and 10), it is often the case that shoppers
need to travel further to undertake main food and comparison goods shopping due to a lack

of provision nearby.

22 Note that this relates to the overall convenience market share of expenditure t o enable us to compare the findings with the
2011 Fylde Coast Retail Study.
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4.5.36

4.5.37

4.5.38

Table 4.6 indicates that the convenience goods expenditure retention rate has fallen slightly
since 2010, from 97.7% to 95.5%, potentially as a result of a number of new supermarkets
opening up in Garstang and Preston since 2010, most notably the Morrisons in Ribbleton

Preston, which opened in 2013 and Aldi at Moss Lane inGarstang, which opened in 2015.

Table 4.6 further shows that existing facilities within Blackpool Borough attract a market
share of 40.2% (£26 4.3m) of the total £656.8m of convenience goods expenditure
generated by residents of the Study Area. Some 45.7%?® of the total population within the
Study Area is resident within Blackpool Borough. As noted above, we typically expect the
convenience goods shopping needs of residents to be met locally and would expect the
overall market share of destinations in Blackpool Borough to be comparable to the proportion
of the Study Area population resident within this area. This is due to residents generally
shopping locally (i.e. within a five minute drivetime) to meet their convenience shopping
needs. The market share of 40.2% therefore appears low when considered against the
distribution of the Study Area population, which we would consider to be broadly

commensurate with each other.

Due to methodological differences in the reporting of the household survey results between
the current and the 2011 Fylde Coast Retail Study we were unable to identify the 2010
market share for all destinations in Blackpool Borough. To enable us to compare our findings
with the 2011 Study, we additionally calculated the market share of all destinations in and
outside of the Blackpool Zones (i.e. Zones 1-6), which are included in Table 4.6 in brackets.
These figures indicate that the overall convenience goods market share of destinations in the
Blackpool Zones has decreased slightly since 2010from 48.0% to 45.1% . This fall in the
market share broadly correspond to the increase in the market share of convenience goods
destinations outside of the Study Area, from 2.3% at 2010 to 4.5% at 2017 .

2 Derived from 2017 population projections sourced from Experian Micromarketer G3 data.
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Table 4. 6: Convenience Goods Expenditure Retention an d Leakage

2017 Study
Area 2017 Market 2010 Market
Resi der Share Share
Expenditure

£m ) %

Destinations

Inside Study Area

All Destinations Inside BlackpoolBorough (figure

for Blackpool Zones(Zones 1-6) in brackets) 264.3 (296.2) 40.2 (45.1) (48.0)
All Destinations Outside BlackpoolBorough (figure
for outside Blackpool Zones(Zones 7-10) in 362.7 (330.8) 55.2 (50.4) (49.8)

brackets)
All Destinations Inside Study Area 627.0

Outside Study Area ___

All Destinations Outside Study Area 29.8
Total 656.8 100.0 100.0

Notes: 2017 Expenditure and Market Shares sourced from Table 5 at Appendix 6. 2010 Market Share derived from
Spreadsheet 15, Volume 2, 2011 Fylde Coast Retail StudyInsufficient data is available to enable us to calculate the
2010 market share for destinations inside and outside of the borough.

4.5.39 Table 4.7 below provides a zonal breakdown of the overall convenience goods market share
showing the proportion of the conve nience goods expenditure of the residents in a specific
zone, and across the Blackpool Zones as a whole, that is spent at destinations within

Blackpool Borough.

4540 The table shows that Blackpool Boroughés conveni e
Zonesl 2, 3 and 5, with between 83.9% and 90. 8% of
expenditure spent at a destination within Blackpool Borough. The market share within Zones
4 and 6 is relatively modest, at 60.2% and 67.0%, as many residents in these zones travel
to destinations outside of Blackpool Borough for their convenience goods shopping due to

the proximity of stores in neighbouring authorities .

4.5.41 Inspection of Table 5 at Appendix 6 confirms that the Morrisons at Squires Gate Lane is an
important convenience shopping destination for the residents of Zone 4, attracting 29.7% of
Zone 4 residents6 convenience goods spending. Thi
Zone 4 and Blackpool Borough in neighbouring Zone 9 and is therefore within easy travelling

distance for Zone 4 residents.

4.5.42 Table 5 at Appendix 6 similarly confirms that nearby Thornton -Cleveleys, which is located
just outside of Blackpool Borough, is an important convenience shopping destination for the
residents of Zone 6. The convenience retail offer of Thornton -Cleveleys includes Aldi,
Morrisons and Lidl stores,andaquarter (25.4%) of Zone 6 resident

expenditure is spent in Thornton-Cleveleys Thornton-Cleveleys is within easy travelling
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distance for Zone 6 residents and is located a similar distance from Zone 6 as Blackpool town

centre.
4.5.43  Overall, residents in the Blackpool Zones spend 78.1% of their total convenience goods
expenditure at destinations within Blackpool Borough.
Table 4.7: Blackpool Borough Market Share of Expenditure at 2017 i Convenience Goods
Total Spending in EEEped)
Convenience Blackpool et
Expenditure Borough bLC
e e SHEIC)
%
1 23.6 20.9 88.5
2 39.2 35.6 90.8
3 66.1 55.5 83.9
4 53.6 32.3 60.2
5 38.2 345 90.5
6 49.9 324 65.0
7 177.8 15.0 84
8 30.6 54 17.8
9 99.6 131 131
10 78.2 12.1 15.6
Blackpool Zones Total | 270.6 2113 78.1
Study Area Total ‘ 656.8 ‘ 256.9 39.1
Notes: Sourced from Tables 2 and 5at Appendix 6
4.5.44  Overall, we therefore consider that the convenience goods market share of destinations in

Blackpool Borough is low for Zones 4 and 6 (which in turn effects what appears to be a low

convenience goods market share for destinations in Blackpool Borough as whole). However,

the residents of Zones 4 and 6 are well served by provision just outside of the borough, most

notably the Morrisons store at Squires Gate, which effectively functions as part of Blackpool,

and foodstores in Thornton-Cleveleys. We therefore consider that the convenience goods

market share of Blackpool Borough is reasonable and that there is limited scope for

Blackpool to retain a significantly higher proportion of the convenience goods expenditure of

residents across the Blackpool Zones.

Convenience Goods Shopping Patterns

Summary and Conclusions

1 The most popular stores within Blackpool Borough are the out-of-centre Tesco Extra

WWW.WYyg.com

at Clifton Road Retail Park and Asda at Cherry Tree Road. Both of these stores are out

of centre and have a wide appeal across Blackpool and the wider Study Area, with
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WWW.wyg.com

at Talbot Road are also important convenience goods destinations in Blackpool
Borough. However, after Tesco Extra at Clifton Road Retail Park and Asda at Cherry
Tree Road, the third most popular convenience goods destination for residents of
Blackpool is Morrisons at Squires Gate Lane. Whilst located just outside of Blackpool

Borough within the Fylde administrative area, this store functions as part of Blackpool.

The role of Blackpool town centre as a convenience goods destination for the Study
Area residents is relatively limited in comparison to out-of-centre and other
destinations across the borough. However, it should be noted that Blackpool town
centre benefits from additional convenience goods spendingfrom visitors to Blackpool.
Blackpooltowncentre6s convenience goods shopping
understated by the findings of our assessment of the Study Area residents shopping
patterns, which does not take account of inflow of expenditure from residents outside
of the Study Area.

The opening of the Sai ns bBlackpoblsowrscentrahas at
failed to significantly increase the attraction of Blackpool town centre as a
convenience goods destination for residents across the Study Area as a whole. It
would appear that the store has acted to maintain the market share of Blackpool town
centre in the face of increasing competition elsewhere both in and outside of the

borough.

The Sainsburybds st or e h dosalcerivanienced rétasl provisibny
in Blackpool town centre in this central area of the borough, providing a large
supermarket that provides a comprehensive range of convenience products and

functions as a main food shopping destination for local residents.

Nevertheless, the choice of main food shopping destinations in Zones 1, 2, 3 and 6,
which encompass the central and northern part of the borough, remains limited.
There are two large supermarkets and three medium sized supermarkets in this area
(along with a number of smaller foodstores). However, the two large supermarkets
are both oper at,adalbthree 8fahe medionu sizgdésgpermarkets are
relatively small for a main food shopping destination and two are operated by the

same retailer (Lidl).

The overall convenience goods market share of destinations in Blackpool Borough is
40.2%, which appears low wh en compared against the 45.7% of the Study Area
population resident in Blackpool Borough. We typically expect the convenience goods
shopping needs of residents to be met locally and would expect the market share of

destinations in Blackpool Borough to be comparable to the proportion of the Study
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Area population resident within this area. This lower market share indicates that
Bl ackpool 6s residents are travelling to destir

their convenience shopping needs.

1  Whilst a high proportion of residents in central and eastern parts of the borough
undertake their convenience goods shopping at destinations within Blackpool, many
residents in the north and south of the borough travel to destinations outside of the
borough for their co nvenience goods shopping. Specifically, many residents in north of
the borough undertake their convenience goods shopping at destinations located just
outside of Blackpool Borough in Thornton-Cleveleys, which are within easy reach of
Blackpool residents. Smilarly, in the south of Blackpool, many residents undertake
their convenience goods shopping at the Morrisons at Squires Gate Lane. Whilst
located immediately outside of the borough, this Morrisons store is within close and
easy travelling distance for the residents of Blackpool Borough and effectively

functions as part of Blackpool.

9 Itisconsideredthatt he over all convenience goods provisi
residents, which includes that located just outside of the borough, is meeting the
needsof Bl ac k p oa Thérsfore, wtsiildsetntBl ackpool Boroughods
goods market share appears low, the scope to retain a significantly higher proportion
of Bl ac k pool conwersence gonds expenditureis limited due to the proximity

of the convenience stores located in the neighbouring authorities.

4.6 Comparison Goods S hopping Patterns

Main Destinations for Comp  arison Goods Expenditure in Blackpool Borough

46.1 Table 4.8 below sets out the estimated comparison goods turnover of Blackpool town centre
and the five district centres in the borough, along with the three main out-of-centre
comparison goods shopping destinations for the Study Area residents. Table 4.8 further
compares the current market shares achieved by the defined centres and main out-of-centre

destinations for comparison shopping with those achieved at 2010.

4.6.2 Table 4.8 confirms that Blackpool town centre is the main comparison shopping destination
for the Study Area residents. However, Blackpool town centre is only attracting just under a
third (30.2%) of all spending on comparison goods amongst residents of the Study Area,
equating to some £267.1m. This is considered to be a relatively low market share given that

Blackpool is a sub-regional centre.
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4.6.3 All five of t he hcocentres@re dush lese dsignifitantdcontbarison retail

destinations. Waterloo Road/South Shore District Centre attracts the highest level of Study

Area resident sd s pendamoggstthedistia ceptres(fls.lomnorgo od s
1.2%), followed by Bis pham/Red Bank Road (0.6%), Whitegate Drive (0.5%), Highfield

Road (0.3%), and Layton (0.2) District Centres, which broadly corresponds to the quantity of

comparison goods f|

centres attract just 2.

goods.

Table 4. 8: Main Destinations for

oOorspace
8% (A24

Comp arison Goods Expenditure

in
. 7 m)

each of

the di

of Study Area

within Blackpool Borough

0 d
Area 0 arke 010 Marke
Destinatio -
> a0 e ale ale
penda e
BLACKPOOL BOROUGH
Defined Centres
Blackpool Town Centre! 267.1 30.2 39.0
Waterloo Road/South Shore District Centre 11.2 1.3 0.4
Red Bank Road/Bispham District Centré 5.3 0.6 0.8
Whitegate Drive District Centre 4.5 0.5 -
Highfield Road District Centre 2.3 0.3 -
Layton District Centre 1.4 0.2 -
Main Out -of -Centre Destinations
Blackpool Retail Park, Squires Gate Lane, 95.1 10.7 6.6
Blackpool
Clifton Retail Park, Sandhams Way, 442 50 41
Blackpoof
Cherry Tree Retail Park, Cherry Tree Road, 343 39 37
Blackpoot*
Other Destinations within Blackpool Borough 12.8 1.4 -

Sub Total within Blackpool Borough

Notes: 2017 Expenditure and Market Share sourced from Tables 26 and 27 at Appendix 6. 2010 Market Share
derived from Spreadsheet 6, Volume 2, 2011 Fylde Coast Retail Study.! Includes Houndshill Shopping Centre and
Sainsburyos,?BigphdmDisti cRo&Leéntre and
Tesco Extra, Clifton Retail Park,* Includes Asda, Cherry Tree Road. Data on the 2010 Market Shares for Whitegate
Drive, Highfield Road and Layton District Centres, and B&Q at Whitehills Retail Park was not available in the 2011
Fylde Coast Retail Study.

SainsburyosiincRdess Bank

46.4 After Blackpool town centre, the most significant destinations for comparison goods shopping

within Blackpool Borough are retail parks and other out -of-centre destinations. The most
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popular of which is Blackpool Retail Park at Squires Gaté*, which is located approximately

4km south of Blackpool town centre and encompasses Currys PC World, Harveys, Pets at

Home, Argos, Dunelm, Poundland, Maplin, TK Maxx, Office Outlet, Halfords and Ald stores.

Bl ackpool Retail Park attract A93.7m of the Stud)y
expenditure, equating to a market share of 10.5%. Clifton Retail Park i which is located

approximately 5km south east of Blackpool town centre and encompasses Next Matalan,

Clarks and Tesco Extra storesi is the second most popular out-of-centre retail destination in

Bl ackpool Borough, attracting 4.9% of Study Area

followed by Cherry Tree Retail Park (3.9%) some 3km south east of Blackpool town centre.

4.6.5 Col I ect i velthree maih aucof-geutre tommarison goods destinations as listed in
Table 4.8 attract some £173.6m, or 19.6%, of the Study Area residentsé¢
comparison goods, amounting to around two thirds of that spent in Blackpool town centre.

Competition from out -of-centre retail destinations in Blackpool is therefore substantial.

4.6.6 Comparison with the findings of the 2011 Fylde Coast Retail Studyindicate that the
comparison goods market share of Blackpool town centre has decreased substantially from
39.0% at 2010 to 30.2% at 2017, a nine -percentage point fall.

4.6.7 Conversely, the market share of out-of-centre destinations in Blackpool have increased over
the same period, most notably that achieved by Blackpool Retail Park, which has increased
from 6.6% in 2010 to 10.5% in 2017. The market share of Clifton Retail Park has also
increased over this period, from 4.1% to 4.9%. The market share of Cherry Tree Retail Park

has broadly remained the same.

4.6.8 We consider that this shift is most likely due to the increasing quantity and diversification of
the comparison retail offer within out -of-centre destinations in Blackpool, combined with a
loss of comparison retail floorspace within Blackpool town centre over the last decade as

identified in our healthcheck assessment of Blackpool Town Centrepresented in Section 5%°.

4.6.9 Another important change is likely to be the national trend for the diversification in the types
of retailers represented in out -of-centre locations. As many traditional out -of-centre bulky
goods retailers have struggled or failed since 2010 in the wake of the 2007/2008 financial

crisis, retail park floorspace has been taken up by a wider range of retailers, including

2 Itis recognised that part of Blackpool Retail Park is located within the administrative area of Fylde. However, we have
considered Blackpool Retail Park here as a whole for the purposes of our analysis.

% The latest Experian Goad data indicates that the comparison retail offer in Blackpool town centre decreased to some 53,200
sq.m of floorspace and 198 units at May 2017. The 2008 Fylde Coast Retail Study identified that Blackpool town centre provided
56,600 sq.m of occupied comparison retail floorspace across 225 wnits at December 2007, indicating that some 3,400 sg.m of
comparison retail floorspace and 27 units were lost in the town centre between 2007 and 2017.
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foodstores and tradition high street reta ilers. This trend is most evident at Blackpool Retail
Park, which has seen a large increase in its market share since 2010. Significant changes at
Blackpool Retail Park since 2010 include the closure of Comet in 2013 and the merger of
Currys and PC World nto a smaller unit, with Poundland opening in part of the former Comet
unit and Dunelm expanded into the remaining half in 2014. TK Maxx also opened in 2016.
These changes, along with the opening of Aldi have significantly diversified the retail offer at

Blackpool Retail Park and increased its appeal as a retail destination.

4.6.10 These types of incremental changes to the use of out-of-centre units along with the
incremental expansion of existing units, such as the extension to the Home Bargains store at
Cherry Tree Retail Parkin Blackpool, have proved difficult for Local Planning Authorities to
resist through the key retail planning policy tests set out in the national planning policy
framework. However, it is important to highlight thatt he cumulative impacts of small scale

and incremental out-of-centre development on town centre s can be significant.

4.6.11 Some of the fall in market share of Blackpool town centre since 2010 could also be due to
methodological differences between our Study and the 2011 Fylde Coast Retil Study. WY G 6 s

Study identifies a finer grained distribution of responses and shopping destinations, which

includes all five of Blackpool 6s district centr es

share for Blackpool town centre than the 2011 Fylde Coast Retail Study

Main Destinations for Comparison Goods Expenditure Elsewhere in the Study
Area

4.6.12 Table 4.9 below sets out the main comparison goods shopping destinations for Study Area

residentsdé el sewhere i n BlackpoobBRowuply, buAwiteirathe( i . e .

Study Area). Elsewherein the Study Area, the main comparison goods shopping destination
for the Study Area residents is Cleveleys town centre followed by Lytham and St Annes town
centres combined?®, Freeport Fleetwood Outlet Village / Fleetwood town centre and the B&Q

store at Whitehills Retail Park around 5km south east of Blackpool town centre.

4.6.13 Comparison with the 2010 market shares suggests that the comparison goods market shares
of Cleveleys and Lytham/St Annes Poulton-le-Fylde and Kirkham have increased slightly
since 2010, and the market share of Freeport Fleetwood Outlet Village/Fleetwood town
centre has fallen slightly. Poulton-le-Fylde town centre benefitted from the redevelopment
and refurbishment of its Teanlowe shopping centre and opening of an Aldi store, which we

expect will have contributed to the townods

26 We have combined the responses for Lytham and St Annes town centres as we suspect that the comparisongoods turnovers
for the two centres are not fully distinguished. Thi s i s because respondents may answer
when in fact they mean either Lytham or St Annes town centre.
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recently undergone a programme of public realm improvements although we suspect that
the identified increase in market share is more likely due to the opening of the retail

provision within the Mill Farm Sports Village to the north of Kirkham .

Table 4. 9: Main Destinations for C  omp arison Goods Expenditure  Elsewhere (Outside of
Blackpool Borough) Inside the Study Area

2017 Study
Area 2017 Market 2010 Market

Destinations Residen Share Share

Expenditure
£m ) %

Elsewhere within the Study Area

Cleveleys Town Centre 62.5 7.1 6.6
Lytham/St Annes Town Centre 60.9 6.8 6.8
Freeport Fleetwood Outlet Village, Anchorage 316 36

Road, Fleetwood ' ' 6.9
Fleetwood Town Centre 24.2 2.7

B&Q, Whitehills Retail Park, Preston New 29.4 33 18
Road, Blackpool

Poulton-le-Fylde Town Centre 17.4 1.9 1.3
Kirkham Town Centre 14.5 1.6 0.9
Other Destinations Elsewhere within the 29.0 33 i
Study Area

Sub Total Elsewhere within the Study

Area

Notes: 2017 Expenditure and Market Share sourced from Tables 26 and 27 at Appendix 6. 2010 Market Share
derived from Spreadsheet 6, Volume 2, 2011 Fylde Coast Retail Study.! Includes Teanlowe Shopping Centre

Main Destinations for Comparison Goods Expendit ure Outside the Study Area

46.14 Table410bel ow sets out the main destinations for
shopping outside of the Study Area. Preston city centre is the main leakage destination for
Study Area residents spending followed by Manchester city centre, Deepdale shopping park
in Preston and The Trafford Centre in Manchester. Notably, leakage to both Preston city

centre and Deepdale shopping park has decreased since 2010

27 Whilst not in the town centre , respondents may have answered Kirkham, when in fact they mean Mill Farm Sports Village,
which is just to the north of Kirkham .
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Table 4. 10: Main Destinations for C omp arison Goods Expenditu re Outside the Study Area

2017 Study
Destinations Area 2017 Market 2010 Market
Resi den Share Share
Expenditure
£m % %
Preston City Centré* 44.3 5.0 8.0
Manchester City Centre 15.5 1.7 1.2
Deepdale, Blackpool Road, PrestoA 14.3 1.6 3.6
The Trafford Centre, Manchester 10.8 1.2 1.1
Riversway Retail Park, Preston Riversway,
i 6.6 0.7 -
Mariners Way, Preston
Gemini Retail Park, Europa Boulevard,
. 6.0 0.7 -
Warrington
Lancaster City Centre? 5.3 0.6 0.5
Other Destinations Outside the Study Area 40.9 4.6 53

Total Outside the Study Area

Notes: 2017 Expenditure and Market Share sourced from Tables 26 and 27 at Appendix 6. 2010 Market Share
derived from Spreadsheet 6, Volume 2, 2011 Fylde Coast Retail Study. Includes Fishergate Shopping Centre,?
Includes Morrisons, ® Includes St Nicholas Arcades and Sainsburys, Cable Street. Data on the 2010 Market Shares
for Riversway Retail Park and Gemini Retail Park was not available in the 2011 Fylde Coast Retail Study.

Comparison Goods Expenditure Retention within the Study Area

4.6.15 Table 4.11 shows that, of the Study Area residentsbtotal £884.3m expenditure on
comparison goods, 84.1% is spent in stores and centres within the Study Area, which is
referred to as the detention rate d The remaining 15.9% ofthe St udy Ar ea resi dent s¢
comparison goods expenditure is spent in destinations outside of the Study Area, and is

referred to as 0l eakagebd

4.6.16 This is a high rate of comparison goods expenditure retention, particularly given the
proximity of the Study Area to the higher order settlement of Preston, and indicates that the
comparison goods offer in the Study Area is meeting the needs of its residents. Table 4.11
further shows that the comparison goods expenditure retention rate has increased by 3.8
percentage points since 2010, meaning that more Study Area residents are now undertaking
their comparison goods shopping locally. This modest improvement in the comparison goods
expenditure retention rate represents a significant achievement given that the retention rate
within the current Study Area at 2010, of 80.3% as shown in Table 4.11, was already
reasonably high?8. This improvement reflects the decline in the popularity of Preston City
Centre and Deepdale for comparison retail shopping amongst the Study Area residents in

favour of destinations within the Study Area.

28 Note that this differs from the retention rate identified in the 2011 Fylde Coast Retail Study , of 75.2%, which relates to the
different study area defined in the 2011 Fylde Coast Retail Study
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Table 4. 11: Comparison Goods Expenditure Retention and Leakage

2017 Study
Area 2017 Market 2010 Market
Resi den Share Share
Expenditure

£m ) %

Destinations

Inside Study Area

All Destinations I nside Blackpool Borough

(figure for Blackpool Zones (Zones 1-6) in 478.1 (509.7) 54.1 (57.6) (56.5)
brackets)

All Destinations Elsewhere in Study Area

(figure for outside Blackpool Zones (Zones 7- | 265.4 (233.9) 30.0 (26.5) (23.8)
10) in brackets)

All Destinations Inside Study Area ‘ 743 .6

Outside Study Area ___

All Destinations Outside Study Area ‘ 140.7 15.9 19.7
Total ‘ 884.3 100.0 100.0

Notes: 2017 Expenditure and Market Shares sourced from Tables 26 and 27 at Appendix 6. 2010 Market Share
derived from Spreadsheet 6, Volume 2, 2011 Fylde Coast Retail Study Insufficient data is available to enable us to
calculate the 2010 market share for destinations inside and outside of the borough.

4.6.17 The retail strategy in the Core Strategy is based on the dnoderatedincrease in the retention
rate scenario considered in the 2011 Fylde Coast Retail Study, whereby the retention rate
identified at 2010 for the study area defined in the 2011 Fylde Coast Retail Study( t he 62011
study aread increasesfrom 75.2% 2° by 2.8 percentage points by 2021 and by 4.8
percentage points by 2026. The 2011 study area encompasses a larger area than that
covered by the Study Area defined in this report, meaning that we cannot directly compare
the percentage point increase in the retention rate identified above from Table 4.1 1 with

those tested in the 2011 Fylde Coast Retail Study.

4618 Nevertheless, we are still able to assess the prec
increase in the retention rate tested in the 2011 Fylde Coast Retail Study. Assuming all of the
increase in the retention rate tested across the 2011 study area is to occur within the current
Study Area, the percentage point increasestested in the 2011 Fylde Coast Retail Study
equate to increases of 3.0 percentage points by 2021 and 5.3 percentage points by 2026

within the curre nt Study Area.

2 The 2011 study area adopted in the 2011 Fylde Coast Retail Study encompasses a larger area than the Study Area in this
report. Zones 11 and 15 as defined in the 2011 Fylde Coast Retail Study are excluded from the current Study Area as detailed in
Section 4.3. Note that we derived the 2010 retention rate of 80.3% shown in Table 4.11 from 2011 Fylde Coast Retail Study
data based on the current Study Area, whereas the 75.2% stated here relates to the retention rate for the 2011 study area.
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4.6.19 The findings of the 2017 household survey therefore suggest that the increase in the
retention rate across the current Study Area between 2010 and 2017, of 3.8 percentage
points, has outstripped expectations for moderate increase in the retention rate over the
period 2010 to 2021 (of 3.0 percentage points, equivalent to the 2.8 percentage point
increase across the 2010 study area tested in the 2011 Fylde Coast Retail Study).

4.6.20 Table 4.11 further shows that some 54.1% (£478.1m)of t he St udy tétalea resi de
expenditure on comparison goods is spent in destinations in Blackpool Borough. The market
share of destinations in Blackpool Borough is higher than the proportion of the Study Area
population resident within this area (as noted earlier in this report, some 45.7% of the total
Study Area population are resident within Blackpool Borough). Residents outside of Blackpool
Borough (but within the Study Area) are therefore spending more on comparison goods at
destinations within the Borough than residents of Blackpool Borough are spending at
destinations outside of the Borough. When considered against the distribution of the Study
Area population across the Study Areathis market share therefore confirms that comparison
retail destinations within Blackpool Borough are drawing in residents from the wider Study

Area.

4.6.21 Due to methodological differences in the reporting of the household survey results between
the current and the 2011 Fylde Coast Retail Study we were unable to identify the 2010
market share for all destinations in Blackpool Borough. To enable us to directly compare our
findings with the 2011 Study, we additionally calculated the market share of all destinations
in and outside of the Blackpool Zones (i.e. Zones 1-6), which are included in Table 4.11 as
the figures in brackets. These figures indicate that the overall comparison goods market
share of destinations in the Blackpool Zones hasincreased slightly since 2010, from 56.5%
to 57.6% (an increase of 1.1 percentage points). The market share achieved by destinations
elsewhere within the Study Area outside of the Blackpool Zones (i.e. Zones 7-10) has

increased by 2.7 percentage points, from 23.8% to 26.5%.

4.6.22 Therefore, whilst the market share of the Blackpool Zones has increased slightly since 2010,
much of the increase in the overall Study Area comparison goods retention rate is due to an
increase in local shopping in those parts of the Study Area outside of the Blackpool Zones
(i.e. Zones 7-10) rather than an increase in spending at destinations within the Blackpool

Zones.

Comparison Goods Expenditure Retention within Blackpool Borough

4.6.23 Table 4.12 below shows the proportion of the total comparison goods expenditure of

residents in each Study Area zone that is spent at destinations within Blackpool Borough.
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4.6.24

4.6.25

4.6.26

BlackpoolBoroughd s compar i son g owithinsZonasal itolsenhichgamges fiom

75.0% in Zone 4 t0 89.7% in Zone 2, is reasonably high. As for convenience goods

spendi ng, Bl ackpool 6s comparison goods mar ket

outside of Blackpool.

BlackpoolBoroughd s mar ket share is much | ower in Zones

Zone 810 41.6% in Zone 9, which reflects that this part of the Study Area primarily
encompasses parts of the Fylde and Wyre local authority areas and residents in this area are
therefore located outside of Blackpool Borough. Residents in these parts of the Fylde and
Wyre local authority areas undertake much of their comparison goods shopping in defined
centres and other local destinations within those parts of the Study Area outside of Blackpool
Borough, ranging from 29.1% for the residents of Zone 10 to 50.9% for the residents of
Zone 7. Residents inZones 7 to 10 are also in relatively close proximity to competition from
outside of the Study Area, most notably Preston city centre and facilities such as Deepdale.
Destinations outside the Study Area achieve a market share in Zones 7 to 10 ranging from
9.7% in Zone 7 to 34.9% in Zone 10.

The market share figures for the Blackpool Zones (Zones 1-6), which are included in Table
4.12 in brackets, enable us to compare the findings of the 2017 household survey with the
2010 household survey results. These figures indicate that the comparison goods market
share of destinations in the Blackpool Zones has increased within seven of the Study Zones
(Zones 1, 2, 3, 5, 7, 9 and 10) since 2010. However, the comparison goods market share of
destinations in the Blackpool Zones has decreased in the remaining Study Zones (Zones 4, 6
and 8). In Zone 4, the fall in the market share of the Blackpool Zones is primarily attributable
to a shift in spending to destinations in Lytham St Annes. Residents in Zones 6 and 8 are
increasingly undertaking their comparison goods shopping in Thornton-Cleveleysand

Lancaster, respectiely, rather than within the Blackpool Zones.
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Table 4. 12: Comparison Goods Spending Market Share of ~ Blackpool Zones by Zone

2017 2017 2010
2017 Total o Blackpool Blackpool
. Spending in
Comparison Borough Zones
) Blackpool
Expenditure Borough Market Market
£m Share * Share
£m % %
1 25.2 21.4 85.0 (87.5) (73.5)
2 43.7 39.2 89.7 (92.5) (85.9)
3 85.8 71.6 83.5 (88.2) (79.8)
4 68.8 51.6 75.0 (80.8) (83.4)
5 48.5 39.6 81.8 (84.7) (81.2)
6 66.9 43.9 65.7 (67.9) (72.5)
7 243.1 95.7 39.4 (42.4) (41.5)
8 42.5 13.3 31.3(34.0) (37.6)
9 145.8 60.6 41.6 (45.5) (45.0)
10 114.0 41.0 36.0 (39.9) (35.5)

Blackpool Zones Total 78.9 (82.7)

Study Area Total 54.1 (57.6)

Notes: 2017 Market Shares sourced from Tables26 and 27 at Appendix 6. 2010 Market Share derived from
Spreadsheet 6, Volume 2, 2011 Fylde Coast Retail Study. Insufficient data is available to enable us to calculate the
overall 2010 market share for Blackpool Borough. *Blackpool Zones Market Share inbrackets.

Categories of Comparison Goods Shopping

4.6.27 Tables 4.13 and 4.14 identify the market share and total expenditure secured by the main
destinations for comparison goods shopping across the eight comparison goods sub-

categories.

46.28 Table4l4shows that, of the Study Area residentéds tot

categories of comparison goods:
1 Spending on clothing and footwear accounts for £260.6m (29%);
1 Spending on books/CDs/DVDs and stationery accounts for £42.1m (5%);
1 Spending on smdl household goods and personal effects accounts for £92.4m (10%);
1 Spending on recreational items accounts for £121.9m (14%);
1 Spending on chemist and health/beauty items accounts for £129.3m (15%);
1 Spending on electrical goods accounts for £112.5m (13%);
1 Spending on DIY and gardening products accounts for £49.6m (6%); and

1 Spending on furniture and carpets accounts for £75.6m (9%);
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4.6.29 Table 4.13 shows that retail destinations within the Study Area secure a high retention rate
for six of the eight categories of comparison goods, namely, Books, CDs and DVDs, Small
Household, Recreation, Chemist, Electrical and DIY & Gardening. For these categories, the
retention rate ranges from 81.5% for the Small Household category to 95.6% for Chemist
items. The retention rate for the remaining two categories, Clothing & Footwear and
Furniture, is slightly lower at 77.4% and 78.1% respectively, although we still consider these

to be a reasonable level of expenditure retention.

Clothing & Footwear

4.6.30 Tables 4.13 and 4.14 show that Blackpool town centre is the most popular destination for
Study Area residentsd s p eBladkpaolgowoaentredlaoshi ng & f oot
£116.4m of the £260.6m expenditure retained within the Study Area, equating to a market
share of 44.7%. Freeport Fleetwood Oultlet Village is the next most popular destination for
clothing and footwear, which attracts a market share of 9.6%, followed by Preston City
Centre (8.2%) and Clifton Retail Park in Blackpool (6.6%).

4.6.31 Examination of the 2011 Fylde Coast Retail Stidy findings indicates that the market share of
Blackpool town centre for spending on clothing and footwear has increased from 39.9% at
2010t o 44. 7% at 2017. Blackpool town centreds mar |

footwear has therefore increased by a substantial 4.8 percentage points since 2010.

4.6.32 We consider that the Clothing & Footwear market share of Blackpool town centre remains
relatively modest given its position in the retail hierarchy and role as a sub -regional centre.
Consumers generallyprefer a comprehensive choice when buying such items and, therefore,
often make clothing and footwear purchases at higher order centres. We consider that
Bl ackpool town centre could attract a higher prog
important comparison goods category. Clothing and footwear accounts for nearly a third of
all comparison goods spending and is fundamental to a strong town centre comparison retail

offer.

Books, CDs and DVDs

4.6.33 Tables 4.13 and 4.14 show that Blackpool town centre claims £16.7m of the Study Area
r e s i ded2dm expenditure on books, CDs and DVDs, equating to a market share of
39.4%. Lytham and St Annes town centres are collectively the next most popular destination

for books, CDs and DVDs, which attract a market share of 9.5%, followed by Preston City

30 Derived from Spreadsheet 10b of Volume 3 of the FCRS (market share adjusted to exclude Zones 11 and 15 andspecial forms
of trading)
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4.6.34

4.6.35

4.6.36

4.6.37

4.6.38

4.6.39

Centre (market share of 8.2%) and Clifton Retail Park in Blackpool (5.9%) and Cleveleys

Town Centre (5.9%). We consider this a reasonable market share for Blackpool town centre.

Small Household Goods

Blackpool towncentreat t r act s a mar ket share of only 26. 3% ¢
expenditure on small household goods, which we consider is relatively low. The next most

popular destinations for small household goods are Blackpool Retail Park, which attracts a

market share of 14.5%, Clifton Retail Park (6.6%) and Cleveleys town centre (5.6%).

Recreational Goods

Blackpool towncentreat t r act s a mar ket share of 31.1% of re:
recreational goods, which we consider to be a relatively modest market share. The next most

popular destinations are Cherry Tree Retail Park and Blackpool Retail Park, which attract a

market share of 12.8% and 12.3% respectively, followed by Lytham/St Annes town centres

(9.4%) and Cleveleys town centre (6.7%).

Chemist Goods

Blackpooltowncentre at t ract s a mar ket share of 26. 7% of r ec
goods, which whilst a low market share, reflects that these types of products are typically

purchase locally. The next most popular individual destinations are Lytham/St Annes,

Cleveleys and Poultonle-Fylde town centres, again reflecting that residents are able to

purchase these types of product close to home.

Electrical Goods

Destinations in Blackpool Borough collectively at
expenditure on electrical goods, indicating that the retail provision in Blackpool Borough is
serving a wide role in terms of shopping for electrical goods and draws in residents from

across the Study Area.

The most popular destination for electrical goods amongst the Study Area residents is
Blackpool Retail Park, which attracts a market share for these types of products of 45%.
Blackpool town centre is the next most popular destination attracting a market share of

14.6%, followed by Cleveleys town centre (10.2%).

The retail sale of bulky electrical goods such as household appliancestypically requires large

amounts of low-cost floorspace that is not usually available in town centre locations.
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Therefore, bulky goods retail provision in out-of-centre retail locations such as Blackpool
Retail Park should generally be considered complementary to town centre retail offer.

Nevertheless, we considerthatBl ackpool 6 s mar ket issdlativelgloni. n t hi s c @

DlY and Gardening

4.6.40 The most popular destination for DIY and gardening goods amongst the Study Area
residents is by far the B&Q store at Whitehills Retail Park just outside of Blackpool Borough,
which attracts a market share for these types of products of 51.7%. Only 20.1% of the
Study Area r esi dmrDiYasddeceratipgegoods ig spentén destinations in
Blackpool Borough. However, this is not considered to be a particular issue given the bulky
nature of DIY and gardening products, along with the proximity to the borough of the B&Q

store, which serves a wide catchment encompassing Blackpool and the Fylde Coast

Furniture

4.6.41 The most popular destination for furniture is Blackpool town centre, although it only attracts
21.3% of residents spending on this category of goods. The next most popular destinations
are Blackpool retail park (12.8%), Lytham/St Annes town centres (9.7%) and Cleveleys town
centre (7.2%) and Preston City Centre (7.0%). Whilst it is recognised that bulky furniture
retailers are often focused in out-of-centre locations that complement the town centre retalil
offer, we nevertheless consider that the market share for Blackpool town centre is relatively

modest.
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Table 4.13: Main Destinations for Comparison Goods Shopping by Category of Goods T
Market Share

Market Share of Study Area Resi dent sd Expe

=

Destination

Clothing &
Footwear
Books/CDs/

DVDs
Household
Recreation

Electrical
Gardening
Furniture
Comparison

X
X
X
X

Inside Study Area

Blackpool Borough

Blackpool Town Centré 447 394 26.3 311 26.7 14.6 9.5 213 30.2
District Centres 0.9 13 3.7 1.9 6.9 2.7 2.5 4.0 2.8
Blackpool Retail Park 15 0.1 14.5 12.3 0.3 458 25 12.8 10.7
Clifton Retail Park 6.6 5.9 6.6 3.0 6.3 4.4 0.6 1.7 5.0
Cherry Tree Retail Park 2.2 4.5 4.2 12.8 1.9 2.1 0.6 2.8 3.9
Other Destinations 0.1 0.5 1.8 0.6 24 1.3 4.5 4.0 14

Sub-Total Blackpool Borough

Elsewhere in Study Area

Cleveleys Town Centre 45 5.9 5.6 5.5 13.0 10.2 4.6 7.2 7.1
Lytham/St Annes Town Centres 3.3 9.5 4.7 7.7 15.3 2.6 2.9 9.7 6.5
Freeport Fleetwood Outlet Village 9.6 1.8 4.1 1.6 0.3 0.3 0.0 0.0 3.6
Fleetwood Town Centre 24 35 0.9 3.8 3.8 11 1.7 4.5 2.7
B&Q, Whitehills Retail Park 0.0 0.0 0.6 0.0 0.0 0.5 51.7 34 33
Poulton-le-Fylde Town Centre? 0.2 2.0 2.8 0.9 7.3 0.4 3.1 0.8 1.9
Kirkham Town Centre 0.1 0.6 3.1 0.7 2.3 2.8 1.1 4.1 1.6
Other Destinations 13 6.7 2.7 1.0 8.1 3.2 7.3 1.7 3.3

Sub-Total Elsewhere in  Study Area

Total Inside Study Area

Outside Study Ar ea

Preston City Centre! 8.2 8.2 1.7 4.6 2.7 1.4 2.0 7.0 4.9
Manchester City Centre 2.7 35 4.2 15 0.2 1.0 0.0 0.0 1.8
Deepdale’ 21 0.0 0.3 4.2 0.9 0.2 0.1 2.0 15
Trafford Centre 2.3 1.9 1.9 1.0 0.1 0.4 0.0 0.4 1.2
Other Destinations 7.3 4.6 10.4 5.9 1.7 4.8 5.3 125 6.5

All Destinations Outside Study Area 18.2 ‘ 18.6 171 B 7.8 7.4 21.9

Total 100.0 ‘100.0 100.0 100.0 100.0 100.0 100.0

Notes: Sourced from Tables 10 to 27 of Appendix 6

Market share of study area residentsbtotal expenditure on each category on comparison goods

1 includes Houndshill Shopping Centre and Sainsburys? Includes Asda, Cherry Tree Road.® Includes Teanlowe
Centre. 4 Includes Fishergate Shopping Centre.® Includes Morrisons, Deepdale.
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Table 4.1 4: Main Destinations for Comparison Goods Expenditure by Category of Goods T
Total Expenditure

Study Area Residentsd

Destination

Clothing &
Footwear
Books/CDs/
Household
Recreation
Electrical
Gardening
Furniture
A\
Comparison

th
=
th
th
=
th
=
th
=
th
=
th
=
th
=

Inside Study Area

Blackpool Borough

Blackpool Town Centré 116.4 | 16.7 24.3 37.9 34.6 16.4 4.7 16.1 | 267.1
District Centres 2.3 0.6 3.4 2.3 8.9 3.1 1.2 3.0 24.7
Blackpool Retail Park 3.8 0.0 13.4 15.0 0.4 51.5 1.3 9.7 95.1
Clifton Retail Park 17.3 2.5 6.1 3.7 8.1 5.0 0.3 1.3 44.2
Cherry Tree Retail Park 5.7 1.9 3.8 15.6 2.4 2.4 0.3 2.1 34.3
Other Destinations 0.4 0.2 1.6 0.7 3.0 15 2.2 3.1 12.8

Sub-Total Blackpool Borough

Elsewhere in Study Area

Cleveleys Town Centre 11.8 25 5.2 6.7 16.9 115 2.3 5.5 62.3
Lytham/St Annes Town Centres 8.6 4.0 4.3 9.4 19.8 2.9 14 7.4 57.8
Freeport Fleetwood Outlet Village 24.9 0.8 3.7 1.9 0.4 0.3 0.0 0.0 32.1
Fleetwood Town Centre 6.2 15 0.9 4.6 4.9 1.2 0.9 34 23.6
B&Q, Whitehills Retail Park 0.0 0.0 0.5 0.0 0.0 0.6 25.6 2.6 294
Poulton-le-Fylde Town Centre? 0.6 0.9 2.6 1.1 9.4 0.5 1.5 0.6 17.2
Kirkham Town Centre 0.3 0.3 2.8 0.9 3.0 3.1 0.6 3.1 14.1
Other Destinations 35 2.8 25 1.2 104 3.6 3.6 1.3 29.0

Sub-Total Elsewhere in  Study Area

Total Inside Study Area
Outside Study Ar ea

Preston City Centre! 213 3.5 1.6 5.6 3.4 15 1.0 5.3 43.2
Manchester City Centre 7.2 15 3.9 1.8 0.2 11 0.0 0.0 15.8
Deepdale’ 54 0.0 0.3 5.1 1.2 0.3 0.1 15 13.7
Trafford Centre 5.9 0.8 1.8 1.2 0.1 0.5 0.0 0.3 10.6
Other Destinations 19.1 1.9 9.7 7.1 2.2 5.3 2.6 9.5 57.5

All Destinations Outside Study Area 7.7 ‘ 17.2 20.8 7.1 8.8 3.7

Total 42.4 ‘ 924 1219 1293 1125 496

Notes: Sourced from Tables 11 to 26 of Appendix 6

Market share of study area residentsbtotal expenditure on each category on comparison goods

1 includes Houndshill Shopping Centre and Sainsburys? Includes Asda, Cherry Tree Road.® Includes Teanlowe
Centre. 4 Includes Fishergate Shopping Centre.® Includes Morrisons, Deepdale.

Comparison Goods Shopping Patterns Summary and Conclusions

St udy Ar e a Cdmpasidom@oads Bxpenditurein Blackpool Town Centre

1 Blackpool town centre is the main destination amongst the Study Area residents for
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comparison goods shopping overall. Nevertheless, Blackpool town centre attracts less
than athirdoft he Study Area residentsd total spendin

we consider to be low for a sub-regional centre.

1 Competition from out -of-centre retail destinations in Blackpool is substantial. After
Blackpool Town Centre, the most significant destinations for comparison goods
shopping within Blackpool Borough are Blackpool Retail Park Clifton Retail Park and
Cherry Tree Retail Park. These three out-of-centre destinations collectively attract
around a fifthofthe Study Area residentsé ,samaumidgi ng on ¢

to around two -thirds of that spent in Blackpool town centre .

I The overall comparison goods market share of Blackpool town centre has fallen by a
substantial 8.8 percentage pointssi nce 2010, whereas the popul ar
three main retail parks has increased. We consider that this shift reflects the
diversification of the comparison retail offer and increase in the overall quantity of
out-of-centre comparison retail floorspace in Blackpool Borough, as well as the

decrease in comparison retail floorspace within Blackpool town centre since 2007.

1 Whilst the overall comparison goods market share of Blackpool town centre has
declined since 2010,Bl ackpool t own a@reof spengdifgsvithinghe k et s h
clothing and footwear category has increasedfrom 39.9% at 2010 to 44.7% at 2017 ,
a substantial 4.8 percentage point increase. This increase in Blackpooltown centred s
clothing and footwear market share is an important achievement given that the
clothing and footwear comparison goods category is fundamental to a strong town

centre comparison retail offer.

1  Whilst we recognise the important complementary role of out -of-centre bulky goods
retailing in providing a complementary offer to the town centre, we nevertheless
considerthatBl ac kp ool t own c e sdcnoss hany atharrcegdries®fh ar e

comparison goods isrelatively modest.

Study Area Residentsdé Compar ivathmheSiodydrea Expendi t uri

1 Of the Study Area residentsdtotal expenditure on comparison goods, 80.3% is spent
in destinations within the Study Area, which we consider to be a high retention rate
given the proximity of the Study Area to the higher order settlement of Preston . The
retention rate has increased by 3.8 percentage points since 2010 meaning that more
residents are now undertaking their comparison goods shopping locally. This increase
has outstripped expectations for a moderate increase in the retention rate scenario

tested in the 2011 Fylde Coast Retail Studyby 0.8 percentage points.
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1 However, much of this increase in the retention rate across the Study Area is
attributable to an increase in local shopping by residents in those parts of the Study
Area within the Fylde and Wyre local authority area, with Cleveleys, Poulton and
Kirkham all increasing their market shares since 2010. Whilst the overall market share
of destinations in the Blackpool Zones (Zones 1 to 6, which broadly correspond to
Blackpool Borough) hasincreased slightly since 2010, this is primarily due to the
substantial increase in the market shareof Bl ackpool Retail Park, the

out-of-centre retail destination.

Study Area Resident sd Co inBlackaod BorougGlyydehs Expendi t ui

1 The residents of south, central and eastern parts of Blackpool Borough (Zones 1 to 5)
complete a high proportion of their comparison goods shopping at destinations within
Blackpool Borough. In the north of the borough (Zone 6), Blackpool Boroughd s
comparison goods mar ket share is more modest, witdt
comparison goods expenditure spent in destinations outside of the borough. Many
residents in the north of the borough (Zone 6) undertake their comparison goods
shopping in Cleveleys towvn centre, which is located just outside of Blackpool Borough

and within easy reach of residents in the north of Blackpool Borough (Zone 6).

1 Whilst BlackpoolBorough6 s mar ket share is much | ower in t|
Area outside of Blackpool Borough (Zones 7 to 10), these parts of the Study Area
primarily encompasses parts of the Fylde and Wyre local authority areas and residents
in this area are therefore located outside of Blackpool Borough. Residentsin each of
Zones 7 to 10 undertake much of their comparison goods spending in defined centres
and other local destinations within Zones 7 to 10. Residents in Zones 7 to 10 are also
in proximity to competition from outside of the Study Area, most notably Preston city
centre and facilities such as Deepdale. Destinations outside the Study Area attract
between around a tenth and a third of residentséspending on comparison goodsin

each of Zones 7 to 10.

Scope to Further Improve Market Share of Blackpool Borough

1 We therefore consider that the scope to further improve the market share of
Blackpool Borough is limited. The retention of comparison goods expenditure amongst
t he bor oug hi$areadydigh adressmost of Blackpool Borough (Zones 1 to
5). Whilst a substantial proportion of the comparison goods expenditure of residents
in the north of Blackpool Borough (Zone 6) flows to destinations within the Wyre local

authority area, this largely reflects the proximity of Cleveleys town centre to Blackpool
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Borough and its important role in serving residents in the north of Blackpool Borough.

1 Inthose parts of the Study Area outside of Blackpool Borough (Zones 7 to 10), the
retentonof residentsd expenditure within the Stud:
significantly since 2010. Leakage to destinations outside of the Study Area now
accounts for lessthanafithof Zone 7 to 10 residentsd total
goods. We consider that the potential to clawback further expenditure leaked to

destinations outside the Study Area is therefore limited.

Scope to Further Improve Market Share of Blackpool Town Centre

1 Nevertheless, gven Blackpooltown centre® position in the retail hierarchy and role as
the sub-regional centre, we consider that Blackpool town centre should be attracting a
higher proportion of spending on comparison goods from residents across the Study
Area. Whilst the increase in Blackpool town centre6 s ma r k eftspersdimgon e
clothing and footwear since 2010 points to a strengthened town centre clothing and
footwear offer, this boost is undermined by a substantial decline in Blackpool town

centre6 s o campaaisoh goods market share.

1 We consider that there is potential for Blackpool town centre to attract a higher
proportion of the comparison goods expenditure of residents within the borough
across many of the categories of comparison goods, as well as from its wider Fylde
Coast catchment. However, this would require the delivery of a step change in the
quality of Blackpooltowncentre6 s of f er t o attrthettwnoeotnee r esi de
and enable the centre to better compete with destinations within the borough, both in
and outside of the Study Area. The planned investment at the Leisure Quarter Site,
along with other investment schemes within the town centre (Winter Gardens, Talbot
Gateway) could act as this catalyst to draw spending back into the town centre away
from out of centre destinations, adjusting the patterns of spending within the Borough
as a whole (whilst ensuring that the strategy set out in the Core Strategy relating to
the retention rate is retained). It will be important to ensure that the retail offer is

complementary to the existing town centre offer.

4.7 Customer Behaviour

4.7.1 The results of the household survey are useful in understanding customer behaviour in terms
of how people undertake their convenience and comparison goods shopping. When
respondents to the household survey were asked to provide the principal reason they choose

to undertake their main food shopping at a particular store, the most popular response
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(provided by 32.7% of respondents) was that their chosen store was near to home. The next
popular answer was that the store offered lower prices (identified by 15.0% of respondents),
9.9% stated it was due to the choice of food goods and 8.9% stated that it was due to it

being value for money.

4.7.2 The majority of household survey respondents (54.7%) do their main food shopping at least
once a week, with 17.3% undertaking main food shopping at least twice a week, and 14.7%
doing such shopping at least once a fortnight. The most popular time to undertake main
food shopping is on weekdays during the day (48.3%). Only 11.7% of respondents
undertake their main food shopping on a Saturday and 8.6% undertake their shop on
weekdays during the evening. These proportions of main food shops accord with findings of

other recent comparable studies across the North West region and the wider UK.

4.7.3 In terms of linked tr ips, the household survey results have been analysed in order to identify
those respondents who link main food shopping trips to town centre stores with other
activities. We have specifically identified those linked trips that derived from main food
shopping trips to The Sai nsbhanmesulfssaresetoutinddble 415 Gat eway
bel ow. A total of 35.0% of shoppers who stated tl}
store for main food shopping responded stating that they linked their trip to the s tore with
another function in the town centre. Of those 35.0%, 11.1% stated that they link their trip
with other food shopping, 9.0% stated that they link their trip with non -food shopping and

5.6% said they link their trip with a journey to or from work.

4.7.4 Respondents were asked if they ever visit Blackpool town centre and the five defined district
centres. 75.3% of all of the respondents stated that they visit Blackpool town centre. Of the
district centres, 21.9% stated that they visit Bispham district cen tre, 21.2% visit South Shore
district centre, 19.7% visit Whitegate, 15.1% visit Highfield and 10.1% visit Layton. 17.7%

do not visit any of the centres.
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Table 4.15: Proportion of Town Centre Main Food Shopping Trips Linked with Other

Activities
Response Sainsburyés Tal bot
Yesi non-food shopping 9.0%
Yes'i other-food shopping 11.1%
_Ye;T yisiting services such as banks and other financial 2.8%
institutions
Yes' leisure activity 1.2%
Yes' travelling to / from work 5.6%
Yesi travelling to / from school / college / university 0.0%
Yesi getting petrol 0.0%
Yesi visiting café / pub / restaurant 5.3%
Yesi visiting family / friends 0.0%
Yesi visiting health service such as doctor, dentist, hospital 0.0%
Yesi _visiting other service such as laundrette, hairdresser, 0.0%
recycling
Yesi other activity 0.0%

Source: NEMS Household Survey, Question 11

4.7.5 Of those respondents who visit a centre, the main reason for visiting it is the choice and
range of shops (29.8%), followed by the centreds
(17.5%). A total of 61.7% of respondents typically travel to the centre by car and 13.9% by
bus. Asking respondents why they do not visit each of the centres, 13.0% said they do not

visit Blackpool because of the lack of choice of shops.

4.7.6 Respondents were asked whether they undertake shopping via electronic means i.e. home,
mobile or TV shopping. The majority of respondents (57.0%) stated that they shop via home
internet, 26.0% shop via portable internet devices (mobile phone, tablets etc) and 2.5%
shop via the TV. When asked which goods their household purchases via electronic
shopping, the highest positive response was for clothes (50.6%), followed by books (36.2%)
and CDs, DVDs and music (28.2%). Overall, 9.0% of respondents said that they shop via

internet for food.

4.8 In Street Surveys

48.1 In street surveys were undertaken by NEMS Market Research in Blackpool town centre in
September 2017. The purpose of the surveys is to provide an insight into the views and
behaviours of customers, residents and visitors in relation to their visits to the two town

centres.
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4.8.2 The surveys were undertaken at various locations across the centre, to ensure that a range
of respondents were questioned. In total, 100 surveys were undertaken in Blackpool town

centre. A copy of the in-street survey results is included at Appendix 3.

Reason for visiting the centres

4.8.3 Respondents were asked why they chose to visit Blackpool. 17.0% of all respondents stated
that they visit Blackpool to é6browsed and 16. 0% s

and shoe shopping.

Table 4. 16: Main Reason for Choosing to Shop/Visit the Town centre

Clothes and .
Blackpool Browsing 17.0% | Shoe 16.0% Work/Schoo 11.0% Sainsb| 10.0%
Shopping I/ College Talbot

Source: NEMS In Street Survey Question 9

Food Shopping

4.8.4 Respondents to the in street survey were also questioned in respect of how often they
visited Blackpool town centre to undertake their main food shop . Of the respondents, 24.0%
stated indicated that they visit the centre once a week to undertake their main food shop
and 19.0% responded that they visit once a fortnight . A total of 38.0% of respondents said

that they never visit Blackpool town centre to undertake main food shopping.

Table 4.17: Frequency of Visit to Town Centre to Undertake Main Food Shopping

2-3 times Once a Once a e A Less than

Centre Every day once a

a week week fortnight month
month

Blackpool 2.0% 9.0% 24.0% 19.0% 2.0% 1.0% 38.0%
Source: NEMS In Street Survey Question 14

Non -Food Shopping

4.8.5 Turningtonon-f ood shopping and the frequency of respong
the visit the centre 2 -3 times a week, followed by 20.0% stating that they visit once a
fortnight. A total of 7.0% of the respondents stated that they visit daily and 9.0% stated that

they visit less than once a month.

Table 4.18: Frequency of Visit to Town centre for Non -Food Shopping

2-3 times Once a Once a ~ze el

Every day once a

a week fortnight month

month

Blackpool 7.0% 23.0% 19.0% 20.0% 6.0% 9.0%

Source: NEMS In Street Survey Question 13
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Types of Shops and Services Desired by Respondents

4.8.6 Respondents were also asked what types of shops or services they would like to see more of
in Blackpool. The highest proportion of respondents stated that t hey would like to see more
footwear shops (19.0%), followed by clothing and department stores (15.0%) and more
independent shops (13.0%). Overall, respondents were clearly keen to see more retailers

offering a wider range of goods in the town centre.

Table 4.19: Types of Shops and Services Desired

Department o
Stores Stores Stores 15.0% shops

Footwear Clothing

Blackpool 19.0% Independent

15.0% 13.0%

Source: NEMS In Street Survey Question 22

Types of Leisure Facilities Desired

4.8.7 Turning to leisure facilities, the respondents were asked what types of additional leisure
facilities they would like to see in the town centre. Responses were divided wide across the
options, with 10.0% stating they would like to see another swimming pool, 9.0% s aying
entertainment and activities for young people and 8.0% more museums. 64.0% of the
respondents stated that they did not wish to see any additional leisure facilities in the town

centre, perhaps demonstrating the relatively strong offer at present.

Table 4.20: Types of Leisure Facilities Desired

Entertainme
Swimmin nt/ Parks /
Blackpool 9 10.0% | Activities for 9.0% Museums 8.0% 8.0%
Pool Gardens
young
people

Source: NEMS In Street Survey Question 23

Measures to Improve the Centre

4.8.8 Respondents were asked what measures they would suggest would improve the town
centre. The highest proportion of responses (34.0%) stated that they suggested that filling
the empty shops would improve the town centre, followed by 28.0% said that giving it a
general face lift would also assist. A total of 40.0% (20.0% for each answer) said that having
fewer low quality shops and improving the quality of shops would help to improve the town
centre. Overall, there is a general perception from respondents that improving both the level

of empty shops and quality of existing retailers would improve the town centre.
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Table 4.21: Most Popular Suggested Measures to Improve the Town Centre

Fill the Giveita Fewer low Improve
Blackpool empty 34.0% | generalface | 28.0% | quality 20.0% | quality of 20.0%
shops lift shops shops

Source: NEMS In Street Survey Question 24

Biggest Weakness of the Town Centres

4.8.9 In addition to seeking views on how respondents envisaged the town centre could be
improved, they were also asked what the biggest weakness of the town centre is. The most
popular answer was the anti-social behaviour from 36.0% of the respondents, followed by
the level of empty shops (29.0%). The third most popular answer was that the choice/range
of non-food shops was a weakness of the centre (18.0%), followed by a lack of public

amenities (13.0%). 25.0% of the respondents did not provide an answer.

Table 4.22: Biggest Identified Weaknesses of the Town Centre

Anti-social Em Choice/ Lack of
Blackpool - 36.0% Pty 29.0% | rangofnon- | 18.0% | public 13.0%
behaviour shops ",
food shops amenities
Source: NEMS In Street Survey Question 25
Night Time Economy
48.10 Part of a centreds overall attraction is the | eve

time economy. This can include restaurants, bars, pubs and clubs, along with theatres,
cinemas and bowling facilities. A total of 58.0% of the respondents st ated that they never
visit Blackpool town centre in the evening, which is a high percentage of respondents. Only
1.0% responded stating they visit every day in the evening and a total of 4.0% visit once a

week.

Table 4.23: Frequency of Evening Visit to the Town Centre

Less than Less than Less than
once a once a once a
week fortnight month

Once a
week

Every day

Blackpool 1.0% 4.0% 2.0% 8.0% 21.0% 58.0%
Source: NEMS In Street Survey Question 15

4.8.11 Interms of the main reason why those who visit the town centre in the evening, 25.0%
responded that they visit to eat in a café or restaurant, followed by 22.2% who responded
stating they were attending a concert or gig. The third most popular answers eac h attracting
8.3% of the responses is to visit a bar, pub or to go to work. A total of 5.6% of the

respondents stated that they go to the cinema.
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Table 4.2 4: Main Reason for Visiting in the Evening

Joint 3rd
Eatina Visit a bar /
Blackpool café or 4449, | CO0OA 2990, | ViSitapub g3y, | Gotothe 5 6%
concert/gig / cinema
restaurant
work/school

Source: NEMS In Street Survey Question 16

Markets
4.8.12 Blackpool is home to two markets which offer different functions at different locations in
Blackpool town centre. Respondents were asked a series of questions relating to the
markets, including how often they visit them, what they like about the markets and what
they dislike about the markets.
Table 4.25: Frequency of Visit to Market
Less Less
Market than than
once a once a
fortnight month
gfrgr;{ 0.0% 2.0% 6.0% 9.0% 25.0% 0.0% 47.0%
éb'"gdon 0.0% 13.0% 13.0% 20.0% 22.0% 2.0% 21.0%
treet
Source: NEMS In StreetSurvey, Question 27
4.8.13 Out of the two markets, a higher proportion of respondents stated that they visit the
Abingdon Market more frequently, with 13.0% stating they visit once a week, 13.0% stating
they visit less than once a week and 20.0% stating they visi t less than once a fortnight. In
terms of the Bonny Street Market, 2.0% state they visit once a week or more, 6.0% less
than once a week and 9.0% visit less than once a fortnight. A total of 47.0% of the
respondents state that they never visit Bonny Street Market and 21.0% state they never visit
Abingdon Street Market.
Table 4.2 6: Frequency of Visit to Market
Less than Less than Less than .
. First time
Market Daily once a once a once a toda Never
week fortnight month y
2322{ 0.0% 2.0% 6.0% 9.0% 25.0% 0.0% 47.0%
g?'"gdon 0.0% 13.0% 13.0% 20.0% 22.0% 2.0% 21.0%
reet
Source: NEMS In Street Survey Question 27
4.8.14 When asked what the main reason was why the respondents liked the markets, the most

popular answer for both was that they are all on one level.
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Table 4.27: Main thing Liked about the Markets

Market 1st ‘ 2nd 3rd 4th
Value for .
Bonny Street Allonone | 5 g9, | BaSY10GCL |4 006 | money/ 3006 | Quality of 2.0%
level to food
Compact
Freshness
. All on one Range of of food /
0, 0, 0, 0,
Abingdon Street level 29.0% food 12.0% | Compact 8.0% Friendly 7.0%
atmosphere

Source: NEMS In Street Survey Questions28 and 30

WWW.WYyg.com

93

creative minds

safe hands




Blackpool Retail, Leisure and Hotel Study

5.0 Health Check Assessments

5.1.1 The NPPFidentifies a number of factors which will be of relevance in delivering sustainable
development, with one such factor being the need to ensure the vitality and viability of town
centres. Paragraph 23 of the NPPF indicates that local auhorities should promote
competitive town centre environments and set out policies for the management and growth
of centres over the plan period. Paragraph 23 also requires local planning authorities to
recognise that town centres are at the heart of their communities and to pursue policies that
support their viability and vitality . It also states that competitive town centre environments
should be promoted in order to enhance customer choice, provide a diverse retail offer and

to reflect the individuality of town centres.

5.1.2 The criteria by which the health of a centre can
Ensuring the Vitality of Town Centres Planning Practice Guidance of March 2014 Indicators
which should be monitored on a regular basis in order to judge the health of a centre and its

performance over time include the following.

9 Diversity of uses T Data on the diversity of uses in the centres was collated during our

surveys in September 2017.

9 Proportion of vacant street level property T Vacant properties were identified during

the undertaking of the surveys.

i Retailer representation T Information on the performance of centres and the current
strengthofret ai | er representation has20b6elée bK der i ved
Shopping Venue Rankings.

9 Pedestri an flows T Generalfootfall and pedestrian flows were observed during the

undertaking of the centre surveys.

1 Accessibility T Consideration of access to and around each centre is informed by our

site visits to each centre.

9 State of town centre environmental qua lity T Consideration of the quality of the
buildings and public realm in each of the centres has also been informed by our

observations when undertaking field work.

5.1.3 We set out below a summary of our analysis of Blackpool town centre and the defined
district centres in respect of the above indicators. We provide a full, detailed assessment of

the health of these centres at Appendix 4 (Blackpool) and Appendix 5 (District Centres).
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514

5.2

521

522

5.2.3

We commence our assessment by considewsibng the rol
regional shopping hierarchy as identifiedV e n u e s 2006r2@13 WK Shopping Venue
Rankings

Defining Types of Sub -Regional Retail Hierarchy

Table 5.1 illustrates the position of thesub-r e gi onés pr ibracsieplalo nc &/retnruess cor
Rankings. Further analysis is also provided to encompass all centres included within the

rankings for Blackpool, along with surrounding Fylde and Wyre districts in order to provide a

more localised picture of the wider retail hierarchy. Ve nuescoredés inddx ranks 2
venues within the UK (including city, town district and local centres, stand-alone malls, retail

warehouse parks and factory outlet centres), based on the strength of their current retail

and food and drink provision. Towns and major shopping centres are rated using a scoring

system which takes account of the presence in each location of multiple retailers 7 including

anchor stores, fashion operators and non-fashion multiples.

Venuescore allocates each centre to a tier, reflecting its role and function. The eight tiers

comprise (highest to | owest): 6éMapjpRergiQintayldd,, OOMAg|C
Districtd Districtd , O Mstrictd r and oO6Local 6. The rankings in the
of Bl a c k pemtee$ & glentified by the 2016-17 Rankings, as well as competing

surrounding shopping venues. Blackpool town centre is assigned a Venuescore of 212,

currently ranking 68th in the Venuescore centre
destination, indicating that it has signif icance across the wider area. It is the 7th highest

ranked retail venue in the North -West Region behind Manchester, Liverpool, The Trafford

Centre, Chester, Preston and Warrington and is the second highest ranked centre in the

Lancashire subregion behind Preston.

Bl ackpool 6s Rank has increased six places from 7/
rankings. Indeed, the Venuescore 2017 Executive Summary notes Blackpool as the 9th

highest climber within the top 100 UK venues. However, this should be treated with a degree

of cautionas B| a ¢ k enoebcors has in fact fallen two points from 214 to 212. Whilst we

consider this to be a negligible decrease, a rise in overall rankings coupled with the

Venuescore itself declining, simply suggests that Blackpool has suffered from lower levels of

decline than competing centres. Whilst the Venuescore rankings are a useful indicator of a

centre® position within a national hierarchy, Bl ackr
positive as it may initially appear . Furthermore, Venuescoreds met hoc

necessarily account for all of the factors that impact on the vitality and viability of a town
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centre. For example, Venuescore only considers national multiple operaors and does not
take account of independent businesses. As such, a degree of caution should be applied
when considering the Venuescore rankings, which should be considered in conjunction with

the other healthcheck indicators provided in this report.

Table 5.1: Sub-Regional Shopping Hierarchy

Preston, Centre 228 Regional 56 58 -2
Blackpool, Centre 212 Regional 74 68 +6
Blackburn, Centre 156 Regional 147 143 +4
Lancaster, Centre 154 Regional 144 145 -1
Burnley, Centre 106 Sub-Regional 242 236 +6
Accrington, Centre 103 Sub-Regional 230 244 -14
Chorley, Centre 96 Sub-Regional 278 270 +8
Preston, Deepdale R P 69 Major District 480 408 +72
Ormskirk, Centre 65 Major District 429 438 -9
Cleveleys, Centre 60 Major District 503 492 +11
St Annes, Centre 54 Major District 590 558 +32
Fleetwood, Freeport I

Vilage F O 39 District 779 799 -20
Lytham, Centre 36 District 918 879 +39
Fleetwood, Centre 33 District 943 968 -25
Blackpool, South Shore 27 Minor District 1232 1187 +45
E'a‘:kpoo" Blackpool R 24 Minor District 1548 1325 +223
Blackpool, Clifton R P 21 Minor District 1486 1481 +5
EZ;CKPOO" Cherry Tree 19 Local 1618 1625 7
Preston, Kirkham 17 Local 1789 1775 +14
Poulton Le Fylde, Centre 17 Local 1618 1775 -157
Preston, Garstang 17 Local 1789 1775 +14
Lancaster, Lancaster North 15 Local 1789 2021 232
MSA

Blackpool, Central Dr 13 Local 2394 2377 +17
Blackpool, Queenstown 13 Local 2394 2377 +17
g'f“:kpoo" Whitegate 13 Local 2034 2377 -343
Blackpool, Red Bank Rd 12 Local 2577 2566 +11
Blackpool, Amy Johnson

Way/Squires Gate Ln 11 Local 2827 2815 +12
Thomnton Cleveleys, 11 Local 2827 2815 +12
Amounderness Way

Blackpool, Layton Rd 10 Local 2827 3133 -306

Source: Venuescore 201617/2015-16 UK Shopping Venue Rankings (Javelin Group)
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524

525

5.2.6

5.3

53.1

5.3.2

In terms of Bl ackpool és | ower tier centres, tabl

€

included within Venuescor e daghbowmimgkEylde gns Waegai nst t hc

districts. We feel it is appropriate to assess these centres in the context of the Fylde Coast

rather than the entire Lancashire sub-region given the localised nature of the provision.

There are nine lower tier centres included within the Borough of Blackpool. On the most

part, these centres have increased in ranking since the 2015/16 data, excluding the Cherry

Tree Retail Park and Whitegate Drive district centre. Waterloo Road district centre (South

Shore) and the Blackpool Retil Park (Squires Gate) are the two highest ranked lower tier

centres and are the top centres on the Fylde Coast beyond the principal towns (Cleveleys, St
Anneds, Lytham and FI| eet wo o Rejail Rank, dvhich mdicatésithate t wo o d
Blackpool has relatively strong lower tier centres on the Fylde Coast in the context of the

Venuescore methodology.

Given that lower tier centres often comprise a predominantly independent retail and service
offer which is not considered by the Venuescore methodology, the presence of a limited
number of national multiple retailers can result in a centre being ranked considerably higher
than a similar performing centre with less national multiples. For example, national multiples
such as Tesco, Iceland, KFC and Subwg have resulted in the South Shore (Waterloo Road)
district centre ranking higher than other comparable district centres , which could be
perceived to be performing at the same level when considering a range of healthcheck
indicators. It should also be note d with regard to centres such as Whitegate Drive which
appear to have fallen considerably in the rankings, that these centres are in line with a
considerable number of retail venues nationally. Therefore, if a few multiple retailers/c aters
close then the Venuescore would fall. It is not unusual for a small change to result in a

centre climbing or slipping significantly below other comparable locations.

Blackpool Town Centre

We have undertaken a full health check analysis for Blackpool town centre which can be
found at Appendix 4. This section provides a summary of the health check, along with key

findings and recommendations.

Blackpool town centre is the principal retail, commercial and administrative centre and
provides the main hub of retail and service uses in the Borough. The Blackpool Local Plan
Part 1: Core Strategy 2012-2027 (January 2016) identifies the town centre and associated
ResortCor e as t he bor gdrgcting mturengrowth, déveloprmaesit and

investment towards this part of the borough . Chapter 7 of the Core Strategy sets out a
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number of policies which seek to assist with faci

for the town centre and associated resort core.

5.3.3 The focus of retail activity in Blackpool town centre is within the defined Principal Retail
Core, comprising the Houndshill Shopping Centrg Church Street, Victoria Street, and Bank
Hey Street. The town centre boundary was recently ame nded through the adoption of the
Core Strategy which expanded it to accommodate two strategic sites: the Central Business
District; and the Leisure Quarter. The Winter Gardens was also designated as a strategic
site. These areas are specifically identified for growth and investment within the town centre

and are subject to specific policies within Chapter 7 of the Core Strategy.

Diversity of Use and National Multiple Retailers

5.34 The Council provided WY G with data identifying the diversity of retail and service uses in
Blackpool town centre which was recorded in August 2017. WYG also undertook a
subsequent diversity of use survey in September 2017 to establish whether there had been
any material changes. We can confirm that no significant changes were ide ntified and

thereforethe Counci | 6 s dat aset forms the basis of this a

5.35 The August 2017 survey of the town centre boundary identified 621 retail and service units
with a gross floorspace of 157,226 sq.m. Table 5.2 below sets out the composition of u ses

identified in accordance with the Goad categorisation system:

Table 5.2: Diversity of Use, August 2017
Blackpool Town Centre - August 2017

No of Units % UK Hoorspace % UK
Convenience 36 5.8% 8.7% 19,788 12.6% 15.2%
Comparison 183 29.5% 31.3% 47,660 30.3% 35.1%
Retail Service 40 6.4% 14.4% 3,892 2.5% 6.8%
Leisure Service 193 31.1% 23.8% 59,544 37.9% 24.9%
Financial and Business Service 44 7.1% 10.4% 6,932 4.4% 7.8%
Vacant 125 20.1% 11.2% 19,410 12.3% 9.6%

Source: Blackpool Borough Council Survey, August 2017 (Verified by WYG, September 2017)
* Recategorised by WYG in accordan@ with Experian Goad Main Town Centre Uses
*UK Average Figure, Experian Goad, August 2017

5.3.6 In summary, the provision of convenience goods floorspace is below the national averages in
terms of both the number of units and proportion of floorspace. This offer has however been
bol stered by the Sainsburyds supermarket which ofy
Gateway Scheme in 2014 but still falls below the national average even when taking
account of this additional floorspace. The comparison goods offer also falls below the

national averages in terms of both the number of units and the proportion of floorspace.

WWW.wyg.com creative minds  safe hands
98



Blackpool Retail, Leisure and Hotel Study

5.3.7 It is emphasised, however, that the diversity of uses analysis presented in Table 5.2 should
be viewed within Blackpo o | 6 s wi der context as a popular seasi
million tourism visits in 201632, I n accordance with Blackpoolds ro
leisure uses account for a substantially higher proportion of the town centre offer thant he
UK average. Adjusting for the high proportion of leisure uses in Blackpool town centre, the
provision of convenience and comparison retail uses in Blackpool town centre is broadly in

accordance with the UK averages.

5.3.8 Experian Goad produces a list of 28top comparison goods retailers (such as House of Fraser
Boots and Vodafone) which acts as one measure of the vitality and viability of a centre.
Blackpool town centre contained 24 of the 28 top comparison goods retailers in August
2017, with the only opera tors not present being Monsoon/Accessorize, Burton, House of
Fraser and Jchn Lewis. Blackpool town centre therefore benefits from good representation of
the top comparison goods retailers demonstrating a level of resilience to wider structural

changes in the retail market.

5.3.9 Within the Principal Retal Core, national multiple comparison goods retailers are
predominately located within the Houndshill Shopping Centre which comprises 71.7%
comparison goods retailers in terms of the number of units and 93.2% int erms of the
proportion of floorspace. This demonstrates that Houndshill is a well performing shopping
destination and key retailers present include Debenhams, Next, H&M, River Island, Primark
and Boots. However, the success of Houndshill appears to have resulted in detriment to
other areas within the Principal Retail Core. It is notable that 13 of the 24 top comparison
good retailers present in Blackpool are located within Houndshill Shopping Centre, a number
of which relocated to the shopping centre from e Isewhere in the Principal Retail Core

following its extension in 2008.

5.3.10 The remaining top comparison retailers i which include Marks and Spencer, TK Maxx
WHSmiths and Waterstonesi are located elsewhere within the Principal Retail Core,
predominantly on Victoria Street and the southern part of Bank Hey Street. Notwithstanding
the presence of these top retailers outside of Houndshill Shopping Centre, there is a
prevalence of discount retailers elsewhere within the retail core. Bank Hey Streetin
particular now comprises a number of discount and value stores such as Poundland, B&M
Bargains, Heron Foods and the Liquidation Stock Clearance. There are also a number of

charity shops throughout the town centre.

81 Marketing Lancashire STEAM Tourism Economic Impacts 2016
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5.3.11 Interms of leisure services, Blackpool has a significant and in some respects unique offer,
with this leisure service sector playing a significant role in the composition of the town
centre. For example, in terms of the proportion of units, there are 31.1% occupied by leisure
operators compared to the national average of 23.8%. This demonstrates the importance of
providing a leisure offer to residents and tourists within Blackpool town centre, albeit the
quality of the provision is of varying degrees, with a general requirement to improve the
gualitative offer within the centre asawhole. Bl ackpool és | ei sure service
function and draw beyond that of the provision of a town centre which serves just its
residents, rather than the added tourist offer too . For example, Blackpool Tower, the Winter
Gardens, Madame Tussauds and the Sea Life Centre

offer as a tourist destination.

5.3.12  The provision of both retail services and financial and business services are below the
national average figures in terms of both the number of units and the proportion of

floorspace, even after adjusting for the high proportion of leisure uses in the town centre.

Vacanc ies

5.3.13 The vacancy level is high in terms of the number of units and the proportion of floorspace ,
both exceeding national averages. This issue is prevalentwithin both parts of the Principal
Retail Core and peripheral parts of the town centre where there are considerable vacancies
in both circumstances. In recent years, following the extension of the Houndshill Shopping
Centre in 2008, a number of retailers have relocated from elsewhere within the Principal
Retail Core into the shopping centre, resulting in vacancy levels increasing outside of the
shopping centre. This, along with the prevalence of poor retail stock outside of Houndshill
whi ¢ h doe s nmehttopema@radquirements, the general image and attraction of the
centre, along with inherent diffic ulties in the commercial market and retailers generally being
cautious to open new stores, particularly outside of the major cities, all factor into the long

term vacancy rates within the town centre .

5.3.14 There have also been a number of recent departures within the Principal Retail Core
including the c¢closure of BHS and the consolidatic
supermarket. These decisions however relate to national circumstances and are not wholly
reflective of Bl ackpool 6 salbeitave dcknowiedge thatcedasn a t own

commer ci al deci sions wi || be on the basis of a C ¢

5.3.15 The town centre Vacancy Plan presented at Appendix4 shows vacancies in the centre are

most concentrated in secondary parts of the town centre away from the Principal Retail Core
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5.3.16

5.3.17

5.3.18

5.3.19

and Promenade. However, these are still significant vacancies in parts of the Principal Retall
Core, within concentrations focused on the older stock on Bank Hey Street and Church
Street.

Other notable vacancies include a number of purpose built retail units associated with the
Talbot Gateway development. It is our understanding that a number of these units have
never been let, remaining vacant since the scheme opened in 2014. This suggests that there
has been little market inter est for these units which presents some cause for concern given
that they are high quality purpose -built units, suitable to accommodate national multiples .
However, the apparent lack of demand can possibly be attributed to their secondary location

within t he town centre, outsid e of the Principal Retail Core.

We further note the long -term nature of the vacancy issues in the town centre. A review of
the Experian Goad data on the diversity of uses in Blackpool town centre from 2007 suggests
that a number of un its on Bank Hey Street and Talbot Road in particular have remained

vacant for over a decade.

Pedestrian Flows

As would be expected, the Houndshill Shopping Centre, along with Church Street, Victoria
Street and Bank Hey Street (comprising the Principal Reail Core) were subject to high levels
of pedestrian footfall and in particular the Houndshill Shopping Centre. The Promenade was
also subject to consistently high levels of pedestrian footfall which can be attributed to the
concentration of leisure services and indeed tourist attractions, with visitors to Blackpool
appearing to be most active in this part of the town centre. In contrast, although not
surprisingly, peripheral parts of the town centre such as the areas to the east of Church
Street and around King Street, Caunce Street and Cookson Street were observed to have

lower levels of pedestrian activity.

Accessibility

Our health check analysis found Blackpool town centre to be well connected with the
national strategic road network, well served by public transport and currently has a sufficient
level of car parking to sustain visitors for both retail and tourism purposes (excluding major
events). However, we understand that the Council is currently reviewing the car parking
capacity in the town centre in response to the significant regeneration initiatives which will
involve not only the loss of car parks, but an increase in demand from the new development.

The centre is also accessible for cyclists, pedestrians and less able users.
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Perception of Safety

5.3.20 Our visit identified few visual signs that crime is a particular issue in Blackpool town centre.
However, the in-street survey results found that 36.0% of respondents identified anti -social
behaviour as the biggest weakness of Blackpool town centre, followed by 29.0% of
respondents stating the number of vacant units and a further 20% of respondents stating
that improved security/CCTV would help to improve Blackpool and make it more attractive.
This suggests that crime is a greater issue in the town centre than its physical appearance
suggests and we note that much of the anti -social behaviour occurs during the evening/night
time hours and is alcohol related. However, after being axed in 2013 due to government
cuts, the C o u n tivie sudvaillance system was reinstated in November 2015 and it is
reported that crime in the town centre has reduced since the reintroduction of the system.
Crime statistics published by the Police (www.police.uk) reported 299 incidents of crime in
August 2017, the figure falling to 247 in November 2017 having also reduced in the two
months in between. This suggests that efforts to reduce crime in Blackpool are having a

positive effect although this identified reduction could also be related to the winter season.

Environmental Quality

5.3.21 We found varying environmental quality in Blackpool. It was clear that the Princi pal Retail
Core has benefitted from investment in recent years in terms of public realm. St Johns
Square and Church Street benefitted from investment in 2009 to improve the public realm
and we found this area to be continuing to benefit from a high environ mental quality. We
also found Victoria Street to benefit from a reasonable environmental quality which assists in
improving connectivity between the Promenade and the Winter Gardens, and creating an
attractive shopping environment. The Houndshill Shopping Centre provides high quality retail
stock which is suitable to accommodate modern operators. In contrast, there is a prevalence
of poor quality retail stock within parts of the town centre, for example Bank Hey Street

which detracts from the overall enviro nmental quality.

5.3.22 The environmental quality also decreases in peripheral parts of the town centre, particularly
to the east along Cookson Street and the surrounding area where there is a prevalence of
poor quality retail units. The visual appearance of the north-east of the town centre has
benefitted significantly from the first phase of the Talbot Gateway scheme which has
delivered a Sainsburyds supermarket and Bl(a) off
Counci,LAss part of t he 0 Qu athatfrorg Febroary 2018 aofins dashpat h e me
for shopfront improvements has been made available for traders located on Topping Street,

Deansgate, Edward Street and parts of Church Street and Talbot Road which provides
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traders with an opportunity to apply for gr ants to undertake improvements to their
shopfronts. The funding is available to 2020 and it is anticipated it will assist in addressing

some of the qualitive issues associated with the retail stock.

Summary

5.3.23  Blackpool town centre, whilst being the principal retail, commercial and administrative centre
in Blackpool Borough is also a regional and national tourist destination. Key attractions such
as the Blackpool Tower, Madame Tussauds and Pleasure Beach (located to the south of the
town) help to attract visit ors to the town centre and wider resort core. The Venuescore retail
rankings place Blackpool as the seventh highest ranked retail destination in the North-West
region and second in the Lancashire subr e gi on behind Preston. Bl ackpo
the national context has also increased in the 2016/17 period against the 2015/16 period by
six places which appears to reflect positively on the town centre. However, we have
established that this is simply attributed to other competing centres suffering from greater

levels of decline in the context of the Venuescore methodology.

5.3.24 The Blackpool Core Strategy was adopted in January 2016 and Chapter 7 addresses
regenerating Blackpool town centre and the wider resort core. We consider this to set out a
robust strategy for Blackpool, identifying the locations for future growth and investment
(Winter Gardens, Talbot Gateway and Leisure Quarter), promoting leisure and business
tourism and acknowledging the current issues associated with low quality holiday

accommodation on the edge of the town centre .

5.3.25 Itis important to acknowledge that the role of leisure services in Blackpool is considerably
greater than that in many towns of a comparabl e s
as a regional and national tourist destination. As such, the overall provision of leisure
services is considerably greater than the national average figures in terms of both the
number of units and p roportion of floorspace and this is evident when visiting the centre.
Nevertheless, wehav e found the Council 6s strategy in relat
robust in that comparison goods retail uses are generally concentrated within the Principal
Retail Core, with leisure services intensifying in the wider town centre boundary which

accords with national guidance.

5.3.26  Within the Principal Retail Core Houndshill Shopping Centreis functioning effectively and
accommodates a range of modern retailers. However, we have found that Houndshill
dominates the Principal Retail Core and a number of retailers have relocated there from

elsewhere in the town centre in recent years. This has had a detrimental impact on other
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5.3.27

5.3.28

5.3.29

5.3.30

5.3.31

parts of the Principal Retail Core, in particular along Bank Hey Street which is subject to a
number of prolonged vacancies in the northern area and the prevalence of discounter

retailers elsewhere.

There are also significant vacancy issues at Bickerstaffe Square where a number of retail and
service units remain vacant since being developed in 2014, although it is hoped that the
second phase of the scheme will help to generate market interest in this location. We
consider that the location of the units outside of the Principal Retail Core will have had some
impact on the take -up rates, along with the current market dynamics and wider attrac tion of

Blackpool town centre to potential new tenants.

There is a lack of modern format retail stock outside of the Houndshill Shopping Centre and
more generally acrossthe Principal Retail Core and a high proportion of poor quality units

are located around the periphery of the centre.

Speaking to agents involved in the Blackpool commercial market, there is an overall

indication that the existing stock outside of Houndshill does not meet national multiples 6

modern requirements. In any event, opportuni ties to attract new operators in the current

market will be limited other than at the discounter end, which Blackpool is well served by. In

terms of the national multiple leisure market, it is considered to be fragile , although

Bl ackpool 6s riess thnaoureadntt oo fbfeerbel ow what mi ght be

size and given its regional leisure draw.

Throughout these peripheral areas, we have also found that there are also associated issues
with public realm and the overall environmental quality, particularly given the lack of green
infrastructure and attractive street furniture. These areas substantially detract from the
overall health of the centre, with poor frontages and overall aesthetic quality in the most

part. These weaknesses were well domwmented in the 2013 Town Centre Strategy and

brought forward into the 2016 Core Strategy guidance.

In any event, | eisure will continue to play a key role in the future strategy for Blackpool town
centre but the Council should remain cautious to ensure that a balance is struck between
retaining upper market comparison goods retailers within the Principal Retail Core and

encouraging additional leisure usesto assist in reducing vacancies.
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5.4 District Centres

54.1 As part of our instruction we have considered the current performanceof Bl ackp ool 6s
currently defined district centres. Generally, the district centres meet more day-to-day retail
and service needswhich typically arise locally. Figure 13 associated with Policy CS4 (Retail
and other Main Town Centre Uses) of the Core Strategy defines the Retail Hierarchy for

Blackpool and designates the following five district centres:
1 South Shore/Waterloo Road;
1 Bispham/Red Bank Road;
1 Highfield Road;
1 Layton; and
1 Whitegate Drive
5.4.2 A full health check for each district centre is provided at Appendix 5. These provide a more
detailed account of our findings.
Highfield Road

5.4.3 Highfield Road district centre is located approximately 4 km south of Blackpool town centre.
We undertook a site visit on Wednesday the 27" September 2017 to inform this health check
assessment, ensuring that the most up-to-date diversity of use and floorspace figures were
available. Our survey identified 98 retail and service units within the centre, comprising a

total gross floorspace of 11,662 sg.m.

Table 5. 3: Hi ghfield Roaddéds Diversity of Use for Comme
Highfield Road District Centre - September 2017

No of Units Hoorspace
Convenience 11 11.2% 8.7% 1,073 9.2% 15.2%
Comparison 24 24.5% 31.3% 2,403 20.6% 35.1%
Retail Service 19 19.4% 14.4% 1,895 16.2% 6.8%
Leisure Service 24 24.5% 23.8% 3,403 29.2% 24.9%
Financial and Business Service 13 13.3% 10.4% 2,098 18.0% 7.8%
Vacant 7 7.1% 11.2% 790 6.8% 9.6%

Source: WYG Survey, September 2017

* Categorised in accordance with Experian Goad Main Town Centre Uses

*UK Average Figure, Experian Goad, August 2017

The centre is not supported by a retail anchor as such, although key national multiple retailers include Tesco
Express and B&M Bargains. Highfield Road was found to have a particularly strong service offer, with provisions
across all three of the sub-categories greater than the national averages in terms of both the number of units and
proportion of floorspace. Vacancies are below national averages which reflects positively on the health of the
centre.
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5.4.4 Key national multiple retailers within Highfield Road comprise Tesco Express and B&M
Bargains, along with a range of other convenience operators including a bakery, butcher and
grocer. There is a relatively poor comparison offer and a number of charity shops and
second-hand stores. There is a strong financial and business service offer within the centre,

predominantly comprising estate agents.

5.4.5 Pedestrian activity was observed to be moderate with the greatest levels of footfall observed
around Tesco Express. The environmental quality was relatively good with well-maintained

shopfronts and low levels of litter.

5.4.6 The centre is well served by bus services connecting it with Blackpool town centre and pillar

mounted CCTV conveyed a perception of safety and security.

5.4.7 Whilst Highfield Road does not benefit from a partic ularly diverse mix of retail uses, the
number of vacant units and proportion of floorspace is below the national average and the
centre was observed to be adequately functioning within the parameters of its designation as
a district centre. It should also be noted that Highfie Id Road has a relatively strong

evening/night time economy due to the good selection of restaurants and bars.

South Shore/Waterloo Road

5.4.8 Waterloo Road district centre is located approximately 2.1 km south of Blackpool town
centre. A site visit was undertaken by WYG on Thursday the 28" September 2017 to inform
this health check assessment, ensuring that the most up-to-date diversity of use and
floorspace figures were available. Our survey identified 79 retail and service units within the

centre, comprising a total gross floorspace of 12,201 sq.m.

Table 5.4: Waterl oo Roadds Diversity of Use for Commer
No of Units % UK Hoorspace % UK
Convenience 10 9.3% 8.7% 4,921 26.4% 15.2%
Comparison 33 30.8% 31.3% 5,413 29.0% 35.1%
Retail Service 10 9.3% 14.4% 739 4.0% 6.8%
Leisure Service 21 19.6% 23.8% 3,746 20.1% 24.9%
Financial and Business Service 8 7.5% 10.4% 1,544 8.3% 7.8%
Vacant 25 23.4% 11.2% 2,291 12.3% 9.6%

Source: WYG Survey, September 2017
* Categorised in accordance with Experian Goad Main Town Centre Uses
*UK Average Figure, Experian Goad, August 2017

5.4.9 The | argest wunit i n t hwhich@mgrisee2,7B2ssqg.m@rass 6 New Mar ket
floorspace (ground floor). This has been categorised as convenience floorspace in

accordance with the Goad categorisation sysem although there are a number of comparison

WWW.wyg.com creative minds  safe hands
106



Blackpool Retail, Leisure and Hotel Study

5.4.10

54.11

54.12

54.13

stalls located within the unit. The high proportion of convenience goods floorspace when
assessed against the national average can be attributed to the designation of the market.

Other notable convenience goodsunits include a Tesco Express, Iceland and Premier.

The provision of comparison goods is slightly below the national averages in terms of both
the number of units and proportion of floorspace although this is not unusual for a district
centre which typically functions to meet the day to day convenience and serviceneeds of
residents. Indeed, Waterloo Road accommodates the second highest number of comparison
goods units of all the district centres (after Red Bank Road) although t he offer predominantly
comprises low order independent retailers and there is also a prevalence of charity shops
and second-hand stores. The provision of services also falls below national averages,

excluding financial and business service floorspace.

Conversely, there is a high proportion of vacant units , which account for 23.4% of the
centre® stock and 12.3% of floorspace. The majority of vacancies are located on Bond
Street, which we consider functions as a secondary area to the main stretch of Waterloo
Road. It is r ecommended that the district centre boundary is consolidated to remove Bond

Street and further justification is set out within the healthcheck.

Footfall was high on Waterloo Road, particularly in the eastern part of the centre. The
environmental quality was moderate, with investment in public realm clearly having taken
place but a number of poor quality retail fascias detracting from the overall quality,
particularly on Bond Street. There was pole mounted CCTV present in the centre and there
were no signs that the central stretch of Waterloo Road has been subject to adverse impacts
from crime. There were however signs of vandalism in peripheral areas. The centre is well

served by bus services connecting it with Blackpool town centre.

Waterloo Road appears to have a relatively strong comparison goods offer in terms of the
number of units when comparing against the national average and considering in the context
of the other district centres. However, there is a prevalence of low order retailers such as
charity shops (6) and discount stores (3). It is possible that both the low order nature of the
comparison goods offer and the low provision of retail services are linked to the high levels
of deprivation within the local catchment (as per the Core Strategy whic h identifies the
Waterloo and Bloomfield wards as being within the top 10% most deprived wards in the
country). Nevertheless, we consider the centre to be performing its designated role as a
district centre in terms of meeting the needs of local residents within the catchment by

providing facilities for convenience shopping and service uses (hairdressers, health and
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beauty salons and so on). Further work to enhance the fascias and public realm within the

centre could assist in improving the overall vitality of the district centre.

Whitegate Drive

5.4.14  Whitegate Drive district centre is located less than 1 km to the east of Blackpool town
centre. A site visit was undertaken by WYG on Thursday the 28" September 2017 to inform
this health check assessment, ensuringthat the most up -to-date diversity of use and
floorspace figures were available. Our survey identified 81 retail and service units within the

centre, comprising a total gross floorspace of 9,921 sq.m.

Table 5.5: Whitegate DriveosercRliUnsr si ty of Use for Comn

Whitegate Drive District Centre - September 2017

No of Units % UK Hoorspace % WK
Convenience 9 11.1% 8.7% 1,304 13.1% 15.2%
Comparison 12 14.8% 31.3% 1,285 13.0% 35.1%
Retail Service 18 22.2% 14.4% 1,335 13.5% 6.8%
Leisure Service 17 21.0% 23.8% 3,396 34.2% 24.9%
Financial and Business Service 13 16.0% 10.4% 1,640 16.5% 7.8%
Vacant 12 14.8% 11.2% 961 9.7% 9.6%

Source: WYG Survey, September 2017
* Categorised in accordance with Experian Goad Main Town Centre Uses
*UK Average Figure, Experian Goad, August 2017

5415 Key national mul tiple ret ai [Tesgo&xpless wHich pffavidesaai nsbury
key convenience goods service for residents. The provision of comparison goods is low
although this is not unusual within a district centre which provides a more localised service
for residents. Whitegate Drive has a particularly strong financial and business services offer
which predominantly comprises estate agents. Vacancies are slightly above average although
the units are interspersed throughout the centre and there are no clusters of vacant units

which reduces the impact.

5.4.16  Pedestrian activity was moderate, with footfall peaking in the central parts areas, close to
the Sainsburyés and Tesco stores. The centre was
quality and there was little evidence of graffiti or litter. There was no visible evidence of
crime and anti-social behaviour being prevalent in the centre. A pole mounted CCTV camera
is located on the pavement near the Belle Vue pub. The centre is well served by local bus

services.

5.4.17 We are of the view that Whitegate Drive is currently performing its designated function as a
district centre. The presence of both Sainsbury®os:s

service for residents.
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Layton

5.4.18 Layton district centre is located approximately 2 km to the north -east of Blackpool town
centre. A site visit was undertaken by WYG on Thursday the 28" September 2017 to inform
this health check assessment, ensuring that the most up-to-date diversity of use and
floorspace figures were available. Our survey identified 47 retail and service units within the

centre, comprising a total gross floorspace of 5,553 sq.m.

Tabl e 5. 6: Diderity of bge fosCommercial Units
Layton District Centre - September 2017

No of Units % UK Hoorspace % UK
Convenience 8 17.0% 8.7% 1,165 21.0% 15.2%
Comparison 8 17.0% 31.3% 909 16.4% 35.1%
Retail Service 9 19.1% 14.4% 725 13.1% 6.8%
Leisure Service 17 36.2% 23.8% 2,221 40.0% 24.9%
Financial and Business Service 2 4.3% 10.4% 261 4.7% 7.8%
Vacant 3 6.4% 11.2% 272 4.9% 9.6%

Source: WYG Survey, September 2017
* Categorised in accordance with Experian Goad Main Town Centre ses
*UK Average Figure, Experian Goad, August 2017

5.4.19 Notable convenience uses includethe Co-operative Food, McColts and Best One convenience
stores. The provision of comparison goods is low although this is not unusual within a district
centre which provides a more localised service for residents and traditionally meets the day-
to-day convenience and service requirements of local residents. The centre is well served by
retail and leisure services whilst there is a low provision of financial and business services.

The centre has a low level of vacancies which reflects positively on the health of the centre.

5.4.20 Layton was observed to have reasonable levels of footfall and have a high environmental
quality whilst appearing to be safe and secure. It is a pedestrian friendly centre with wide
pavements and a pedestrianised strip running between the vehicle lanes which

accommodates public seating and planters. Layton is well served by local bus services.

5.4.21 We are of the view that La yton is currently performing its designated function as a district
centre. The provision of retail and services is consistent with what would usually be expected

in a district centre.

Bispham Village & Red Bank Road

5.4.22  Bispham is located approximately 5 km north of Blackpool town centre. The Core Strategy
designates Bispham Village and Red Bank Road as one district centre, referred to as
0Bi spham6. The two centres are however |l ocated ar

do have a relationship with one and other, we consider them to function separately.
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Therefore, for the purposes of the health check assessment we have reviewed them as

separate centres.

Red Bank Road

5.4.23 A site visit was undertaken by WYG on Thursday the 28" September 2017 to inform this

health check assessment, ensuring that the most up-to-date diversity of use and floorspace

figures were available. Our survey identified 79 retail and service units within the centre,

comprising a total gross floorspace of 12,201 sq.m.

Table5 .7: Red Bank Roa d 6 s

Diversity
Red Bank Road District Centre - September 2017

of

for

Commerci al

No of Units Hoorspace
Convenience 5 6.3% 8.7% 3,288 26.9% 15.2%
Comparison 26 32.9% 31.3% 2,794 22.9% 35.1%
Retail Service 17 21.5% 14.4% 1,481 12.1% 6.8%
Leisure Service 24 30.4% 23.8% 3,821 31.3% 24.9%
Financial and Business Service 5 6.3% 10.4% 591 4.8% 7.8%
Vacant 2 2.5% 11.2% 226 1.9% 9.6%

Source: WYG Survey, September 2017

* Categorised in accordance with Experian Goad Main Town Centre Uses
*UK Average Figure, Experian Goad, August 2017

5.4.24 Red Bank Road is anchored by a Sainsbh r y 6 s

supermar ket

and

it

Blackpool to accommodate a large-format foodstore. The results show that the convenience

goods floorspace accounts for a large proportion of the total floorspace (26.9%). Red Bank

Road also has a relatively strong provision of comparison goods retailers, all of which are

local businesses.There is a strong provision of retail and leisure services but there are few

financial and business services. There are only two vacant units which reflects positively on

the health of the centre, indicating a low turnover of retail and service units, with businesses

appearing to be well established and viable.

5.4.25 Pedestrian footfall was observed to be relatively high, and consistent throughout the centre

at the time of o ur visit and there was no visible evidence of crime being a prevalent issue

within and around the centre. Retail fascias were generally of a good quality, excluding one

of the two vacant units in which the fascia had been ripped out. Public seating is provided in

parts of the centre, along with seasonal planters.

5.4.26  The centre is not located within reasonable walking distance of Blackpool town centre but is

well served by a number of bus services which can be accessed from bus stops within the

centre or just b eyond the western boundary from Queens Promenade the latter also

providing access to the tram network.
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5.4.27 We are of the view that Red Bank Road is currently performing its designated function as a
district centre. The provision of retail and services is consistent with what would usually be

expected in a district centre.

Bispham Village

5.4.28 A site visit was undertaken by WYG on Thursday the 28" September 2017 to inform this
health check assessment, ensuring that the most up-to-date diversity of use and floorspace
figures were available. Our survey identified 32 retail and service units within the centre,

comprising a total gross floorspace of 4,006 sq.m.

Tabl e 5. 8: Bi spham Villageds Diversity of Use for Comn
Bispham District Centre - September 2017

No of Units Hoorspace
Convenience 7 21.9% 8.7% 1,342 33.5% 15.2%
Comparison 6 18.8% 31.3% 568 14.2% 35.1%
Retail Service 9 28.1% 14.4% 586 14.6% 6.8%
Leisure Service 8 25.0% 23.8% 1,299 32.4% 24.9%
Financial and Business Service 1 3.1% 10.4% 44 1.1% 7.8%
Vacant 1 3.1% 11.2% 167 4.2% 9.6%

Source: WYG Survey, September 2017
* Categorised in accordance with Experian Goad Main Town Centre Uses
*UK Average Figure, Experian Goad, August 2017

5.4.29 Bispham Village also has a strong convenience goods offer including a Tesco Express, Co
Operative Food and the Bispham Market. However, the level of comparison goods is
substantially lower than the UK average in terms of both the number of units and floors pace.
A more limited comparison retail offer is not unusual or a typically cause for concern in a
district centre, which often fulfil a | ocalised retail and service function that meets the day -to-
day shopping and service needs of nearby residents, and the offer is therefore usually
focused on convenience retail and service provision There is a strong provision of retail and
leisure services but there are few financial and business services. There is a distinct lack of
a retail bank although the centreis ser ved by ATMés. There is only on
reflects positively on the health of the centre, indicating a low turnover of retail and service

units, with businesses appearing to be well established and viable.

5.4.30 Pedestrian footfall was high at the ti me of our visit. The majority of pedestrians were
observed to be accessing the centre by private vehicle, using the village car park provided in
front of the central retail parade . There are two bus stops located within the centre which

provide access to Backpool town centre and Cleveleys.
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5.4.31 The environmental quality in the centre was observed to be relatively good at the time of our
visit. The retail fascias along the central parade have been recently upgraded which has
positively improved the visual appearance of the centre. There was no visible evidence of

crime being a prevalent issue within and around the Bispham district centre.

5.4.32  We found Bispham to be a relatively vibrant and healthy centre which provides key services
to local residents within the immed iate vicinity. However, when assessing alongside the
other designated district centres, the provision of retail and service units is considerably
lower than that present elsewhere. Furthermore, whilst the centre is located in close
proximity to the Red Bank Road district centre, we consider it to function separately as a
centre in its own right. Red Bank Road has a provision of services that is consistent with
what we would usually expect to find within a district centre and we are of the view that
there is little merit in the designation of two district centres in such close proximity to each

other.
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6.0

6.1

6.1.1

6.2

6.2.1

6.2.2

6.2.3

Population and Expenditure

Introduction

This section of the report considers the population and available expenditure (for both

convenience and comparisongoods expenditure) across the Study Area.

Study Area Population

The population within each Study Area zone at the base year of 2017 and at each of the

subsequent forecast years was sourced from Experian Micromarketer G32016 data (which

was issued in December 2017). Experian data provides 2016 based population estimates that

accord with the findings of the 2011 Census release and population projections from 2016.
Experiands met hodology is based on a 6demographic
consideraton current age and gender estimates and the
projections. Future population projections reflect assumed birth and death rates, and net

migration.

Table 6.1 below sets out Experian6s poped ation pr

for the 2017 base year and reporting years 2022, 2027 and 2032.

Table 6.1: Study Area Population by Survey Zone (2017 to 2032)

2017 2022 2027 2032
(Persons) (Persons) (Persons) (REIE )]
1 12,817 12,861 12,856 12,983
2 21,006 20,967 20,958 21,021
3 32,500 32,649 32,888 33,133
4 26,739 26,644 26,650 26,701
5 18,094 18,028 18,048 18,065
6 24,338 24,095 23,952 23,931
7 85,003 86,067 87,076 87,903
8 13,289 13,509 13,698 13,829
9 44,914 45,676 46,318 46,793
10 33,196 34,134 34,983 35,660

Sub-Total (Zone s 1-6) ‘ 135,494 135,244 135,352

Tota | Study Area ‘ 311,896 314,630 317,427

Source: Experian Micromarketer G3 2016 Data

Table 6.1 above shows that Experian forecaststhat t he resident population across Zones 1

to 6 of the Study Area, which broadly conforms to the Blackpool administrative area, is
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6.2.4

6.3

6.3.1

6.3.2

6.3.3

6.3.4

6.3.5

forecast to increase from 135,494 persons at the 2017 base year, to around 135,834 persons
in 2032. This equates to a total population increase of approximately 340 persons, or 0.3 per

cent, over the entire study period from 2017 to 2032.

Experian forecasts that the overall Study Area population will increase from 311,896 at 2017
to 320,019 at 2032. This equates to an estimated population increase of 8,123 persons, or

2.6%, over the 15-year period or an increase of 542 persons per annum.

Retail Expenditure

Growth in Spending on Comparison and Convenience Goods

In order to calculate per capita convenie nce and comparison goods expenditure, we have
again utilised Experian Micromarketer G3 data which provides detailed information on local
consumer expenditure which takes into consideration the socio-economic characteristics of
the local population. Experian is a widely accepted source of expenditure and population

data and is regularly used by retail planning consultants in calculating retail capacity.

The base year for the Experian expenditure data is 2016 (the latest available) . Per capita
annual expenditure growth forecasts are sourced from Experiand Retail Planner Briefing
Note 15 (published in December 2017). Figure 6 of Appendix 3 of the Retail Planner Briefing
Note identifies the following annual growth forecasts for convenience and comparison goods

which inform our assessment and are reproduced in Table 6.2 below.

The latest growth forecasts suggest that Brexit has influenced per capita expenditure growth
in 2017 and that retail spending will remain on a slower growth trajectory over 2018 and
2019. Experian expects the squeeze on household incomes to continue through 2018 but in
the medium term (2020 -2024), retail sales volumes are expected to return to a stronger

footing as the Brexit-related uncertainty unwinds and economic conditions improve.

For convenience goods, Experian forecastsnegative or static per capita expenditure growth
between 2017 and 2032 (in the range -0.7% to 0.2%). The forecast position therefore

suggests that sales will generally remain relatively static over the longer term.

In contrast, whilst Experian forecasts that Brexit will result in comparison goods per capita
expenditure growth decreasing from 5.0% at 2016, to 2.4% at 2017, and then to 0.8% at
2018, the position in the medium to long term is significantly more positive. C omparison
goods per capita expenditure growth is forecast to increase to 2.1% at 2019, to 2.9% at
2020, and then to 3.3% at 2021. Experian forecasts that the annual growth rate will remain

above at or above 3.0% in the period from 2022 to 2032.
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Table 6.2: Annual Per Capita Expenditure Growth Forecasts

Year Convenience (%) ‘ Comparison (%)
2016 1.0 5.0
2017 0.1 24
2018 -0.7 0.8
2019 -0.2 21
2020 0.2 2.9
2021 0.2 3.3
2022 0.1 3.4
2023 -0.1 34
2024 0.1 3.3
2025 0.1 3.2
2026 0.1 3.2
2027 0.1 3.1
2028 0.1 3.0
2029 0.0 31
2030 0.0 3.2
2031 0.2 34
2032 0.1 3.3

Source: Figure 6 of Appendix 3, Retail Planner Briefing Note 15 (December 2017)

6.3.6 However, it should be noted that g rowth in expenditure forecasting in the longer term

(beyond the next ten years) should be treated with caution given the inherent uncertainties

n

predicting

t he

e ¢ 0 n o rAgséssmemseof thismatumeashocil@é

over

therefore be reviewed on a regular basis in order to ensure that forecasts over the medium

and long term are reflective of any changes to relevant available data.

6.3.7 Table 6.3 below compares the forecast expenditure growth rates adopted in the 2011 Fylde

Coast Retail Study with the most recent estimates and forecasts provided by Experian in its

Retail Planner Briefing Note 15. Table 6.3 highlights that the total growth in per capita

convenience goods expenditure over the period 2010 to 2017 was much lower than that

forecast in 2010.

6.3.8 Table 6.3 shows that the 2011 Fylde Coast Retail Study assumed a total forecast growth rate

for per capita spending on convenience goods of 4.3% whereas the most recent estimate

provided by Experian indicates that there was negative growth over this period of -4.7%. At

the time of the 2011 Fylde Coast Retail Study, the UK was in the midst of recovery from the

late 2008 and 2009 recession and forecasters anticipated a return to positive growth in

convenience goods spending as early as 2012, whereas spending on convenience goods

continued to contract up to 2016. The impact of Brexit, which was not foreseen at the time
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of the 2010 forecasts, means that growth in convenience goods spending is expected to

remain static over the period 2017 to 2026.

6.3.9 However, growth in per capita spending on comparison goods between 2010 and 2017,
which Experian estimate as 25.9%, was only slightly below the 2010 forecast of 26.9%
adopted in the 2011 Fylde Coast Retail Study. However, the anticipated impact of Brexit on
consumer spending over the next few years means that forecast growth in comparison
goods spending over the period 2017 and 2026 is expected to be 3.5 percentage points
below the 2010 forecast adopted in the Fylde Coast Retail Study.

Table 6. 3: Changes to Expenditure Growth Forecasts and Estimates
Coast Retail Study

since the 2011 Fylde

Total Per Capita Expenditure Growth

Convenience Comparison

2017

2010
Forecast

%

Estimate/
Forecast

%

2010
Forecast

%

2017

Estimate/
Forecast

%

2010-2017 4.3 -4.7 26.9 25.9
2017-2026 8.3 -0.1 35.2 31.8
2010-2026 12.2 -4.9 66.1 62.1

Source: 2010 Forecast: as adopted in the 2011 Fylde Coast Retail Studyand sourced Table 6.1 and 6.2 of the 2011
Fylde Coast Retail Study 2017 Estimate / Forecast sourced from Figure 6 of Appendix 30 f  E x p Batail Rlamréers
Briefing Note 15 (December 2017).

Growth in Spending on SFT

6.3.10 Experian Retail Planner Briefing Not 15 also provides forecast in respect of the proportion

of expenditure which will be committed t-hrough sg
store retailingd, such as internet salesWe TV shorg
have Osoturtiéppaendy expenditure which survey responde

special forms of trading and instead have made an allowance derivedfr om Exper i anos

recommendation.

6.3.11 In considering special forms of trading, it should be noted that many products wh ich are

ordered online are actually sourced from a physic
in the case of convenience goods). As such, expenditure committed in this manner acts to
support stores and shoul thnglble retailddessnatidors.r ed 6éavail abl

6.3.12  Accordingly, in order not to overstate the influence of expenditure committed via special
forms of trading, our approach is based onE x p e r @dusteii@igure for special forms of
trading (provided at Figure 5 of Appendix 3 of its Retail Planner Briefing Note 15) which

makes an allowance for internet sales which are sourced from stores.
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6.3.13  The proportion of expenditure committed through special forms of trading cited below at
Table64i s O6stripped out d of sttlseotavalable tostdraswithn e x pendi t
the Study Area.

Table 6.4: Special Forms of Trading Forecasts

Year Convenience (%) Comparison (%)
2017 3.2 14.8
2022 4.1 17.2
2027 4.7 17.6
2032 51 17.8

Source: Figure 5 of Appendix 3, Experian Retail Planner Briefing Notel5 (December 2017)

6.3.14 Based on the above growth rates and special forms of trading allowances, it is possible to
produce expenditure estimates for each survey zone at 2017, 2022, 2027 and 2032. In doing
S0, our assessment takes into account both per capita retail expenditure growth and

population change.

6.4 Convenience Goods Expenditure

6.4.1 Taking into consideration the above changesin population and per capita expenditure, it is
estimated that, at 2017, the resident population of the Study Area generates £ 656.8m of
convenience goods expenditure®®>. The Table 6.5 below indicates that available convenience
goods expenditure is then forecast to de crease to £653.7m by 2022 and then increase to
£656.5m by 2027 and to £661.3m by 2032. The overall increase of £4.5m between 2017 and

2032 represents an increase of 0.7%.

6.4.2 It is notable that, due to the negative or static convenience goods expenditure growth
forecasts up to 2020, a small reduction in available study area convenience goods
expenditure (of -£3.5m) is forecast between 2017 and 2022. The continued relatively static
growth forecast over the longer term means that convenience goods expenditure will not

recover to 2017 levels until after 2027.

Table 6.5: Total Available Study Area Convenience Goods  Expenditure

656.8 653.7 656.5 661.3

Source: Table 2a of Appendix 6

32 Expressed in 2016 prices, as is every subsequent monetary vdue
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Table 6.6: Growth in Available Study Area Convenience Goods Expenditure

Growth Growth Growth
2017 -2022 2017 -2027 201 7-2032

(Em) (Em) (Em)

Source: Table 2a of Appendix 6

6.4.3 The proportion of convenience goods expenditure t
trips and -uphdbosbgbpptop trips was resdporadendt svd t h r
answers to Question 18 and Question 25A of the household survey, which ask respondents
to estimate their weekly main food shopping expenditure and weekly top -up shopping
expenditure respectively. We analysed the responses to these questions toderive an
estimate of the split between main and top -up expenditure on a zonal basis as shown in
Table 6.7 below.

Table 6. 7: Assumed Split of Convenience Goods Expenditure Between Main and Top -Up
Shopping
Zone Main Food (%) Top-Up (%)

1 82.4% 17.6%

2 82.1% 17.9%

3 80.7% 19.3%

4 77.2% 22.8%

5 74.3% 25.7%

6 78.2% 21.8%

7 78.5% 21.5%

8 82.1% 17.9%

9 82.1% 17.9%

10 73.7% 26.3%

6.4.4 By applying these estimates to the total convenience goods expenditure for each zone at
2017, we estimate (by adding together our estimates of the monetary split between main
and top up shopping expenditure within each zone) that across the Study Area as a whole,
£517.9m of convenience goods expenditure will be spent during main food shopping trips

and £138.9m during top up shopping trips.

6.4.5 The proportionoft he st udy a rcaeniane gdaods expenditdre spent during
main food shopping trips therefore equates to 78.9% of their overall convenience shopping
expenditure. The remaining 21.1% of expenditure (which will typically be spent on regular
purchases such as milk, bread and so onjupi s ther e

convenience shopping destination
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6.5 Comparison Goods Expenditure

6.5.1 For comparison goods, Table 68 sets out our estimation t hat the resident population of the
Study Area will generate £884.3m of comparison goods expenditure at 2017. Available
comparison goods expenditure is then forecast to increase to £980.9m at 2022, £1,156.1m
at 2027 and £1,363.7m at 2032. As identified by Table 6.9, this represents an increase of
£479.4m, or 55%, between 2017 and 2032.

6.5.2 Whilst the identified expenditure increase is clearly significant, the rate of forecast growth is
more modest than that which has been previously achieved. This is as a consequence of
forecast growth being more modest than that which has historically been secured and also a
consequence of further increases in expenditure committed through special forms of trading

(most particularly, internet shopping) .

Table 6.8: Total Availa ble Study Area Comparison Goods  Expenditure
2022

(Em)
884.3 980.9 1,156.1 1,363.7
Source: Table 10 of Appendix 6

Table 6.9: Growth in Available Study Area Comparison Goods Expenditure

Growth Growth Growth
201 7-2022 2017-2027 201 7-2032

(Em) (Em) (Em)

96.6 271.9 479.4

6.5.3 For the purpose of this study, comparison goods expenditure has been divided into eight
sub-categories: 0 D | 6Bl e canad & Fcuarl i t u r e ocatégoribsecallectivelyhbeirge
referred to as bulky goods)6 ; &®&d ot hing & Footweard, O6CDs, DVDs
Househol dé TGoyosd,s 6Games, Bi cycl esanddmMd aRd hir eantdi onall
Beaut y/ Ch e n(collettively ceferded t® as non-bulky goods). The proportion of

expenditure directed to each sub-category is estimated by Experian on a zonal basis.

6.5.4 In considering the above, it should be noted that if an excess of expenditure manifests itself
within the Study Area, this does not necessarily translate directly into a requirement for

additional floorspace. In assessing quantitative need, it is also necessary to take account of:
1 Existing development proposals;

1 Expected changes in shopping patterns; and
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1 The future efficiency of retail floorsp ace.

6.6 Inflow of Expenditure

6.6.1 The inflow of expenditure from tourist spending on convenience and comparison retail goods
was estimated based on 2016 STEAM Tourism Economic Impacts data, which was
undertaken for Marketing Lancashire by Global Tourism Solutions (UK) Ltd. The STEAM data
outputs incorporate visitor profile and expenditure data provided by the Lancashire Visitor
Survey 2016.

6.6.2 The STEAM data identifies that in 2016, tourism in Blackpool generated a total of £1,496.4m
of expenditure within the local e conomy, of which £491.9m (32.9%) is generated by day
visitors and £1,004.5m (67.2%) is generated by staying visitors.

6.6.3 The total expenditure comprises the expenditure of visitors on a variety of categories of
goods and services, ianncdl uddsihnogp pd fnogodd, aansd wderliln kads i
economic effects of local businessesand residents spending tourism revenues locally. A
breakdown of the composition of the total economic impact of tourism in Blackpool by type

of expenditure is shown in Figure 6.1 below.

Figure 6.1: Composition of Total Economic Impact of Tourism in Blackpool

Accommodation
13%

Indirect
23%

Food & Drink
22%

Transport
10%

Recreation
6%

Shopping
26%

Source STEAM data provided by Marketing Lancashire

6.6.4 We note that Blackpool will also benefit from inflow of expenditure from residents outside of
the Study Area due to work or other non -tourism purposes. However, there is no available

data on non-tourism visitor spending in Blackpool. Nevertheless, we anticipate that non-
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tourist inflow of expenditure on convenience and comparison retail goods in Blackpool

Borough is likely to be small in comparison to inflow from tourism expenditure.

6.6.5 The 2016 STEAM Tourism Economic Impacts data identifies that there was a total of 18
million tourism visits to Blackpool in 2016, including both day visitor and staying visitors . In
comparison, the Office for National Statistics data on the labour market in Blackpool Borough
identifies that Blackpool accommodates a total of 70,000 jobs at 2016 23, of which the 2011
Censuswork place data suggests that in the region of 10% (7,000 people) of pe ople working
in Blackpool are likely to live outside of the Study Area®*. Work related visits to Blackpool are
also likely to generate a much lower retail spend compared to tourism visits, as workers are
less likely to spend their time shopping for convenience or comparison goods. We therefore
consider that our estimate of inflow from tourism spend provides a reasonable proxy for all
inflow in the absence of data on non -tourism related visitor spending on convenience and

comparison retail goods.

Tourism Spending on Convenience Goods

6.6.6 As shown in Figure 6.1, the STEAM data identifies that 22% of the total economic impact of
tourism in Blackpool arises from direct visitor spending on food and drink. Applying this to
the total £1,496.4 m economic impact within the Blackpool local economy arising from
tourism suggests that £332.7m comprises visitor spending on food and drink, encompassing
spending on eating and drinking at restaurants, cafes and other venues, takeaway food,

shacks and groceries.

6.6.7 To estimate the visitor spending on groceries and other food and snacks bought in shops
only, we then make a deduction for spending on eating and drinking at restaurants, cafes
and other venues based on data sourced from VisitBritain. VisitBritain provides further detail
on the breakdown of domestic tourism expenditure at a national level and identifies that
41% of total day visitor expenditure > across Great Britain is spent on eating and drinking, of
which 88% is spent on eating/drinking out in ca fes and restaurants etc. and 12% is spent in

food bought in shops/takeaways.

6.6.8 For overnight visitors, VisitBritain identifies that 21% of total overnight tourism expenditure
across Great Britair®® is spent on eating and drinking. However, a breakdown of the

proportion spent on eating/drinking out in cafes and restaurants and on food bought in

33 Sourced from Blackpool Local Authority Area Labour Market Profile, Nomis

342011 Census data sourced from Nomis identifies that 52,525 UK residents work in the Blackpool Local Authority area of which

32,638 are resident in Blackpool, 5,167 are resident in Fylde and 10,119 are residents in Wyre.

%6The GB Day Visitor: Statistics 201506, ViTabe2®dotl and, Visit Wa
%6The GB Tourist: Statistics 20156, VisitScotland, VisitWales
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6.6.9

6.6.10

6.6.11

6.6.12

shops is not provided for overnight visitors. We have therefore assumed that, of the total
overnight tourism expenditure on eating and drinking, 88% (the percentage iden tified for

day visitor expenditure) is spent on eating and drinking out in cafes and restaurants.

Assuming that, as is the case for the total economic impact, 32.9% of the total direct
spending in Blackpool is generated by day visitors and 67.2% is generated by staying
visitors, total direct spending in Blackpool generated by day and staying visitors amounts to
£376.8m and £769.5m, respectively.

Applying the estimates derived from VisitBritain suggests that a total of £277.5m direct
visitor spending on eating and drinking out in cafes and restaurants, comprising £135.6m
generated by day visitors and £141.9m generated by staying visitors. Deducting this from
the total £332.7m visitor spending on food and drink suggests that some £55.2m is spent on

groceries and other food and drink in shops and takeaways.

Therefore, we assume that the total inflow of convenience goods expenditure into Blackpool

generated by tourism spending is £55.2m at 2017.

Tourism Spending on Co mparison Goods

As shown in Figure 6.1, the STEAM data identifies that 26% of the total economic impact of
tourism across Blackpool arises from direct expenditure on shopping for comparison goods
including items such as clothing / jewellery household items, music / films / games, gifts and
smaller items, books and maps, plant and garden items. Applying this to the total £1,496.4m
economic impact within the Blackpool local economy arising from tourism in 2016 suggests

that £388.3m comprises visitor spending on comparison goods.

WWW.wyg.com creative minds  safe hands

122



Blackpool Retail, Leisure and Hotel Study

7.0

7.1

7.1.1

7.1.2

7.1.3

7.1.4

7.2

7.2.1

7.2.2

Retail Capacity in  Blackpool Borough

Introduction

In this section we set out our assessment of the quantitative capacity for additional
convenience and comparison goods floorspacein Blackpool Borough over the study period
from 2017 to 2032, and at five-year reporting periods (i.e. at 2017, 2022, 2027 and 2032).

At the outset, it is important to note that a quantitative assessment of capacity over the long
term should be viewed with caution, due to the obvious difficulties inherent in predictingt he
performance of the economy and shopping habits over time. In any event, any identified
capacity should not necessarily be viewed as justification of new retail floorspace outside of
the town centre as this could prejudice the implementation of the Blackpool Town Centre
Strategy and the development of more central sites that may be currently available or that

could become available over time.

Appendix 6 provides a complete series of quantitative capacity tables that provide further

detail in terms of the step-by-step application of our quantitative assessment methodology.

Following our quantitative capacity assessment, we assessthe qualitative need for additional
convenience and comparison retail floorspace in the borough. We do this by considering

whether there are any deficiencies or gaps in terms of the location and quality of the existing
provision, along with factors including consumer choice and competition, and over-trading at

existing stores.

Capacity Formula

For all types of capacity assessment,the conceptual approach is identical, although the data
sources and assumptions may differ. The key relationship is Expenditure (Em) (allowing for
population change and retail growth) less Turnover (Em) (allowing for improved

6producti vityéorDefieitdfmpl s Sur pl us

Expenditure (Em) 1 The expenditure element of the above equation is calculated by taking
the population within the defined catchment and then multiplying this figure by the average
annual expenditure levels for various forms of retail spending per annum. The expenditure is

estimated with reference to a number of factors, namely:
1 Growth in population;

1 Growth in expenditure per person per annum; and
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1 Special Forms of Trading (e.g. the internet, catalogue shopping and so on).

7.2.3 Turnover (Em) T The turnover figure relates to the annual turnover generated by existing
retail facilities within the Study Area. The turnover of existing facilities is calculated using
Mintel Retail Rankings and Verdict UK Grocery Retailers reports independent analysis that

lists the sales densities for all major multiple retailers.

7.2.4 Surplus/Deficit (Em) T This represents the difference between the expenditure and turnover
figures outlined above. A surplus figure represents an effective under provision of retail
facilities within the Study Area (which, al | things being equal, would suggest that additional
floorspace could be supported), whereas a deficit would suggest a quantitative overprovision

of retail facilities.

7.25 Although a surplus figure is presented in monetary terms, it is possible to convert this figure
to provide an indication of the quantity of floorspace that may be required . The level of
floorspace will vary dependent on the type of retailer proposed and the type of goods
traded. For example, in the case of comparison goods, non-bulky goods retailers tend to
achieve higher sales densities than bulky goods retailers However, within the bulky goods
sector itself there is significant variation, with electrical retailers tending to have a much

higher sales density than those selling DIY or furnitur e goods.

7.3 Future Capacity for Convenience Goods Floorspace

7.31 In order to appraise the need for additional convenience goods retail floorspace, we first
consider the performance of the current provision. Next, we assess how the performance of
stores will be affected by future growth in expenditure. We then set out the anticipated
increases in expenditure that wildl be avail abl e t

facilities.

7.3.2 Following these exercises, we then take account of any hew convenience goods floorspace
that has been implemented subsequent to the date of the household survey and consider
the effect that extant planning commitments will have in addressing any identified

convenience goods shopping needs.

Trading Performance of Existing Convenience P rovision

7.3.3 We assess the individual performance of each of the main convenience goods facilities in
Blackpool Borough by comparing the survey-derived turnover of each food retail destination
to its 6benchmarké turnover . Thleeelobtrrovectienieer k6 t ur r

store would generally be expected to attract, based on company average trading levels. A
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judgement can then be made on the trading performance of existing facilities by comparing

thesurvey-der i ved turnover wichmarkeé exxpeoaotved dlheexi st

7.3.4 The 6benchmarkd turnover differs for each operatc
metre throughout the country. Although robust up -to-date information is available in terms
of the convenience goods floorspace provided by large foodstores and average turnover per
square metre (from nationally published trading information from Mintel and Verdict) , it can
be more difficult to quantify the extent and performance of local convenience provision as
there is no single comprehensive database to rely upon. Where we have been unable to
verify the exact quantity or performance of floorspace provided by existing smaller-scale
convenience goods st or dosated vsithircdefinaa senttes),ome haser s hops 6
assumed that stores are tradi negderideaturnaveraqudtestor i umdé (i
the expected level of turnover). Accordingly, in assessing the quantitative capacity for
additional convenience goods floorspace in Blackpool Borough, we make an adjusment for
under or over-trading at existing co nvenience retail stores in Blackpool Borough in the 2017

base year.

7.3.5 Our assessment is based upon a 6goods basedd appr
by category type, and it is important to recognise that major foodstore operators generally
sell an element of non-food goods such as books, compact discs, clothing and household
goods. To account for this, the typical ratio between convenience/comparison goods
provision for each operator3® has been applied to the estimated net floorspace of each
foodstore. This provides an indication of the likely sales area dedicated to the sale of

convenience goods at each store.

7.3.6 Whilst survey results are commonly accepted as a means by which to identify existing
shopping patterns, their findings should be treat
a bias towards national multiple retailers and, as a consequence, may overstate the role and
performance of larger national multiple stores whilst understating that of smaller stores and
independent retailers. To minimise the potential for such bias, our household survey asked
shoppers where they last undertook particular types of shopping rather than where they
most frequently shop, which is more likely t o record infrequent purchases that are typically

made at smaller centres and stores.

37 Excluding any under or over-trading at smaller-scale stores for which we were unable to verify the performance of the
floorspace.

Generally der i ve @esfimaesofthedypichliflaotsgase sitdot major convenience goods retailers.
Where Verdict data is not available or is considered not to appropriately reflect how a store trades in practice, we have
applied professional judgement in the manner set out in the notes to Table 5 of Appendix 6.
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7.3.7 Whilst the individual performance of each convenience goods facilities in the borough is
identified at Table 6 of Appendix 6, it is emphasised that this does not take account of the
additional uplift in turnover provided by inflow from outside of the Study Area. Convenience
goods retailers within the Blackpool administrative area will benefit from considerable trade
arising from visitors from outside of the Study Area. The large majority of this spending is
likely to be generated by tourism, but will also be generated by other types of visits to

Blackpool from residents outside of the Study Area for work or other purposes.

7.3.8 In Section 6.6 we identified that the total inflow of convenience goods expenditure into
Blackpool Borough generated by tourism spending is £55.2m which represents a reasonable
proxy for the convenience goods expenditure generated by all visitors to Blackpool in the
absence of data on non-tourism related visitor spending. Accor di ngl y, Bl ackpool
convenience goods shopping destinations will benefit from an additional uplift to their
survey-derived turnover to account for turnover drawn from the spending of resi dents
outside of the Study Area, which we take account of in assessing the overall trading

performance of foodstores across Blackpool Borough as a whole

7.3.9 Nevertheless, the trading position of many stores on an individual basis could be higher than
suggested by our assessment in Table 6 at Appendix 6, particularly for destinatio ns in
Blackpool town centre, which we consider are likely to attract the most custom from outside
the Study Area. These stores are most likely to benefit from a significant uplift in turnover
from the additional £55.2m of convenience goods expenditure in Blackpool Borough
generated by tourism. Whilst supermarkets and superstores across Blackpool mayalso
attract some tourist spending, we expect smaller convenience goods retailers locded in

district and local centres will generally cater for local needs and attract little tourism spend.

7.3.10 A summary of our benchmark assessment showing the current overall trading position of
convenience goods floorspace inBlackpool Borough including inflow compared against the

expectedd b e n ¢c h mar ki$provided in Sable .1 below.

Table 7.1: Overall Trading Performance of Foodstores in Blackpool Borough at 2017

Survey Derived Turnover Over - or

Benchmark _
Turnover Survey Tourism Under -

Turnover Inflow V! trading
(A) (B) (®) (D=B+C) (D-A)
£m £m £m £m £m
Total Blackpool Borough 313.3 264.3 55.2 319.5 6.2
Source: Table 6 at Appendix 6
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7.3.11 Our assessment identifies that taking all convenience goods retail facilities in Blackpool
Borough together, the expected turnover of provision is £ 313.3m per annum at 2017, which
is £49.0m lessthan the £264.3m turnover identified to be drawn from the Study Area
residents. However, once the £55.2m allowance for tourism inflow is taken into account, the
total convenience turnover of all convenience goods destinations in Blackpool Borough is
estimated to be £319.5m. This suggests that existing convenience goods provision in the

boroughi s col |l ectively mar g2mnvhehtompaedteitssexpactaddi ngdé by /

turnover.

7.3.12 We therefore consider that the overall £6. 2m of over-trading identified in Blackpool Borough,
as set out in Table 7.1, can be regarded as surplus expenditure capacity available to support
additional convenience floorspace. In assesshg the quantitative capacity for convenience
goods floorspace in the borough we therefore make an allowance for this over -trading to be

added to the capacity.

Surplus Expenditure Available for Additional Convenience Goods Floorspace

7.3.13 Table 7.2 below sets out the surplus convenience expenditure available to support additional
convenience goods retail floorspace in Blackpool Borough. The surplus expenditure
assessment takes account of the current convenience goods trading position compared
against t hrek 66 b(eonrc hammat i ci pated) turnover of existi

and identifies the position prior to taking account of planning commitments for new

convenience goods floorspace.

Table 7.2: Surplus Expenditure Available for Additional Convenience Goo ds Floorspace in
Blackpool Borough

Benchmark Available Expenditure
TuEr?(ioS\:ienrgof Expenditure Inflow from . Surplus
- Drawn from Outside Total xpenditure
Study Area Study Area
(A) (®) © (b=B+C) (D-A)
£m £m £m £m £m
2017 313.3 264.3 55.2 319.5 6.2
2022 312.3 263.0 54.9 317.9 5.6
2027 313.3 264.2 55.1 319.3 6.0
2032 314.8 266.1 55.5 321.7 6.8

Source: Table 8a of Appendix 6

7.3.14  Accordingly, Table 7.2 sets out the benchmark turnover of existing convenience retail
facilities in Blackpool Borough in the 2017 base year and projects this forward to 2032

assuming that the benchmark turnover of existing floorspace will increase through
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improvements in floorspace efficiency at the rates set out in Experian Retail Planner Briefing
Note 15.

7.3.15 The £264.3m of convenience goods expenditure generated by residents of the Study Area
and spent in destinations within Blackpool Borough at 2017 equates to a market share of
40.2% (the proportion ofthe Study Ar ea r esi dentsdé expenditure on c
is spent in Blackpool Borough). Given the geography of the borough and its strong retention
of convenience goods expenditure across Zones 1 to 6, which broadly correspond to the
Blackpool administrative area, our assessment assumes that the current market share of

facilities in Blackpool Borough is maintained over the study period to 203 2.

7.3.16  After increases in population are considered against the forecast changes in floorspace
productivity *°® and expenditure per capita, we estimate that the total available convenience
goods expenditure in Blackpool Borough drawn from residents of the study area will be
£263.0m at 2022, increasing to £264.2m at 2027 and £266.1m at 2032.

7.3.17 Table 7.2 includes an allowance for inflow of expenditure from outside the Study Area from
tourism expenditure, which we estimated to provide an additional £55.2m of available
expenditure in Blackpool Borough at 2017. The allowance for inflow is projected forward to
2032 assuming that the proportion of the total available expenditure in Blackpool Borough
derived through the inflow is maintained over the study period. This allows for some
6background growt hd i neexpentliture growth idenpfiedovithinthei on t o t
Study Area.

7.3.18 Table 7.2 shows that a convenience goods expenditure surplus of £6.2m is identified in
Blackpool Borough at 2017, which corresponds to the current level of over-trading at existing
foodstores in Blackpool Borough as identified in Table 7.1 above. We estimate that the
expenditure surplus will be £5.6m at 2022, £6.0m at 2027 and £6.8 at 2032.

Commitments for New Convenience Goods Floorspace

7.3.19 The next stage is to make an allowance for planning commitments for new convenience
goods floorspace, comprising floorspace implemented subsequent to the household survey in

October 2017 and extant planning permissions. There are a number of such commitments

3% Account has been made for the turnover efficiency of existing convenience goods floorspace to change in accordance with the
projections set out in Table 4a of Experian Retail Planner Briefing Note 15 (these being -0.1% at 2018, -0.2% per annum at
2019, 0.0% per annum between 2020 and 2024, and +0.1% between 2025 and 2032). Operators have historically been able to
make their existing floorspace more productive over time. However, these negative turnover efficiency growth rates reflect
current forecasts for convenience goods floorspace productivity to fall or remain static over the study period.
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7.3.20

7.3.21

7.3.22

7.3.23

7.3.24

that are expected to draw on the co nvenience goods expenditure available in Blackpool

Borough as scheduled in Table 7 at Appendix 6.

The most notable are the new supermarket and frozen food store in Thornton-Cleveleys
proposed as part of the Norcross scheme (application ref. 18/00065/LMAJ) and the new Lidl
store at Squires Gate (application ref. 16/0317) , which opened at the end of October 2017
just after the completion of the household survey. Both of these schemes are located just

outside of Blackpool Borough in Wyre and Fylde, respectively.

As summarised in Table 7.3 below, we estimate that retail planning commitments that are
expected to draw on the available comparison goods expenditure in Blackpool Borough
together provide an estimated 3,963 sg.m of comparison goods sales floorspace®. Overall,
we estimate that these commitments would have a combined turnover of £37.7m if

operational in the 2017 base year.

Table 7. 3: Allowance for Planning Comm itments for New Convenience Goods Floorspace

. Convenience
. Estimated
Convenience Sales . Turnover Drawn
Convenience . .
Area Floorspace from Expenditure in
Turnover
Blackpool Borough

sg.m £m £m
3,512 29.6 18.5

Source: Table 7 at Appendix 6

We have assumed that all of the estimated convenience turnover of the commitments within
Blackpool Borough will be drawn from the available expenditure within the borough. For
those commitments outside of the borough, we have assumed that only some of the
estimated comparison turnover will be diverted from Blackpool Borough based on our
professional judgement, taking account of existing shopping patterns and the scale, type and

location of the floorspace proposed.

Overall, we estimate that £18.5m of the to tal turnover of the commitments would be drawn
from the available expenditure within Blackpool Borough if operational in the 2017 base

year.

Full details of the assumptions made in estimating the turnover of commitments are provided

in the notes which accompany Table 7 of Appendix 6.

4% Only commitments providing a total gross retail floorspaceof greater than 200 sg.m have been included in our assessment as
it is not considered that proposals of a lesser scale will have a tangible effect on shopping patterns.
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Residual Quantitative Need for Additional Convenience Goods

Floorspace

7.3.25 Table 7.4 below sets out the residual convenience expenditure capacity in Blackpool Borough
taking into account the turnover requirements of the commitments for new convenience
retail floorspace. The estimated turnover of the commitments is deducted from the surplus

expenditure capacity figures identified in Table 7.2 above.

Table 7.4: Residual Quantitative Need for Additional Convenience Goods Floorspace i n
Blackpool Borough after Implementation of Commitments

Surplus Residual A Requi
Convenience Turnover of Convenience DO R EE:
Goods Commitments Goods .
Expenditure Expenditure Min Max
_ (C/£12,542 (C/£8,000 per
A) ©) (C=A-B) per sg.m) sq.m)
£m £m £m Sg.m sg.m
2017 6.2 18.4 -12.2 -1,000 -1,500
2022 5.6 18.4 -12.8 -1,000 -1,600
2027 6.0 18.4 -12.4 -1,000 -1,600
2032 6.8 18.5 -11.7 -900 -1,500

Source: Table 8c at Appendix 6

7.3.26  The residual expenditure identified when taking account of the turnover of commitments is
then converted into floorspace requirements using average sales densities of £12,542 per
sg.m and £8,000 per sg.m, dependent on the nature of the convenience operator. The lower
sales density is more typical for retailers such as Lidl and Iceland, and the higher sales
density is an average of the &é6top fourd convenier
Morrisons). Using two sales density figures gives an idea as to how any identified

guantitative needs could be met in practice.

7327 The expenditure surplus r e #l2Pmatl017 amcetheturroser dual def
requirements of planning commitments are taken into account. Even after increases in
population are considered against the changes in expenditure and floorspace productivity,
the residual convenience expenditure capacity will remain in deficit over the entire study
period to 2032, albeit decreasing to T £11.7m at 2032.

7.3.28  Accordingly, such is the quantity of convenience goods floorspace already implemented and
committed in Blackpool Borough that there is no quantitative requirement for any additional
convenience goods floorspace within the borough over the entire 15-year study period to

2032. However, gi ven the inherent wuncertainties in pred
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over time, we recommend that the longer term (beyond ten year s) estimates are viewed

with some caution.

7.4 Future Capacity for Comparison Goods Floorspace

7.4.1 Turning to comparison goods capacity, it is important to note that our methodology deviates
from that in respect of convenience goods for two principal reasons . Firstly, it can be
extremely difficult to attribute an appropriate benchmark turnover to existing comparison
goods provision. Secondly, there tends to be greater disparity between the trading
performance of apparently similar comparison goods provision depending on its location, the

character of the area and the nature of the catchment.

7.4.2 As a consequence, we do not consider it appropriate to calculate a benchmark trading
performance for comparison goods floorspace based on an assumed sales density Instead,
weadopt the approach that comparison goods fl oor sj
(i.e. our survey derived turnover estimate effectively acts as benchmark). Accordingly, in
assessing the quantitative capacity for additional comparison goods floorspace in Blackpool
Borough, we make no adjustments for under or over -trading at existing comparison retail

stores in Blackpool Borough inthe 2017 base year.

7.4.3 Therefore, in assessing the future capacity for new comparison goods floorspace in Blackpool
Borough, we first identify the total comparison goods expenditure generated by the residents
of the study area and spent in destinations within Blackpool Borough assuming that the
future performance of Bl ackpool 6s facillei ties wil!/
share. We then include an allowance for inflow of expenditure from outside the study area,
which is projected forward assuming that the proportion of the total available expenditure in
Blackpool Borough derived through inflow is maintained over the study period. This allows
for some Obackground gr owt htdtal expmenditunefgiowtv i n pr opor t
identified within the Study Area. Next, we set out the total i ncreases in expenditure which

will be available to the bo r 0 u g mpasisorcgoods retail facilities.

7.4.4 We then identify the comparison goods turnover of existing stores assuming that the
turnover of e xisting comparison goods floorspace at 2017 equals the total available
expenditure within Blackpool Borough in the 2017 base year. We allow for the turnover of
existing stores to increase over the study period to allow for year on year increases in the

productivity of existing floorspace.
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7.4.5 Following this exercise, we then take account of any new comparison goods floorspace that
has been implemented subsequent to the household survey and consider the effect that
extant planning commitments for additional comparison retail floorspace will have in

addressing any identified comparison goods shopping needs.

Surplus Expenditure Available for Addition al Comparison Goods Floorspace

7.4.6 The £478.3m of comparison goods expenditure generated by residents of the Study Area
and spent in destinations within Blackpool Borough at 2017 equates to a market share of
54.1%. Again, it is assumed that the future performa nce of BlackpoolBoough é6s faciliti e
be commensurate with its current market share . Our assessmenttherefore 6r ol | s f or war d o
market share to examine the likely level of comparison goods floorspace required to maintain

the role and function of Bla ¢ k p aetall facdities.

7.4.7 Comparison goods retailers within the Blackpool administrative area will benefit from
considerable trade arising from visitors from outside of the Study Area. We estimated in
Section 6.6 that inflow of comparison goods expenditure into Blackpool Borough generated
by tourism spending amounts to £388.3m. Taking this inflow allowance into account
increases the total available comparison goods expenditure in Blackpool Borough from
£478.3m to £866.6m at 2017 (inflow therefore repres enting 44.8% of the total available

expenditure).

7.4.8 Assuming that the current market share and proportion of the total available expenditure
derived from inflow from outside the Study Area is maintained over the study period, we
estimate that the total available comparison goods expenditure in Blackpool Borough will
increase from £866.6m at 2017 to £ 1,336.4m at 2032.

7.4.9 Assuming that the existing comparison retail facilities in BlackpoolBoroughar e tradi ng 6at
equi | i br itimatedhat exiséng gtwes attract a total of £ 866.6m of comparison goods
expenditure at 2017. We therefore assume that there is no surplus expenditure and no
quantitative need for any ad ditional floorspace across the borough at 2017. We then
estimate the future turnover requirements of existing stores taking account of the forecast
increases in the sales efficiency of existing comparison goods floorspaceas set out in

Experian Retail Planner Briefing Note15%.

7.4.10  After accounting for forecast increases in population and comparison goods expenditure, and

allowing for year on year increases in the productivity of existing floorspace, we estimate

41 Table 4b of the Experian Retail Planner Briefing Note 15 identifies improvements in comparison goods floorspace sales
efficiency of +0.9% at 2018, +1.8% at 2019, +2.3% per annum between 2020 and 2024, and +2.2% per annum
between 2025 and 2032).
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that there will be a small expenditure surplus available to support additional comparison
goods floorspace within Blackpool Borough of £8.3m at 2022, increasing to a more
substantial £68.4m at 2027 and £149.5m at 2032. The surplus expenditure available to

support additional comparison goods floorspace is summarised in Table 7.5.

Table 7.5: Surplus Expenditure Available for Additional Comparison Goods Floorspace in
Blackpool Borough

Available Expenditure
Turnover of

Expenditure Inflow from Existing Surplus
Drawn from Outside Total Stores Expenditure
Study Area Study Area
(A (B) (C=A+B) (%) (C-D)
£m £m £m £m £m
2017 478.3 388.3 866.6 866.6 0.0
2022 530.5 430.7 961.3 953.0 8.3
2027 625.3 507.7 1,133.0 1,064.6 68.4
2032 737.6 598.8 1,336.4 1,186.9 149.5

Source: Table 30a of Appendix 6

Commitments for New Comparison Goods Floorspace

7.4.11 The next stage is to make an allowance for planning commitments for new comparison
goods floorspace, comprising floorspace implemented subsequent to the household survey in
October 2017 and extant planning permissions. There are a number of such commitments
that are expected to draw on the co mparison goods expenditure available in Blackpool
Borough as scheduled” in Table 29 at Appendix 6. The most notable of which are the bulky
goods retail unit proposed at Whitehills Business Park at Junction 4 of the M55 in Fylde
(application ref 14/0822) and the new Wilko store proposed as part of the Houndshill

Shopping Centre extension in Blackpool town centre (application ref. 17/0453).

7.4.12 Itis emphasised, however, that the Wilko store is relocating from its existing location on
Tal bot Road in Blackpool. It is proposed that Wil
tram terminal and hotel uses, along with a five small retail units, as part of the second phase
of the Talbot Gateway development (application ref. 17/0276). The relocated new Wilko
store proposed as part of the Houndshill Shopping Centre redevelopment and the five new
retail units proposed at Talbot Road wi | | be small er ttdreeand titWitwok o0 6 s e x i
schemestherefore provide no net uplift in retail floorspace . Indeed, the proposed

developments will result in in overall reduction in retail floorspace. Note that we have not

42 Only commitments providing a total gross retail floorspace of greater than 200 sg.m have been included in our assessment as
it is considered that proposals of a lesser scale will not have a tangible effect on shopping patterns.
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7.4.13

7.4.14

7.4.15

7.4.16

made an allowance for planning commitments associated with a loss of retail floorspace as

such floorspace is typically vacant or underperforming.

As summarised in Table 7.6 below, we estimate that retail planning commitments that are
expected to draw on the available comparison goods expenditure in Blackpool Borough
together provide an estimated 13,042 sg.m of comparison goods sales floorspace®. Overall,
we estimate that these commitments would have a combined turnover of £ 44.6m if

operational in the 2017 base year.

Table 7. 6: Allowance for Planning Commitments for New Comparison Goods Floorspace

. Comparison
. Estimated
Comparison Sales . Turnover Drawn
Comparison . .
Area Floorspace from Expenditure in
Turnover
Blackpool Borough

sg.m £m £m

13,042 44.6 17.7

Source: Table 29 of Appendix 6

We have assumed that all of the estimated comparison turnover of the commitments within
Blackpool Borough will be drawn from the available expenditure within the borough. For
those commitments outside of the borough, we have assumed that only some of the
estimated comparison turnover will be diverted from Blackpool Borough (40% for the
proposed bulky goods unit at Whitehills Business Park, 10% for the new retail units at
Freeport Fleetwood Outlet Village, 35% for the new retail units at Norcross and 90% for the

new Lidl store at Squires Gate).

Overall, we estimate that £17.7m of the total turnover of the commitments would be drawn
from the available expenditure within Blackpool Borough if operational in the 2017 base

year.

We note that South Ribble Council resolved to approve the proposed Cuerden Strategic Site
development in Preston (application ref 07/2017/0211/ORM) subject to a Section 106
Agreement. The development of the Cuerden Strategic Site includes a new lkea store
together with an M&S, Next and Primark and is expected to function as a new regional
destination drawing trade from across a Lancashire We anticipate that the Cuerden scheme
will attract some spending from residents of Blackpool Borough, particularly within the
furniture and homewares category, and this will need to be identified through a new

household survey once the development is constructed and open.

4 Only commitments providing a total gross retail floorspace of greater than 200 sg.m have been included in our assessment as
it is not considered that proposals of a lesser scale will have a tangible effect on shopping patterns.
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7.4.17

7.4.18

7.4.19

7.4.20

7.4.21

Full details of the assumptions made in estimating the turnover of commitments are provided

in the notes which accompany Table 29 of Appendix 6.

Residual Quantitative Need for Additional Comparison Goods Floorspace

Table 7.7 below sets out the residual comparison expenditure capacity in Blackpool Borough,
taking into account the turnover requirements of the planning commitments for new

comparison retail floorspace, and converts this to a floorspace requirement.

A residual comparison goods expenditure deficit of T £14.6m at 2017 is identified once the
turnover requirements of planning commitments are taken into account. Extant planning
permissions i most notably the Whitehills Business Park schemei are expected to absorb all
of the surplus expenditure capacity in Blackpool Borough in the short-term period up to

2022. However, even accounting for the existing commitments, the population gr owth and
growth in spending on comparison goods forecast over the study period will still generate a
substantial expenditure residual to support additional comparison retail provision in Blackpool
Borough over the longer term, of £50.4m at 2027 and £129.4m at 2032.

Table 7.7 : Residual Quantitative Need for Additional Comparison Goods Floorspace in
Blackpool Borough after Implementation of Commitments

Surplus Residual A Requi
Comparison Turnover of Comparison QOEPEIEE NETUIEE]
Goods Commitments Goods .
Expenditure Expenditure Min Max
_ (C/£ 5,000 per (C/E 3,000 per
(A) (B) (C=A-B) sq.m) sq.m)
£m £m £m sg.m sg.m
2017 0.0 17.4 -17.4 -3,500 -5,800
2022 8.3 19.2 -10.9 -2,000 -3,300
2027 68.4 21.4 47.0 7,700 12,800
2032 149.5 23.9 125.6 18,300 30,600

Source: Table 30c at Appendix 6

Table 7.7 then translates the identified residual expenditure figures into floorspace
requirements, using a maximum average sales density of £5,000 per sq.m and a minimum of
£3,000 per sg.m. The maximum average salesdensity is based on the identified need being
met through the delivery of high street floorspace and the m inimum figure relates to need
being met by bulky goods retailers or independent retailers (which both generally achieve

lesser sales densities).

As discussed, we do not estimate that there will be a comparison goods floorspace

requirement until 2027, when an additional 7,700 sg.m to 12,800 sq.m of comparison retail
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floorspace will be needed, rising to between 18,300 sq.m and 30,600 sg.m at 2032,

depending on the format of the floorspace.

7.4.22  Whilst these longer-term forecasts should be treated with caution, the figures do
demonstrate that over the long er term there is potentially substantial capacity for additional

comparison goods floorspace within Blackpool Borough.

7.4.23  Given the high levels of vacant and underused property in Blackpool town centre, it is
emphasised that some of the residual expenditure capacity for new floorspace should be
directed to support the reuse of existing vacant floorspace in the town centre. This will help
to reduce vacancy levels and contribute to improving the vitality and viability of Blackpool

town centre.

7.5 Qualitative Need

751 Paragraph 158 of the NPPF makes clear that local planning authorities should ensure that the
Local Plan s based on adequate, up-to-date and relevant evidence about the economic,

social and environmental characteristics and prospects of the area.

7.5.2 Paragraph 161 of the NPPF goes on to state that LPAs should use this evidence base to

assess

O .the needs forla nd or floorspace for  economic development, including both the
quantitative and qualitative needs for all foreseeable types of economic activity over

the plan period, including for .retail and | eisure

7.5.3 Deficiencies and gaps in existing retail provision can be considered ona borough wide basis
orin termsofthe bor oughds i ndividual centres. As set out
consider that the Study Area secures areasonably good market share of convenience and

comparison goods expenditure.

Convenience Goods Floorspace

7.5.4 In assessing the potential qualitative need for additional retail provision, whilst this is a more
subjective matter, there are important factors to consider when reviewing the existing
provision within the administratve ar ea. | ssues such as O6gapsdé in e
that communities have easy access to retail facilities and that there is a range of operators
to provide choice to residents, along with location specific needs such as higher levels of

deprivation, all need to be taken account of when assessing the qualitative need.
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7.5.5

7.5.6

7.5.7

7.5.8

7.5.9

7.5.10

WWW.wyg.com creative minds  safe hands

As set out in detail above, we have not identified any quantitative capacity for additional
convenience floorspace across the Borough, once committed convenience floorspace has

been taken into account.

When reviewing the existing convenience provision across the Borough as a whole, there is

representation of all of the O6big fourdé super mar k

and Morrisons) and discounters (i.e. Aldi and Lidl) either within or just outside of the

Borough.

The 2011 Fylde Coast Retail Studyidentified both a quantitative and qualitative gap in the

convenience goods provision in Blackpool town centre, and that this should be the first

priority for a qualitatveimpr ovement i n the Fyl de i §ecificallydas

gap in the access to a large supermarket providing a wider and choice range of goods. The
2011 Study stated that the proposed foodstore at Talbot Gateway could seek to meet the

qualitative gap.

The 2011 Fylde Coast Studyalso specifically identified that the retention levels within Zones
1, 2 and 3 were particularly |l ow and that
when considering the ease of accessibility for residents within these zones (which was
particularly important given that these were less affluent areas with low car ownership). As
such, it was the intentionthat t he Sai nsbur ywomld@avigeear ndanrak ent
shopping destination for residents within the to wn centre and also for shoppers, tourists and

workers travelling to the town centre for other reasons.

However, the shopping patterns established by the latest household survey, demonstrate
that only 34.6% of residents residing in Zone 1 undertake their main food shop in Zone 1,
and instead, 30.1% are travelling to Zone 5 (principally Aldi and Asda). Furthermore,
residents in Zone 2 are also travelling to convenience destinations in Zones 4 and 5 (24.6%
and 45.2% respectively) to meet their main food shopping needs. In both cases, there is still

a considerable level of travel by these residents to alternative foodstores outside of Zones 1

and 2, demonstrating t ha tbot@diewdydhds gandhsemeSvayitm s bur y o6 s

meeting that deficiency within the central area of Blackpool, residents are still choosing to

travel to alternative operators to meet their needs.

Analysing the shopping patterns further, we can also establish why shoppers choose to

undertake their main food shops at the specified locations. Looking firstly at those who

stated that the Sainsburyés was their | ast

the reason was because it was close to home, followed by 11.9% which stated it is near to
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their place of work and 11.8% because of the choice of goods available. However, for the

Aldi at Park Road (a popular destination for residents in Zone 1), 41.7% of respondents

stated that the reason for choosing the destination was due to lower prices and 20.1%
stated it was bec au dlsfutler amalyaid deneonstrates than@sidengso .
often choose a main food destination such as Aldi (i.e. a discounter), due to the low priced

goods and those retailers that provide value for money.

7.5.11 Our assessment of convenience goods shopping patterns in Section 4and summarised
above, suggests that the choice of main food shopping destinations (i.e. those above 1,000
sqg.m net in particular) in the central and central-northern parts of the Borough (Zones 1, 2,
3 and 6) is more limited than in the south of the Borough, particularly considering that this
area encompasses Blackpool town centre.The area within and directly to the north of the
town centre, i.e. the area between the no rthern extent of the town centre boundary,
Bispham district centre and the administrative boundary of the Borough to the east, has very
limited provision by way of choices of operators. Indeed, this urban area is served principally
by two large format Sains bur yé6s f oodstores, one in the norther

boundary at Talbot Gateway and the second on Red Bank Road in Bispham.

7.5.12  There are other small format convenience operators within Zone 1 consisting of an Iceland
(450 sg.m net) the M&S foodhall (1,186 sg.m net), two Co -op stores (both measuring less
than 400 sg.m net) and within Zone 2 access to the Lidl at Bloomfield Road (1,068 sq.m net)
and the Farmfoods. The largest of these other operators in the town centre is the M&S
foodhall, which sells own brand/ready to eat products which do not typically meet the
requirements of the more deprived communities, or those wishing to undertake their weekly
6 mai n f o dndided, epresgnttion of the four main supermarkets operators (Tesco,
Sainsbuy 6s, Asda and Morrisons) in this area, except
Tesco Express, i s t her dtfolbowsthat additional eepresént@atiols ai ns b ur y €
from one of the O6topd convenience r edaqaalithtieer s coul c

point of view.

7.5.13 We therefore consider that overall, the choice of supermarket destinations in the area as
described above (i.e. the town centre and the urban area northwards to Bispham and
eastwards to the edge of the administrative area), to be limited. As detailed in the Blackpool
Core Strategy and as was identified in the RTP Fylde Coast Study Blackpool suffers from
severe levels of highly concentrated deprivation, particularly in the inner areas in and
surrounding Blackpool town centre. Access to a choice range of foodstore provision is
especially important in areas of high deprivation and low levels of car ownership, which

make it more difficult for residents to travel to foodstore provision further afield, and can
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improve access to fresh and healthier food. Despite this low level of car ownership, as stated
above, residents still travel outside of Zone 1 and even Zone 2 to meet their main food
shopping requirements, demonstrating that the provision within Zones 1 and 2 do not meet
their requirements, potentially down to the range of goods or the prices of the goods on
offer. Such an issue may arise when the only foodstores on offer within walking distance are
retailers at the higher-end of the price spectrum such as M&S or even to a lesser extent,

Sainsburyés.

7.5.14 ltis this qualitative deficiency which WYG has identified through the analysis of the results of
the study, which could be addressed through the delivery of an alternative fascia choice in
this part of the Borough, focussing on providing affordable goods for the more deprived
communities. Any potential new convenience floorspace needs to be qualitatively different to
the offer already present in the town centre, focussing on lower priced goods to meet the

clear deficiency.

7.5.15 Based on the findings above, we are of the view that there could be the potential to provide
an additional foodstore towards the northern periphery of Blackpool town centre should a
site within or on the edge of the centre become available. We envisage that the scale of
foodstore appropriate would fit within the 1,500 to 2,500 sg.m (gross) bracket, ensuring that
the turnover of which would not untenably i mpact
Talbot Gateway. Any additional floorspace would need to ensure that it complements, rather
than competes with the substantial investment made at Talbot Gateway in the delivery of
the Sainsburyés, whilst seeking to attract shoppe
town centre, instead of travelling to other foodstores in Zone 5 to meet their shopping
needs. As such, in order to claw the expenditure back into the town centre, any retailer
would need to provide an offer different to that which is already provided, and which seeks
to meet the current deficiency in terms of providing lower priced goods. It is important to
notethatpr ovi di ng another | ar g di.e.over@2d@itscpnm) evounot 6 super st

meet this same objective and would instead compet

7.5.16 In any event, as part of the summary of strengths and opportunities within the 2013 Town
Centre Strategy, the Council identifies that key development sites within the town centre
present opportunities to enhance convenience and comparison retail and service provision
and complement qualitative improvements to the existing retail stock. The Strategy also
recognises that it will be important to ensure that new provision does not undermine the
existing town centre offer. WYG considers that this analysis is still reflective of the qualitative

convenience position as identified in the latest Study.
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7.5.17

7.5.18

7.5.19

7.5.20

Taking this one step further, it is important that any potential development site would ideally
be located within the town centre boundary, and whilst it would need to meet both the
sequential and impact tests, it would be necessary to consider the wider benefits a new
foodstore could provide to the town centre in terms of choice, increased turnover and
encouraging linked-trips with the existing uses. For example, a store of between 1,500 sq.m
and 2,500 sq.m would require a site of approximately 0.6ha to provide the required
floorspace and associated car parking (dependent on its location), demonstrating its

relatively small scale.

Given the potential location within the town centre b oundary, this would serve the

underprovided area to the north of the town centre and to the south of Bispham, and would

also serve the areas of deprivation within and surrounding the town centre. As such, any

sites outside of the town centre boundary for n ew convenience floorspace should be

resisted, given the lack of quantitative need and the potential impacts such a proposal could

have on existing operators within the defined centres. As stated above, the announcement of

the merger between Asda and Sainsbur y 6 s wi | | also need to be
precisely how the existing portfolio of stores will be dealt with and if there is any potential

for the fascias (i.e. the Sainsburydés at Tal

could have an impact on shopping patterns within the central zones.

Comparison Goods Floorspace

Turning to the qualitative need for comparison goods, we focus primarily on Blackpool town
centre, which T as the largest centre on the Fylde Coasti is most likely centre to attract
interest from retail operators and developers. Major retail development would not be
appropriate in the smaller district and local centres in Blackpool. The 2011 RTP Study
identified a requirement to stren gthen the clothing and footwear offer within the town
centre, to draw shoppers back in and claw back expenditure. This strategy was then taken
forward into the Town Centre Strategy and the Blackpool Core Strategy, which seeks to

i mprove the mfthatswmceatred of f er

Table 7.8 below compares the composition of comparison goods units in Blackpool town

moni t

bot

centre based on Experiands | atest Goad survey fo

2017 with the Goad UK average at September 2017. Table 7.8 reveals that the proportion of
department and variety stores in Blackpool town centre is broadly in accordance with the UK
average in terms of the number of outlets and above the UK average in terms of floorspace .
Large department and variety stores, which in Blackpool comprise Debenhams, Marks &

Spencer and Wilkg provide important attractors to a centre.

WWW.wyg.com creative minds  safe hands

140

(

r



Blackpool Retail, Leisure and Hotel Study

7.5.21

7.5.22

7.5.23

7.5.24

7.5.25

Clothing and footwear provision also plays an important role in attracting visitors to a centre.

I n Blackpool, whil st r e pnd@geseehchthingisubicateganiesish e
below the UK average, representation in the other clothing, footwear and accessories sub-
categories is high. The overall proportion of clothing, footwear and accessories provisionis
broadly in accordance with the UK average in terms of both the number of outlets and

floorspace.

The centre benefits from representation from almost all of the mainstream high street
clothing and footwear retailers, including H&M, New Look, Next, Primark, River Island,
Topman and Topshop and TK Maxx However, whilst there are many lower and middle
market retailers, there are few high er quality fashion multiples such as Ted Bakeror French
Connection This is likely to reflect the wider trend for these types of operators to focus their
trading in the higher order centres and locations such as Manchester and Liverpool along

with the high levels of deprivation across the borough.

The town centre also contains a wide variety of other national multiple comparison goods
retailers, including Boots, Clintons, HMV, Superdrug, TK Maxx, Waterstores and WHSmith.
Indeed, our health check assessment of Blackpool town centre found that 24 out of the 28
top high street comparison goods retailers are represented in Blackpool town centre.
Blackpool town centre also provides a varied independent retail offer. Whilst the Goad top
retailer list is just one of many indicators adopted in assessing the health of a centre, it does

provide an indication of the overall offer and enables a comparison against other centr es.

Modern format retail units have come forward within Houndshill, but as we demonstrate in
detail as part of the healthcheck analysis for Blackpool town centre, whilst this has been a
positive investment within the centre, there are areas outside of Houn dshill which have
declined further since the previous study was undertaken in 2011. This, in part, has been
because of retailers relocating to Houndshill. It has also been identified that the clothing and
footwear offer within the town centre has not improved since the previous Study. It has to
be noted however, that this is in part a response to current market trends and the hesitance
of retailers to open new stores curing uncertain economic times. The retention of retailers
such as Marks and Spenceris also a positive sign for Blackpool, when other centres are

witnessing the closure of this key anchor.

Blackpool also contains a substantial level of loworder retailers which occupy a substantial
proportion of the floorspace within the centre. Retailer s such as Poundland, Poundstretcher,
Poundworld, Pound Store, Pound Zone and footwear retailers such as Shoe Zone and

Shoemarket dominate some frontages outside of Houndshill. This level of low end
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comparison offer does not add to the overall quality of co mparison retailers across the town
centre, albeit we note that such retailers provide important shopping facilities given the high

levels of deprivation within the borough.

7.5.26  As such, from a comparison perspective, there may be opportunities outside of Houndshill to
redevelop and regenerate key areas which are currently in decline and have high vacancy
rates or are taken up by substantial proportions of lower -end retailers to create refurbished
bigger units to better meet c 9perffi@areasssochas@anler at or s ¢
Hey Street, which is a key route through the town centre and forms an important part of the
Principal Retail Core, requires substantial investment and regeneration, particularly given its
location in proximity to the frontage an d the level of footfall it could achieve as a result. This
regeneration and requirement to enhance the overall environment of the centre was
established throughout the 2013 Town Centre Strategy and in the 2016 Core Strategy. There
may be instances where the creation of new modern units and opportunities for retailers
may result in the shifting of end users from one part of the centre, to another should new
retailers not be attracted to the centre. However, this could also create new opportunities for
other parts of the centre (where retailers relocate from), to bring forward mixed -used

schemes with a more diverse range of uses (including residential and leisure uses).

7.5.27  Furthermore, Table 7.8 below reveals that there are significant gaps in the town centre re tail
offer, with little or no representation in a number of comparison goods sub-categories, most
notably within the DIY and gardening, furniture, electrical and recreational goods categories
of comparison goods. The chemist/health and beauty offer is also below the UK average.
The more limited offer in these categories is reflected in our analysis of shopping patterns
presented in Section 4, which identified particularly low market shares for Blackpool town
centre across these categories. Retail provision of bulky items such as furniture and large
electrical products is typically focused outside of town centres, reflecting the large floorspace
requirements for these types of products. Nevertheless, the UK averages presented in Table
7.8 reflecttowncentre | ocati ons and Bl ackpool town centrebs

particularly low.

7528 Overall, we conclude that whilst Blackpool town ¢
goods shopping needs in terms of its traditional high street offer, residents are likely to need
to travel to other destinations to purchase many types of comparison goods, most notably
furniture, electrical items and recreational goods. As such, there may be opportunities to

bring forward larger retail schemes within the town centr e but towards the periphery on
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available and suitable sites, to deliver units suitable to accommodate operators who sell

furniture, electrical items and recreational goods.

Table 7.8: Composition of Comparison Goods Units in Blackpool Town Centre at May 2 017
Units Floorspace
Classification Blackpool UK Blackpool UK

Units % % Index | sg.m % % Index
Antique Shops 1 0.14 0.39 35 750 0.41 0.21 195
Art & Art Dealers 4 0.55 0.63 88 500 0.27 0.36 76
Booksellers 5 0.69 0.49 141 800 0.44 0.42 104
Carpets & Flooring 1 0.14 0.54 26 50 0.03 0.52 5
Catalogue Showrooms 1 0.14 0.13 106 770 0.42 0.5 84
Charity Shops 15 2.07 2.71 77 2,500 1.36 1.83 74
Chemist & Drugstores 3 0.41 1.14 36 1,180 | 0.64 1.54 42
Childrens & Infants Wear 1 0.14 0.4 35 40 0.02 0.29 8
Clothing General 9 1.24 1.67 75 5,030 2.74 3.27 84
Crafts, Gifts, China & Glass 9 1.24 1.62 77 970 0.53 0.81 65
Cycles & Accessories 0 0.00 0.24 0 0 0.00 0.19 0
Department & Variety Stores 3 0.41 0.4 104 | 11,070 | 6.04 4.71 128
DIY & Home Improvement 0 0.00 0.69 0 0 0.00 1.06 0
Electrical & Other Durable Goods 4 0.55 1.23 45 700 0.38 0.97 39
Florists 1 0.14 0.66 21 20 0.01 0.24 5
Footwear 8 111 0.98 113 2,250 | 1.23 0.84 146
Furniture Fitted 0 0.00 0.4 0 0 0.00 0.35 0
Furniture General 6 0.83 0.84 99 1,480 0.81 1.37 59
Gardens & Equipment 0 0.00 0.05 0 0 0.00 0.06 0
Greeting Cards 5 0.69 0.71 97 630 0.34 0.5 69
Hardware & Household Goods 12 1.66 1.39 119 6,450 3.52 3.18 111
Jewellery, Watches & Silver 14 1.94 1.62 120 1,390 0.76 0.74 102
Ladies & Mens Wear & Acc. 15 2.07 1.64 127 4,310 2.35 2.23 105
Ladies Wear & Accessories 18 2.49 2.05 121 2,700 1.47 1.66 89
Leather & Travel Goods 0 0.00 0.15 0 0 0.00 0.09 0
Mens Wear & Accessories 8 1.11 0.72 154 1,290 0.70 0.61 115
Music & Musical Instruments 0 0.00 0.14 0 0 0.00 0.09 0
Music & Video Recordings 2 0.28 0.17 163 640 0.35 0.16 218
Newsagents & Stationers 0 0.00 1.09 0 0 0.00 0.84 0
Office Supplies 0 0.00 0.02 0 0 0.00 0.03 0
Other Comparison Goods 9 1.24 0.84 148 1,180 | 0.64 0.59 109
Photographic & Optical 0 0.00 0.11 0 0 0.00 0.05 0
Secondhand Goods, Books, etc. 4 0.55 0.31 178 340 0.19 0.16 116
Sports, Camping & Leisure Goods 3 0.41 0.68 61 1,730 | 0.94 1 94
Telephones & Accessories 16 2.21 1.37 162 1,320 0.72 0.68 106
Textiles & Soft Furnishings 5 0.69 0.64 108 660 0.36 0.46 78
Toiletries, Cosmetics & Beauty Products 6 0.83 0.99 84 1,090 | 0.59 0.91 65
Toys, Games & Hobbies 8 1.11 0.77 144 1,320 0.72 0.68 106
Vehicle & Motorcycle Sales 0 0.00 0.26 0 0 0.00 0.49 0
Vehicle Accessories 0 0.00 0.16 0 0 0.00 0.2 0
Comparison Goods Total 196 2711 | 31.02 87 53,160 | 28.98 | 34.89 83
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